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Abstract 

The impact of gendered content in printed advertisements on attitudes and behavioural 

intentions: a mixed methods study in a social marketing campaign. 

The aim of this study is to contribute to the Marketing field examining whether the use of gendered 

content in leaflets promoting physical activity has an impact on attitudes and behavioural intentions of 

the UK general public. Drawing on elements of social role theory and homophily theory for its 

theoretical background, this study adopts an explanatory mixed methods approach for the data 

collection. Firstly, through a quantitative phase and quasi-experimental research design, 247 

individuals from the general public were surveyed to examine the impact of the use of communal (i.e. 

feminine) and masculine (i.e. agentic) wording and endorser gender in a marketing campaign. This 

was followed up through qualitative semi-structured face-to-face interviews with 20 participants from 

the general public to gain further insights on the communicative elements of the leaflets and some 

insights into the participants’ existing behaviour and attitudes. The study indicates that gendered 

wording is effective in combination with certain gendered content when targeted at a specific sex. 

This work adds to the knowledge in the field of health marketing communications originally 

combining in an integrated framework of social role theory and homophily theory. Results from this 

study suggest that the theory is still relevant for males, as agentic communications and a male 

endorser showed a significant result for males. On the other hand, the results for females were more 

complex regarding social role theory and homophily theory, as neither communal nor agentic 

communications nor male or female endorser were significant, therefore other theories may be more 

useful for communications.  

The implications for knowledge and practice from this study provide a contribution as to which 

gendered combinations should and should not be used in the context of health promotion. This has not 

been considered previously, giving significant findings for future research directions and practical 

implementation in health communications.  
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Chapter 1 Introduction 

1.1 Chapter Overview 

This chapter gives an outline of this thesis. Firstly, the background and the rationale for this study are 

discussed (section 1.2). Section 1.3 indicates the focus of this study followed by the identification of 

the research gap. Research questions and objectives are presented in this section. The research focus, 

aim and objectives, the research approach including the research design and methodology are also 

detailed in section 1.3. The research approach is discussed in section 1.4. Section 1.5 details the 

implications of the research. Finally, the overall structure of the thesis is presented (1.6).  

1.2 Background and Rationale for the Study 

1.2.1 The UK Health Crisis: the problem of obesity 

 

So obesity is the new smoking, and if we continue to pile on the pounds, we’re 

heading for thousands more avoidable cancer deaths every year. (Donnelly, 2019) 

Obesity is now known to be the biggest public health crisis in the UK. According to recent published 

data from NHS (2019) nearly one-third (29%) of British adults are obese, which has risen by 3% since 

2016. The figures, when categorised by gender, show that 62% of females and 67 % of males are 

either overweight or obese. As it stands, the UK currently has one of the highest levels of obesity in 

Western Europe. Despite strategic health promotion policies and programmes, obesity in the UK has 

doubled in the past 20 years (Campbell, 2019). There is a future projection of 48% of the population 

being obese by 2045 (Donnelly, 2018), which will consequently cost the NHS around £9.7 billion per 

year (Public Health England, 2017). The cause of obesity has been attributed to the public’s general 

sedentary lifestyle: watching too much television, playing computer games, browsing the internet, the 

reliance on accessible cars, high calorific food, and the rise of the seated office- desk- based job 

(NHS, 2019). According to the NHS (2019), over the last 30 years, levels of physical activity have 

dropped significantly, most likely due to technological advancements in transport and consequently, 

the amount of miles walked per year per person has reduced considerably. In 2017, over 26 % of 
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adults were deemed completely inactive, which is measured by analysis of individuals taking part in 

less than 30 minutes of physical activity per week. There are severe consequences of obesity for the 

population’s health, for example: cancer, stroke, heart disease and type 2 diabetes, all contributing to 

the causes of early death. For example, obese males are up to three times more likely to be diagnosed 

with type 2 diabetes, and obese females are up to nine times more likely to be diagnosed with type 2 

diabetes. Obesity, overall, for men and women can also damage well-being and quality of life and 

impede the ability to work. The issue has become a serious threat to the health of the UK population 

as a whole and is now overtaking the extensively researched and documented negative effects of 

smoking (Donnelly, 2019).  

Chadborn (2018) suggests in a recent government report that drastic steps have to be taken to prevent 

major health issues such as obesity, including an intense focus on the whole individual, employment, 

education, societal context, psychology, behaviour and sociology. On the other hand, research has 

shown that social sciences are helping to improve public health by the less drastic measure of 

‘nudging’ that suggests easy- to- implement solutions such as making physical activity more 

accessible. Nudging includes a wide range of methods to alter physical or social settings, including 

carefully crafted communications to make specific behaviour change more feasible (Marteau et al., 

2011). 

Ever since commercial marketing principles have been applied to social marketing, practitioners and 

policy makers have been interested in how to apply the principles of commercial marketing, such as 

advertising, to better influence individual behaviour (Lee and Kotler, 2019). Government marketing 

initiatives have been developed to increase physical activity in an attempt to reduce obesity (see 

Public Health England, 2019). Walking health promotions are more likely to be effective in boosting 

the economy on a local level, reduce iniquities in health and reduce the stress put on health services. 

For example, a local government study revealed that £723 was saved for every £1 spent on a local 

health walking initiative (Walking for Health, 2013).  

The NHS in 2018 suggested that due to the rise in technology, reduced manual work and jobs that are 

less physically demanding, many adults now spend seven hours or more sitting down at work, 
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transport or leisure. Lack of physical activity has been described as a ‘silent killer’ due to the increase 

in sedentary lifestyles, and more awareness of this needs to be raised. Some health campaigns are 

designed to increase the desire of the individual to become physically active and therefore, an 

environment where this is possible must be fostered: as Dr Cavill says, “…each of us needs to think 

about increasing the types of activities that suit our lifestyle and can easily be included in our day   ” 

(NHS, 2018 ). 

Physical activity is so fundamentally important that in Scotland GPs are formally prescribing walking 

to patients by giving out prescription-based leaflets (Carrell, 2018). Walking is an activity that most 

individuals can easily find the time for, even if not particularly fit, and an environment to participate:   

therefore walking is the focus of this research. Physical activity, among other factors, is one of the 

most recommended changes people should make to their lives (PHE, 2017). It should also be noted 

that diet should also be examined further in the context of future research for communications,    

which is beyond the scope of this study. Even though physical activity is not the only cause of obesity 

and health promotion is not the only solution for prevention, it has been proven that there are some 

benefits to health promotion campaigns. However, constant improvement of campaign effectiveness is 

one of the key drivers to assist in the reduction of obesity to improve public health overall (PHE, 

2018). 

1.2.2 Social Communications: the ineffectiveness of public health campaigns  

Effective healthcare communication messaging strategies are therefore urgently required to tackle 

addictive and destructive behaviours that can cause issues such as obesity, indicating further research 

is required in this area to attempt to change these behaviours (Shen et al., 2015). Exercise and 

physical activity campaigns have been known to increase awareness and raise motivation for the 

targeted audiences, however as mentioned above, according to obesity statistics and current research, 

the campaigns have not yet produced substantial changes in behaviour (NHS, 2019). One suggestion 

is that  this may be because more research is needed on message formats and characteristics to best 

influence an audience (Keller and Lehmann, 2008, McKay-Nesbitt and Yoon, 2015). Moreover, 

current literature does suggest that health communication strategies are  much more effective when 
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they are focused, targeted and tailored towards specific audiences (Noar and Harrington, 2016). 

Health communications literature suggests that promotion in this field needs to be as strategic, 

sophisticated and effective, if not more so, than the advertisements for products such as fast food and 

e-cigarettes. This is because there a constant battle to counteract and compete against these powerful 

messages for products that can cause significant harm to health (Royne and Levy, 2015, Lee and 

Kotler, 2019). As effective health promotion messaging strategies are crucial components of 

campaign success, further understanding factors and methods to enhance the messages is of 

paramount importance. Thus, potentially this could be because gendered language and endorser had 

not been considered in combination. Considering the enormous costs connected with advertisement 

expenditures of battling obesity in the UK, it is important to comprehend the best way to 

communicate health communications campaigns and how they influence behaviour and life choices. 

Therefore, the purpose of this thesis is to examine the impact of gendered messaging and endorser 

pictures in health advertisements on attitude to advert and health -related behavioural intentions. 

Furthermore, social marketing health promotion campaigns are conducted to promote changes in 

behaviours deemed socially significant, for instance behaviours involved in drug use, smoking and 

obesity. The idea behind social marketing is to radically change major social problems that could lead 

to harm to health within a population. Marketing communication in general has in the past focused on 

the use of mass media and targeted a universal audience. However, contemporary methods of 

influence and persuasion in  health and consumer communications are focusing on narrowcasting, 

which further targets then tailors the communication strategies to the audience (Kreuter and Wray, 

2003, Noar and Harrington, 2016). For example, in the retail world advertisements for products are 

often matched to the individual’s characteristics, making it more targeted and tailored to the person 

likely to purchase the product. For instance, gender is and has been used as a basis for focused 

marketing for a substantial amount of mainstream products and services (Putrevu, 2004, Meyers-Levy 

and Loken, 2015). However, this has not been considered through a combination of gendered 

language and endorser to test on male and female audiences. Furthermore, messages have been found 

to be more impactful when the focus of the information is congruent with the attitudes of the target 
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audience (Shavitt, 1990, Eagly and Chaiken, 1993, Chang and Lee, 2011). Moreover, congruent 

messages that are also congruent with the characteristics of the target consumer should lead to even 

higher campaign effectiveness (Kuo and Rice, 2015). 

 Previous studies show that contextualised marketing tailoring can be beneficial in influencing 

behaviour change. For example, Noar et al. (2007) conducted a systematic review and meta- analysis 

utilising printed advertisements in health promotion. They found that there were some significant 

effects of tailored health promotion on behavioural change in comparison to non-tailored campaigns 

(Pope et al., 2018). However, this study did not consider gendered language in combination with the 

gender of the endorser. Furthermore, web-based tailored health interventions have also been shown to 

have a greater impact on improving health behaviour outcomes across different health conditions and 

patient samples than non-tailored ones (Lustria et al., 2013). More recently, this impact was also 

shown to be effective when one specific health condition was considered (Huang and Shen, 2016). 

Although previous research has provided insights into the impact of different types of message 

contents, it is crucial that researchers continue to gain understanding into the influences of message 

content on the audience to address the challenges of creating messages that can influence physical 

activity behaviour (Latimer et al., 2010). Considering the critical nature of the obesity epidemic, there 

is ongoing research in message framing in this specific area (Cho et al., 2018). Bearing in mind the 

immense costs associated with the advertisement expenditures of preventing obesity in the United 

Kingdom, it is imperative to understand how health advertisements influence consumers’ choices on 

making changes to improve their lifestyles.  

 In this study, therefore, these aspects are considered through examining the impact of persuasive 

physical activity messages that are specifically focused on walking, drawing on the theoretical 

constructs of social role theory and homophily theory, which have not been previously examined in 

this context.  

Specifically, in this thesis one method in the creation of targeted printed social marketing campaigns 

is by the use of ‘agentic’ (i.e., masculine) and ‘communal’ (i.e. feminine)-themed words, such as 

those associated with gender stereotypes and whether this affects audience behavioural intentions and 
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attitudes. Research in other areas has demonstrated that men and women respond differently to 

‘gendered wording’ and that there are important differences in the way men and women use language 

(Coates, 2015). Specifically, previous research has shown that in a specific context,  as in job 

advertisements, gendered wording can have such an impact as to attract and detract from certain 

‘masculine or feminine’ type job roles (Gaucher et al., 2011, Madera et al., 2009). For example, 

research found that females reacted more positively to communal -worded job advertisements in 

comparison to agentic -worded advertisements; when this was coupled with a female endorser, it was 

found to be even more significantly impactful for females (Hentschel et al., 2014). Furthermore, in 

comparison, other research showed that males responded to more agentic- worded job advertisements 

(Gaucher et al., 2011). Therefore, this research considers these important findings in a social 

marketing context on the promotion of physical exercise to see if this can be used to the advantage of 

attracting a specific gender in a health-related capacity.  

1.3 Research Focus 

There is very limited research on the use of gendered wording. Research studying the effectiveness 

that gendered language can have on the audience currently only exists in a job advertisement context 

(Gaucher et al., 2011, Hentschel et al., 2014). Social marketing literature also suggests that different 

ways of looking at characteristics and messages in health communications should be considered 

(McKay-Nesbitt and Yoon, 2015). Studies on the impact of gender in health campaigns focusing on 

gendered language are inexistent. Furthermore, the effectiveness of gendered wording has never been 

explored alongside endorser gender to test the overall gendered content of advertisements on male and 

female audiences. On the other side, the existing literature on social marketing campaigns does not 

report any study considering the impact of gendered wording on attitudes and behavioural intentions, 

providing a unique contribution for this thesis to the marketing literature.  

Therefore, this study’s research focus lies on the intersection of several important areas of research 

and practice, namely social marketing, behaviour change and public health studies on the 

effectiveness of gendered advertising; while social role theory and homophily theory constitute the 

framework and theoretical underpinnings adopted to carry this research, as shown in figure 1.1. Social 
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role theory was found to be appropriate for this study due to the clear association and underpinning of 

communal and agentic language (Gaucher et al., 2011). On the other hand, homophily theory was 

deemed an appropriate choice due to the gender focus concerning the endorser (Prendergast et al., 

2014). These theories used together created a framework for the contribution to knowledge.  

 

Figure 1.1: Research focus  

Once the research gap was found (also, see section 2.7), research questions were identified to address 

it. The first stated research question encompasses what the thesis is set to examine: the impact of 

gendered wording in printed health advertisements on attitudes and behavioural intentions.  

RQ1: What is the impact of gendered content in printed health advertisements on attitudes 

and behavioural intentions?  

In order to answer this research question, the following objectives were achieved through this study:  
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 To investigate the role that gendered wording plays in printed advertisements.  

 To investigate the role of gendered endorsers in printed advertisements.  

 To understand the general public’s reaction to the usage of gendered content in printed 

advertisements.  

 To analyse the impact that the components of gendered content in printed advertisements 

have on the general public’s attitudes and behavioural intentions.  

After an extensive literature review presented in section 2.2, the following hypotheses were derived to 

help in addressing the research question: 

H1a: Communal wording will generate more positive attitude to advert among females 

compared to males 

H1b: Communal wording will generate greater willingness to change behaviour among 

females compared to males 

H2a: Agentic wording will generate more positive attitude to advert among males compared 

to females 

H2b: Agentic wording will generate greater willingness to change behaviour among males 

compared to females 

H3a: A female endorser will provoke more positive attitude to advert amongst females 

compared to males 

H3b: A female endorser will provoke higher willingness to change behaviour amongst 

females compared to males 

H4a: A male endorser will provoke more positive attitude to advert among males compared 

to females 

H4a: A male endorser will provoke higher willingness to change behaviour among males 

compared to females 
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H5a: A female endorser and communal gendered wording features will provoke more 

positive attitude to advert among females compared to males 

H5b: A female endorser and communal gendered wording features will provoke higher 

willingness to change behaviour among females compared to males 

H6a: A male endorser and agentic gendered wording features will provoke more positive 

attitude to advert among males compared to females 

H6b: A male endorser and agentic gendered wording features will provoke higher 

willingness to change behaviour among males compared to females 

 RQ1 is followed up with a qualitative research question to give insights into the quantitative findings.  

RQ2: How does the participant’s narrative extend, refute or give further insights into how 

participants feel about the printed health advertisements? 

The research questions adopted the mixed method procedural approach according to Tashakkori and 

Teddlie (2010), which is  discussed  in section 2.8. 

1.4 Research Approach 

As discussed, the aim of this thesis is to test printed advertisements through drawing on elements of 

social role theory and homophily theory by means of gendered wording and endorser gender. A 

review of the literature was carried out first to gather extant studies to understand the research area 

fully. This then led to the development of hypotheses. The research was developed through the lens of 

pragmatism. The importance of research for pragmatists is the practical outcomes reached through 

different types of methods and knowledge. This is appropriate for this study as different perspectives 

assist in the interpretation and validation of data;  this also supports the use of mixed methods 

(Saunders et al., 2019). Moreover, the research approach was an explanatory sequential mixed 

methods; this design was selected for this study as it is iterative and interactive, with phase one 

informing and directing phase two of the study. Both of the steps are classed as separate sections but 

clearly contributed to the overall research focus. There is reported to be an ease of implementation, 
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description and reporting with the explanatory approach, providing a manageable straight- forward 

design (Creswell and Creswell, 2017). Therefore, the study was conducted through firstly quantitative 

methods, which were then further explained through semi-structured interviews. The first part of the 

research design was based upon empirical, quantitative methods and the research strategy was 

developed through experimental and quantitative design. Quantitative methods were adopted for 

phase one due to the rigorous, systematic, defined processes that allow for the examination of the 

relationship between two or more variables (Saunders et al., 2019), which was a requirement of phase 

one of the study based on the research question and objectives. Experimental design was selected as it 

is one of the better quantitative methods to test the main and interaction effects of the independent 

variable on the dependent variable (Vargas et al., 2017), which allowed for the manipulation of 

gendered content to be tested. The experimental leaflets were created and developed according to 

validated literature. The survey strategy was then followed for the process of data collection once the 

participants had observed the experimental leaflets. The question items in the survey were extracted 

and constructed using existing research to ensure high levels of validity and reliability. The sampling 

strategy was through a randomised method, as far as possible, requiring as close as possible to 50 

percent males and 50 percent females in the sample. The data was collected through a mall intercept 

and is presented and analysed in this thesis. The experimental field study was a between-subjects 

design and had 247 participants in eight groups of eight conditions or manipulations who took part in 

and read one short advertisement experiment each with one short survey questionnaire, one for each 

experimental leaflet. The second phase of the research was conducted through a qualitative study 

through semi-structured interview questions that were constructed according to the results of the 

previous data findings. Semi-structured interviews were chosen for this study as the approach allows 

for richer, fuller, more genuine answers due to the free flowing, relaxed participant discussion. The 

questions can also be adapted to the context (Coolican, 2017) and therefore in this study were 

informed by phase one. This built on the results from the initial quantitative study and enabled further 

explanation of the statistical findings in more detail. 
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1.5 Implications  

The findings presented in this thesis therefore offer significant practical and theoretical implications 

for researchers and social marketers. The main impact that these findings will have on a practical level 

are: public health initiatives will be more efficient and engaging in the targeting of specific genders 

improving effectiveness and therefore more cost- effective. Marketing communications agencies and 

professionals can design adverts that are more impactful and effective through the use of gendered 

features. With regard to theoretical implications, researchers and academics can gain new knowledge 

on the field of gendered advertising based on social role theory and homophily theory in health 

communications, filling the identified research gap.  

1.6 Thesis Structure 

This thesis consists of seven chapters, outlined below:  

Chapter 1 

This chapter gives an overview of the whole research thesis, including the background of the research 

in terms of the importance of health communications, obesity and gendered content of advertisements. 

This also covers the research focus, the aim and objectives with research questions, hypotheses and 

the thesis structure.  

Chapter 2 

Chapter 2 covers a review of the literature with narrative synthesis which looks at gender and social 

roles, gender and social roles in advertising, gender and social roles in health promotion, and 

gendered wording in advertisements. Social role theory and homophily theory are discussed with 

reference to the hypotheses. The chapter   concludes with the identified current gaps in the literature. 

Chapter 3 

Chapter 3 gives a detailed overview of the methodology that used for this study to test the hypotheses 

that were developed according to the existing literature discussed in Chapter 2. Discussed in this 

chapter are the chosen research strategy, philosophy, approach, design and data collection methods. 

This chapter also incorporates the steps outlined for undertaking the semi- structured interviews. 
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Furthermore, the pre-tests and pilot study conducted to test the quasi-experiment and survey and the 

statistical methods used for the pilot and main study are described. This also outlines the pilot study 

for the qualitative part of the study. The development of the questionnaire is discussed towards the 

end of the chapter. The methodology chapter concludes with ethical considerations for the study. 

Chapter 4 

Chapter 4 details the quantitative results and covers data description and data analysis. This chapter 

includes analysis of the demographics of the sample, the descriptive data and standard deviations for 

means testing. This also covers the results of the three-way ANOVA.  

Chapter 5 

Chapter 5 reports the qualitative results from the semi- structured interviews. This chapter includes 

the thematic analysis of the results. 

Chapter 6  

Chapter 6 gives a discussion and concludes the findings for this research from the quantitative and 

qualitative data, which is tied back to the literature review.  

Chapter 7  

Chapter 7 is the conclusion of the thesis and gives an outcome of the research according to the 

developed hypotheses. Limitations of this research and future research opportunities are covered in 

this chapter.  
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Chapter 2 Literature Review 

2.1 Literature Review Overview 

This chapter combines the discussion of relevant literature with the presentation of the theoretical lens 

and explores the literature in the three areas that are pertinent to this study: social marketing 

communications and advertising, social role theory and homophily theory. After a brief explanation of 

the literature review strategy adopted (section 2.2), the aim of the chapter is to identify the research 

gap and to formulate a research question that addresses this gap. As outlined in figure 1.1, the relevant 

body of literature for this work stems from three different areas of research. This includes research on 

social marketing communications (2.3.1), research on the role of gender differentiation (2.3.2), 

research on health advertisements / social advertisements / public health advertisements (2.3.3), and 

research on gendered wording in advertisements (2.3.4). Section 2.4 describes the theoretical lens 

adopted for this study: social role theory (2.4.1), communal and agentic (2.4.2), homophily theory 

(2.4.3) and gender stereotypes and social roles in advertising (2.4.4), on which basis the formation of 

the research questions (2.5) is made.           

2.2 Literature Review Search Strategy 

This thesis has been developed through literature review and primary research drawing on theoretical 

elements of social role theory and homophily theory. The inclusion criteria were set to find relevant 

journal publications within key areas (see appendix 1). The resources accessed and utilised for the 

review were textbooks, journals, reports and websites. The main period searched was 1998–2020, 

however other literature outside of these years that was deemed important and relevant for this study 

was added. 

2.3 Literature Review and Theoretical Framework 

2.3.1 Social Marketing: the role of marketing communications in exercise promotion and 

obesity reduction  

As societies face numerous public health crises, academic researchers and practitioners employ a 

range of tools to influence behaviour of individuals to lead healthier lives. One of those such tools is 
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communications (Hastings and Domegan, 2017) or as it is often called, marketing communications. 

What is communicated and in what way has been proven to influence attitudes and behavioural 

intentions (Kareklas et al., 2015, Cho et al., 2018). The literature review hence focuses on reviewing 

studies within the last five years which examined the effectiveness of a range of factors in health-

related marketing communications in, mainly, physical activity, obesity reduction and diet. The search 

criteria included marketing journals from the ABS guide 2015–2020 using combinations of health, 

physical activity, obesity and advertising search terms. Studies of how a range of communication 

tools and mediums (what is used and on what channel) can be found in marketing communications 

and also in social marketing. Social marketing has been used as a term since the 1970s and has been 

evidenced to have a weighty impact for behaviour modification in areas such as public health, the 

environment and accident prevention (Lee and Kotler, 2019). The origin of social marketing from the 

perspective of academia has been attributed to the early work of Kotler and Levy (1969), who argued 

for a wider sphere of different areas within the narrow field of marketing, as the focus at that time was 

on business- or commercial- related activities. However, authors such as Luck (1969) who suggested 

that marketing should remain ‘narrowly defined’ without an addition of non-market- based activities 

critically challenged this new perspective. It was not until the 1990s that social marketing found its 

‘true nature’ where scholars and academics realised that social marketing focuses on behaviour 

change and not just the changing of ideas (Andreasen, 2003). Andreasen (1994) defined social 

marketing as the application of commercial marketing technologies to the analysis, planning, 

execution, and evaluation of programs designed to influence the voluntary behaviour of target 

audiences in order to improve their personal welfare and that of the society of which they are a part.  

Ultimately, this assisted in paving the way for clearer definitions of the term and provided the 

positioning of behaviour as the ‘bottom line’ for social marketing, overall giving clarity that 

commercial techniques can be applied in this context. Moving forward two decades, social marketing 

is no longer a controversial topic and is now widely accepted as a key marketing area in its own right.  

For social marketers today, the main aims and objectives are to influence changes in behaviour 

important to society and for the individual. This is conducted using tools based on conventional 
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marketing techniques such as marketing communications, focusing on a specific target audience to 

produce an outcome that is beneficial to society. A prevalent practice in social marketing is the 

targeting of focused segments of the population (El Hazzouri and Hamilton, 2019). Overall, 

marketing communications in social marketing are designed to encourage the segmented target 

audience to either accept, reject, modify or abandon a behaviour (Lee and Kotler, 2019). Moreover, 

the researcher acknowledges that social marketing interventions are wider than marketing 

communications; however, it is still an ‘important ingredient’ in social marketing (Venturini, 2016) 

and is therefore the main focus of this review. 

Marketing communication messages are central in promoting well-being and health. These messages 

have been presented as treatment for prevention for acute and chronic illnesses and for persuasion to 

change consumer attitudes and behavioural intentions (Manika and Gregory-Smith, 2017, Liang and 

Scammon, 2011). Health communications studies based on obesity and physical activity have covered 

a wide range of important areas to test the impact that they can have on the audience.  For example, 

one study measured manipulated advertisements considering the impact and difference of obese or 

physically fit endorsers on a congruently obese participant sample. The results showed that 

behavioural intentions were lower if the advert was presented by an obese endorser, possibly due to 

the impact of feeling typecast because of the similar characteristic. This shows that in certain contexts 

audience similarity may not be the best solution for health- related marketing communications (El 

Hazzouri and Hamilton, 2019). Developing this idea further, research using endorsers in the physical 

activity health- context- focused on endorser’s social status with professionals and non-professionals 

as the endorsers. The findings suggested that powerless participants were more likely to positively 

change walking behaviour if the endorser was a doctor (higher status) as opposed to a nurse (lower 

status). Therefore, this study highlights the importance of endorser choice when creating marketing 

communications in a social marketing context (Newton et al., 2015). Evolving this concept further 

Kareklas et al. (2015) measured attitudes and behavioural intentions in health advertisements, showed 

that if the commenter was revealed as a medical doctor (higher status) the participants rated the 

communication more credible as opposed to what was found to be less credible; a lobbyist or student. 
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Critically, however, it has been stated that communications commenters in health presenting as 

experts in the field can be seen as a patronising approach, often looking like a parent–child 

relationship, whereby a health authority directs and dictates people to change or obtain a desired 

behaviour (Zharekhina and Kubacki, 2015). 

Garcia-Collart et al. (2020) researched the impact of self-framed or social-framed advertisements 

based on healthy eating and the impacts the different advertisements have on the target audience. The 

results showed there was incongruence with the message compared to the target audience, suggesting 

that congruence with target audience characteristics may not always be the best strategy. However, 

integrating findings from other obesity- focused research found that framing an advert congruent to 

the participants’ worldview of obesity can have a positive impact on reducing stigma. Thus giving 

insight that congruence in certain situations matching health messages with an audience may still be 

appropriate (Meyer et al., 2020). Developing this concept further, Pounders et al. (2015) considered 

independence and interdependence self-views of participants within the field of physical activity and 

diet through manipulated advertisements. The findings showed that for independent participants 

persuasion was increased with adverts that presented temporal distal messages over proximal- framed 

messages. On the other side for interdependent participants, a proximal message induced higher 

behavioural intentions. Thus, highlighting that tailoring and targeting the message to the 

characteristics of the audience in health communications may make an impact on attitudes and 

behavioural intentions.  

 Krishen and Bui (2015) conducted research suggesting obesity campaigns based on fear have 

demonstrated   a positive effect in health communications. The research specifically focused on 

messages that promote fear coupled with abstinence from indulgence; this combination assisted in 

reducing the behavioural intention of the participant’s desire to engage in indulgent behaviour. 

Conversely, however, authors have suggested that fear campaigns are judged ineffective if they are 

not targeted towards a specific audience. Also, they have been accused of inciting shame and guilt in 

the audience, making the recipient feel that there are no other options than to change the behaviour 
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and the messages are therefore disempowering (Zharekhina and Kubacki, 2015). Consequently, other 

social marketing communications methods may be more effective.  

Werle et al. (2015) found that framing physical activity messages as fun as opposed to serious for 

exercise participants  was less likely to lead to them rewarding themselves with an unhealthy snack 

and was more likely to lead to them making healthier choices based on the way the activity was 

communicated. Conversely, however, McKay-Nesbitt and Yoon (2015) challenged the findings that 

fun- based physical activity advertisements were the best choice and found that if the health 

organisation was explicitly stated, then work-framed or serious advertisements are better and that 

congruence framing is therefore more effective in social marketing communications. Thus, this 

suggests different forms of health marketing communications effectively give insight into different 

ways of rightly or wrongly targeting health communications. 

Gain- and- loss framing was found to be an important strategy used to test and improve marketing 

communications in health. For example, Cho et al. (2018) created gain- framed and loss- framed 

messages based on promoting a fictitious running campaign. This included health messages such as 

‘decrease your risk of coronary heart disease’ (gain- framed) or ‘increase your risk of coronary heart 

disease and other chronic diseases’ (loss- framed) and found that gain- framed messages in physical 

activity had a significant main effect on the participants. Critically, however, this study used a limited 

age sample of 18–35 year olds and did not present differences in the gender elements. Integrating the 

concept further, other framing research also showed that gain- framed messages were found to give 

positive attitude results when considering the impact on a sample of children specifically for adopting 

healthy behaviours. For example, ‘Eat more fruit’ messages showed higher healthy attitudes. 

However, if a cessation approach for health eating was presented, a loss- framed message was more 

appropriate, for example, ‘Eat less candy’ (Wyllie et al., 2015). In contrast, however, whilst gain- 

framing has been found to make a positive impact in  health communications literature, it has been 

suggested that it is not enough and the promotion and positioning of making healthy decisions should 

be improved (Royne and Levy, 2015).  
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Through developing and testing effective health communications methods further, a recent study 

focused on exposure to physical activity (PA) adverts and the impact they could have on unhealthy 

snacking behaviour. The results of the study found that if the advert was labelled as a ‘commercial’ 

message the participants' unhealthy snacking behaviour increased and on the other hand, when the 

advertisement was labelled as a ‘health’ message, the effect remained the same. This shows that for 

behaviour change impact, labelling as a ‘health’- focused campaign may be more effective (Kergoat et 

al., 2019). Furthermore, children’s perceptions of healthy food found that the behavioural perspective 

of the children  was more positive in consumption behaviours when the pictures shown were healthy 

foods rather than animations or cartoons (Lagomarsino and Suggs, 2018), thus giving further insight 

into presenting more serious images and details when creating social marketing communications.  

The studies identified in this review focused on a number of the main tools used in health marketing 

communications including endorser, framing and imagery, which have been taken into consideration 

for this study. Considering the extensive literature in health communications, it is recognised that not 

enough is known about which exact characteristics and message formats best influence audience, 

consumer intentions and attitudes (Keller and Lehmann, 2008, McKay-Nesbitt and Yoon, 2015), and 

thus further research should be conducted. 

Therefore, one that has not achieved relatively sufficient attention is how the gender of the endorser 

and ‘gendered’ wording of health-related communications in combination influence attitudes and 

behavioural intentions. Although these issues have been studied in other contexts, such as job 

advertisements, this has not been explored in the context of health-related marketing communications, 

highlighting a research gap. Therefore, the following research question was developed: 

What is the impact of gendered content in printed health advertisements of attitudes and behavioural 

intentions? 

The next section focuses on gender differentiation, gender stereotypes, social roles in advertising, 

gender in health advertisements and gendered wording in advertisements.  
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2.3.2 Gender Differentiation 

Gender roles in society have been found to be created from the division of labour and occupational 

roles (Eagly and Steffen, 1984, Eagly, 1987). Due to men being physically stronger in size and 

strength than women (Eagly and Wood, 2016) they have had the advantage to be the bread winner and 

the ability to gain financial benefits and ultimately, higher social status (Bosak et al., 2012). This 

would then naturally assign women, who were thought to be ‘weaker’ sex, to be at home as being 

directed by men to accommodate the childbearing and homemaker roles. This affected the power 

distribution in relationships between men and women. Accordingly, individuals copy the respective 

characteristics and traits from males and females, which are seen as deep-seated to each gender. For 

instance, if females are in care- taking roles, they are thought to be caring and nurturing (Gustafsson 

Sendén et al., 2019). On other side, if males are soldiers fighting in a war, they are thought to be brave 

and tough, which has been found to pass on through the generations and still has an impact on roles 

and traits in today’s society (Wood and Eagly, 2012). 

Hyde (2014) suggested that within a social science context there is an assumption in society that 

women and men are fundamentally dissimilar in their behaviours, such as the way they act, relate to 

others, think and feel. Del Giudice et al. (2012), who researched differences in personalities between 

males and females, found that the overall differences between the genders are quite extensive. The 

study found that that there is only a 10 percent overlap between male and female personalities. Gender 

roles, therefore, are the common beliefs held by members of a society about men and women that can 

ultimately guide and self-regulate expected behaviour. This is because individuals are under personal 

and social pressure to adhere to social and personal constraints, i.e. ‘toeing the line’ in terms of gender 

expectations, often through reward and punishment (Eagly, 1987, Eagly et al., 2000, Witt and Wood, 

2010, Hoover et al., 2019). These pressures occur due to gender roles being mutual opinions about 

others’ perceptions, and also because individuals assume different gender roles as gender identities 

create people’s understanding of themselves as male or female (Wood and Eagly, 2012). 

Furthermore, male and female personality traits have been found to be different on several levels. For 

example, there are identified gender differences in traits that are relatable to emotions in males and 
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females, such as anxiety, depression, neuroticism and rumination. This has also been researched and 

confirmed through other research and cross-cultural surveys (Schmitt et al., 2017). Hyde (2014) found 

through a review of gender differences in personality that there were large differences in certain 

personality traits through characteristics such as physical aggression, agreeableness, sensation 

seeking, conscientiousness and self-esteem (Ellemers, 2018). Developing this concept further, 

research suggests that in terms of differences in personality traits, men exhibit what are called agentic 

tendencies, meaning they exhibit traits that are dominant, assertive and competitive, which would 

complement the traditional masculine role requirements (Eagly et al., 2019). Whereas women are 

thought to have communal tendencies, therefore exhibiting traits that are affectionate, supportive and 

sympathetic (Bosak et al., 2012, Eagly, 2013, Pietraszkiewicz et al., 2019) or compassionate, warm 

and expressive (Eagly et al., 2019), which would complement the feminine role requirements. Both of 

these complement the categories of expected historical gender roles. Bakan (1966) (cited in Hentschel 

et al. (2019) first introduced communion and agency as ‘functional modalities’ which are fundamental 

elements of social judgement to explain the human attributes of the pursuit of being socially accepted 

and developing social connections (communal) and on the other hand, the drive to achieve one’s 

personal goals and competencies (agentic). 

The communal element is also about being socially accepted and socially connected, including caring 

for others, cooperativeness and wellbeing, and is more attributed to female characteristics. This 

includes traits such as honesty, kindness, sincerity, tolerance and truthfulness (Infanger and Sczesny, 

2015). The agentic element reflects the pursuit of goals and self-interest and includes self-ambition, 

competence and dominance, and is more attributed to male characteristics (Abele and Wojciszke, 

2014, Eagly et al., 2019). Agentic characteristics also include traits such as assertiveness and 

efficiency (Abele et al., 2008, Abele and Wojciszke, 2007, Ybarra et al., 2001). Previous research 

shows that communion and agency are considered important elements of social understanding of the 

genders. Communion is important in the cognition of those around and agentic is more relevant for 

cognition of the self (Abele and Wojciszke, 2007, Wojciszke et al., 2009, Pietraszkiewicz et al., 

2019). Communal and agentic dimensions  have been found valid for explaining expected male and 



21 

 

female stereotypes, especially when looking at female and male everyday social statuses, family 

positions and job roles (Bosak et al., 2012). Historical research on such personality measures found 

the relationships that would be expected by being compatible with agency and communion. That is 

that femininity predicted communal outcomes and masculinity predicted agentic outcomes (Taylor 

and Hall, 1982). Furthermore, other studies and reviews have found that agency was linked to career 

success, which is therefore seen as being more agentic or masculine, with males being in leadership 

roles (Evers and Sieverding, 2014). Also, femininity through communion predicted relational 

outcomes, such as the likelihood of being more involved in the family environment (Abele, 2003) and 

also fulfilment in meaningful relationships (Steiner–Pappalardo and Gurung, 2002), linking the 

expected results to the congruent communal traits.  

However, with the documented changes in the division of labour and men spending more time at 

home with their children, it is thought that  additional gender similarities have actually started to arise 

(Hyde, 2014, Gustafsson Sendén et al., 2019). Moreover, gender similarities have been argued, and it 

has been shown that women and men are now more similar than ever in areas such as mathematics, 

verbal skills and some personality aspects (Hyde, 2014, Bosak et al., 2012). Women are now gaining 

power, status and leadership qualities, especially in post-industrial countries (Wood and Eagly, 2012), 

and  significant progress has been made towards gender equality in the workplace (Hentschel et al., 

2019). 

Furthermore, experiments in previous research looked at individuals’ perspective of communal and 

agentic gender- focused traits at times 50 years before and 50 years ahead (Diekman and Eagly, 2000, 

Wood and Eagly, 2012, Bosak et al., 2018). Using both student and non-student samples over the time 

period, women were arbitrated as having more masculine, agentic traits over time. The results showed 

that women and men were more likely to have masculine traits but on the other hand, the merging of 

feminine traits between the sexes was not a perspective that the respondents perceived to be likely. In 

other words, individuals believe that men and women have become more similar in agentic traits and 

masculine personalities in the last 50 years and this  is projected to continue for the next 50 years (see 

figure 2.1), but that males would not adopt communal traits now or in the future. Analysis through 



22 

 

mediation showed that the likelihood of this perception of women’s personality traits over time was 

through the projected division of labour. This also presents that as the social roles become similar, 

agentic traits are more likely to merge and become similar between the two sexes (Diekman and 

Eagly, 2000, Wood and Eagly, 2012, Bosak et al., 2018, Gustafsson Sendén et al., 2019). 

Furthermore, in this same mind-set, other research showed that women’s personality traits actually 

adapted over time to more agentically demanding occupations through the changes in roles and they 

were becoming more agentic (Diekman and Goodfriend, 2006). Conversely, however, a more recent 

replication study based on Diekman and Eagly (2000) found that males were actually more likely to 

adopt communal traits now and in the future, challenging the original study suggesting that males in 

certain cultures are also adapting to the changes in society.  This means males were also showing 

communal traits, and male and female traits are merging (Bosak et al., 2018). 

Figure 2.1 shows results of participant perceptions of past, present and future. The higher the score the 

greater the perceived agency from past perceptions to future projections (Diekman and Eagly, 2000, 

Wood and Eagly, 2012). 

 

Figure 2.1: Perceived agency from a student sample (Diekman and Eagly, 2000, Wood and 

Eagly, 2012)  

 



23 

 

 Recent research also focused on the parenting roles and behaviours of males and females roles along 

a time line of 1950, 2009 and 2050. This research also found that males and females are more similar 

now than they were in previous years, and this was predicted to continue in the future. This is 

potentially because females contribute financially to the family and males take on nurturing roles for 

their children. The findings suggest that as the paternal roles become less gender-defined, the 

stereotypical characteristics and traits (i.e. communal and agentic) expected of them will become 

more blurred within home and professional or occupational roles  (Banchefsky and Park, 2016, Park 

and Banchefsky, 2019).Therefore, this  challenges the original research as males will become more 

communal and females will become more agentic. 

However, other literature still suggests that mostly male agentic traits are likely to remain fixed over 

changeable female traits, though there are projected minor changes, such as increased male sociability 

and   more males entering what are classed as ‘female or communal positions’, such as nursing (Wood 

and Eagly, 2012). Furthermore, research has found that women in the present time have more 

masculine characteristics than women in the past and that females in the future will be more 

masculine than today’s women. Some previous research showed that men’s projected future 

stereotypical prospects were perceived to be unchanging, showing that perception of communal traits 

between the sexes has remained stable and males were likely to remain agentic (Eagly and Diekman, 

2003, Twenge, 1997). This lack of change in female attributes in males is potentially because males 

have not increased their careers in female positions as aggressively as females, because of the lower 

pay and lesser status associated with these roles (England, 2010).  

In many modern societies, gender equality has increased in a range of areas. In many countries 

(mainly westernised countries) increasing numbers of women are in paid work and are now entering 

into positions that were historically male- dominated and classed as agentic. In addition, more women 

are gaining degrees in areas such as science, engineering, maths, medicine and law. There are also 

more women in political positions than ever. However, this has not been consistent across 

industrialised societies, where these positions are often still more male- dominated; for example, only 

23% of women work in STEM positions in the UK (Lipscome-Southwell, 2020).  
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Furthermore, Glick and Fiske (2001) research shows that cultures that hold higher gender equality are 

actually more likely to have less defined communal– agentic personality traits, that is male and female 

distinguished roles or expected stereotypes, and are more likely to be similar. Stereotyping has also 

been thought to have decreased over the past several years, especially in countries that have higher 

masculinity or agentic levels (Eisend, 2010). Moreover, gender similarities between the sexes are 

more highly anticipated in countries in which there is known to be higher gender equivalence (Hyde, 

2014). In contrast, other research showed in gender- equal nations that male and female trait 

differences were actually found to be much larger. For instance, this research showed that females and 

males differed much more on their own self-report of expected gender traits (Schwartz and Rubel, 

2005).  

Furthermore, as discussed other research has reliably shown that females are categorically perceived 

as more communal and men as more agentic (Spence and Buckner, 2000, Williams and Best, 1990). 

Moreover, in favour of congruence with communal and agentic roles in relation to gender (Wood and 

Eagly, 2012) perceptions of highly agentic females have actually been found to be viewed more 

negatively than males that are found to have high levels of agency (Rudman et al., 2012b), suggesting 

that this pushes females to remain communal. This has been found to be driven by the idea that 

agentic women are ‘too dominant’ rather than the prospect that they lack in communal traits (Hoover 

et al., 2019) and therefore females remain communal. 

 As critically discussed through the contrasting and conflicting views, communal and agentic roles 

have not disappeared completely in society, even though the gender roles have and are projected to 

develop and change over time, especially for females with regard to agency and possibly males with 

communal traits. Despite the widespread developments in gender roles, females have been thought to 

continue to give emphasis to communal traits (Prentice and Carranza, 2002, Diekman et al., 2011, 

Eagly et al., 2019). This is not only thought to be relative in terms of social expectations but also the 

internalisation of ‘normal’ gender roles when it comes to communion and agency (Wood and Eagly, 

2009). Through research self-reported by males and females Twenge (1997) found that women gave 

themselves higher scorings on female stereotypical traits and men and women were equal in self-
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reports on male stereotypical traits (Diekman et al., 2011). Other research has shown that women 

more than men give themselves higher ratings of endorsement of female attributes, even considering 

the changes to women’s roles in society now and in the future (Eagly and Diekman, 2003). Also more 

recently, Hentschel et al. (2019) found that females rate themselves low on agentic traits such as 

leadership competence and assertiveness and that stereotypes about feminine communal traits still 

exist. Moreover, other research has found that females who actually conform to their expected gender 

role in terms of their gender identity (i.e. communal traits) have  higher self-esteem and more positive 

emotions than those with  weaker role and higher identity adherence (Witt and Wood, 2010). To be 

specific, research has shown that males who perceived themselves as having a strong masculine 

identity had emotions that are more positive when they brought to mind incidents where they acted in 

an assertive and dominant way. On the other hand females who perceived themselves to have a 

stronger feminine identity had more positive emotions after bringing to mind incidents where they felt 

they had been more nurturing and overall communal in nature (Wood et al., 1997). Research was also 

conducted that showed through participants’ self-completion of a diary that if the male participant had 

rated himself with a highly agentic personality, he had feelings that  were more positive and  higher 

self-esteem if they acted more agentic in everyday life. On the other side, female participants who 

rated themselves more communal had more positive feelings and higher self-esteem if they acted 

more communal in everyday life (Witt and Wood, 2010). Therefore, in society as a whole it is thought 

that typically, male and female behaviour matches to their expected gender identities and that self-

esteem and positive thoughts are more prevalent if gender conformity occurs: that is, the conformity 

of males being agentic and females being communal (Wood and Eagly, 2012). 

According to these findings, apart from the physical differences in today’s society, how different are 

women and men? do they still hold different social roles? and does this affect attitudes and behaviour 

towards communications? Gender traits and roles have been extensively researched as a topic and  

have been hotly debated in a multitude of contexts (Meyers-Levy and Loken, 2015), and these are the 

theoretical basis for this health communications study.  
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2.3.3 Gender in Health Advertisements  

Health marketing communications have been researched and consequently developed to gain insights 

into ways that messaging can be constructed to change behaviours. This has been considered though 

research areas such as message framing, message construction and regulatory fit (McKay-Nesbitt et 

al., 2013, Wyllie et al., 2015). These message strategies are concerned with how to frame and develop 

a health message in order to be as effective as far as possible to the audience taking into consideration 

the targeted issue that is being prevented or promoted. These methods have shown successful 

statistical results in the literature in how to frame health messages; however, as mentioned, the future 

still looks uncertain in terms of documented projected statistics of certain health issues such as obesity 

(NHS, 2019) and continuing research is required to improve persuasive messaging.  

These existing health messages and promotions in advertising have been examined using a multitude 

of experimental and quasi-experimental designs through the literature. The existing research has 

focused on and covered: the impacts of source credibility by using a reputable source to endorse the 

health area being promoted (Kareklas et al., 2015), and the positive effects of narrative persuasion in 

the form of patient stories (Shen et al., 2015). Other studies have  highlighted the use of fear 

messaging and the negative effects not adopting a health behaviour (De Meulenaer et al., 2015) and 

gain versus loss- framed messaging (Wyllie et al., 2015). Studies have also considered humour effects 

promoting critical health issues (Yoon, 2015), using power differences of endorser and recipient 

(Newton et al., 2015), and finally myth/ fact message framing and regulatory fit effects which focus 

on either the prevention or promotion of messages (McKay-Nesbitt et al., 2013). All of these give 

different strategic methods to tailor and target messages to promote or prevent health considerations 

in advertising and marketing contexts.  

In addition, there is a growing research emphasis on gender inequality in health and health promotion 

strategies and the impact that gender- based considerations have towards health promotion (Pederson 

et al., 2014, Gelb et al., 2011, Östlin et al., 2006). Yet, there is still a lack of knowledge about gender 

inequality in health promotion interventions, which ultimately reduces effectiveness, as appropriate 

resources are not allocated and tailored correctly, nor in line with gender differences. Existing 
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literature has found that gender is an issue often neglected in health promotion (Östlin et al., 2006). 

Also, Dietrich et al. (2017) found that only 16% used segmentation strategies for social marketing 

interventions, suggesting that this needs to be considered further. It is an assumption that health 

interventions should be universal and will be as effective for men as they are for women and vice 

versa, therefore gender neutral words and expressions are often used in health promotion programmes, 

policies and reports (Pederson et al., 2014). Moreover, the outcomes of health promotions are also not 

always sex-distinguished in terms of effectiveness. It is recommended that health promotion should 

address the differences between men and women in an equitable way to be effective (Keleher, 2004). 

Gender -sensitive research should be conducted to inform, develop and monitor health promotion to 

be effective to reduce inequality (Östlin et al., 2006). Previous research in marketing fields shows that 

males and females respond in different ways to message content (Darley and Smith, 1995, Wolin, 

2003). Furthermore, research in health promotion suggests that the style of the message content, as 

well as similarity between the audience and the message content influences persuasion (McKay-

Nesbitt et al., 2013). Therefore, this should definitely be a key focus if a specific gender group is 

being targeted in health promotion and consequently, according to these findings, a congruent 

gendered advertisement will be needed to engage men and women in important promotional and 

preventative health issues.  

The few studies that have looked at gender specifics within health promotion have judged gendered 

content an effective way to promote advertisements through the literature. For example, Keller and 

Lehmann (2008) conducted a meta- analysis showing that within a variety of health promotions, 

including physical activity, that the studies using female endorsers and the ones using both male and 

female endorsers in the advertisements had a significant effect on both male and female audiences. 

Also the adverts using female endorsers were found to be more effective than  adverts using both male 

and female endorsers together (Keller and Lehmann, 2008). Furthermore, research conducted by 

Huhman et al. (2007), which focused on gendered consideration in a promotion encouraging physical 

activity, was originally gender neutral until the results of the original campaign to encourage exercise  

were more successful with girls than boys. Consequently, the campaign was modified to resonate with 
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males in the targeted population and positive effects of the advertisements were then measured for 

both genders. Taking into account the targeted audience with regard to an emphasis on gender may 

therefore be a more effective strategy to promote physical activity. 

The literature also suggested that women in general are more inclined to be health conscious and take 

part in activities that may improve their health. This is thought to be because they are concerned about 

the consequences on a physical level, are more likely to engage in the processing of health 

information and are more likely to be impacted by the long-term health effects (Keller and Lehmann, 

2008, Smith and Stutts, 2003). Therefore, other strategic ways to engage and communicate to men 

more effectively in health promotion should be considered. Gender differences have also been 

uncovered in terms of motivation to partake in physical activity. Research has found that men are 

more likely to participate in exercise as it is competitive and focuses on personal achievement, 

whereas women tend to exercise to maintain weight and keep healthy. This is in line with the findings 

that males may respond to more agentic advertisements with a competitive edge as males are more 

focused on achievement (Pradhan et al., 2017). On the other hand females are more likely to respond 

better communal advertisements due to predisposition of concern for others, and that gender 

differences are therefore an essential component of designing a public health advertisement (Graham 

and Graham, 2008). Studies have also shown that women are thought to be more focused on others 

and males are more focused on themselves (Hupfer, 2002) which is consistent with females being 

communal and males being agentic. Therefore, this has important implications when designing and 

measuring gendered health advertising. Pradhan et al. (2017) propose that women are more likely to 

examine message details and on the other hand, men look at the broader picture. Hence, women may 

be more likely to process and understand the details of health messages especially if there are message 

cues and words that reflect the self and others, which would include communal traits. According to 

communal and agentic theories and findings from this literature review, adverts should therefore 

consequently be developed and created to appeal more effectively to each sex (Chang and Lee, 2011).  

Moreover, there has been limited research conducted on examining the influence and awards gender 

and social roles or gender role depictions within the social marketing field. One recent study by 
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Robertson and Davidson (2013) looked at gendered social roles in the prevention of physical violence 

and regretful sex through printed advertisements and found that attitudes were more favourable when 

the gender behaviour and roles were congruent with gendered expectations. Furthermore, this research 

was challenged in the context of role reversal where men are thought to be more likely to undertake 

certain behaviour, for example; the prevention of violence against men directed from women and 

regretful sex being experienced by a man. These behaviours in society are typically programmed to be 

expected by the alternative gender and therefore have consequences on the recipient’s attitudes and 

behaviour. Females in society are thought to be empathetic and are usually assigned a more 

subordinate and submissive type role and males traditionally a more dominant role (Wymer, 2002). 

Therefore, when manipulated to be incongruent this can potentially have a negative impact on the 

audience in terms of measured attitudes.  

As shown through this study, the manipulation of experimental adverts in terms of gender and social 

roles through gendered wording will give an increased understanding of the effectiveness of health 

promotion messages on the gender of the recipient. Although gender has been taken into consideration 

as a demographic dimension in the studies mentioned, gendered features, and social roles in terms of 

communal and agentic wording, have not yet been a key focus for the actual message construction, 

formation and communication. Also, the existing literature noted above gives empirical evidence on 

‘how’ to convey a message in health promotion through researched framing effects but does not 

particularly focus on ‘what to say’ to the target audience. In addition, when considering the literature 

for health promotion, congruence between the gendered content and audience was found to be more 

likely, which is reflected in the hypotheses.  

2.3.4 Gendered Wording in Advertisements 

As previously mentioned from the literature review and existing research, women in general are 

alleged to be more communal and have higher interpersonal traits than men, whereas men are more 

likely to be agentic and having leadership traits than women, although similarities may be becoming 

more evident (Eagly and Karau, 2002, Hentschel et al., 2019). There is also existing research that 

males and females use language in different ways (Pennebaker et al., 2003). Recent research has 
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demonstrated that men and women differ in their use of language in social media. Specifically, 

women were found to use certain phrases more often than men did, and men were found to use certain 

phrases that women did not use (Park et al., 2016). Moreover, due to the differences in gender roles, 

research shows that women use a more communal speech style than men (Brownlow et al., 2003, 

Haas, 1979, Leaper and Ayres, 2007), and that there are gender differences in the linguistic style of 

the normal everyday spoken word (Carli, 1990, Lakoff, 1973). Women are also more likely to use 

emotional and social style words than men,  as such words are considered more communal (Newman 

et al., 2008, Hollander and Abelson, 2014). For example, women speak out and use words such as 

supportive, dependable and cooperation, and men are more likely to use words such as dominant, 

independent, determined and challenging (Gaucher et al., 2011, Hollander and Abelson, 2014). This 

has been found to stem from childhood as shown through existing research that mothers are more 

likely to use supportive- type words and speech with their daughters over their sons and talk more 

with their daughters (Leaper et al., 1998).  Whereas males are  more likely to use dominant and 

assertive style speech than women are over time (Leaper and Ayres, 2007).  

Research has also shown that the language can also differ based on the gender of whom one is writing 

about (Storage et al., 2016). It is well- documented that students use different words to describe and 

evaluate female lecturers versus male lecturers and that students tend to evaluate professors based on 

gender stereotypes. The different teaching characteristics that students value in male and female 

professors tend to match gender stereotypes (Boring, 2017). Askehave and Zethsen (2014) analysed 

Danish top executive job advertisements to explore the use of gendered wording and examined 

individual responses to the examined job advertisements. The results confirmed that the analysed job 

advertisements used mostly agentic wording, and respondents assigned stereotypical male 

characteristics to the potential applicants for those advertised jobs.  

Other studies in job advertisements have shown that gendered wording can be so effective that it 

purposefully creates gender inequality in the recruitment process to attract the right gender, especially 

in male- dominated roles such as engineering when agentic language is used. As a result women 

actually found the jobs less appealing when male language was used in the promotion of the male- 
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dominated jobs and males found the agentic language slightly more appealing (Gaucher et al., 2011). 

Other research has shown that the language used in university reference letters for students who were 

seeking prospective jobs found that the wording was stronger, more dominant and agentic for males 

compared to females. This supports the idea that language is able to promote the message more 

effectively for males and attract the expected and desired behaviour (Schmader et al., 2007). Chan 

(2016) reports that gendered language in this incidence can be so powerful that this can lead to ‘a 

significant detriment to the women’s progression even without a sexist intent’. MacArthur et al. 

(2020)  found that gender bias through language specifically towards females can infantilize and 

exclude them. Language can also be gender- biased whereby language can stereotype, demean or 

ignore men or women (Hoover et al., 2019), thus showing language can make an impact  according to 

the gender of an audience. Therefore, if considered from a different perspective in a health context to 

attempt to engage and persuade an audience, this may influence positive behaviour change.  

Regardless of the evident persuasive role language plays, there is little research in the literature about 

how mainstream advertising claims are accepted through wording (Berney-Reddish and Areni, 2006). 

Even though historically authors such as Leech (1966), Geis (1982) and Cook (2001) have explored a 

multitude of linguistic elements in advertising language, there  have been limited empirical studies of 

the effects of this on the targeted message audience (Berney-Reddish and Areni, 2006, McGuire, 

2000). Studies through experiments looking at the difference in men and women’s acceptance of 

advertising claims which use pledge (definitely, undoubtedly, absolutely) and hedge words (may, 

probably, possibly) showed words did have an impact and had different contradictory effectiveness 

levels for each sex when the words were manipulated in the adverts (Bušljeta Banks et al., 2016, 

Berney-Reddish and Areni, 2006). A further study focusing specifically on communal and agentic 

trait words with regard to recognition showed that for both males and females communal words are 

accepted, processed and categorised faster as opposed to agentic ones (Abele and Bruckmüller, 2011), 

showing a tendency for the ‘communion- over- agency’ effect on both male and female audiences. 

Moreover, recent research has also shown that there are also communion- over- agency effects when 

men are in counter- stereotypical roles. For example, when considering advertising effectiveness, the 



32 

 

communal focused advertisements were more impactful in terms of attitude towards the advert and 

attitude towards the brand. This was found for both female and male endorsers who responded better 

to communal advertisements. Communion- over- agency effects have been explained to occur due to 

the formation of opinions over other individuals as communal traits are deemed more informative, 

beneficial and less harmful (Abele and Wojciszke, 2007, Infanger and Sczesny, 2015). When an 

opinion is formed on others’, communal traits (warmth) are more attractive when giving information 

about an individual (Brambilla et al., 2011). Communal information has also been found to be more 

important than agentic when especially describing and evaluating other people (Abele and 

Bruckmüller, 2011). For example, Wojciszke et al. (1998) found that endorsed communion described 

53% of the differences in evaluations of other individuals and only 29% for agentic. Other research 

found that because communal information is ‘other profitable’, it will hold more value and importance 

than agentic content which is potentially ‘self-profitable’ for the message recipients (Abele and 

Wojciszke, 2014). Communal information has been found to be preferred over agentic in several ways 

in that communal information is generally processed first over agentic as communal traits tend to be 

mentioned before agentic when descriptions of others are given. Individuals in general have been 

found to prefer communal traits such as sociability over agentic traits such as skilfulness in other 

people. In addition, communal traits have been found more likeable in shaping interpersonal 

preferences of others (Abele and Brack, 2013, Abele and Bruckmüller, 2011, Wojciszke et al., 2009). 

Therefore, this may override congruence with gender stereotypes with regard to agentic wording 

when the advert has been written or constructed with a communal theme for both males and females.  

Developing the understanding of gendered wording further, manipulated experimental designs have 

shown that females reacted more positively to communal -worded advertisements in comparison to 

agentic- worded advertisements and as previously discussed, males found agentic- worded 

advertisements more appealing (Gaucher et al., 2011). Integrating this concept further, communal 

language showed positive results in another study and agentic wording in relation to females’ 

reactions had a negative effect on females, but only when a male endorser communicated the 

advertising message. If the endorser in the advertisement was female, females evaluated both 
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communal- and agentic- worded advertisements as similar and were more likely to have positive 

reactions (Hentschel et al., 2014). This gives further reason to add endorser gender into this study 

alongside the gendered wording. Furthermore, research that presented corporate social responsible 

messages portrayed to have communal traits were found to be congruent with the female audience. In 

other words, the females were less sceptical of the advertisements if they were delivered with 

communal traits and on the other hand, males were more accepting of messages delivered with 

agentic traits (Newman and Trump, 2019). Therefore, based on the limited literature available 

congruence in terms of males and females according to agentic and communal wording seems most 

likely. However, according to the ‘communion- over- agency’ effect and different study context, this 

should be tested further.  

The existing recent research shows the importance of communal and agency within different contexts. 

A recent study has also presented a dictionary of communal and agentic words based on expressions 

in natural language which assists in informing the word choices for this study (Pietraszkiewicz et al., 

2019), and it  is also  based on Gaucher et al. (2011), who  present a list of communal and agentic 

word combinations. Subtle differences in language have also been shown to have a causal influence 

on people’s attitudes and behaviour (Fitzsimons and Kay, 2004, Hoffman and Tchir, 1990, Reitsma‐

van Rooijen et al., 2007), which are the chosen dependent measures for this study due to the previous 

literature and health- related context and provide a further contribution to this study.  

Consequently, according to the current literature focused on job advertisements, university letters and 

congruence, gendered wording in health promotion may have an impact on male and female 

participants. Therefore the following hypotheses were developed: 

H1a Communal wording will generate more positive attitude to advert among females compared to 

males 

H1b Communal wording will generate greater willingness to change behaviour among females 

compared to males 
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H2a Agentic wording will generate more positive attitude to advert among males compared to 

females 

H2b Agentic wording will generate greater willingness to change behaviour among males compared 

to females 

2.4 Research Underpinning Theory 

This section describes the theoretical lens adopted for this study, social role theory (2.4.1) and 

homophily theory (2.4.3), on which basis the research hypotheses are made.  

2.4.1 Social Role Theory 

Human males and females should have evolved to be psychologically identical…is a 

theoretical impossibility, and, indeed, turns out to be untrue. (Vandermassen, 2011, p. 733) 

This study draws upon the social role theory as originally developed by Eagly (1987), who studied 

how males and females differ in their characteristics in society and in family life. This theory comes 

in useful in building hypotheses on similarities and differences between men and women to gendered 

advertising messages.  

This theory has previously been described as the differences in behaviours of women and men that are 

observed in psychological research of personality and social behaviour originating from the 

contrasting dissemination of men and women into social roles (Eagly et al., 2000). Social role theory 

indicates that there are differences in gender stereotypes formed from variances in male and female 

role behaviours. The theory’s prominence relative to gender role depictions has recently been 

described in the literature as an entirely comprehensive explanation of gender stereotypes (Koenig and 

Eagly, 2014). Moreover, due to the all-encompassing definition of specific gender depictions, social 

role theory has actually been renamed the social role theory of gender stereotypes (Fiske et al., 2002, 

Koenig and Eagly, 2014). The strength of social role theory is that it gives an explanation for both 

male and female similarities and differences (Diekman et al., 2011). An explanation of male and 
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female similarities and differences is of critical importance as some tendencies can overlap between 

men and women (Hyde, 2005, Diekman et al., 2011). 

Stereotypes are descriptive in terms of describing how women and men are but can also be 

prescriptive in terms of describing how women and men are supposed to be (Eagly, 1987). This 

approach built upon historical work on the measurements and differences in gender- specific 

stereotypical personality traits represented by Bem’s gender schema theory (Bem, 1974). These 

methods became rapidly widespread in the latter part of the 1970s and assisted in fuelling that era’s 

swift upsurge in exploration in research on gender in terms of differences in personalities and traits 

(Wood and Eagly, 2012, Bosak et al., 2012). For example, Bem’s gender schema theory (1981) 

measures femininity, masculinity and gender- related desirable personality characteristics that are 

used as evidence of gender schemas, and these schemas challenge responses through self-regulation 

of expected gender behaviours. Bem described gender schemas as ‘an internalized motivational factor 

that prompts the individual to regulate his or her behavior so that it conforms to the culture’s 

definition of maleness and femaleness’ (Bem, 1981, p.355). Gender stereotypes of male and female 

personality characteristics comprise of separate feminine and masculine dimensions (Wood and 

Eagly, 2015). Measures have been created and researched in the literature on gender personalities 

such as the Big Five, which measures five main personality traits of each gender, namely 

agreeableness, conscientiousness, openness to experience, neuroticism and extraversion. The research 

shows that females generally score as more neurotic and agreeable than men, and the genders show 

different scores on other personality dimensions such as volatility and compassion (Chapman et al., 

2007, Costa Jr et al., 2001, Weisberg et al., 2011), suggesting that there are still documented 

differences in male and female personality traits shown through recent research.  

Traditional research has challenged and criticised social role theory suggesting that evolutionary 

theory is more compatible with the societal changes, and that sexual selection based on reproductive 

capabilities produces the traits and stereotypes in males and females. Therefore, in this line of 

reasoning, males were labelled competitive, assertive and tough without emotion. Historically, males 

would control the reproduction of women and reactively, females would forge interpersonal networks 
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with others in their stereotypical group (Archer, 1996), ultimately influencing their traits. However, 

Eagly (1997) responded to  criticism by stating (amongst other arguments) that social roles adjust and 

develop with the changes in occupational roles and that characteristics and traits would adapt 

accordingly. Conversely, in today’s society social role theory has been documented to be evolving, 

leaving traits questionable and debatable due to women being in leadership roles and women 

undertaking female -led roles and vice versa for males (Meyers-Levy and Loken, 2015). Moreover, 

the theory has been criticised and challenged more in terms of validity of these gender stereotypes. 

For example, research has suggested that considerable adjustments have been made to the roles of 

women without updating the changes in what people would expect in terms of stereotypes, ultimately 

contesting that this theory is relevant and still stands in today’s society. This refutes the theory as 

stereotypes remain the same even considering the changes in societal and occupational roles (Rudman 

et al., 2012a, Koenig and Eagly, 2014), and therefore females potentially remain communal. On the 

other hand studies that are more recent have complemented social role theory for females, showing 

the move towards agentic traits as a direct consequence of the change in contemporary occupational 

roles. However, critically, when males were found to be in more nurturing or non- traditional roles 

such as taking children to school, communal traits did not follow (Gustafsson Sendén et al., 2019). 

Also, females have been found to be increasing in competence with keeping their communal traits due 

to changes in occupational roles as opposed to actually adopting agentic traits, meaning that the 

theory may not be relevant or that the higher level occupational roles still have some levels of 

communality (Eagly et al., 2019).  

Overall, the assumption of the theory itself is that the behaviour of groups, for example females, can 

shape others’ behaviour only if there are evolving differences and changes in traits. According to the 

theory, a group’s traits according to stereotype are generally congruent with the behaviour associated 

with the typical social role; however this would also assume that change in individual traits would 

then follow on from this change, which has not always occurred or been evident in some of the studies 

discussed (Gustafsson Sendén et al., 2019). For example, as discussed previously, women becoming 



37 

 

more agentic in society would influence other females to become more agentic (Diekman and Eagly, 

2000, Bosak et al., 2018).  

As discussed, culturally feminine and masculine personality characteristics and traits are well 

embodied in the literature by two main dimensions and this has been well received over the years 

through communal and agentic research (Wood and Eagly, 2015). Furthermore, recent research shows 

that gender roles are found to be applicable across the board to all females and males in a given 

society (Ridgeway, 2011), showing the remaining importance of continued exploration and 

contextualised research in the field. However, challenges to the theory have arisen, so further 

examination is required. The rationale for selection of social role theory in this study is due to the 

direct connection in the literature with communal and agentic wording (Gaucher et al., 2011, 

Pietraszkiewicz et al., 2019) which other gender theories have not considered. Other theories such as 

Bem’s gender schema theory (Bem, 1981) consider personality traits, but not how this is translated 

specifically into gendered language. Therefore, social role theory was the most appropriate choice 

considering the marketing communications focus of the study. Thus, this research considers these 

changes through measuring the uptake of gendered language in health promotion.  
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Figure 2.2: Model of social role theory, adapted from Eagly (1987) 

2.4.2 Communal and Agentic 

As discussed researchers agree that there are two fundamental modalities that are at the foundation of 

self-judgement, judgement of others and social groups (Abele and Wojciszke, 2007, Brambilla et al., 

2011, Cuddy et al., 2008, Suitner and Maass, 2008, Hentschel et al., 2019). 

The two dimensions in the research have different terminology, for example competence versus 

warmth (Brambilla et al., 2011, Cuddy et al., 2008, Fiske et al., 2007, Judd et al., 2005, Hentschel et 

al., 2019). However, the two main dimensions that have arisen from self-reported characteristics and 

are focused on the gender stereotypes as part of social role theory include communal and agentic. 

Communal and agentic have also been described as ‘the big two’ (Abele and Wojciszke, 2014, 

Pietraszkiewicz et al., 2019) and are often used to conceptualise gendered behaviour, values and 

personalities. Furthermore, communal can be explained through various means as a focus on others, 

and agency    as a focus on the self (Abele and Wojciszke, 2007, Bakan, 1966, Deaux and LaFrance, 

1998, Judd et al., 2005, Eagly et al., 2019).  
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There has been shown to be validation of the demonstration of these traits that goes beyond gender, 

exploring the wide-ranging practices of stereotyping and impression formation, which has often 

produced two dimensions of significance that fundamentally echo agentic and communal attributes 

(Fiske et al., 2007, Judd et al., 2005). However, personality traits in terms of gender identity have 

been found to distinguish agentic from communal characteristics and interests.  

Moreover, the theory suggests in terms of expected stereotypes that females are more likely to have 

communal traits, these being: compassionate, warm and expressive and on the other hand, male 

stereotypes more likely to have agentic traits: these being ambitious, assertive and competitive (Eagly, 

2019). These personality traits are significant as they encompass elements of gender identity beyond 

the obvious classification of being a woman or a man (Wood and Eagly, 2015). Communal and 

agentic traits have been considered fundamental for gender because of their close match to defined 

stereotypes of men as being agentic and females as being communal (Wood and Eagly, 2012, 

Hentschel et al., 2019). Thus, society is thought to apply social roles to women and men based upon 

existing beliefs about what should be feminine, and what should be masculine. Surprisingly, this is 

still evident in post-industrial societies whereby measures of traits have emerged through several 

ways, these being: participant retrieval and previous perspectives (Broverman et al., 1972, Deaux and 

Lewis, 1983), traits measured on scales (Bosak et al., 2012), and speed testing of males and females, 

to come up with relevant personality traits associated with each sex (Rudman et al., 2001). Previous 

research also shows the relevance of communion and agency in behaviour. For example, Abele and 

Wojciszke (2014) reported that out of 1,124 life events according to different behaviours, a high 

percentage could be described as either communal behaviours or agentic behaviours, showing the 

existing importance and relevance of the concept. Developing this concept further, females are less 

likely to give a narrative about their previous life experiences using agentic language. However, to be 

critical and challenge previous work, the agentic content was amplified when the participants rated 

themselves with a feminist identification; that is the belief in gender equality and potential critique of 

stereotypes between the sexes. However, on the other hand narrated communal themes for females 

were still found to be consistent regardless of feminist identity (Boytos et al., 2019). 
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In line with communal and agentic predictions of stereotypes as previously discussed, Diekman and 

Eagly (2000) found that males and females merge in their presentation of agentic traits. Conversely, 

however, a recent study has challenged this perspective, showing that the changes in society still show 

that females are still mainly in roles that require social contribution and social skills focusing on 

communal elements with the added element of competence but are not actually increasing in agentic 

traits (Eagly et al., 2019). Moreover, a recent study has suggested that males in certain cultures are 

now adopting communal traits (Bosak et al, 2018), challenging the traditional congruent perspectives. 

Considering the importance of the field in terms of the changing existence and uncertainty of social 

roles and communal and agentic, studies have not yet focused on communal and agentic wording in a 

marketing context and as discussed, there is empirical and theoretical evidence to support that males 

and females may respond differently to communal and agentic wording.  

Communal and agentic wording can therefore potentially assist in better understanding of a public’s 

perceptions of how they relate to health promotion material. Firstly, this  is to test the validity of 

gendered wording in the use of health promotion advertisements; for example, whether the 

congruence of communal language with a female message recipient has more positive attitudes and 

behavioural intentions than males and vice versa. This research also assesses whether gender of 

endorser has an impact separately or in combination with gendered wording. This is underpinned by 

findings around homophily theory, which is discussed in the next section.  

 

Figure 2.3: Communal and Agentic Traits, adapted from (Bosak et al., 2012, Eagly, 2013) 
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2.4.3 Homophily Theory  

For the purpose of this study, homophily theory has also been taken into account for drawing up 

hypotheses to test whether similarities/ differences between the endorser’s and the target audience’s 

gender can explain their different attitudes and behaviours.  

Homophily theory was first formulated by Lazarsfeld and Merton (1954) (cited in McPherson et al. 

(2001))  who found that individuals who held a similar social status, including demographics such as 

gender, have a higher likelihood to associate with each other, which goes above and beyond chance 

meetings. The idea behind homophily theory is that ‘similarity breeds connection’ McPherson et al. 

(2001). The theory therefore proposes that individuals tend to like others who are similar to 

themselves (Prendergast et al., 2014). This pattern in a demographic form also applies to many types 

of social interactions, and many factors of similarity, for example, gender, age, ethnicity, social 

economic status, religion, education, occupation, networking positions, attitudes, behaviours, beliefs, 

abilities and aspirations (Centola, 2011, McPherson et al., 2001). McPherson et al. (2001) published a 

thorough review of the extant literature on homophily theory giving consistent confirmations that 

homophily arises across various channels of relational links and similarity dimensions. Looking 

beyond personal or family relationships, individuals are thought to relate better with people  who have 

similar traits and attributes; therefore it is understandable that this would also apply within marketing 

and promotional settings (Jones et al., 1998). Furthermore, having similar traits and attitudes to an 

endorser or spokesperson  is associated with positively relating to the advocator and accepting the 

persuasive message (Eagly and Chaiken, 1993, Pradhan et al., 2017). Moreover, research suggests that 

when related in marketing contexts, amongst customers who perceive themselves to be similar to 

others in certain attributes, adoption will be higher. When communication is received and the receiver 

is found to be similar to the message source, communication between the two is thought to be more 

effective and persuasive (Torres, 2007). Historically, research has shown that in a sales context if the 

salesperson is similar to the buyer in traits, such as gender, the customers that are perceived to have 

similarities to them are expected to be more likely to have higher purchase intentions (Evans, 1963, 

Brock, 1965, Woodside and Davenport, 1974, Jones et al., 1998). In a normal everyday setting 
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individuals have been found more likely to prefer to associate with salespeople from the same gender 

as they are more comfortable dealing and interacting with them (Brown and Reingen, 1987). Research 

has also shown that social ties between dissimilar connections also disband at a much higher rate 

when analysed through social network tracking (McPherson et al., 2001).  To the contrary, however, 

recent research has shown that congruence between the spokesperson and audience may not be the 

best strategy in terms of changing behaviour (El Hazzouri and Hamilton, 2019). For example, 

research has also shown that gender homophily has been dependent upon the specificity of the field in 

which the research is conducted. Interestingly, in the field of beauty and cosmetics, male sales 

representatives were found to be more effective at influencing female customers purchase intentions 

than a female seller (Prendergast et al., 2014). This was thought to be caused by female customers 

analysing female salespeople as competitors within the specific area of the cosmetic field. In line with 

homophily theory a study presenting obesity stories coupled with gendered Twitter posts 

showed that female participants had higher attitudes and behavioural intentions for 

communications showing a healthy female over male conditions. Conversely, males had 

higher attitudes and behavioural intentions on posts by a healthy female over and above all 

other conditions. This shows that in this context both males and females may be more likely 

to adopt the behaviour if the endorser is a female (Almutairi et al., 2018), which in this 

instance refutes homophily theory for males. 

However, testing this idea in a similar- context health promotion on anti-smoking campaigns 

reaffirmed gender homophily theory by showing that if the promotional characters were similar to the 

audience in terms of gender, amongst other similarity attributes and traits, the impact of the adverts 

was perceived to be more effective on influencing anti-smoking behaviour (Kim et al., 2016). 

Conversely, however, research showed that through the use of health warnings for cigarette 

prevention audience character similarities may only make an impact on attitudes and behaviour when 

the endorser and recipient are female and not for males (Hayashi et al., 2018). On the other hand, 

research in other product areas focusing on smiling endorsers has shown that males have higher 

attitudes in initial advertisement examinations when presented with a male endorser than with a 
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female endorser (Trivedi and Teichert, 2019). Developing the homophily concept further, in a health 

promotion campaign to reduce obesity, homophily including gender considerably increased the 

adoption of a new health behaviour, especially amongst those most in need of weight reduction 

(Centola, 2011). 

Therefore, according to the similarity channel of homophily theory, in this line of reasoning whereby 

‘similarity breeds connection’ (McPherson et al., 2001) and gender is one of the factors that 

determines one’s sense of similarity to others, it is proposed that a message that presents 

communications that  are congruent with one’s gender identity should be more effective. In the health 

field, females potentially should be more likely to adopt health communications from female 

endorsers and males from males. However, this is not conclusive within this exact field and further 

examination should be conducted.  

Homophily was selected for this study due to the findings on the congruent nature of the theory 

relating to gender. Congruence theory on the other hand focuses on identification with existing beliefs 

and values (Osgood and Tannenbaum, 1955) and suggests that congruent information and messages 

are preferred over incongruent ones (Kim and Kim, 2020). This theory was considered as a close 

alternative for this study; however, this theory is not specific to gender, indicating homophily theory 

as more appropriate to apply to this research. This is examined in this thesis in conjunction with 

communal and agentic wording with regard to uptake of the overall gendered content of a physical 

activity campaign, which has not been considered before as a contextualised combination.  

Therefore, the following hypotheses were therefore created based the concept of homophily theory 

and an exploration of the literature: 

H3a A female endorser will provoke more positive attitude to advert amongst females compared to 

males 

H3b A female endorser will provoke higher willingness to change behaviour amongst females 

compared to males 

H4a A male endorser will provoke more positive attitude to advert among males compared to females 
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H4b A male endorser will provoke higher willingness to change behaviour among males compared to 

females 

 

Figure 2.4: Homophily theory  

2.4.4 Gender Stereotypes and Social Roles in Advertising 

Historically, gender stereotypes and expected social roles have been a prominent research area and 

have been a study focus since the 1950s (Venkatesan and Losco, 1975). Further research into gender 

differences is essential for researchers in communication, marketing and advertising as organisations 

advertise and market their products specifically to males and females (Eisend, 2019). For instance, car 

goods have been known to be marketed towards a male audience and convenience meals towards busy 

mothers. This is partly because factors such as interests and expertise are still thought to differentiate 

the genders, according to expected gender and social roles discussed in the previous section (Meyers-

Levy and Loken, 2015).  

 Advertising often uses variations of gender and gender roles to promote products, as it is a method 

for the audience to make sense of a situation and feel connected due to the recognition of common 

traits. Hence, there has been a wide research field on gender roles and stereotypes within this area 

(Eisend et al., 2014). Gender roles in advertising have also been found to positively impact the 

evaluation of brands, attitudes and ultimately, sales (Eisend, 2019, Windels, 2016). However, extant 

research  that has been conducted on gender roles indicates that stereotypes in advertising can be 

perceived as positive or negative in terms of marketing effectiveness depending on the attitudes, 

culture and context of the audience (Orth and Holancova, 2004, Eisend et al., 2014). 

Individuals with similar 
characteristics (e.g. 

gender)

Higher likelihood of 
association and adoption 

of behaviour
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 Males and females today are still often found portrayed congruent to their expected gender 

stereotypes and roles (Knoll et al., 2011, Verhellen et al., 2016) and are often exaggerated in regards 

to the differences between the sexes, or are even more exaggerated when they are counter-stereotyped 

(Witt and Wood, 2010). Some previous studies show that 23 percent more men were found portrayed 

in employment-based roles and 33 percent more females than males were portrayed in family- and 

interpersonal- orientated roles than males (Witt and Wood, 2010). Therefore, in the past, media 

portrayals, outlets and television have been widely associated with the depictions of male and female 

stereotypical traits (Gerbner et al., 2002).  However, stereotyping has been thought to have decreased 

over the past several years, especially in countries that have been assessed as having higher 

masculinity or agentic levels (Eisend, 2010). The level of stereotyping has been shown to vary across 

countries that differ in terms of gender equality, liberation and values based on gender (Shaw et al., 

2014). However, recent research shows that maybe there is not as wide a divide of stereotypes as 

previously thought (Matthes et al., 2016). Several extensive research studies have also been conducted 

on the portrayals of gender roles in advertising (Eisend, 2010, Wolin, 2003), and other studies have 

considered stereotypes and the impact of counter-stereotypes in advertising (Whipple and Courtney, 

1985, Zawisza and Cinnirella, 2010, Baxter et al., 2016). From a theoretical stance on gender the 

literature states that deviation from ‘normal’ congruent stereotypical roles can potentially be evaluated 

negatively by the audience based on generalisations about a group (Brescoll and Uhlmann, 2005, 

Eagly et al., 1991, Hentschel et al., 2019). Yet, other validated studies that have observed the impact 

of gender stereotypes in advertising have produced mixed results. Traditional research from Whipple 

and Courtney (1985) through a review of studies on female gender roles and effects on purchase 

intention and attitudes found that non-traditional female role portrayals (agentic) are actually more 

effective than traditional portrayals. Other authors also found similar results (Jaffe and Berger, 1994, 

Orth and Holancova, 2004, Whipple and Courtney, 1980). More recently, this has been found to show 

the same effects, as incongruence can lead to more positive outcomes because they have an element of 

surprise and can produce more cheerful feelings (Chu et al., 2016). However, other researchers 

disagree and suggest that non-congruent depictions of men and women may not be as effective as  is 

thought and that that the role portrayals may be too forced and be annoying or offensive to the 
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audience, resulting in negative attitudes towards the advert. On the other hand, however, advertising 

research showed that even though the participants regularly stated that they did not favour typical 

traditional roles of men and women, the actual reactions to the adverts were more favourable. This 

took into consideration spokesperson, attitudes, purchase intentions and behaviour when the gender 

stereotype was traditional and expected (Courtney and Whipple, 1983, Eisend et al., 2014). Moreover, 

traditional and congruent gender role portrayals have shown to lead to more positive responses among 

men whilst on the other hand, counter-stereotypical or non-stereotypical have been found to be 

favoured by women (Eisend et al., 2014, Eisend, 2019, Whipple and Courtney, 1985). 

Despite these changes in society in terms of less distinguished communion and agency and mixed 

views around social roles in advertising, gender has still been found to have an impact on the targeting 

of messages. This potentially is based on congruity which shows that individuals prefer portrayals or 

representations that are related to their cognitive or social schemata (Ko et al., 2015). Putrevu (2004) 

looked at the impact of gendered social roles in mainstream adverts and brands and found that the 

attitude towards the brand, attitude towards the advert and purchase intention were more effective 

when the advertisement was in line with gendered (communal and agentic) social role expectations. 

Therefore, as ‘expected’ the advertisements that were considered communal were found more 

effective for the female audience and the advertisements that were deemed agentic were found more 

effective for males. The article stated that ‘the sex differences in aggression, affiliation, and social 

roles suggest that men would be more persuaded by messages that contain agentic sentiments and 

women would be better persuaded by messages containing communal elements’ (Putrevu, 2004). 

Other advertising research compliments this by showing that if the personality of a brand matches the 

consumer’s own gender stereotype and identity that brand is preferred over the non-congruent brand 

(Grohmann, 2009). Another more recent study also found that consumers that perceive themselves as 

masculine prefer masculine brands and showed negative attitudes towards feminine brands.  On the 

other hand feminine participants were also more accepting of masculine brands than feminine brands 

(Neale et al., 2016). Developing this concept further, Orth and Holancova (2004) in a study on 

advertising, found that adverts congruent to  sex roles and gender, according to consumer responses, 
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were approved more than  adverts incongruent to sex roles and gender (Eisend et al., 2019). Different 

sexes were found to prefer different advert styles and were more likely to respond to the messages that 

had the gendered content that fitted the expected gender roles.  

Conversely,     a study previously conducted by Meyers-Levy and Maheswaran (1991) showed that 

only agentic advertisements would be effective for male advertisement receivers and that females 

would respond to both communal and agentic appeals mainly due to their communally led social role 

traits of acceptance, concern for others and also for themselves.  

Moreover, communal information has been found to be more interesting and better to receive than 

agentic especially when impressions are being formed (Brambilla et al., 2011). That could potentially 

mean from these findings that regardless of gender, communal style advertisements with communal 

traits would be more effective than agentic even for men and could potentially overrule the acceptance 

of typical stereotypical congruence. This has been shown to have an effect on advertising 

effectiveness for both men and women. For example, Infanger and Sczesny (2015) conducting 

research on printed advertisements found that due to acceptance of the advert through heightened 

manipulated communal traits the attitudes towards the advert and attitude towards the brand were 

more positively received than agentic. In addition, in the same study, communal endorsers shown in 

counter -stereotypical roles were found to be significantly relevant for advertising effectiveness and 

agentic characteristics were not as effective regardless of endorser sex. This was also found to be 

completely independent of product choice or service. The results also found that this was likely to be 

due to the acceptability of the endorser through having softer and more acceptable communal traits to 

the audience regardless of gender. This contradicts the past research that suggests that advertising is 

more widely accepted when there is congruence between the message recipient and the endorser in the 

advertisement (Zawisza and Cinnirella, 2010) and overall, results are inconclusive.  

Several meta- analyses and content analyses have also been conducted on the portrayals of gender 

roles in advertising (Eisend, 2010, Wolin, 2003), and other studies have considered and discussed 

stereotypes and the impact of counter- stereotypes in advertising (Whipple and Courtney, 1985, 

Zawisza and Cinnirella, 2010, Eisend et al., 2014, Eisend et al., 2019). However, none of these studies 
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considered the impact of gender homophily congruence on an audience and gendered language 

drawing on social role traits coupled with endorser within the advertisements. This is surprising due to 

findings that support the use and effectiveness of gendered wording in job advertisements to attract or 

deflect a specific sex to the workforce (Madera et al., 2009). Thus, to build on the existing research 

communally constructed adverts regardless of gender may therefore be more effective to males and 

females than agentic ones, according to the ‘communion –over- agency’ effect (Infanger and Sczesny, 

2015). However, this may or may not be the case according to contradictory literature on advertising 

taking into consideration that agentic wording in a different context is more effective for males 

(Gaucher et al., 2011) and that communal is more effective for females and improved with a female 

endorser regardless of language (Hentschel et al., 2014). To date there has been limited attention in 

advertising research in terms of communion and agency and further research should be conducted in 

this area (Infanger and Sczesny, 2015). In the context of advertising, there  have been inconclusive 

results on the different uses of communal and agentic stereotyped content and further contextualized 

research should be conducted (Abele and Wojciszke, 2007, Cuddy et al., 2008).  

Research specific to health promotion suggests that the style of the message content, as well as 

similarity between the audience and the message content, is optimum for influencing persuasion 

(McKay- Nesbitt, 2015). Furthermore, messages have been found to be more impactful when the 

focus of the information is congruent with the attitudes of the target audience (Shavitt, 1990; Eagly 

and Chaiken, 1993; Chang and Lee, 2011) and in line with gender expectations (Putrevu, 2004). 

Developing this idea further congruent messages (communal and agentic) that are also congruent with 

the characteristics of the target consumer (female/ male) should lead to even higher effectiveness 

(Kuo and Rice, 2015) and in homophily theory gender similarity can create a connection with an 

audience (McPherson et al., 2001). Therefore, due to the previous literature findings of gendered 

wording and homophily theory (communal/ female and agentic/ male), the following hypotheses were 

developed:  

H5a A female endorser and communal gendered wording features will provoke more positive attitude 

to advert among females compared to males 
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H5b A female endorser and communal gendered wording features will provoke higher willingness to 

change behaviour among females compared to males 

H6a A male endorser and agentic gendered wording features will provoke more positive attitude to 

advert among males compared to females 

H6b A male endorser and agentic gendered wording features will provoke higher willingness to 

change behaviour among males compared to females 

2.4.5 Exchange Theory 

Based on traditional economic principles, Exchange Theory suggests that if an exchange is going to 

occur then the audience must receive or perceive a benefit that is greater than the cost, and then 

adoption is more likely. Therefore, the audience or recipient must receive more than they give. On the 

other hand, however, if the perception of the benefits  as less than the cost then the adoption is far less 

likely to take place (Lee and Kotler, 2019). Kotler and Levy (1969) argued that exchange is wider 

than just the purchase of goods and services and extends to intangible products – which instigated the 

birth of the term Social Marketing. Furthermore, Kotler (2000) went on to suggest that in order for 

any exchange, whether commercial or otherwise, to occur there must be five key areas satisfied:  

 There are at least two parties.  

 Each party has something that might be of value to the other party. 

  Each party is capable of communication and delivery.  

 Each party is free to accept or reject the offer.  

 Each party believes it is appropriate or desirable to deal with the other party. 

Social marketers must therefore provide and present something of benefit to ensure that this exchange 

can happen. However, to put this in context this can be problematic as within the marketing of 

commercial products the transaction is more simply the exchange of money; however, the exchange 

within social marketing can be psychological, social or behavioural. This is because it is challenging 

to sell something that will never be visible; for example, never actually suffering from an ailment that 
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the social marketing campaign focuses on such as cancer prevention (Hastings and Saren, 2003). This 

mind- set can also pose an issue to the consumer or social recipient as they may feel that the campaign 

is still in some way trying to benefit from their engagement as they would in a commercial campaign 

and not just for the good of the individual or for society (Hastings and Saren, 2003). However, 

arguably, exchange theory is still valid to give understanding to health behaviour to explain the 

receipt of social marketing campaigns and has therefore been taken into consideration in the design of 

the advertisements for this study.  

2.5 Expected Implications and Importance of this Study 

This study will add to the existing literature in terms of testing a new area, drawing on elements of 

social role theory (communal and agentic) and homophily theory in the context of health promotion. 

The practical elements will   show whether tailoring and targeting marketing according to gender and 

social roles will be an effective marketing strategy to take into consideration when creating health 

promotion in printed leaflet form. This research extends the literature by centring on the immediate 

effects that message wording can have on male and female participants’ evaluations of printed adverts 

in conjunction with and also separate to the impact male and female endorsers can have in this context 

according to the expectations of homophily theory.  

2.6 Overview of the Present Research and Research Gap  

This research’s main aim is to empirically investigate whether gendered wording according to 

communal and agentic traits are effective in influencing health promotion advertisements. To 

investigate this the researcher  experimentally manipulated the feminine (communal) and masculine 

(agentic) wording of health promotion leaflets to assess the association of gendered wording and 

endorser gender on perceptions  to  attitude to the advert and behavioural intentions of health 

promotion advertisements.  

In general, theoretical research that concentrates specifically on the gender differences in consumer 

behaviour is sparse even though this is crucially important for social marketers (Meyers-Levy and 

Loken, 2015). In the implementation of health promotion and prevention communications gender 

focus has often been ignored and requires more research to be better understood (Östlin et al., 2006). 
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There is an overarching assumption that the same health promotion message will be just as effective 

for both sexes. This  is called ‘gender blind’ and yet specificities of gender focus are required in 

health promotion (Östlin et al., 2006). Advertisements within the public health field should also 

further recognise the prospective importance of differences in gender, and gender should be a focus in 

the design and implementation of health promotions (Graham and Graham, 2008). Furthermore, 

Leavy et al. (2014) suggest that profiling of the audience in terms of gender will give greater acuity 

for planning health promotion campaigns and suggest that physical activity advertisements should 

target the defined characteristics of the specific audience required. Moreover, in terms of the future of 

identity, gender research understanding individual traits and personality differences between the sexes 

has remained important, and gender identity research in alternative contexts continues to be a viable 

approach to different areas of research (Wood and Eagly, 2015) and is therefore  considered in this 

study in an advertising and health context. 

As extracted from the literature review, according to elements of social role theory, women would be 

more attracted to adverts that are congruent with their existing stereotypes and males would be  more 

attracted to adverts  with masculine themes (Putrevu, 2004). Research has also found social- and self-

conformity to gender stereotypes  have a positive effect on self-esteem and emotions (Witt and Wood, 

2010). However, the principal themes in terms of the stereotypes through communion and agency 

associate positive traits with both males and females, with agentic attributes being less favoured than 

communal attributes on evaluation (Eagly and Wood, 2013, Eagly and Mladinic, 1994, Rudman and 

Goodwin, 2004).  On the other hand, other research has shown that both women and men may be 

more attracted to adverts that have communal themes that have stereotypical female and counter-

stereotypical male traits; this is called the ‘communion- over- agency’ effect whereby both men and 

women are attracted to communal traits in advertisements (Infanger and Sczesny, 2015). Other 

research also shows that communal characteristics have been found to be more favourably received 

than masculine agentic characteristics (Eagly and Mladinic, 1994, Rudman and Goodwin, 2004). 

Therefore, as this is inconclusive this has been be empirically investigated further in terms of 

conformity to language through the recipients’ attitudes and behavioural intentions. This research was 
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incited by inconsistent findings of past studies on the effectiveness of advertisements portraying 

stereotypical role depictions or counter -stereotypical roles of male and female endorsers and also the 

lack of focus on gendered (communal and agentic) wording in mainstream advertising. Furthermore, 

research suggests that communal and agentic language influences theoretical significance for a host of 

other domains and contexts apart from the focus on occupations and job roles that has been previously 

focused on in the literature (Gaucher et al., 2011). Other authors suggest that not enough is known 

about which exact characteristics and message formats best influence an audience’s attitudes and 

behavioural intentions in health communications (McKay-Nesbitt and Yoon, 2015) and that 

communal and agentic should be researched further in marketing communications (Infanger and 

Sczesny, 2015). Therefore, the message format of gendered language coupled with endorser gender 

has been tested in a new context of health communications.  

To the researcher’s knowledge, this is the first study to look at the importance of communal and 

agency in gendered wording coupled with gender of endorsers in health promotion. The study will 

provide a deeper understanding of the persuasiveness of gendered wording and endorsers’ gender 

effect in health promotion to improve targeted communication.  

2.7 Research Gap: the identification of the research questions 

The literature review in health marketing communications has found that there are no studies focusing 

specifically on the overall gendered content of printed health advertisements. Therefore, the impact of 

gendered wording and gendered endorsers in health communications is considered in this study. 

Drawn on the identified research gap, an overarching research question encompassing the different 

hypotheses has been structured as follows: 

RQ1: What is the impact of gendered content in printed health advertisements of attitudes and 

behavioural intentions? 

The first question was based on the experimental design measuring independent and dependent 

variables. Quantitative questions should take a specific form when considering relationships between 

variables and therefore, a relationship-based question was created. Firstly, the question should have a 
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starting phrase a starting phrase such as ‘what is’. The independent variable should then be written 

followed by the dependent variable (Laerd, 2020). 

In order to deepen the understanding of the relationship between the variables investigated, a 

qualitative research question was then formed to follow on from phase one: 

RQ2: How does the participant’s narrative extend, refute or give further insights into how 

participants feel about the printed health advertisements?  

Two different research questions were adopted following the mixed method procedural approach 

(Tashakkori and Teddlie, 2010). If a study is sequential in approach, the question can be written in 

such a way as ‘How do the follow-up qualitative findings help explain the initial quantitative results?’ 

or ‘How do qualitative results explain (expand on) the experimental outcomes?’ 

Mixed methods research questions can be separate or integrated in approach. Either way they 

generally require two types of information to be collected; that is narrative and numerical (Tashakkori 

and Teddlie, 2009).  

2.8 Summary 

This literature review covered the main themes through looking at search terms in addressing the aim 

as to whether gendered content of health promotion impacts on health -related attitudes and 

behavioural intentions when targeted at  male and female  audience. This detailed research on the 

wider context of gender differentiation, gender stereotypes and social roles in advertising, gender in 

health advertising and gendered wording in advertising. The theories underpinning the research – 

social role theory and homophily theory – were outlined. This enabled the research question to be 

developed for the primary research: What is the impact of gendered content in printed health 

advertisements on attitudes and behavioural intentions? This led to the development of several 

hypotheses which have been tested within the primary research. This was followed up with a 

qualitative question: How does the participant’s narrative extend, refute or give further insights into 

how participants feel about the printed health advertisements?  
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Gender in research overall will only continue to grow due to the changing nature of gender roles, the 

focus on gender in the media and tailored marketing and commercial advertising. Gender focus in the 

field of health promotion has been sparse even though advertisements promoting products and 

behaviours that can cause harm to health, such as fast food, are fiercely promoted (Royne and Levy, 

2015). Reflecting that sparsity, the extant literature that was reviewed defines the problem and offers 

some solutions such as using credible sources, message construction and tailored marketing. 

However, further research is required to find out clearly if tailoring gender and gendered wording to 

health promotion will assist in the uptake of important health promotion messages to potentially 

contribute to the prevention of the rising obesity epidemic and to an increase in physical activity.    

Chapter 3 gives a detailed account of the methodology for the research.  
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Chapter 3 Methodology 

3.1 Introduction 

This chapter explores the methodology relevant to this thesis. The aim of this chapter is to outline the 

overall research design for both the qualitative and quantitative phases. This chapter firstly discusses 

the philosophical approach for the study (section 3.2). The theory building approaches through the 

exploration of both deductive and inductive reasoning are outlined in section 3.3. Section 3.4 gives an 

overview of the overall research design. The research method is discussed in section 3.5 and 

specifically to this study in section 3.5.1. Section 3.6 details the first phase of the study including: data 

sampling (3.6.1) sample size (3.6.2) and participants in the sample (3.6.3). The variables and question 

items are discussed in section 3.7. In section 3.8 the design and copy of the leaflet are discussed 

including readability analysis (3.8.1), visual (3.8.2) and copy (3.8.3). The questionnaire design is 

discussed in section 3.9. The pre-test (3.10) and pilot tests (3.11) are also reported for this quantitative 

phase. This is followed by the data analysis and findings (3.12). The research design is detailed for the 

qualitative phase including data sampling, data collection and data analysis (3.13, 3.14). The quality 

standards for both quantitative and qualitative methods are then discussed (3.17, 3.18). Ethical 

considerations (3.19) for the whole study are then considered.              

3.2 Research Philosophies and Paradigms 

The definition of research philosophy is the development of knowledge through taking into account 

how the researcher views the world with their existing assumptions and beliefs (Saunders et al., 

2019). These assumptions can fall into three main categories: epistemological assumptions, 

ontological assumptions and axiological assumptions (Collis and Hussey, 2013). Epistemological 

assumptions consider how humans understand the world and in what way this is then communicated 

to others. Ontological assumptions are beliefs that reflect how an individual interprets what creates or 

constitutes a fact. Axiological assumptions value objectivity and suggest that subjectivity is 

misleading (Collis and Hussey, 2013). When undertaking research these elements can affect the 

researcher’s assumptions: such as existing values, ethics, perceptions, reality and beliefs and the 

impact that this can have on the whole research study in terms of bias (Saunders et al., 2019). 
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Therefore, understanding of the assumptions and a careful choice of the correct paradigm and 

philosophy is essential for successful research development to address the aim and objectives of this 

study. Research philosophies can assist in the understanding of the relationship between data and 

theory and be essential to produce quality research and a relevant research design.  

3.2.1 Pragmatism and Consideration of Other Paradigms 

The pragmatic paradigm considers that there are many different ways of looking at the world and 

ways to undertake research. This view promotes that there is most likely to be multiple realities and 

one perspective can never give the full picture of what is actually happening in research. Pragmatists 

believe in both a world that is independent of an individual’s mind but at the same time takes into 

consideration what is going on in the mind of the individual (Creswell and Creswell, 2017). 

Tashakkori and Teddlie (2010) suggest that through the lens of pragmatism it is important to focus on 

the research issue or problem and then use several approaches to find out information around the 

problem area. Pragmatism therefore supports and compliments the use of a multiple or mixed methods 

approach to research, to look at research from both perspectives. Mixed methods are often appropriate 

for certain studies to allow for wider perspectives and for result validation. The importance of 

research for pragmatists are the practical elements and applied research, which are appropriate for this 

study as different perspectives assist in the interpretation and validation of data (Saunders et al., 

2019). Applied and practical research is the focus for pragmatism whereby the different perspectives 

and the subject under inspection is cooperative in explaining the research questions and problems 

(Sekaran and Bougie, 2013). 

In terms of the ontological stance pragmatists choose multiple and external views that are best chosen 

for the research question(s) to be answered. From an epistemological perspective, subjective data and 

observable data separately or together can provide suitable knowledge that can answer each research 

question individually. Research under a pragmatic paradigm is generally applied and practical and the 

data  are interpreted from different perspectives (Saunders et al., 2019). The truth as it stands may 

evolve, change, and create some uncertainties about what the future may look like according to the 



57 

 

research results. Theory has originally been resultant from practice and then is applied back to 

practice to improve this further (Sekaran and Bougie, 2013). 

Pragmatism from an axiology perspective challenges the notion that research is conducted value free 

and proposes that researchers actually do have some influence within the process; in fact these values 

play a large part in the process due to the importance of both the subjective and objective perspectives 

(Saunders et al., 2019).  

Furthermore, pragmatism promotes a lack of restriction in terms of choice for researchers to choose 

their own techniques, methods and research procedures that best fit the research questions and 

requirements of the study. Pragmatism allows different assumptions and considers different 

worldviews that include different data collection techniques and analysis to give a broader 

perspective. Mixed methods can therefore work under this paradigm to provide the best outcomes for 

the research questions and problems (Creswell and Creswell, 2017). 

This research follows an explanatory sequential mixed methods design under a pragmatic paradigm, 

whereby quantitative research is conducted first and is  followed up through qualitative research to 

find out the feelings and perceptions of the participants about the leaflets (Creswell and Creswell, 

2017). 

Initially, however, the researcher had considered a positivist paradigm for this study. The positivistic 

philosophy looks at observable facts, logical explanation and scientific processes instead of the 

subjective opinions and interpretation of the researcher (Saunders et al., 2019). In this paradigm these 

facts are not influenced by the researcher and this is conducted value free (Cooper and Schindler, 

2006). Positivistic research is developed through a quantitative research design method as concepts  

are operationalised to enable measurement of these realities (Cooper and Schindler, 2006). Usually in 

positivism hypotheses would be tested through structured data analysis to give the accurate gathering 

of facts and numbers (Saunders et al., 2019). 

However, according to the literature, in general, advertising experiments cannot be conducted value 

free (Geuens and De Pelsmacker, 2017). Consequently, post-positivism was then carefully considered 
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after positivism; yet, as with positivism this paradigm is mainly focused only on empirical 

measurement and observation (Creswell and Creswell, 2017). The researcher felt that the study could 

be improved further with regard to validity and reliability with qualitative insights. Consequently, 

after considering all the main research methods, qualitative data under a pragmatic paradigm would 

allow for the phase one quantitative results to be explored further.  

From a review of the existing literature and theoretical and methodological considerations of the best 

fit in terms of paradigm for this study, pragmatism is the philosophical paradigm followed for this 

thesis. Two sequential studies were carried out: first, a survey quasi-experiment, followed by semi-

structured qualitative interviews to obtain a broader understanding of the research area on a practical 

and applied level.  

3.3 Theory Building Approaches 

The two main approaches that exist in theory building are deductive and inductive. Both deductive 

and inductive research can be used within a pragmatic paradigm. The deductive approach involves 

firstly identifying relevant theory to then test to create data that either ‘accepts’ or ‘rejects’ a 

hypothesis; therefore data collection mostly tests theory that already exists (Saunders et al., 2019). On 

the other hand, the inductive method includes observations that would be conducted first and then the 

theory or ideas would be developed according to the findings. Therefore,  in solo inductive research 

theory follows data collection and is most likely adopted for purely qualitative research studies 

(Saunders et al., 2019). Deductive research is usually used for a study whereby the researcher 

attempts to test through numerical observation a developed conceptual framework or theory. The 

deductive method looks from the general to the specific. In most cases this would mean that a 

quantitative method would be followed to create a structured methodology to enable replication, to try 

and make generalisability possible and to ensure reliability as far as possible (Saunders et al., 2019). 

Deduction would ultimately represent an outcome of reasoning and proof, giving a conclusion to the 

research (Blumberg et al., 2014). However, scholars suggest that absolute truth and sound conclusion 

is not always possible or achievable (Creswell and Creswell, 2017); nevertheless, it is possible to 



59 

 

follow the deductive logic by testing a theory with a carefully designed instrument. Therefore, to 

increase validity and reliability this study is followed up with a secondary element of inductive logic.  

3.4 Overall Research Design 

3.4.1 Quasi- experimental vs Experimental Design 

The research design should cover a variety of factors relevant to the study including: incorporating the 

objectives of the study, the methodology selection process and decision, the methods of data 

collection, the choice of data analysis, data interpretation and the importance of the relationship 

within the literature review (White and Rayner, 2014). Research design can also be described as 

‘providing a framework for the collection and analysis of data’ (Bryman, 2016). The design is known 

as the thorough plan for the whole research project, study and thesis (White and Rayner, 2014). As 

mentioned, to answer the research questions, the researcher applied a mixed methods approach to the 

study (Tashakkori and Teddlie, 2010). This is the procedure of using both quantitative and qualitative 

data at varying degrees and stages within the study (Creswell and Creswell, 2017). The reason for the 

mixed methods strategy was to give further insights into the research problem. Creswell and Creswell 

(2017) suggest that the mixing of data can also develop a stronger understanding of the research 

problem and questions. The study used an explanatory mixed methods design which was made up of 

two separate phases: the quantitative data  were collected and analysed as a first step; secondly, the 

qualitative data  were collected and analysed once the quantitative results  had been obtained and 

analysed (Creswell and Creswell, 2017). The quantitative data helped to identify which adverts were 

more significant to male and female samples according to gendered wording and endorser gender. 

Then a qualitative approach was used to give further insights and perspectives into the advertisements 

and explain why certain adverts were favoured. The quantitative results give a general overview of the 

research area whilst the qualitative study assists in refining and explaining some of the results further 

through the exploration and explanation of participants’ views.  

Phase one firstly used a quasi-experimental design. In a true or classical experiment, the participants 

in the sample are randomly assigned to the experimental condition. However, in a quasi-experiment 
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the participants are generally not fully randomly assigned. Both experimental procedures (quasi and 

true) are mostly identical apart from the randomisation element in true experiments (Saunders et al., 

2015). The rationale for choosing a quasi- experiment for this study was that the participants were 

already in pre-formed groups of males and females and this is a naturally occurring variable that 

cannot be manipulated. Although the sample was randomised as far as possible due to the mall 

intercept approach to data collection. Moreover, internal validity can be in doubt with quasi- 

experiments as the groups may not be equivalent (Bryman, 2015). Nevertheless, causal inferences can 

be strengthened by considering further information to minimise the confounding or extraneous factors 

in the study through pretesting (Bryman, 2015). The literature also states that there is not one correct 

method to design experiments in advertising (Vargas et al., 2017); in-depth thinking is required to 

make every decision as to how the research will test the theory (Vargas et al., 2017). Geuens and De 

Pelsmacker (2017) also say that ‘there is no such thing as a perfect experimental study… and there 

are no straightforward right or wrong answers’. Campbell and Stanley (1963) agree that every 

experiment is imperfect from the data interpretation to the ability to the fit into a science. Therefore, a 

checklist of validity criteria should be followed to build awareness of the imperfections in the research 

design and when analysing the competing interpretations of the outcomes and data.  

As the first part of the study attempts to look at the cause and effects of specific advertisements on a 

static group, one-shot quasi-experiment was chosen; this can be a useful tool for understanding 

advertising effects through the use of manipulated advertisements. A static group design was chosen 

as opposed to a pre-test/ post-test due to the time constraints of the study and the limited availability 

of the sample in the mall intercept setting. Causes are the elements that produce, such as the 

manipulations in the advertisements, and effects are the elements produced, such as attitudes and 

behavioural intentions. The research suggests that experiments are one of the better methods a 

researcher can use to attempt to determine causal relationships (Vargas et al., 2017). Experiments are 

used for research as they can look at why a situation occurred, helping to give alternative justifications 

and address what is causing the effects to occur. They can also prevent participants from relying on 

memory alone, or coming up with answers just because they are pleasing to the researcher, and also 
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helps to avoid false answers from respondents (Vargas et al., 2017). Quasi-experimental research is 

mirrored on experimental design but without the full randomisation element and can be conducted 

with or without control or comparison groups. A quasi-experiment involves the researcher 

manipulating one or more potentially independent variables (causal variables) and then observing the 

differences on the dependent variables (outcome variables) (Vargas et al., 2017). By using two or 

more control or confounding variables in a pre-test, the researcher can eliminate some of the external 

conditions that might confound or confuse the results. For this reason, experiments are typically the 

preferred research method for demonstrating causation. Therefore, cause and effect relationship is not 

always exact in a quasi-experiment due to there being potentially more confounding factors and lack 

of full randomisation with regard to the participants. However, as recommended through literature this 

research  had some potential extraneous variables through pretesting to assist with internal validity 

and cause and effect (Geuens and De Pelsmacker, 2017). Internal validity is the degree to which the 

investigator can be sure of a cause and effect relationship. There is a higher level of a cause and effect 

relationship when there is higher internal validity. Experiments should be designed to improve quality 

and testing of theory through several steps, namely: designing research that  is directed by logic and 

theory, considering confounding elements that could influence the results and ensuring high levels of 

ethical principles are followed for the participants (Vargas et al., 2017). In a quasi-experimental 

design there can be a single snapshot of the sample through the data collection for each experiment as 

opposed to conducting several repetitive tests over time for the same experiment. Moreover, a true 

independent variable is a variable that can be manipulated. However, a variable such as gender is 

naturally occurring and cannot be manipulated (Bryman, 2015). As gender was a focus for the study, a 

quasi-experiment was chosen over a true experiment. In this study, the researcher showed adverts to 

individuals and observed the results in a between-subjects one-shot design. Furthermore, to increase 

internal validity and ensure that the results were not influenced by any other factors, pre-tests were 

conducted to reduce confounds measured in the main study. This is detailed further on in this chapter.  

The second phase used qualitative semi-structured interviews. The data collection was conducted in 

phase two to provide a greater array of views to inform and provide further evidence in the study and 
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to increase internal validity. Phase two also assisted in providing comparable, reliable data to give 

insights into the quantitative findings. Semi-structured interviews can help explain the relationships 

found with one method, which emerge from another. Interviews in particular can also assist the 

researcher to collect reliable and valid data that  are relevant and specific to the research aim and 

objectives (Saunders et al., 2019). By adopting this method the researcher asks purposeful questions 

and ensures that the questions can be prepared ahead of the interview to discuss the specific topics 

around the research question according to findings of the quantitative results (Saunders et al., 2019). 

The researcher created a list of themes according to the research questions that were relevant to the 

phase one, including some key questions to ask around the specific advertisements from the quasi-

experiment.  

Trustworthiness was considered throughout the qualitative process to ensure that the research is valid 

and reliable. These elements are discussed in detail in the description of phase two. Moreover, this 

supports the thought that the mixed methods approach fits well, and the quantitative phase was 

followed up with a qualitative phase to increase the validity, reliability and trustworthiness of the 

study overall. 

The priority for this research was given to the quantitative elements due to the nature and time taken 

to execute the quasi-experimental design (Creswell and Creswell, 2017). Moreover, the quantitative 

and qualitative parts were linked when the 20 participants were selected for the semi-structured 

interviews and the themes from the interview questions were mostly developed from the first phase. 

The results of the quantitative and qualitative are reported separately and then integrated for the 

discussion  in Chapter 6 (Creswell and Creswell, 2017). 

3.4.2 Explanatory vs Exploratory Research Design 

Exploratory sequential design is a method that has three phases. Firstly, the researcher collects 

qualitative data and then analyses them. Secondly, the researcher develops a quantitative tool 

developed according to the results of the qualitative results, and in the third phase the quantitative tool 

is tested (Creswell and Creswell, 2017). On the other hand, explanatory sequential design is a method 
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that has two phases. The researcher would collect quantitative data in phase one. The results are 

analysed and a qualitative second phase follows to assist in explaining the quantitative results 

(Creswell and Creswell, 2017). 

For this study explanatory sequential mixed methods were adopted whereby a quantitative quasi-

experiment was executed first and then qualitative semi-structured interviews were undertaken to 

further explore the results of the first study (Creswell and Creswell, 2017). The first phase of the study 

started with a quasi-experimental survey in an attempt to generalise results, followed by the second 

phase, whereby open-ended semi-structured interviews were used to accumulate in-depth views from 

participants to assist in explaining the results gathered form the initial findings. The rationale for 

choosing explanatory mixed methods was to understand the phase one data on a deeper level by using 

date collection through a qualitative follow-up. The phase two results  assisted in building on the 

findings of phase one (Creswell and Creswell, 2017). The purpose of this mixed methods explanatory 

study was to test the impact of gendered content in printed health advertisements by obtaining 

quantitative results from 247 male and female participants. This was followed up with semi- 

structured interviews with 20 participants from the same sample to explore the results  in depth, thus 

integration occurred (Fetters et al., 2013). In the first, quantitative phase of the study the research 

question and objectives focused on the dependent variables of attitudes and behavioural intentions 

based on perspectives on a leaflet. In phase two semi- structured interviews explored the results from 

the statistical analysis in more depth. As suggested by Creswell and Creswell (2017), integration 

should occur through connection of the phase one results to then design the phase two questions, 

therefore questions were asked about which and why specific leaflets were chosen  by males and 

females. This assisted with addressing the objectives of the study by further understanding the general 

public’s reaction to the usage of gendered content in printed advertisements. Due to the differences in 

statistical results from phase one from the comparative male and female samples, in phase two the 

research questions focused on giving insights into the perspectives on the leaflets. This also helped to 

explain any unusual, contradictory or confusing survey results (Creswell and Creswell, 2017). 

However, some background information based on health and communications was also gathered from 



64 

 

the participants to give further insights around the wider health communications field. With regard to 

reporting, the quantitative phase should be reported first, followed by the qualitative phase. With 

regard to the discussion of the results as required by explanatory design the qualitative results should 

be presented second to explain the quantitative results (Creswell and Creswell, 2017). 

3.4.3 Qualitative vs Quantitative  

There are documented advantages and disadvantages of both qualitative and quantitative methods in 

research. On a positive note qualitative research can achieve objectives that quantitative research 

cannot, by descriptions of the way that ideas are expressed through words (Zikmund et al., 2013). 

However, on the other hand they can be seen as inferior to scientific methods due to the rigorous and 

systematic processes employed in quantitative studies (O'Gorman and MacIntosh, 2014). Qualitative 

data can also be described as being too subjective with the outcomes potentially being influenced by 

the researcher’s views about what is and what is not important (Bryman, 2015). 

 The advantages of quantitative measures are that they enable formal validation of the measures to 

ensure reliability to confirm that the intended concept is captured. The measures are more objective as 

no matter what level the researcher is involved in the study the participant will, for example, answer 

the questions on a survey scale (Zikmund et al., 2013). The disadvantages of using quantitative 

methods are that they are difficult to control for other explanations or influences in the results. Social 

experiments are hard to implement and can often be seen as artificial and inflexible. They are 

potentially not good for theory generation nor to give meanings of results, and the way  they affect the 

next steps is not always obvious (Easterby-Smith et al., 2015).  

Due to the researched advantages and disadvantages of both qualitative and quantitative methods, the 

selection for this study was a mixed method. Mixed methods provides a greater array of views to 

inform and provide further evidence in this study. This can also help explain the relationships found 

from one method which emerged from another (Saunders et al., 2019). Furthermore, using different 

methods in a single study may also increase the generalisability and validity of the research and 

improve the contribution to theory overall (Easterby-Smith et al., 2015).  
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3.5 Research Method 

3.5.1 Mixed Methods: rationales 

Research strategies and methods should be compatible with the paradigm and philosophy of the study. 

Methods to use within a positivist or post-positivist paradigm would usually be strategies such as 

experimental studies (Creswell, 2014). On the other hand, methods to use within an interpretivist 

paradigm would be interviews, case studies, ethnography and observations (Collis and Hussey, 2013). 

A researcher can use one or several research strategies depending upon the study and certain methods 

such as case studies and surveys can be used for both inductive and deductive studies (Collis et al., 

2003, Saunders et al., 2015, Collis and Hussey, 2013). Furthermore, under a mixed paradigm of 

pragmatism, researchers can draw from both areas to meet the requirements of the research as a whole 

and minimise bias and weaknesses from each of the two methods. This  works together to give the 

best understanding of the research problem in question (Creswell, 2013). Mixed methods potentially 

enhances meaningfulness and accuracy to the overall results of the research. It gives a complete 

overview of the research situation due to the two perspectives. Mixed methods can often provide a 

confirmation of findings from one to the other. The data can be seen as enriched as more evidence is 

collected. Both quantitative and qualitative elements have value in social research and therefore to 

mix the two  provides richer data (Kumar, 2014). This research follows a mixed methods approach 

due to this line of reasoning.  

3.5.2 Research Implementation 

This study examines the relationship between endorser and participant gender, social roles and the 

attitudes and behavioural intentions of health promotion through measuring dependent variables. 

Initially, a review of the literature was undertaken to develop a set of hypotheses drawing on social 

role theory and homophily theory. The approach to the first part of the research was a deductive 

method whereby the research is based upon quantitative and scientific processes and people’s 

assumptions on how the world and knowledge is perceived (Collis and Hussey, 2013). This process 

then led to the construction of the hypotheses. Quantitative methods are more relevant to the first part 
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of this thesis due to the comparison and proposed attempted generalisability of the data according to 

gendered outcomes. In addition, theories are drawn upon and possible generalisations are made from 

the sample of the population to compare the differences dependent upon gender. Previous literature in 

health promotion using quasi-experimental design with survey strategy mostly used quantitative 

methodology as this was considered suitable for the research problems and questions (Newton et al., 

2015). Due to the overall appropriateness, this method was chosen as the phase one of the study. 

Consequently, the quasi- experimental design was developed specifically for this study in phase one 

with a survey questionnaire to then collect the data. The data was collected from a sample of 247 

individuals in the general public through a mall intercept within the UK; the survey questions 

intended to examine the impact of manipulated gendered wording (communal/agentic) alongside the 

manipulation of gender endorser’s specific pictures within advertisements. The study followed a 

between- subjects 2 X 2 X 2 (male/female endorsers, agentic/communal, male/female participants) 

design. Once the data collection was complete, statistical tests using three-way between- subjects 

ANOVAs analysed the data. The validity and reliability were measured through an initial pilot test 

and existing validated literature   was used for all of the scales. 

Phase two of the study was through a qualitative design whereby 20 participants who were willing to 

participate from phase one of the study were asked to take part in semi-structured in- depth interviews 

to allow for a deeper understanding of the research topic. This study attempts to delve deeper to 

understand participants’ perspectives, perceptions and feelings about the particular phenomenon or 

situation. This complements the quasi-experimental design to understand male and female responses 

on the impact of the health promotion advertisements and the differences in gender of endorsers. This 

also considered whether the result of the initial study mirrored the results of the semi-structured 

interviews or not.  

3.6 Phase 1 Quantitative Study 

Since the aim of phase one was to test the hypotheses outlined in section 2.4 this study measured both 

independent and dependent variables. The independent variables identified in the study are 

male/female endorsers, agentic/communal wording, and male/ female participants. The dependent 
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variables identified in the study were attitude to advert and behavioural intentions. The quasi-

experimental study followed a between- subjects 2 X 2 X 2 (male/female endorsers, 

agentic/communal, male/female participants) design. Firstly, confounds were minimised by a series of 

pre-tests. These included attractiveness, gender expectations of walking as an activity, gender 

expectations of the doctor’s role and the ability of the participant to walk 30 minutes per day. This 

was then followed up with a pilot study and then the main study. For the pilot study and main study a 

three-way ANOVA was used to test whether male and female recipients, male and female endorsers, 

and communal and agentic language (independent variables) in adverts differ with regard to the 

effects on attitudes and behavioural intentions (dependent variables) of health promotion 

advertisements. The sampling technique and variables are discussed in detail below.  

3.6.1 Sample and Sampling Technique 

A sample can be described as a subset of a population as an overall representation of a population 

(Babin et al., 2012). A research population is a large group of individuals or units of analysis that are 

the focus of a scientific question or query. They are usually part of a complete group that hold similar 

characteristics. Researchers do not usually census a whole population to find out conclusions to 

certain characteristics of a group, therefore usually sampling is undertaken. Sampling is conducted to 

estimate characteristics of a whole population through looking at a portion of the population to give 

conclusions about the overall group (Babin et al., 2012). However, an appropriate sampling strategy is 

required to ensure that the entire population is correctly represented and that bias is minimised. 

There are several ways to take a sample; the main methods are grouped into probability and non-

probability sampling. In probability sampling, there is true randomness and equal probability in the 

way that individuals or other units of analysis are selected. In non-probability, sampling judgement is 

used to select sampling units and the probability is unknown. The main types of probability sampling 

are random sampling, cluster sampling and stratified sampling (Babin et al., 2012). 

In random sampling, the researcher chooses the units randomly without any choice or intention. In 

complete and true random sampling, the sample is chosen without considering any characteristics 
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such as age, ethnicity, gender etc. An example of random sampling includes putting numbers in a 

bowl or on a spreadsheet and randomly selecting units by a non-systematic method (Babin et al., 

2012). Within true experimental studies, random sampling is the ideal sample selection process from a 

specified population. However, in the fields of promotion and advertising this is often impossible to 

conduct as there is in many cases not a defined sampling frame or the population is not fully 

described. Even if a random sample was collected from a population this does not sometimes give an 

absolute representation of a population (Geuens and De Pelsmacker, 2017). Samples in experimental 

advertising are most likely not randomly selected and non-random studies are generally accepted for 

studies in this field as long as they fit within the context of the field being studied in terms of the 

product, sample fit and situation related to the context. For example, collecting data from men testing 

a female -focused product may be irrelevant if it is females who will be using the product (Geuens 

and De Pelsmacker, 2017). However, for this study random sampling was chosen as far as possible as 

the research was collected from the general public in a mall intercept, even though the sampling 

methods still ensured that the correct gender was selected for each of the four different conditions. 

There was a 50 percent requirement of males and 50 percent requirement of females for the study. 

Other variables and confound variables were carefully taken into account when developing the pre-

tests and the questionnaire and analysing the data. This is discussed in detail later in the chapter. 

3.6.2 Sample Size  

Researchers specialising in experimental design suggest that a study with four leaflets and eight 

conditions would require a sample of 240 (Geuens and De Pelsmacker, 2017). In this study, each 

participant   took part in one short experiment and filled out one short questionnaire. One leaflet and 

one questionnaire was chosen for each participant to prevent respondent fatigue as the participant was 

advised it would take around 15 minutes overall to complete the task. Geuens and De Pelsmacker 

(2017) suggest that there should be 30 participants per one manipulation being tested to ensure 

statistically significant results. Following the literature recommendation, the aim was to achieve a 

sample of 30 participants per condition split into males and females. This experimental approach was 
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taken to determine the potential differences in the gender, endorser gender and communal and agentic 

language of the four adverts overall.  

3.6.3 Participants  

The participants for both the quantitative and qualitative studies were selected from the general public 

through a mall intercept in Sandy, Letchworth Garden City, Welwyn Garden City and Stevenage in 

Hertfordshire and Bedfordshire, UK. These criteria were checked on the delivery of the questionnaires 

and through the question items themselves. Potential participants were approached during the day 

from November 2017 until March 2018. The qualifying question was asked if the participant was able 

to partake in 30 minutes of walking in order to achieve the planned stratified sample of male and 

female respondents. The sample was taken from a snapshot of the general population to ensure 

diversity across the participants and this assisted in minimising confounding effects arising from 

different cultural, locality and backgrounds as the focus for the research was purely on gender.  

A consent form and covering letter was attached to the questionnaire to explain the purpose of the 

research, ensuring confidentiality, and to gain consent of the participants. The participants were fully 

aware they could retract from being included in the research at any time. The researchers contact 

details including email were added to the covering letter so that the participants were able to contact 

the researcher at any time throughout the process for further information or clarification.  

3.7 Variables 

The question items according to literature for an experiment should be in a set format to minimise bias 

therefore the sequence and content of the questionnaire is very important. This order should be as 

follows: introduction, manipulation (communal/agentic/endorser), measurement of dependent 

variables (attitude and behavioural intentions), and then sociodemographic information (Geuens and 

De Pelsmacker, 2017). The manipulation checks were conducted prior to the main study in a pilot 

study and pre-tests to ensure what was being measured was accurate. The dependent variables are 

discussed in detail below (sections 3.7.1 and 3.7.2), confounding factors and the visual and copy 

manipulations (independent variables) are discussed in detail in section 3.8.  
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3.7.1 Measure of Behavioural Intentions (BI) 

Ajzen (1991) developed the Theory of Planned Behaviour (TBP) to enable prediction of human social 

behaviour. This measure was chosen as it was also originally taken from Ajzen and Fishbein's (1980) 

Theory of Reasoned Behaviour and has been adapted and used extensively. The TPB theorises that 

behavioural intention is an antecedent to actual behaviour and that intention is influenced by attitude 

(responding in a favourable or unfavourable manner). Many studies applying the TPB measure 

behavioural intentions, thus using intentions as a representation for actual behaviour (David and 

Rundle-Thiele, 2019). TPB studies acknowledge that although it can be useful as a framework, it is 

not a theory of all-encompassing behaviour change. However, the TBP is seen as useful to explain 

and predict intentions and behavioural intentions at a single time point (Ajzen, 2015). Moreover, 

Ajzen (1991) suggests that behavioural intentions still give a good indication of how motivated the 

recipient is to perform a specific behaviour or the willingness to try. This is defined as an individual’s 

enthusiasm to actually perform or adopt a specific behaviour. It is thought to be an immediate 

precursor of actual behaviour and was therefore deemed an appropriate measure for this study.  

This measure showed good internal consistency in studies of effectiveness of health promotion 

advertisements (Kareklas et al., 2015). To assess behavioural intentions, the participants responded to 

the statement ‘What is the likelihood you will take up walking 30 minutes a day 5 days a week in the 

near future?’ There were four 5-point item pairs as taken from the literature (Unlikely/ Likely, 

Improbable/ Probable, Impossible/ Possible, and Uncertain/ Certain). Semantic differential response 

was used as it has been often recommended for experimental studies because it has shown to have 

high reliability in a number of contexts (Vargas et al., 2017). 

3.7.2 Attitude to Advert (AAD) 

Attitude to an advert (AAD) was defined as ‘a predisposition to respond in a favourable or 

unfavourable manner to a particular advertising stimulus during a particular exposure occasion’ 

(MacKenzie and Lutz (1989)  cited in Vargas et al. (2017) ). Another definition is ‘a psychological 

tendency that is expressed by evaluating a particular entity with some degree of favour or disfavour’ 
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(Eagly and Chaiken, 1993) . Attitude as a measure in advertising has been widely operationalised due 

to its well-established measures and acceptable validity and reliability that is also validated through 

Cronbach’s alpha. The definition of this dependent variable and previous literature warrants attitude 

towards the advert being measured in this study through a 5-point semantic differential scale 

(Irritating/ not irritating, boring/not boring, good/not good, informative/not informative, 

objective/subjective and appropriate/not appropriate (Pope et al., 2004). 

3.7.3 Confounds 

Within a quasi-experiment potential effects from confounds should be controlled. Variables that could 

be considered are, for example, age, product usage or involvement. Control variables should only be 

included in the study if there is a justified reason for adding them and if previous studies give 

direction to do so (Geuens and De Pelsmacker, 2017). For this study literature highlighted that there 

were several confounds to be measured including attractiveness, gender expectations of walking as an 

activity, gender expectations of the doctor’s role and the ability to walk 30 minutes per day which was 

considered in the pre-tests and prior manipulation checks were conducted.  

3.7.4 Measures  

The dependent variables were measured with semantic differential scales on a survey as this is 

recommended when attitudes, beliefs and behavioural intentions are being measured in a quasi-

experimental design. This scale type of measurement was relevant to adopt as this research was 

measuring attitudes and behavioural intentions of the adverts for the general public (Vargas et al., 

2017). The data collection tool is discussed next.  

3.7.5 Data Collection Tool 

Several data collection tools were considered by the researcher, which included online, mail and 

telephone. However, due to the experimental phase and attempted randomisation of the study 

according to gender and location a face-to-face survey was chosen. This ensured that the correct 

quantity of each condition was delivered to the specific gender required in the sample. The 
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experiment would either not have been possible or have been much more difficult to execute online or 

over the phone due to the specific number of conditions required per gender of participant. A survey 

is a quantitative way of examining and describing part of a population through a sample of subjects to 

come to a conclusion based upon the evidence generated from the study (White and Rayner, 2014). 

Surveys were chosen for this study as survey questionnaires are less expensive and faster to conduct 

(Collis and Hussey, 2013). A survey questionnaire can also be described a method of data collection 

in which each person is asked to respond to the same set of questions in a predetermined order 

(Saunders et al., 2019). This is one of the most widely used methods of data collection within the 

quantitative strategy as it assists in being an effective method to collect a large  number of responses 

from a sample before being statistically analysed (Saunders et al., 2019). A survey questionnaire also 

gives a cost- effective, accurate, efficient, fast way to gather information from a target sample of a 

population (Babin et al., 2012). Therefore, due to the large number of respondents required for phase 

one of the study and the other documented benefits this strategy was adopted. Also, due to the time-

consuming element of reading, one questionnaire and one leaflet were chosen for measurement to 

minimise the time taken for the participants to partake in the research and reduce participant fatigue. 

Questionnaires must follow the existing research objectives and there are several methods of 

collection such as telephone, internet, postal, face-to-face and pen and paper. Pen and paper was 

chosen for this study due to the nature of the research being a face- to- face quasi-experimental field 

study, and due to the logistics of ensuring that each condition  was given to the correct gender (Babin 

et al., 2012). These methods together in a field experiment ultimately allow for easier access to the 

sample population. Also in a face -to- face situation recipients can be monitored and briefed on the 

instructions at the time of the data collection as opposed to online whereby the information is 

restricted to only what is written (Geuens and De Pelsmacker, 2017). There are some limitations to 

surveys as the number of questions asked can be limited, and closed questions do not always give full 

understanding and meaning. However, coupled with a quasi-experimental design this was expected to 

give a greater insight to overall cause and effect. Furthermore, a cross-sectional design gathers data 

just once, is cost effective and quick (Burns and Burns, 2008). Therefore, this method was conducted 
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to gather the responses of the participants as this complemented the quasi-experiment. Moreover, 

surveys are also the best method when measuring thoughts, feelings and opinions, especially when 

conducting research on participants’ beliefs, behaviour and attitudes (Zikmund et al., 2013), as  was 

the case for this experimental study.  

Likert- style ratings were used for this study and the same order of response statements  was used 

throughout the questionnaire from negative to positive to prevent respondent confusion (Saunders et 

al., 2019). The scale within the study ran from strongly disagree to strongly agree and from negative 

to positive with the semantic differential scales measuring the dependent variables.  

Demographic information was gathered for quasi-experimental control reasons, including gender, age, 

highest education, salary and nationality. This was to also crucial to assist in the focused gender 

component. 

Overall, these methods were chosen for the study due to the previous literature on health promotion, 

sample size required, time, convenience, type of measurement, accessibility of data collection and 

dual approach. 

The survey questionnaire was then developed from question items adapted from previous literature. 

This was then looked over by three statisticians at the University of Bedfordshire. Constructs within 

advertising experiments are usually measured through the use of rating scales (Geuens and De 

Pelsmacker, 2017). Recommendations in the literature are to use between 5- and 7-point scales for the 

research instrument (Cox III, 1980, Schwarz et al., 1991, Geuens and De Pelsmacker, 2017). Weijters 

et al. (2010) recommend to only use 7-point scales for samples of participants that are high in verbal 

skills, cognitive ability and that are good at or that have participated in many questionnaires 

previously; this would usually represent a sample such as university students. Five-point Likert scales 

are the recommended measure for the general public. Therefore, for this sample of the general public 

a 5-point scale is suggested in the literature, as   used in this study. The questionnaire used the 5- point 

semantic differential scales to measuring the dependent variables: attitude to advert (Pope et al., 2004) 

and behavioural intentions (Kareklas et al., 2015). 
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The questionnaire alongside the physical activity manipulated leaflet were hand- delivered to the 

target sample. A consent form and letter of explanation around the study were given to the 

participants to ensure that they were aware of all the facts before they took part in the study. The 

outcome of the pilot study assisted in the checking and construction of the main question items. This 

assisted with validity and reliability throughout the process.  

As discussed in the pre-test, confound variables were included in the research instrument as the 

previous research conducted similar studies with confound variables to ensure that there were minimal 

influencing factors in the results. Quasi-experiments can be deemed low in internal validity due to the 

lack of randomisation and even though the sample was randomised as far as possible, steps were still 

taken to increase internal validity. However, using confounds which rule out alternative causes from 

the literature can assist in increasing internal validity. Pretesting the manipulations controlling through 

confounds as much as possible according to the relevant literature can assist in isolating the variables 

being focused on (Vargas et al., 2017). 

Multi items were also chosen and used for each dependent variable, as this is standard practice to 

ensure correlation amongst the items and enable them to be more reliable. A multi item construct 

measure gives more information than a single item and is more likely to capture all aspects of the 

construct in question (Geuens and De Pelsmacker, 2017). 

3.8 Design and Copy of the Leaflet 

As discussed in the last section, the data collection tool chosen for this study is a survey questionnaire. 

This was answered following the view of a leaflet, which is discussed in detail in this section. The 

advertising stimulus, in this case a professionally designed leaflet, was manipulated to examine the 

response from the participants. The advertisements were designed by a graphic designer to look as if 

they were actual advertisements. The design of the stimuli followed a rigorous process guided by 

principles usually applied to designing advertisements (Geuens and De Pelsmacker, 2017). The 

leaflets were therefore made by a graphic designer in a PDF colour format and printed at professional 

printers. The copy development was initially guided by a review of extant studies which examined 
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gendered wording. A list of wording was generated based on the literature review. At the same time, a 

review of several current health promotion advertisements and leaflets also took place.  

The manipulation of the leaflets was expressed through differences in some specific gendered 

wording (communal and agentic) according to the literature and changing the endorser picture to 

either male or female. Due to drawing on social role theory in terms of the wording of the adverts and 

homophily theory for the pictures, the roles of the expertise were kept the same to not confound the 

study. The only element of the description that differed between the leaflets was the name of the 

endorser: Julie Baxter for a female endorser and James Baxter for the male endorser.  

The researcher created four professional- looking leaflets based on communal and agentic wording,   

underpinned and developed according to previous validated research (McKay-Nesbitt et al., 2013, 

Kareklas et al., 2015, Newton et al., 2015). Each leaflet contained mostly similar messages around the 

positive impact and benefits of walking 30 minutes a day as a physical activity with the overall aim to 

reduce obesity (see example below and appendix 2). 
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Figure 3.1: Communal / Male leaflet  
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Gain- framed messages are those that focus on the benefits of partaking in an activity; this strategy 

was used for all leaflets as the literature states that in this type of campaign (obesity and walking) this 

approach has been deemed more effective. This method has been judged more effective overall for all 

types of health promotion (McKay-Nesbitt et al., 2013). This also ensured that this element was 

controlled as being the same for all adverts, as it was not a focus or manipulation for the study. The 

previous meta- analysis on health care communications strategies (Keller and Lehmann, 2008) also 

found that there are three tactics that should not be used in health promotion; therefore this was 

followed,  namely: vivid messages, loss frames and detection behaviours. The meta-analysis also 

suggested that health communications to be most effective should be tailored towards the reach of 

specific audiences, as is done in this study according to gender (Keller and Lehmann, 2008). 

Promotion- framed (walking) was chosen over prevention- framed (fear/destructive behaviours) as 

research has shown that within walking campaigns women responded similarly to men in the 

effectiveness of promotion- and prevention- framed messages (McKay-Nesbitt et al., 2013), and this 

controlled the manipulated experiments further. As mentioned, the messages used in the quasi-

experiment were all based on previous validated literature (Newton et al., 2015, McKay-Nesbitt et al., 

2013). This was also confirmed with current up- to- date health research on the benefits of walking as 

a physical activity. The messages on all the leaflets were exactly the same, focusing on the benefits of 

undertaking walking as a physical activity; for example, ‘(walking) makes your bones stronger and 

reduces risk of osteoporosis, (walking) ‘Improves your mental health’. Four different adverts were 

created according to gender and gendered wording (communal and agentic traits) with the mentioned 

manipulations on each leaflet. The words were carefully selected to ensure potential confounds; this 

was done through frequency of occurrence of the gendered words being the same for each advert and 

also the chosen words being taken from previous validated literature specifically on communal and 

agentic wording (Gaucher et al., 2011). Many of the words were consistent with other language-

coding research examining gender differences. This includes research conducted by Rudman and 

Kilianski (2000), Bem (1974), Bem (1981), Hoffman and Hurst (1990), and the adverts had also been 

pretested to ensure that they were mostly communal (feminine) and agentic (masculine) out of two 

different original versions of the leaflets. The most communal (feminine) and the most agentic 
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(masculine) were then selected. The description of the four adverts for the quasi- experimental design 

was as follows and is further described in table 3.1. 

3.8.1 Readability Analysis 

A readability analysis was also conducted on all of the copy text prior to the pilot study to ensure that 

the audience would be able to read and understand the text. A Simple Measure of Gobbledygook Test 

(SMOG) was undertaken and the results showed that all of the copy text would be suitable for an 

audience over the age of 11. This ensured that the wording would be appropriate for the general 

public audience of 18 and over (Readability Formulas, 2017). 

3.8.2 Visual 

With regard to the visual elements of the leaflets, the benefits of walking were listed on a pictured 

graphic on the leaflet and there were further health benefits written with certain words according to 

the different genders (communal and agentic wording). The endorsers of the leaflets through the 

picture and narrative were either a female or male hospital doctor, who were both advocating the 

benefits of walking 30 minutes, 5 times a week. There were four different pictures between the four 

leaflets of two males and two females. The pictures were a female hospital doctor and a male hospital 

doctor. The endorsers were all within age bracket 35–40 and were old enough to have achieved the 

career objectives as stated in the adverts.  

3.8.3 Copy 

All endorsers introduced themselves at the beginning of the leaflet, for example, ‘Hi I am Dr Julie 

Baxter’, ‘Hi I am Dr James Baxter’, and included a short sentence that they are avid walkers. The 

leaflets had a message in the form of an expert recommending walking 30 minutes a day. For 

example, for the hospital doctor leaflets ‘I have been a hospital Dr for 15 years and I am an avid 

walker. I recommend walking 30 minutes a day for 5 times a week as this can bring you lots of health 

benefits. Start walking soon’. The wording for each leaflet after each person’s description was 

amended accordingly with female gendered language (communal) in two of the leaflets and male 
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gendered language in the other two leaflets (agentic). This was then manipulated as shown and 

mentioned above in    table 3.1 with the picture of either a male or female doctor. For example, a 

female hospital doctor with male traits was a female picture of a female hospital doctor with male 

gendered wording (agentic) on the adverts. As a measure of gendered wording, lists of ‘masculine’ 

and ‘feminine’ words were extracted using published lists of communal and agentic and masculine 

and feminine trait words taken from validated literature (Gaucher et al., 2011). Gendered words for 

females (communal) as validated by the literature that were included in the study were: pleasant, 

gentle, emotional, flatterable, understandably, communally, cheerful. Gendered words for the males 

(agentic) included in the study were: decision, active, determined, challenge, ambitious, self-

confident, decision, individually. This is consistent with previous research that has examined gender 

differences in language through previous qualitative coding and identifying specific communal and 

agentic words (Newman et al., 2008, Gaucher et al., 2011, Pietraszkiewicz et al., 2019). The amount 

of gendered wording in each advert was calculated as 3.5 %. The literature has suggested that real- 

world advertisements can contain anywhere between 1% and 8 % (Gaucher et al., 2011). This amount 

was chosen to conform to current literature whilst ensuring the advert still sounded real world and 

valid with the changes and manipulations made and this was checked in the pre-test and pilot study. 

 As mentioned, the adverts were pre-tested to ensure that this showed a tendency to sound either more 

masculine or feminine and each pre-test advert had differences in the choices of words. Participants 

were assigned one of the message adverts and asked to take part in a between-subjects condition. 

Within- subjects means that one participant would have to test all conditions in response to a variable 

and between-subjects would mean that different participants test different conditions in response to a 

variable (Creswell, 2013). Between -subjects was chosen instead of within-subjects as if participants 

are exposed to the same stimuli more than once they may figure out what the study is about and the 

purpose of the research (Geuens and De Pelsmacker, 2017). If a within-subjects condition was 

selected this would mean one participant would have to view four leaflets and answer four 

questionnaires, which in a mall intercept would deter participants from taking part. This assisted in 
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reducing participant fatigue. An outline of each of the conditions is shown in table 3.2 and the four 

actual adverts used in the quasi-experiment with the manipulations are shown in appendix 2.  

Table 3.1: Description of introduction and wording in the four different adverts  

Leaflets Opening narrative Word Manipulations 

Male hospital doctor (picture) with 

agentic traits (gendered wording) 

‘Hi I am Dr James Baxter I have 

been a hospital Dr for 15 years and 

I am now an avid walker. I 

recommend walking 30 minutes a 

day for 5 times a week as this can 

bring you lots of health benefits. 

Start walking soon’.  

Decision, active, determined, 

challenge, ambitious, self-

confident, decision, 

individually 

Female hospital doctor (picture) 

with female traits (gendered 

wording)  

‘Hi I am Dr Julie Baxter I have 

been a hospital Dr for 15 years and 

I am now an avid walker. I 

recommend walking 30 minutes a 

day for 5 times a week as this can 

bring you lots of health benefits. 

Start walking soon’.  

Pleasant, gentle, emotional, 

flatterable, understandably, 

communally, cheerful 

Male hospital doctor (picture) with 

female traits (gendered wording) 

‘Hi I am Dr James Baxter I have 

been a hospital Dr for 15 years and 

I am now an avid walker. I 

recommend walking 30 minutes a 

day for 5 times a week as this can 

bring you lots of health benefits. 

Start walking soon’.  

Pleasant, gentle, emotional, 

flatterable, understandably, 

communally, cheerful 

Female hospital doctor (picture) 

with male traits (gendered wording)  

‘Hi I am Dr Julie Baxter I have 

been a hospital Dr for 15 years and 

I am now an avid walker. I 

recommend walking 30 minutes a 

day for 5 times a week as this can 

bring you lots of health benefits. 

Start walking soon’.  

Decision, active, determined, 

challenge, ambitious, self-

confident, decision, 

individually 
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There were eight conditions or manipulations, as detailed in table 3.2 . 

Table 3.2: Eight different experimental manipulations  

Male participant x 30 Agentic Male endorser 

Male participant x 30 Communal Male endorser 

Male participant x 30 Agentic Female endorser 

Male participant x 30  Communal Female endorser 

Female participant x 30 Agentic Male endorser 

Female participant x 30 Communal Male endorser 

Female participant x 30 Agentic Female endorser 

Female participant x 30 Communal  Female endorser 

 

 

Figure 3.2: Framework for experimental leaflets  
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3.9 Questionnaire Design 

Careful consideration is required to collect the data that will answer the objectives (Saunders et al., 

2015). Furthermore, response rates, validity and reliability can be capitalised on through careful 

design of each question, easy -to- follow questionnaire layout, clear explanation of the aim of the 

questionnaire, pre-testing, pilot testing and planned administration of questionnaire delivery 

(Saunders et al., 2019). Therefore, all were carefully considered in this research study. According to 

Saunders et al. (2019), four to eight pages is an acceptable length for self- completion questionnaires; 

therefore this was considered for the study.  

The survey questionnaire was then developed from question items adapted from previous literature. 

This was then looked over by three statisticians at the University of Bedfordshire. Constructs within 

advertising experiments are usually measured through the use of rating scales (Geuens and De 

Pelsmacker, 2017). Recommendations in the literature are to use between 5- and 7-point scales for the 

research instrument (Cox III, 1980, Schwarz et al., 1991, Geuens and De Pelsmacker, 2017). Weijters 

et al. (2010) recommend to only use 7-point scales for samples of participants that are high in verbal 

skills, cognitive ability and that are good at or that have participated in many questionnaires 

previously, this would usually represent a sample such as university students. Five-point Likert scales 

are the recommended measure for the general public. Therefore, for this sample of the general public 

5-point scales is suggested in the literature, as   used in this study. The questionnaire used the 5- point 

semantic differential scales for measuring the dependent variables: attitude to advert (Pope et al., 

2004) and behavioural intentions (Kareklas et al., 2015).  

Multi items were chosen and used for each dependent variable, as this is standard practice to ensure 

correlation amongst the items and enable them to be more reliable. A multi item construct measure 

gives more information than a single item and is more likely to capture all aspects of the construct in 

question (Geuens and De Pelsmacker, 2017). 

The questionnaire alongside the physical activity manipulated leaflet were hand- delivered to the 

target sample. A consent form and letter of explanation around the study were given to the 
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participants to ensure that they were aware of all the facts before they took part in the study. The 

outcome of the pilot study assisted in the checking and construction of the main question items. This 

assisted with validity and reliability throughout the process.  

As discussed in the pre-test, confound variables were included in the research instrument as the 

previous research conducted similar studies with confound variables to ensure that there were minimal 

influencing factors in the results. Quasi-experiments can be deemed low in internal validity due to the 

lack of randomisation. However, through using a random sample and confounds which rule out 

alternative causes from the literature can assist in increasing internal validity. Pretesting the 

manipulations controlling through confounds as much as possible according to the relevant literature 

can assist in isolating the variables being focused on (Vargas et al., 2017). 

3.9.1 Designing the Self- completion Questionnaire 

There are several factors in questionnaire design that the researcher should take into consideration. 

Bryman and Bell (2015) suggested several ways to increase response rates, including a pleasing 

layout, including a reasonable space between each question, a clear presentation that is easy to read 

and complete with consistent font styles. Other suggestions included clear instructions on how 

participants should respond, ensuring that questions and answers are kept together, ensuring that the 

research questions are considered throughout the design process, a logical order of the questions, and 

using a horizontal or vertical Likert- scale design for closed questions.  

3.9.2 The Questionnaire 

The questionnaire for the main study was designed after a literature review, successful pilot study, 

successful pre-tests, and recommendations from the researcher’s supervisory team and other faculty 

members. Closed questions were chosen for the research in accordance with a quantitative approach. 

With the closed questions on the answer form, the surveys are easier to analyse, especially when 

considering manipulated experiments. The first page of the questionnaire contained a covering letter 

explaining the purpose of the study and included the email contact details of the researcher (appendix 

3). A consent form was also attached to inform of the confidentiality of the data collected in the study 
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and to advise participants that their participation in the research was voluntary and that they could 

remove themselves from being included in the study at any time (see appendix 4). In the 

questionnaire, demographic information was collected per participant including gender, age, highest 

salary band and nationality. The question items in accordance with the constructs were set out for 

participants to tick the box they felt most relevant (appendix 5).  

3.10 Pre-test for Quantitative Study 

As mentioned, pre-tests were conducted to reduce any confounding effects and to ensure that the 

manipulations measured what they are supposed to. The first pre-test was conducted to select four 

pictures that were found to be of equal attractiveness. Ten pictures were initially selected from a 

website called Shutterstock, which is an online organisation specialising in photographs for all types 

of requirements (Shutterstock, 2017). This assisted in enhancing external validity of the study and to 

ensure that copyright was not being infringed. This also ensured that the photos were all similar in 

terms of characteristics including a dark brown hair colour, endorser stance in terms of arms folded, 

similar clothing, similar body size, Caucasian ethnicity, with a similar facial expression of smiling and 

of the age selected ( age 35–40). This was to not only have enabled the endorser to have reached their 

career objectives as a hospital doctor as stated but also to keep the age very similar across all pictures. 

A pool of hospital doctors initially chosen (five female and five male) all had the same blue outfits on 

and included the same characteristics as above. All photos selected were portrait and on a white 

background to keep them as comparable as possible. In the first pre-test attractiveness was measured 

with a single item measurement on a five-point semantic differential scale (1 = very unattractive; 2 = 

unattractive; 3 = neutral; 4 = attractive; 5 = very attractive) (Prendergast et al., 2014). Twenty 

participants (N = 20) were recruited to test attractiveness this was then analysed through mean scores 

to find the pictures which were most similar in attractiveness to each other. Analysis of mean scores 

showed that the chosen female’s mean score was 3.80 (M = 3.80, SD = 0.62) and the chosen male’s 

mean score was also 3.80 (M = 3.80, SD = 0.41) so therefore were of equal attractiveness to prevent 

confounding the study.  



85 

 

These female and male’s photos were then selected to be used in the adverts. In the second pre-test, 

the communal and agentic advertisements were manipulated without pictures on a word document. 

There were four pre-test worded health promotion adverts made up of two communal (feminine 

wording) and two agentic (masculine wording). The word documents did not have a picture on them 

to also find out the influence of the gendered wording without a male or female endorser according to 

masculinity and femininity. There was a different selection of words used in all of the advertisements 

to ensure that the main study would be as effective as possible in the use of communal and agentic 

words in the advertisements. They were then pretested with 33 individuals (N = 33) to give an 

indication if they were more masculine (agentic) or feminine (communal) focused according to the 

wording. This was measured on a 5- point semantic differential scale (1 = very masculine; 2 = 

masculine; 3 = gender- neutral; 4 = feminine; 5 = very feminine). The two adverts were then made up 

of the one judged most feminine and the one judged most masculine. They were then the ones chosen 

to be implemented into the pilot test and the main study through comparing against the gender-neutral 

midpoint of three. The analysis of means scores showed that advert two was deemed most feminine 

(M = 3.61, SD = 0.86) and advert 4 was found to be most masculine (M = 2.39, SD = 0.93). 

 Another two questions were added to the end of the final pre-test with 33 participants (N = 33) to find 

out if walking as an activity as rated on a 5- point Likert scale was a masculine or feminine activity (1 

very masculine; 2 masculine; 3 gender-neutral; 4 feminine; 5 very feminine). This was to ensure that 

this was not confounded for the main study. Analysis of mean scores showed that walking was found 

to be a gender-neutral activity (M = 3.23, SD = 0.68). Secondly, the question was asked on a 5-point 

Likert scale if a doctor is seen as a stereotypically masculine or feminine role in this day and age to 

ensure that this was not seen as confounding for the main study (1 very masculine; 2 masculine; 3 

gender-neutral; 4 feminine; 5 very feminine). The doctor role was also found to be gender neutral (M 

= 3.07, SD = 0.52), meaning that this was also not confounding the study.  

3.11 Quantitative Pilot Study   

The main purpose of a pilot study is to ensure that a research instrument functions in the way that it is 

supposed to. Another reasons that a pilot study was conducted for this study was to address issues that 
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may occur prior to the main data collection so that they can be prevented and instil confidence in the 

researcher to collect data through structured survey questionnaires. The pilot also tested the feasibility 

of the experiment and the research instrument, to change or remove questions that are not understood, 

to test adequacy of instructions, and to ensure the correct flow of questions (Bryman and Bell, 2015). 

The quasi- experimental leaflets were constructed and then tested to ensure that the respondents: 

understood the detail, found them easy to read, and thought they were professional- looking. This was 

also to test that the leaflets and questionnaire were harmonised to measure what was expected from 

the study. Even though the constructs and the main body of the leaflets were adopted from previous 

validated literature this ensures the validity and reliability of the instrument with a different design 

and context for the main study. Initially, the ethics committee approved the study; this was then sent 

out internally to two senior researchers within the University of Bedfordshire, PhD students and the 

researcher’s supervisory team who verified the pilot study. The advert was also looked over by a 

linguist at the University of Bedfordshire who recommended some punctuation changes and other 

minor elements. Once recommendations were given and the adverts and questionnaires were 

amended, taking into consideration the advice; this was then hand- delivered to the target sample. 

3.11.1 Data Collection     

Data collection was conducted in a face-to-face setting in a mall intercept with the general public with 

the four adverts in total with pen- and- paper style questionnaires. There was one survey completed 

per experiment, therefore per four experiments there were four questionnaires with the same questions 

in the same sequenced order. The question items were exactly the same for each different quasi-

experiment to measure the same independent and dependent variables. There were eight condition 

groups and there was one advert and one questionnaire per participant due to ease of delivery and the 

time it takes to read the advert. This was also to ensure quality control of the quasi-experiment, 

prevent respondent fatigue and prevent the participant guessing what the experiment was testing. The 

respondents were given a recommended estimated time of 15 minutes within the pilot study to enable 

the participants to fully read the one advert and to then answer one short survey questionnaire. The 



87 

 

fieldwork for the pilot study lasted around four weeks to enable the correct amount of data to be 

collected  in the months of September and October 2017.  

3.11.2 Sample Size     

The experimental adverts were pretested with a group of 32 participants from the general public. This 

number was chosen so that there were equal participants of four in each group per eight conditions. 

This also tested feasibility and to ensure that the adverts were credible. The expectation was that there 

would be no significant results due to the small sample size. However, three- way ANOVAs were still 

carried out to test the results.  

3.11.3 Demographic Details 

As mentioned above the data collection was conducted in a mall intercept in Letchworth, Welwyn 

Garden City and Stevenage.  The participants’ demographic information is displayed below   . The 

main points show that as selected 50% of participants were female (n = 16) and 50% of the 

participants were male (n = 16) as was a requirement for the study. In the sample the highest number 

of participants were aged 31–40 (n = 11). The majority of participants identified themselves as 

English at 65.6 % (n = 21). The highest number of individuals had an undergraduate degree or 

equivalent qualification at 25% (n = 8). The majority of participants earned either £30,000–£49,999 (n 

= 10) or £50,000–£69,999 (n = 10) at 31.3%. See table 3.6 for further breakdown.  

3.12 Data Analysis 

To analyse the pilot study data SPSS version 22 was used. This was adopted to measure the means, 

standard deviations and frequencies of the pilot data to compare the initial outcomes. Prior to analysis 

of data, the completed questionnaires were carefully examined. If there were any missing data, the 

questionnaire was not used.  
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Table 3.6: Results of demographics from pilot study 
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3.12.1 Survey Participants’ Reactions, Comments and Suggestions    

Prior to the survey, a qualifying question was asked to ensure that participants were physically able to 

take part in 30 minutes of walking as an exercise. At the end of the survey, the question was asked to 

participants if the advert looked real. Every participant agreed with a few mentioning that the adverts 

looked very professional. The adverts were also found to be easy to read by the participants and 

through the opinion of the linguist at the University of Bedfordshire. This was also previously tested 

through a SMOG readability analysis (Readability Analysis, 2017), as discussed earlier in the chapter. 

Most participants took around 15 minutes to complete the survey, with others taking 12–  18 minutes. 

This was recorded for the main study to have a time recommendation of around 15 minutes. Most 

respondents reacted positively and were willing to help with the research. At times, however, it was 

challenging to ask people to stop in a busy mall environment and thus extra data collection time was 

allocated to ensure that the correct numbers were gathered of males and females due to the location 

and logistics of the research collection.  

3.12.2 Reliability of the Instrument  

Cronbach’s alpha was used to test the reliability of the question items in the pilot study. According to 

Nunally and Bernstein (1978,) a value of 0.7 is an acceptable estimation of internal consistency. 

However, Sekaran and Bougie (2013) suggest that 0.6 is considered poor and over 0.8 is a good 

measure of reliability. The measure of Cronbach alpha coefficients for the pilot study are presented in 

tables 3.7 and 3.8.  

Table 3.7: Cronbach’s alpha for Behavioural Intentions (BI) 

 

As shown in  table 3.7, Cronbach’s alpha for the original four items of behavioural intentions had an 

alpha of 0.93, which according to Sekaran and Bougie (2013) can be seen as a good measure of 
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reliability as it is over 0.8. Therefore, this measure was adopted as it stands with no amendments for 

the main study.  

Table 3.8: Cronbach’s alpha for Attitude to Advert (AAD) 

 

As shown in table 3.8, Cronbach’s alpha for the original adopted items of AAD had an alpha of 0.87, 

which again can be deemed a good indication of reliability. Therefore, AAD was also adopted for the 

main study as it stands with no amendments for the main study. 

The pilot study proved that the set of items give an accurate estimation of significant correlation of all 

the items that relate to the items that measure of BI and AAD. In the pilot study, the aggregated mean 

of BI and AAD was calculated and used for further analysis. Due to the low participant numbers per 

condition there was a need to adopt this survey for a main study to confirm the findings further with a 

larger sample size. Therefore, these measures were applied to further examine this research with the 

use of a three- way ANOVA with more participants in the main study. 

3.12.3 Descriptive Statistics for Behavioural Intentions 

The means and standard deviations for the measure of behavioural intentions are included in 

descriptive statistics table 3.9 as part of the three-way ANOVA analysis. 
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Table 3.9: Means and Standard Deviations for Behavioural Intentions 

  

 

3.12.4 Descriptive Statistics for Attitude to Advert 

The means and standard deviations for the measure of behavioural intentions were included in 

descriptive statistics table 3.10 as part of the three-way ANOVA analysis. 

Table 3.10: Means and Standard Deviations for Attitude to Advert 

 

 

3.13 Statistical Analysis 

3.13.1 Behavioural Intentions 

In the pilot study there were no significant main effects of gender (F (1, 24) = 0.21, p = .65, partial η2 

= 0.01), communal/agentic wording condition (F (1, 24) = 0.45, p = .51, partial η2 = 0.12), endorser 

gender condition (F (1, 24) = 0.06, p = .81, partial η2 = 0.00) on willingness to change behaviour.  
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There are also no significant two-way interaction effects of gender and communal/agentic wording 

condition (F (1, 24) = 0.36, p = .56, partial η2 = 0.02), gender and endorser gender condition (F (1, 

24) = 0.66, p = .43, partial η2 = 0.03) on willingness to change behaviour. In addition, there were no 

significant two-way interaction effects on communal/ agentic wording condition and endorser gender 

condition (F (1, 24) = 0.15, p = .70, partial η2 = 0.01) on willingness to change behaviour.  

There was no significant three-way effect of gender, endorser gender condition and communal/agentic 

wording condition (F (1, 24) = 0.03, p = .86, partial η2 = 0.00) on willingness to change behaviour. 

3.13.2 Attitude to Advert 

In the pilot study there were no significant main effects of gender (F (1, 24) =0.07, p= .79, partial η2 

= 0.00), communal/agentic wording condition (F (1, 24) = 0.02, p = .89, partial η2 = 0.00), or 

endorser gender condition (F (1, 24) = 1.15, p= .29, partial η2 = 0.05) on attitude to advert.  

There were also no significant two-way interaction effects of gender and communal/agentic wording 

condition (F (1, 24) = 0.37, p = .55, partial η2 = 0.02), gender and endorser gender condition (F (1, 

24) = 1.01, p = .32, partial η2 = 0.04), and communal/agentic wording condition and endorser gender 

condition (F (1, 24) = 0.04, p = .84, partial η2 = 0.00) on attitude to advert. 

There was no significant three-way effect of gender, endorser gender condition and communal/agentic 

wording condition (F (1, 24) = 0.65, p = .43, partial η2 = 0.03) on attitude to advert.  

These results require a full study to be undertaken, as expected the sample size per condition was too 

low to achieve significant results. The pilot study included eight conditions and there were only four 

participants per condition. Therefore, a main study was completed with a larger sample size of 30 

participants per condition or 240 participants overall as previously discussed and recommended in the 

literature. In addition, the focus for the pilot was to address the feasibility of the study in terms of time 

taken to complete the questionnaires, response rates, and understanding of the procedures and 

questions. One of the main aims of the pilot study was to also test the reliability of the instrument, 

which was deemed successful through the Cronbach’s alpha results.  
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3.13.3 Data Analysis: Analysis of Variance 

ANOVA (Analysis of Variance) has been selected for this study due to the use of this analysis 

technique in previous health promotion literature and the suitability for the experimental 

methodological design. ANOVA is suitable for hypothesis testing and statistical analysis when the 

mean scores are being compared of more than two groups of entities in experimental conditions 

(Pallant, 2013). In this study there are four comparative adverts and eight conditions overall due to the 

gender element. This is a chosen method for comparing the ratio of systematic variance (the variation 

that occurs when manipulating the independent variables) to unsystematic variance (natural 

differences that may occur between individuals in a sample or variations that cannot be explained by 

the test) when conducting an experiment (Field, 2016). Manipulating independent variables through 

an experiment systematically can be a powerful research method as it reaches beyond the process of 

only conducting variable observation (Field, 2016). Once the independent variables have been 

manipulated, ANOVA is then used to measure the interaction effects between one or more of the 

independent variables on dependent variable(s). Analysis of variance compares the variability in 

scores between each of the groups with the variability in scores within these different groups (Pallant, 

2013). An F ratio in ANOVA is calculated to show the variance that is present between the groups 

and is then divided by the variance present within the groups. If the result of the calculation is a large 

F ratio then this would indicate that there is evidently more variability between groups than within 

each of the groups. Also, if the F ratio has a p-value of less than .05 then the differences between the 

means are classed as significant (Field, 2016). Consequently, if the F test is significant then the null 

hypothesis will be rejected and the mean scores of the population are found to be equal. If the F ratio 

is significant, overall relevant post- hoc tests are then conducted to identify where the differences 

occur. The post- hoc tests show which of the groups differ in terms of means with stricter methods of 

measurement. As many independent and dependent tests are being performed at the same time post-

hoc tests protect against a type 1 error as many comparisons are being made. This is done through 

setting higher levels of criteria for significance. Larger sample sizes are therefore required to ensure 

that results are more likely to be significant (Pallant, 2013). Therefore, as discussed, the sample size at 
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a minimum of 30 per condition has been validated through the literature (Geuens and De Pelsmacker, 

2017). Furthermore, the tests are used to measure many comparisons to examine the differences 

between the groups and manipulated conditions in the study. Examples that are well regarded and 

give guaranteed control over type 1 errors are the Bonferroni method or correction where the p- value 

of .05 is divided by the number of hypotheses or   tests conducted to give an accurate significant 

effect. Also, if the population variances are not equal in terms of homogeneity of variance according 

to Levene’s test, the Games-Howell procedure should be conducted (Field, 2016). This was taken into 

consideration for the main study and further tests   carried out  as required.  

The selection of what ANOVAs to use for data analysis hinges on the number of independent and 

dependent variables (Tabachnick and Fidell, 2013). Therefore, due to the independent and dependent 

variable in this study a three-way analysis of variance has been selected. A three-way ANOVA was 

conducted to test whether male and female recipients, male and female endorsers, communal and 

agentic language (independent variables) in adverts differ with regard to the effects on attitudes and 

behavioural intentions (dependent variables) of health promotion advertisements. Therefore, this 

research is a 2 x 2 x 2 experimental design. The ANOVAs tested therefore if there was any change in 

the behavioural intention and attitudes (dependent variables) on the outcome of any interactions 

between the gender of recipients, gender of endorsers and communal or agentic language. 

A between-subjects group design was appropriate for this study to measure the differences in effects 

on males and females as there   are both genders in each of the groups (recipients and endorsers) and 

each participant looked at one different stimulus. The three-way ANOVA allowed measurement of: 

a) the interaction effects of communal and agentic wording and gender on attitudes and 

behavioural intentions 

b) interaction effects of participant gender and endorser gender on attitudes and behavioural 

intentions 

c) the interaction effects of participant gender, communal and agentic wording and endorser 

gender on attitudes and behavioural intentions.  
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As discussed, pre-tests were also conducted to reduce confounding factors such as attractiveness, 

masculinity/ femininity in choice of adverts and male and female doctor. This analysis method assists 

in minimising systematic bias and increasing internal validity due to the reduction of the initial 

differences between the groups when the sample is not fully randomised, although the sample in this 

study was randomised as far as possible (Geuens and De Pelsmacker, 2017).  

ANOVAs play a significant role in the analysis of experimental designs within academic research and 

therefore have been chosen for this thesis.  

3.13.4 Integration 

Integration for this study included joining the results from the phase one quantitative study to assist in 

the planning the phase two qualitative data collection. This strategy included what questions should be 

asked and who the participants should be to optimally explain the qualitative results (Creswell, 2016).  
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Figure 3.3: Integration Model adapted from Creswell (2016) 

3.14 Phase 2 Qualitative Study 

3.14.1 Research Design 

Phase one was the larger section of the study and was undertaken to test the hypotheses. Phase two of 

the study is discussed in this section and was carried out by a cross-sectional qualitative study with the 

aim of giving insights into the quantitative results. A cross-sectional study is a snapshot of a 

phenomenon at one particular time (Saunders et al., 2019). A cross-sectional semi-structured 

interview was chosen for this phase of the study as it assists in gathering reliable and valid data 

relevant to the study aims and objectives (Saunders et al., 2019). This method also allowed for a guide 
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and specific set of questions to be used. This was identified as appropriate by the researcher to ensure 

that specific themes and questions could be asked around the research area and in a particular order 

whilst still allowing freedom for the participant to be open about their views on their own terms. The 

aim of this qualitative study was to deepen what was learned from the quantitative study and to find 

out explanations to previous results.  

3.15 Qualitative Pilot Study  

A small-scale pilot study was conducted prior to the main study and to test out the questions and the 

study feasibility. One male and one female participant were interviewed to give further insights into 

the communicative elements of the advertisements. This also enabled the researcher to train herself on 

interviewing, to find out whether the interview questions would give the researcher substantial and 

interesting data and to estimate time. The pilot study was initially conducted with two participants 

who had previously participated in the quantitative phase. Following the pilot, some of the questions 

were revised in terms of understanding and some elements were added, such as radio, to the 

communicative elements.  

3.15.1 Sampling 

Convenience sampling is a method whereby cases are selected that are the easiest to obtain (Saunders 

et al., 2015). Convenience sampling was the strategy chosen for the second phase of the study due to 

the way that the participants were selected for the interviews. Individuals from the initial quantitative 

phase were asked if they would like to take part in an interview relating to the study, and depending 

upon their availability and contact obtainability the participants were chosen. The participants were 

selected from the initial quantitative sample as Creswell (2013) suggests that this is important, 

especially if the intention of the research design is to explore the initial results further and to follow 

up. The criterion was also to ensure the sample consisted of 10 males and 10 females. The participants 

were aged 18– 69 (appendix 11).  

The interviews were expected to take between 20 minutes and one hour, estimated after the results of 

the pilot study to allow for all the questions to be answered and for the information to be collected. 
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The consent of the individuals had already been granted and the ethics process completed. In addition, 

any issues with regard to access to the chosen sample were minimised as they had already partaken in 

the quantitative study and had agreed to take part in the interviews. However, it was also confirmed 

that logistically the participants would be able to meet up in a specific location to enable interviews to 

be conducted.  

3.16 Data Collection Tool: Semi- structured Interviews 

A semi-structured questionnaire was used to collect some background information on underlying 

lifestyle habits and more importantly insights into why the participants liked specific advertisements. 

Lifestyle questions were gathered to give some background information to the study around exercise 

habits and preferred communications. The attitudes and behaviour questions in the interview were 

based upon the results of phase one of the research with a large section of the questions being around 

insights into the communicative elements of the leaflets. The researcher wanted to understand why 

certain variables had an impact on males and females concerning endorser gender and which adverts 

they preferred and why. This was to assist in addressing the research question about the impact of 

gendered content in health advertisements on attitudes and behaviour. Open-ended questions explored 

the participant’s lifestyle habits, communications, gender of endorser and other opinions around the 

advertisements. This is outlined in figures 3.3 and 3.4. Each participant was shown two 

advertisements: one showing a male endorser and agentic wording and the second showing a female 

endorser using communal language. Both of the congruent adverts were handed to the male and 

female participants during the interview.  

  



99 

 

 

Figure 3.4: Male / Agentic   
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Figure 3.5: Female / Communal 
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Hello,  

My name is Katherine Baxter and I am a PhD student at the University of Bedfordshire.  

This research is focusing on the promotion of exercise and its health benefits.  

In this interview I will ask you questions about lifestyle and communications.  

Please answer all the questions honestly. You can stop the interview at any time and withdraw from 

the research. The interview should last less than 1 hour. All information provided by you will be 

completely anonymous, and treated in line with the Data Protection Act.  

No personal information able to identify you or any other participants will be available.  

This research will be conducted in line with the University of Bedfordshire Research Ethics 

Committee.  

 

Thank you for your participation.  

 

Lifestyle/Demographic 

How often do you exercise? 

–––––––––––––––––––––––––––––––– 

What sort of exercise do you do most often? 

–––––––––––––––––––––––––––––––– 

What would motivate you to exercise more? 

–––––––––––––––––––––––––––––––– 

Where do you get most of your information about exercise? 

–––––––––––––––––––––––––––––––– 

 ….maintaining a healthy lifestyle generally? 

–––––––––––––––––––––––––––––––– 

How do you think (men/women) find out about exercising?  

–––––––––––––––––––––––––––––––– 

….and maintaining healthy lifestyle generally? 

–––––––––––––––––––––––––––––––– 

Do you feel that you would like to do more exercise? 

–––––––––––––––––––––––––––––––– 

If yes – then what are the things that tend to stop you doing more exercise? 

–––––––––––––––––––––––––––––––– 

….What sort of things would help you to do more exercise? 

–––––––––––––––––––––––––––––––– 

What could make more people exercise more? 

–––––––––––––––––––––––––––––––– 

Do you think there are different issues for men and women in maintaining a healthy 

lifestyle/weight? 
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What role do you think (each of the following) plays in how much information people get about 

exercise and healthy lifestyles from the following?  

 

 TV advertising 

 Leaflets 

 Social Media 

 Internet 

 Posters 

 Radio 

–––––––––––––––––––––––––––––––– 

 

Any other types of advertising you can think of that plays a role?  

–––––––––––––––––––––––––––––––– 

What channels would you like to receive such information as exercise and health programmes 

through? 

 

Attitudes and Behavioural intentions concerning the leaflet 

 
What do you think is the purpose of this leaflet? 

–––––––––––––––––––––––––––––––– 

(Depending on reply....) 

Do you think it’s successful or effective at / whatever the purpose is? 

–––––––––––––––––––––––––––––––– 

Do you think it is likely to be effective in raising awareness about increasing exercise?  

–––––––––––––––––––––––––––––––– 

Why, why not? 

–––––––––––––––––––––––––––––––– 

Overall, do you like or dislike this leaflet? 

–––––––––––––––––––––––––––––––– 

What would you change about the leaflet and why? 

–––––––––––––––––––––––––––––––– 

Which one: male or female model in the leaflet would be more effective/ better in convincing 

people to do more exercise? Why? 

–––––––––––––––––––––––––––––––– 

Do you think men would like the leaflet more if the leaflet showed a man?  

Do you think women would like the leaflet more if the leaflet showed a woman? Why?  

–––––––––––––––––––––––––––––––– 

What other aspects of the advertisements (if any) affect your opinion about the walking campaign? 

Why? 
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3.16.1 Data Collection Procedure 

Initially, the interviewer introduced herself, asked permission to record the interview and gave an 

indication around the purpose of the study to give further insights around health promotion 

advertisements. The date and time of the interview was noted along with the setting and the 

respondent’s name and age. The questions in the interview were influenced by phase one of the 

research through gaining insights into what the males and females actually thought of the leaflets. 

Some background information about lifestyles was also gathered. A quiet place in a local church hall 

was chosen to conduct the interviews. This ensured that distractions were kept to a minimum and that 

the researcher was in a safe environment. The interviews were taped using a professional Olympus 

voice recorder to ensure that all information was heard and gathered from the participants. The 

interviews were then loaded on to a PC and manually transcribed.  

3.16.2 Sufficiency and Saturation 

For the main study participant numbers were considered prior to and throughout the study based on 

the research approach. This was to provide depth and full coverage of the area being investigated and 

to demonstrate credibility. Saunders and Townsend (2016) suggest that the sufficient number of 

participants depends on the purpose of the research, significance of the data gathered, and what is 

acceptable within the researcher’s field. Therefore, as this was explanatory mixed methods the 

purpose of the research was to gather insights from phase one of the study in terms of understanding 

the rationales for leaflet choice. Furthermore, due to the open-ended and exploratory processes of 

qualitative research other scholars argue that the collection of data should occur with the sample until 

saturation occurs (Morse, 1995), or as Lincoln (1985) suggests information redundancy. There is 

limited information on how many participants are required to ensure saturation in qualitative research; 

however, previous authors have suggested 6–12 participants (Guest et al., 2006), although this is 

dependent on the study. Therefore, for this study an initial sample of 10 female and 10 male 

participants  was initially selected to begin the study with an open view to adding more participants if 

necessary. In this research saturation occurred after 15/16 interviews though the researcher continued 
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interviewing to ensure that saturation and information redundancy had fully occurred and no new 

themes were emerging.  

3.16.3 Data Analysis 

 In the phase two semi-structured interviews all the questions asked to the participants were open-

ended questions and were recorded on a voice recorder. The interviews were transcribed from the 

recording of all the words spoken by both the interviewer and the respondents. The initial transcripts 

were then organised around the topics and deduced themes including existing exercise habits, 

communications, leaflets and stereotypes throughout the interviews were created. Thematic analysis is 

a method for categorising, organising, analysing, describing and reporting research themes within a 

specified set of data (Braun and Clarke, 2006). The advantages of thematic analysis are that the 

approach is very flexible and can be adopted and adapted for many different types of studies 

producing a detailed, rich and complex interpretation of data (Braun and Clark, 2006). Braun and 

Clarke (2006) and King (2004) claim that thematic analysis is a useful technique to examine the 

perceptions of research participants, highlighting differences and similarities and producing 

unexpected insights. Thematic analysis is also a beneficial tool to summarise key findings in a large 

set of data (King, 2004).  A disadvantage of thematic analysis  is that it is flexible and  this flexibility 

can initiate a lack of coherence and inconsistency when themes are developed as a result of the 

research data (Holloway and Todres, 2003). Hence, a six- phase systematic process was followed, as 

recommended by Nowell et al. (2017), for this study to assist in coherence and consistency throughout 

the process and to assist in trustworthiness. This includes familiarisation with the data, generating 

initial codes, searching for themes, reviewing themes, defining and naming themes and producing the 

results. 

Phase 1: Familiarisation with the data 

The transcript data was read through several times prior to coding, as according to Braun and Clarke 

(2006). This assisted the researcher to begin to recognise patterns and idea formation as the researcher 
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becomes acquainted with all the features of the data according to the results and also the phase one 

study. Memos were also written around the data through the preliminary exploration.  

Phase 2: Generating initial codes 

Initial codes from the data were produced through the researcher continuously revisiting the data. 

Coding the data involves the researcher  being reflective and  interacting and thinking about all the 

data gathered (Savage, 2000). This allowed the researcher to progress from having unstructured data 

to cultivate specific ideas around the data. The interview scripts were coded using NVivo (version 

12). Specifically, the researcher identified the important segments of the data and attached labels to 

them that related to the themes specified. The entire data set was covered with each item having the 

full attention of the researcher. From that, the interesting elements that related to the themes across 

and within all the data were found. Creswell (2013) suggested that the specific elements should be 

analysed and characterised into themes that represent the themes overall. This was followed for this 

research, including communicative elements, leaflet opinions and stereotype perspectives, which were 

themes mainly deduced from phase one of the study. 

Phase 3: Searching for themes 

Searching for themes was conducted once all of the data had been initially coded in a list format. 

Phase 3 involved organising and gathering all the potentially relevant coded data excerpts into themes 

(Braun and Clarke, 2006). The themes were both deductively and emergently generated from the prior 

quantitative research and taking into consideration any findings that came up throughout the process.  

Phase 4: Reviewing themes 

This phase was conducted to refine the themes after the initial set of themes had been established. The 

coded data excerpts were reviewed and carefully looked at to see if any coherent patterns were 

formed. Through this phase, the data was then reduced into a group of important, manageable themes. 

The data within each themed heading was ensured to be coherent within the themes.  
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Phase 5: Defining and Naming Themes 

The researcher ensured that each theme’s scope and content was clear by the name.  

Phase 6: Producing the Report 

A final report including findings and discussion of the results was created (see Chapter 5).  

3.17 Ensuring Standards for Quality of Research 

3.17.1 Quantitative Phase  

3.17.2 Validity 

There are several types of validity in a research study; these include internal validity and external 

validity. Internal validity is improved when the research correctly shows a causal relationship between 

two variables with minimal outside influence. Other considerations specific to the design of 

questionnaires include construct validity, face validity and content validity (Saunders, 2016). 

Moreover, external validity is concerned with whether a study’s findings can be successfully 

generalised to another sample or population (Saunders et al., 2015).  All of these types of validity 

were considered in the quantitative phase one of the study.  

3.17.3 Internal Validity 

 Confound variables were measured through pre-tests to ensure that the findings were 

attributed to the manipulations rather than any other variables.  

 Statistically in the study there are different outcomes shown according to the different 

manipulations.  

 The question items actually measure what they intend to measure according to the previous 

literature.  
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3.17.4 Construct Validity 

Construct validity considers whether a set of questions actually measure what they are supposed to in 

relation to the specific construct (Saunders et al., 2015). This was considered in this study through 

addressing the following:  

 Constructs were validated with regard to AAD and BI as they were existing variables that 

were adopted from previous peer- reviewed validated literature.  

 Several measurements were used to measure the same construct to increase construct validity.  

3.17.5 Face Validity 

Face validity considers whether a questionnaire makes sense to the audience (Saunders, 2015). This 

was considered in this study through addressing the following:  

 Review of the questionnaire by experts: senior academics and PhD students to assist in the 

face validity acceptance. From the suggestions and comments made, adaptations were applied 

to the questionnaire. 

 A pilot study was conducted to check that the questions made sense throughout.  

3.17.6 Content Validity 

Content validity is to ensure that the measurement or questionnaire represents the investigative 

questions in the study (Saunders et al., 2015). This was considered in this study through addressing 

the following:  

 A review of the literature was carried out to ensure the variables were adapted from validated 

literature. 

 Senior academics at the University of Bedfordshire looked over the questionnaire to give 

feedback around the content validity according to research question. 
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3.17.7 External Validity  

 The general public as a sample was chosen and not students, as students are not representative 

of the population and can threaten external validity (Zikmund et al., 2013). 

 There was a stratification of gender to ensure that the groups were equal which was a criterion 

outlined in the study.  

3.17.8 Reliability  

Reliability is concerned with the ability for the study to be repeated and yield the same results 

(O'Gorman and MacIntosh, 2014). This conveys the precision and accuracy of the measure used and 

the outcomes of the research if the study were to be repeated (Collis and Hussey, 2013). This would 

be evident when another research project  attempts to replicate   whether the same results would be 

achieved (White and Rayner, 2014). Specifically, in quantitative data reliability is concerned whether 

the indicators chosen to measure a construct all relate to each other and  are coherent (Bryman and 

Bell, 2015). 

In order to ensure the repletion of this research under the same conditions the strategies adopted were:  

 The scales were adopted from previous validated literature that had used the same well- used, 

reliable measurements.  

 Cronbach’s alpha was used to assess the reliability for the pilot study and was conducted for 

the main study. The estimated value of Cronbach’s alpha suggested by Nunally and Bernstein 

(1978) suggested that above 0.7 is acceptable. Therefore, 0.7 was set as a cut- off for 

reliability of each measure.  

3.18   Trustworthiness 

 The criteria for evaluating qualitative research are different to quantitative research and consider the 

importance of trustworthiness in the research. Trustworthiness overall is about veracity, consistency 

and credibility in qualitative research methods (White, 2014). Whilst quantitative evaluation 

approaches include reliability and credibility as described above, according to Guba (1981) qualitative 
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approaches include four constructs of trustworthiness. These constructs include credibility, 

transferability, dependability and confirmability, which are detailed according to phase two of the 

study. Credibility  for quantitative data is the equivalent of internal validity; transferability  is the 

equivalent of external validity; dependability  is the equivalent to reliability; and confirmability  is the 

same as objectivity (Bryman, 2015). Each construct was carefully considered throughout the 

qualitative phase two of the research: 

3.18.1 Credibility 

Credibility is equivalent to the measurement of internal validity and is concerned whether the research 

participants’ social construction in the interview accurately represents what is really intended 

(Saunders et al., 2015).  

 Semi-structured interviews can achieve high levels of credibility when executed correctly by 

clarifying meanings and probing questions, as was done in this study. 

 Research involvement from phase one participants ensured that the same participants who 

took part in the initial phase were interviewed in the second. This adds to credibility as trust 

and rapport are built with the researcher.  

 Triangulation was undertaken considering the research from two perspectives. Both 

quantitative and qualitative phases compensated for limitations in the individual methods 

(Shenton, 2004).  

 Participants in the quantitative phase were asked if they wanted to take part in the qualitative 

study. According to Shenton (2004), this assists in ensuring that participants are willing to 

offer information freely which promotes honesty.  

 Peer scrutiny of the study throughout from senior academics and experts challenged the 

assumptions of the researcher during the project (Saunders et al., 2015). 

 A thorough thematic analysis was undertaken considering the research from all perspectives 

including any negative cases to produce the best possible overall explanations of the research 

(Saunders et al., 2015). 
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3.18.2 Transferability 

Transferability is equivalent to the criterion of external validity and considers the generalisability of 

the study in other settings (Saunders et al., 2015): 

 A full description of the research questions, design, findings and thematic analysis has been 

outlined to enable the judgement of the study by other researchers to be transferred to another 

setting.  

 Only participants who were physically able to take part in 30 minutes of walking were 

included in the study. This was checked by a qualifying question at the start of phase one and 

phase two of the study.  

  Males and females in equal numbers were recruited for the study giving a stratified sample to 

enable transferability.  

3.18.3 Dependability 

 Dependability is equivalent to the reliability of the study (Saunders, 2016):  

 The research design and its implementation have been explicitly detailed in the methodology 

for future researchers (Shenton, 2004).  

 Operational details of how the data were gathered was presented in this chapter and analysis 

outlined in Chapter 5.  

 There was a triangulation using both quantitative and qualitative methods.  

 Reflection was undertaken by the researcher throughout the research process to increase 

dependability. 

3.18.4 Conformability 

Conformability is concerned with objectivity within the study. This ensures that the findings  and the 

results are the perspectives of the participants and not just the preferences of the researcher (Shenton, 

2004). Triangulation through two methods assisted in this study with conformability:  
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 Full discussion of research choices were given throughout the study and also consideration of 

alternative choices were detailed throughout. 

 In-depth description has been given for the results to enable examination by the reader.  

3.19 Ethical Issues and Considerations for the Whole Study 

Ethics refers to the principles of moral values that form a code of conduct. This includes minimising 

harm to participants, dignity, anonymity, deception, affiliation, honesty, reciprocity and 

misrepresentation (Collis and Hussey, 2013). Therefore, researchers need to develop trust with their 

participants, protect their participants, promote the veracity of their research, shield against 

impropriety and misconduct that will affect  the results and organisations and also address any new 

issues that emerge (Creswell, 2014). Consideration of ethics should be taken throughout the whole 

and entire study (White and Rayner, 2014). High ethical standards should be adhered to through 

safeguarding participants against physical or mental harm (Blumberg et al., 2014). 

Ethical considerations throughout this study have been carefully taken into account in the whole 

process to ensure that the veracity of the research is of the standards required by the University of 

Bedfordshire Ethics Committee. The research ethics form was completed and submitted to the 

Director of Studies in the BMRI and then approved by the Research Graduate School (appendix 10). 

Research participants were treated ethically at all times by the researcher to ensure that minimal harm 

was done to the participants. As mentioned, each questionnaire was accompanied by a covering letter, 

which gave information about the nature of the study, the time taken to complete the study, the 

confidentiality statement and the email contact details of the researcher. Participants must always give 

informed consent to take part in university experiments. Once the data were collected, the 

confidentiality of the participants was strictly maintained and not disclosed to any other party. The 

pen- and- paper questionnaires were destroyed once the data were extracted to ensure complete 

privacy and confidentiality. Also, the results of the semi-structured interviews had no identifiable 

information connected to them and have been kept on a security- enabled computer for the researcher 

to access via password only. The results were used for the thesis and will also be used for further 

research papers; however, the privacy of the participants will not be compromised through any use of 
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the data. This process was also followed for the semi-structured interviews. The transcribed 

interviews had no identifiable information on them and once the data had been transcribed, the 

interviews were destroyed.  

In terms of data collection and write- up the researcher has an obligation to conduct and report the 

study in an ethical manner. This includes absolute truthfulness about the findings by refraining from 

fabricating any of the results within the data collection. Experiments should be executed, analysed and 

written up in a way to increase the likelihood of publishable outcomes whilst still taking into account 

all ethical considerations (Vargas et al., 2017). This was also followed for the semi-structured 

interviews. Therefore, all ethical guidelines were observed and adhered to throughout this study.  

3.20 Summary  

This chapter has discussed the careful selection of the suitable methodology for this study and how 

the data were collected and analysed. The details of the quasi- experimental survey questionnaire and 

semi-structured interview process were made explicit and the outcomes of the pre-tests and pilot 

studies were considered to assist in the framing and development of the instrument for the main study. 

The research philosophy for the study was discussed and a pragmatic, quantitative, deductive 

approach was followed for the first phase of the study, which was followed up with an inductive, 

qualitative study. From the existing literature, hypotheses were created to examine the effects of 

communal and agentic wording and gender of endorsers in health promotion. To test the sample a 

quasi-experimental advert was developed from the literature and then data collected through a cross-

sectional survey. The survey items were extracted from previous validated literature and amended 

accordingly to ensure relevance and ease of completion for the research. A random sampling 

technique was selected in phase one to ensure that the correct number of individuals could be captured 

considering the male and female sample required and the high numbers required for the quasi- 

experimental design. 

Pre-tests were conducted to ensure that the manipulations were effective in measuring what was 

supposed to be measured and to reduce confounds. A pilot study was then conducted to ensure the 
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validity of the quasi-experimental leaflets and to test the instrument. This was to certify that the 

question items measured what they were supposed to according to the previous literature.  

   SPSS (version 22) was used to analyse the pilot data and for the main study through ANOVAs. 

Therefore, SPSS  is used for the main study to measure internal consistency, to check the analysis 

plan assists in creating the data aimed for in the main study and to find any outliers in the items. 

Three- way ANOVAs were used in the main study to look at whether there were any statistically 

significant differences between the means of the eight quasi-experimental groups.  

A cross- sectional semi-structured interview was carried out in phase two to provide insights into the 

results of phase one of the study. A pilot study was undertaken taken with two participants for the 

qualitative phase, which assisted the researcher to slightly amend the questions accordingly and give 

approximate timings for the interviews. A six-step approach was followed to organise the data in 

phase two and NVivo 12 was then used to analyse study through thematic analysis. These findings are 

discussed in detail in Chapter 5.  

Validity, reliability, trustworthiness, and ethical issues were also covered in relation to this study. The 

main data analysis and results of the quantitative phase are discussed in Chapter 4.  
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Chapter 4 Results 

4.1 Introduction 

This chapter gives an overview of the three-way ANOVA results. Firstly, the chapter details the 

response rates (section 4.2). The timeline for data collection is then presented in section 4.3. Section 

4.4 gives an overview of the data analysis. Sample characteristics are then detailed in section 4.5. 

Section 4.6 details scale reliability results for both attitude to advert (AAD) and behavioural intentions 

(BI). The next section details the three-way ANOVA results for attitude to advert including: 

descriptive statistics for AAD (4.8), hypothesis testing (4.9), and results relating to hypotheses (4.9.1, 

4.9.2, 4.9.3 and 4.9.4). The following section details the three- way ANOVA results for behavioural 

intentions including: descriptive statistics for BI (4.10), hypotheses testing (4.11), and results relating 

to hypotheses (4.11.1, 4.11.2, 4.11.3, 4.11.4). An overview of the results for both AAD and BI will be 

discussed in section 4.12.             

4.2 Response Rates 

Within this study, 264 questionnaires were hand- delivered to the general public within Letchworth 

Garden City, Welwyn Garden City and Stevenage in Hertfordshire and Bedfordshire, UK. Prior to the 

analysis of the data, the completed questionnaires were carefully examined.  Two hundred and fifty-

five were collected back as some of the participants had taken the questionnaires away and 247 of 

these questionnaires were deemed usable. Eight questionnaires were only partially answered with 

some missing cases. Cases with results required for the study (namely AAD and BI measures) that 

had missing data were not included in the analysis. This was to ensure that the results were as reliable 

and valid as possible. Around 30 respondents were required for each condition.  The response rate for 

this research was 94%. As the study employed a mall-intercept approach to data collection, 

respondents filled out the questionnaires in the presence of or close to the researcher, which may have 

positively affected the response rate.  
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4.3 Timeline for Collection of Data  

The data for the pre-tests, pilot and main study were collected from September 2017  to March 2018.  

 

Table 4.1: Timeline of Data Collection 

4.4 Overview of Data Analysis  

To analyse the main study data IBM SPSS Statistics version 22 was used. Demographic information 

regarding participants is summarised and presented in  table 4.2. Secondly, Cronbach’s alpha was 

used to test internal consistency of the measures. Descriptive statistics were used to plot out the 

distribution of the cases across different categories including the number of participants per group, 

means, standard deviations and frequency distributions of the main data. This was followed up with a 

three-way ANOVA. The descriptive statistics and ANOVA analysis are presented separately for the 

attitude to advert and behavioural intentions measures. This was due to the weak correlation between 

BI and AAD, which  is discussed in more detail in this chapter.  

4.5 Sample Characteristics 

The frequencies and percentages of demographic information regarding the participants’ gender, age, 

qualifications, household income and ethnicity are displayed in table 4.2.  
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Table 4.2: Frequencies and Percentages of Demographic Information Regarding Gender, Age, 

Qualifications, Household Income and Ethnicity  
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The demographic results showed that 49.4 % or 122 participants were female and 50.6 % or 125 

participants were male. The age of the participants ranged from 18 to 61+ split into five groups. In the 

sample the highest number of participants (25.1 %, n = 62) were aged 51–60. The majority of 
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participants (80.6 %, n = 199) identified themselves as English. The highest number of individuals 

(23.5 %, n = 58) had A levels as their highest qualification. The majority of participants (38.5 %, n = 

95) earned £30,000–£49,999.  

4.6 Scale Reliability  

Cronbach’s alpha was used to test the reliability of the measurement scales employed in the 

questionnaire. As previously discussed, according to Nunally and Bernstein (1978), a value of α = .70 

is an acceptable estimation of internal consistency. Moreover, Sekaran and Bougie (2013) suggest that 

α = .60 is considered poor and over α = .80 is a good measure of reliability. The Cronbach’s alpha 

coefficients for the individual measures are presented in tables 4.3 and 4.4.  

Table 4.3: Cronbach’s alpha for the measure of Attitude to Advert 

 

As shown in the table 4.3, Cronbach’s alpha for the original six items of attitude to advert adopted in 

the main study had an alpha of .93, which was found to be even higher than the pilot study (.86). This 

also advocates excellent internal consistency of attitude to advert measure as it is over .80.  

Table 4.4: Cronbach’s alpha for the measure of Behavioural Intentions  

 

As shown in the table 4.4, Cronbach’s alpha for the original four items of behavioural intentions 

adopted in the main study had an alpha of .95, which was found to be even higher than the pilot study 

(.93). As previously discussed, according to Sekaran and Bougie (2013), this advocates excellent 
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internal consistency of behavioural intentions measure as it is over .80. Descriptive statistics and 

ANOVA results are presented separately for attitude to advert and behavioural intentions. This was 

due to the weak correlation between BI and AAD, which is discussed in more detail in  this chapter.  

4.7. Distribution of Respondents across Conditions  

Table 4.5 highlights that there are slight differences in the number of participants per group based on 

gender, communal/agentic and endorser gender factors that vary from 28 to 33.  

Table 4.5:  Number of Respondents per Condition 
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4.8 Descriptive Statistics for Attitude to Advert 

Descriptive statistics for attitude to advert were used to show means, standard deviations, and to test 

for outliers and normal distribution using the Shapiro–Wilk test of normality. The means and standard 

deviations for the measure of attitude to advert were also included in the descriptive statistics as part 

of the three-way ANOVA analysis. The means and standard deviations from the three-way ANOVA 

are given in table 4.6.  

Table 4.6: Means and standard deviations for attitude to advert 

 

The results from a 5-point Likert scale (where 1 corresponded to the most negative attitudes and 5 to 

the most positive attitudes) show that males in the agentic wording condition with a male endorser 

shows the most positive attitude to advert (M = 4.33, SD = 1.00). The least positive attitude to advert 

for males is in the communal wording condition with a male endorser (M = 3.86, SD = 0.83). For 

females, the most positive attitude to advert is in the communal condition with female endorser (M = 

4.35, SD = 0.69) and the least positive attitude to advert is in the agentic condition with male 

endorsers (M = 3.34, SD = 0.94). Overall, the mean scores of attitude to advert for different 

conditions varied from neutral (M = 3.34) to positive (M = 4.35).  

4.8.1 Shapiro–Wilk Test for Attitude to Advert  

There were no significant outliers for the attitude to advert measure (see box plot appendix 6); the 

Shapiro–Wilk test of normality was used to explore normal distribution. If the level of significance is 

greater than .05 the data have normal distribution. According to the Shapiro –Wilk test, the data was 

not normally distributed for the overall attitude to advert measure (p < .001) (table 4.7).  



121 

 

Table 4.7: Shapiro–Wilk Test of Normality for AAD Measures  

 

However, according to skewness analysis, the ratio between skewness score and standard error is -

4.25 and this score is slightly outside the range of -3 and +3. The analysis of kurtosis showed that the 

ratio between kurtosis score and standard error was -1.21 and this score was in the range between -10 

and +10 (Kline, 2011). Therefore, even though kurtosis was within the acceptable range according to 

the analysis of skewness, distribution was moderately skewed. Potentially, if the variable does not 

have normal distribution, the chance of a false positive result is increased with ANOVA as this test 

assumes normality. However, Field (2009) suggests that ANOVA is known to be a robust test and has 

been found not to be sensitive to moderate deviations from normality. Literature has shown that, 

through conducting simulation studies analysed using an assortment of non-normal distributions,   the 

false positive rate is not actually affected greatly by the violation of the assumption (Glass et al., 

1972, Harwell et al., 1992, Lix et al., 1996, Schmider et al., 2010). Therefore, ANOVA was 

considered appropriate for the analysis of these data. 

4.8.2 Spearman’s Rank Correlation Analysis 

In order to test the correlation between AAD and BI Spearman’s rank correlation analysis was used. 

The results showed that there was a significant positive but weak correlation between AAD and BI (rs 

= .35, p < .0001) (table 4.8), indicating that there is a weak tendency that those who showed more 

positive attitude to advert also showed higher willingness to change behaviour and vice versa. 
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Table 4.8: Spearman’s Rank Correlation Analysis for AAD and BI 

 

 

MANOVAs work better when there is moderate correlation between the dependent variables. When 

the correlation is low separate ANOVAs should be considered for each of the dependent variables 

(Pallant, 2013). As the correlation between the two variables was weak in this study, the decision was 

made to conduct two separate ANOVAs. 

4.9 Hypothesis Testing for Attitude to Advert 

Prior to undertaking the three-way ANOVA, the assumption of normality of standardised residuals 

was explored for the model with AAD as the dependent variable and gender, communal/ agentic and 

endorser gender as the independent variables. The visual inspection of the histogram of standardised 

residuals showed that the distribution was approximately normal (see appendix 7). Therefore, this 

assumption of normality of residuals was met. Levene’s test of equality of variance was used to test 

whether the variances of the groups are equal. If the level of significance is above .05 it indicates that 

variances are equal across groups. The level of significance of Levene’s test of equality of variances 

was found to be greater than .05 (p = .51) for the measure of attitude to advert and therefore equal 

variances were assumed across groups (table 4.9).  

Table 4.9: Levene’s test of equality of variance for attitude to advert 
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4.9.1 Results of One- way ANOVA on Attitude to Advert 

The results of the three-way ANOVA indicated that there was no significant main effect of gender (F 

(1, 239) = 2.08, p = .15, partial η2 = 0.01) and endorser gender condition (F (1, 239) = 2.29, p = .13, 

partial η2 = 0.01) on attitude to advert.  

According to three-way ANOVA, there was a significant main effect of communal/agentic wording 

condition (F (1, 239) = 5.34, p = .02, partial η2 = 0.02) on attitude to advert.  

The participants in the communal wording condition had more positive attitude to advert (M = 4.17, 

SE = 0.08) than the participants in the agentic wording condition (M = 3.91, SE = 0.08). 

4.9.2 Hypotheses 1a and 2a 

H1a Communal wording will provoke higher positive attitude to advert among females compared to 

males 

H2a Agentic wording will provoke more positive attitude to advert among males compared to females 

The three-way ANOVA indicated that there was a significant two-way interaction effect of gender 

and the communal/agentic condition (F (1, 239) = 17.57, p < .0001, partial η2 = 0.07) on attitude to 

advert. Bonferroni post-hoc test showed that in the agentic condition males indicated more positive 

attitude to advert (M = 4.23, SE = 0.11) compared to females (M = 3.60, SE = 0.11) (table 4.10). 

According to the Bonferroni post-hoc test, there were no significant differences in attitude to advert 

for females in the communal wording condition compared to males (table 4.10). Therefore, hypothesis 

1a was not supported and hypothesis 2a was supported. 

Table 4.10: Pairwise comparisons (Bonferroni) effects of communal/agentic and gender on 

attitude to advert 
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4.9.3 Hypotheses 3a and 4a 

H3a A female endorser will provoke more positive attitude to advert among females compared to 

males. 

H4a A male endorser will provoke more positive attitude to advert among males compared to 

females. 

Three-way ANOVA indicated that there was no significant two- way interaction effect of gender and 

endorser gender (F (1, 239) = 0.96, p = .33, partial η2 = 0.00) on attitude to advert. Therefore, females 

in female endorser condition did not show more positive attitude to advert compared to males. This 

was also supported through Bonferroni post-hoc tests (see table 4.11) In addition, males in male 

endorser condition did not show more positive attitude to advert compared to females. This was also 

supported by Bonferroni post-hoc tests (table 4.11). Consequently, both hypotheses 3a and 4a were 

not supported.  

Table 4.11: Pairwise Comparisons (Bonferroni) effects of gender and endorser gender on AAD 

 

 

4.9.4 Hypotheses 5a and 6a  

H5a A female endorser and communal gendered wording features will provoke more positive attitude 

to advert among females compared to males 

H6a A male endorser and agentic gendered wording features will provoke more positive attitude to 

advert among males compared to females 

Three-way ANOVA indicated that there was a significant three-way interaction effect of gender, 

endorser gender and the communal/agentic condition (F (1, 239) = 4.77, p = .03, partial η2 = 0.02) on 

attitude to advert. Bonferroni post-hoc test showed that if the condition was agentic and the endorser 
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was a male, males had more positive attitude to advert (M = 4.33, SE = 0.16) compared to females (M 

= 3.34, SE = 0.15) (table 4.12).  

Bonferroni post-hoc test did not show any other significant differences between conditions for attitude 

to advert. Therefore, females in female endorser and communal gendered wording condition did not 

show more positive attitude to advert compared to males. Consequently, hypothesis 5a was not 

supported and hypothesis 6a was supported.  

Table 4.12: Pairwise comparisons (Bonferroni) effects of gender, communal/agentic and 

endorser gender on attitude to advert 

 

4.10 Descriptive Statistics for Behavioural Intentions 

Descriptive statistics for behavioural intentions were used to show means, standard deviations, and to 

test for outliers and normal distribution using the Shapiro– Wilk test of normality. The means and 

standard deviations for the measure of behavioural intentions were also included in the descriptive 

statistics (table 4.13) as part of the three-way ANOVA analysis.  

Table 4.13: Means and Standard Deviations for Behavioural Intentions 

 

The results from a 5-point Likert scale (where 1 corresponded to least willingness to change 

behaviour and 5 to greatest willingness to change behaviour) showed that for males in the communal 
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wording condition with a male endorser, the greatest willingness to change behaviour was observed 

(M = 3.48, SD = 1.30). The least willingness to change behaviour for males was in the agentic 

wording condition with a female endorser (M = 3.28, SD = 0.99). For females the greatest willingness 

to change behaviour was in the communal condition with male endorser (M = 3.23, SD = 1.07) and 

the least willingness to change behaviour was in the agentic condition with male endorser (M = 2.61, 

SD = 1.13). Overall, the mean scores of behavioural intentions for different conditions varied from 

lower willingness (M = 2.61) to neutral (M = 3.48), according to the 5-point Likert scale (table 4.13).  

4.10.1 Shapiro– Wilk Test for Behavioural Intentions  

There were no significant outliers for the behavioural intentions measure (see box plot appendix 8). 

The Shapiro– Wilk test of normality was used to explore normal distribution. If the level of 

significance is above .05 the data has normal distribution. According to the Shapiro– Wilk test, the 

data wwereas not normally distributed for the overall behavioural intentions measure (p < .001) (table 

4.14).  

Table 4.14: Shapiro– Wilk test of Normality for Behavioural Intentions Measures 

 

However, according to skewness analysis, the ratio between skewness score and standard error is -

0.02 and this score is in the range between -3 and +3. Also, the ratio between kurtosis score and 

standard error is -3.11 and this score is in the range between -10 and +10, indicating that distribution 

is approximately normal (Kline, 2011). Therefore, according to the analysis of skewness and kurtosis, 

distribution for BI is approximately normal. Therefore, ANOVA was considered appropriate for the 

analysis of this data.  
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4.11 Hypothesis Testing for Behavioural Intentions 

Prior to three-way ANOVA, assumption of normality of standardised residuals was explored for the 

model with BI as the dependent variable and gender, communal/ agentic and endorser gender as 

independent variables. The visual inspection of the histogram of standardised residuals showed that 

the distribution was approximately normal (appendix 9); therefore this assumption of normality of 

residuals was met.  

Levene’s test of equality of variance was used to test whether the variances of the groups were equal. 

If the level of significance is above .05 it indicates that variances are equal across groups. The level of 

significance of Levene’s test of equality of variances was found to be greater than .05 (p = .33) for the 

measure of behavioural intentions and therefore equal variances were assumed across groups (table 

4.15).  

Table 4.15: Levene’s test of equality of variance for Behavioural Intentions measures 

  

4.11.1 Results of One-way ANOVA on Behavioural Intentions 

In order to test hypothesis 1b the three-way ANOVA was used, and the results indicated that there 

was a significant main effect of gender (F (1, 239) = 9.14, p <.005, partial η2 = 0.04) on willingness 

to change behaviour. Males on average had higher scores (M = 3.36, SE = 0.10) on willingness to 

change behaviour compared to females (M = 2.91, SE = 0.11). The three-way ANOVA indicated that 

there were no significant main effects of endorser gender (F (1, 239) = 0.17, p = .68, partial η2 = 

0.00) and communal/agentic condition (F (1, 239) = 0.86, p = .36, partial η2 = 0.00) on participants’ 

willingness to change behaviour.  
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4.11.2 Hypotheses 1b and 2b  

H1b Communal wording will provoke greater willingness to change behaviour among females to 

males 

H2b Agentic wording will provoke greater willingness to change behaviour among males compared 

to females 

The three-way ANOVA indicated that there were no significant two-way interaction effects of gender 

and communal/agentic condition (F (1, 239) = 0.09, p = .77, partial η2 = 0.00) on willingness to 

change behaviour. However, Bonferroni post-hoc test revealed significant differences between groups 

combining gender and communal/agentic condition (see table 4.16). Pairwise comparisons showed 

that if the condition was agentic there were significant differences between males and females in 

average scores on willingness to change behaviour (p = .02). In the agentic condition males had 

significantly higher scores (M = 3.31, SE = 0.15) on willingness to change behaviour compared to 

females (M = 2.82, SE = 0.15) (table 4.16). However, for females, communal wording did not indicate 

greater willingness to change behaviour compared to males (table 4.16).Therefore, hypothesis 1b was 

not supported and hypothesis 2b was supported.  

Table 4.16: Pairwise comparisons (Bonferroni) for willingness to change behaviour by gender 

and communal/agentic condition 
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4.11.3 Hypotheses 3b and 4b 

H3b A female endorser will provoke higher willingness to change behaviour among females 

compared to males 

H4b A male endorser will provoke higher willingness to change behaviour among males compared to 

females 

The three-way ANOVA indicated that there were no significant two-way interaction effects of gender 

and endorser gender (F (1, 239) = 0.08, p = .78, partial η2 = 0.00) on willingness to change 

behaviour. However, Bonferroni post-hoc test also revealed significant differences in willingness to 

change behaviour between groups combining gender and endorser gender conditions (see table 4.17). 

Pairwise comparisons showed that if the endorser was a male there were significant differences in 

average scores of willingness to change behaviour between males and females (p = .02) . In the male 

endorser condition males had significantly higher average scores (M = 3.41, SE = 0.15) on willingness 

to change behaviour compared to females (M = 2.92, SE = 0.15) (table 4.17). Therefore, hypothesis 3b 

was not supported and hypothesis 4b was supported.  

Table 4.17: Pairwise Comparisons (Bonferroni) for Willingness to Change Behaviour by 

Gender and Endorser Gender 
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4.11.4 Hypotheses 5b and 6b  

H5b A female endorser and communal gendered wording features will provoke higher willingness to 

change behaviour among females compared to males 

H6b A male endorser and agentic gendered wording features will provoke higher willingness to 

change behaviour among males compared to females 

In order to test hypotheses 8b and 9b three-way ANOVA was used and the results indicated that there  

were no significant three-way effects of gender, endorser gender and communal/agentic condition (F 

(1, 239) = 1.86, p = 0.17, partial η2 = 0.01) on willingness to change behaviour.  

However, the Bonferroni post-hoc test revealed significant differences between groups combining 

gender, communal/ agentic and endorser gender conditions (table 4.18). Pairwise comparisons 

showed that if the advert had agentic wording and the endorser was male there were significant 

differences in average scores of willingness to change behaviour between males and females (p = .01). 

When the wording of the advert was agentic and the endorser was male, males had significantly 

higher scores (M = 3.34, SE = 0.21) of willingness to change behaviour compared to females (M = 

2.61, SE = 0.20) (table 4.18). However, the Bonferroni post-hoc test did not show significant 

differences between males and females in willingness to change behaviour when the endorser was 

female and the wording of the advert was communal (p = .06). 

Therefore, hypothesis 5b was not supported and hypothesis 6b was supported.  

Table 4.18: Pairwise Comparisons for Willingness to Change Behaviour by Gender, 

Communal/Agentic Wording Condition and Endorser Gender 
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4.12 Hypotheses Results for both Attitude to Advert and Behavioural Intentions 

The results showed that for AAD five of the hypotheses were supported and four were not supported. 

The results showed for BI that four hypotheses were supported and that five were not supported (table 

4.19). 

Table 4.19: Summary of Hypotheses Results 

Hypothesis Supported/ 

Not Supported  

H1a Communal wording will provoke more positive attitude to advert among females 

compared to males 

Not Supported 

H1b Communal wording will provoke greater willingness to change behaviour among 

females to males 

Not Supported  

H2a Agentic wording will provoke more positive attitude to advert among males 

compared to females 

Supported  

H2b Agentic wording will provoke greater willingness to change behaviour among males 

compared to females 

Supported  

H3a A female endorser will provoke more positive attitude to advert among females 

compared to males 

Not Supported 

H3b A female endorser will provoke greater willingness to change behaviour among 

females compared to males 

Not Supported 

H4a A male endorser will provoke more positive attitude to advert among males 

compared to females 

Not Supported 

H4b A male endorser will provoke greater willingness to change behaviour among males 

compared to females 

Supported 

H5a A female endorser and communal gendered wording features will provoke more 

positive attitude to advert among females compared to males 

Not Supported 

H5b A female endorser and communal gendered wording features will provoke greater 

willingness to change behaviour among females compared to males 

Not Supported 

H6a A male endorser and agentic gendered wording features will provoke more positive 

attitude to advert among males compared to females 

Supported 

H6b A male endorser and agentic gendered wording features will provoke greater 

willingness to change behaviour among males compared to females 

Supported 
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4.13 Summary 

The purpose of this study was to find out the impact of communal and agentic advertisements and 

endorser gender on  male and female audiences. In this chapter the response rates were discussed, 

timeline of data collection, demographics of the respondents, Cronbach’s alpha results, Shapiro–Wilk 

results, presentation of the descriptive statistics, and finally inferential statistics including Levene’s 

test and three-way ANOVA. This concludes with an overview of the hypotheses results for both AAD 

and BI, which generated some interesting significant and non-significant results. The next chapter 

discusses the thematic analysis results from the semi- structured interviews to give further insights 

into the results.  
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Chapter 5 Thematic Analysis 

5.1 Introduction 

This chapter gives a detailed account of the thematic analysis related to this study. Firstly, the 

identified themes are outlined through section 5.2. Section 5.3 gives the participants’ opinions around 

the identified theme exercise habits. Barriers to exercise is detailed in section 5.4. The 

communications theme is then examined in section 5.5. Section 5.6 outlines the findings according to 

the theme perspectives on leaflets. Audience message congruity is then explored in section 5.7. In 

section 5.8 stereotypes are then detailed according to the findings from the participants of the thematic 

analysis.            

5.2 Identified Themes 

Through the thematic analysis, process codes were grouped into sub- themes and then these were 

grouped into top-level themes. Several top-level themes were evident throughout the analysis and 

from the previous research these were: exercise habits, barriers to exercise, communications, 

perspectives of leaflets, audience message congruity and stereotypes. These top-level themes and sub-

themes are shown in table 5.1. Table 5.1 outlines the main themes and sub-themes that emerged 

through the analysis of the semi- structured interview transcripts. 
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Table 5.1: Themes and Sub-themes Identified from the Coding Process 

Themes Sub-themes 

Exercise Habits 

(Males and Females) 

Structured Exercise Habits 

Unstructured Exercise 

Inactivity 

Walking 

 Ease of walking 

 Free Activity 

 Limitations of benefits of walking 

 Other types of exercise  

Barriers to Exercise  

(Males and Females)  

Laziness  

Time 

Work Schedules  

Cost  

Childcare  

Weather 

Communications 

(Males and Females)  

TV Advertising 

 Lack of interest 

 Degree of impact of adverts  

 Unnecessary adverts 

Leaflets 

 Ineffectiveness of leaflets 

 Strategically placed leaflets  

Posters  

 Strategically placed posters 

Internet  

 Specific information 

 Ease of internet use 

 Internet versus social media 

Social Media 

 Effectiveness of social media 

Radio 

 Effectiveness of radio 

Other Communications 

 Library 

 Friends 

 Magazines 

 Magazines in Doctor’s Surgery 

Perspectives of Leaflets 

(Males and Females) 

Leaflet Purpose 

 Awareness of a need to exercise 

 Benefits of a need to exercise 

Positive Perspectives 

 Ease of walking from communication 

 Visual Impacts 

 Informative 

Negative Perspectives 

 Too wordy 
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Audience Message Congruity  

(Males and Females) 

Perspectives on Leaflets  

 Agentic language congruence 

 Communal language congruence  

 Message audience incongruity 

 Endorser homophily congruence 

 Endorser homophily incongruence 

Stereotypes 

(Males and Females) 

Social Role Traits 

Childcare/ Home Duties 

Job Roles 

 

5.3 Theme: Exercise Habits 

All participants both male and female were asked about their current exercise habits. As is evident 

throughout this study the advertisements were based on a walking campaign; it was therefore deemed 

important to gauge existing exercise behaviours.  

5.3.1 Structured Exercise 

 Half of the males were found to set out to do regular structured exercise in varied amounts. Some 

males stated that they exercise ‘Probably about once a day’. Another participant said ‘Probably about 

four to five times a week’, and another example from a third participant was ‘Once a week’. 

5.3.2 Unstructured Exercise 

Some of the other males however who don’t have structured exercise programmes, stated that they 

felt that exercise is counted when it is a necessity within their job roles: ‘I don't exercise that often but 

I do walk to work five days a week and I do, do a lot of heavy lifting at my job so I guess that counts 

as some form of exercise’. Another participant gave a similar example: ‘Obviously, I suppose, I'm 

exercising all the time. In work, I walk around the classroom. You know, I'm constantly on the move 

there. Actually setting out to do exercise, I don't do much at all’. 

Most females were found not to partake in structured exercise programmes and were more inclined to 

keep active through daily chores or dog walking ‘Exercise as exercise? Probably never, but I am 

constantly running around every day doing different things. I do . . . I suppose I do walk a lot. We 

walk a lot around holiday. Yeah, but actual exercise I probably don't do much of but I love gardening. 

Like last week, I spent seven hours out in the garden digging, and mowing the grass, and cutting 
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everything back and humping dustbins back and . . . And I wouldn't think twice about that because it's 

something I love to do’.’ Another female also had a similar opinion about unstructured exercise: ‘I 

look after an autistic lady two days a week, so I go walking with her around Standalone Farm and 

stuff. And I try and walk the dog and stuff, but apart from that, I don't go to the gym or anything like 

that’.  

Therefore, to compare both males and females in this study the most females were found to not take 

part in structured exercise programmes like the males. Most females felt that exercise had to be 

intertwined with the chores or activities that they undertake, potentially due to some of the barriers to 

exercise, as discussed the next main theme (section 5.3).  

5.3.3 Inactivity 

The more inactive males all felt that they should definitely be doing more exercise:‘at the moment I 

haven't (been exercising), but I will be getting into it. I'm looking to do it something like three a 

week.’ Another inactive male participant said ‘Nothing really to motivate me, apart from myself. I 

need to do more exercise’. 

5.3.4 Walking 

Males and females also gave their perspectives on walking as an activity as the advertisements were 

based on a walking campaign and it was therefore important to understand their thoughts around this. 

Some sub-themes also emerged around walking.  

5.3.4.1 Ease and practicalities of walking  

Many of the male participants could see the benefits in the ease of walking: ‘I think a lot of people I 

know don't really ... Probably struggle to do any at all. I think probably walking would be the one 

that's the easiest to do. I think if somebody didn't have much exercise in their lifestyle or wasn't keen 

on it but they needed to do it, they'd probably do the walking’ another male participant also said about 

the ease of walking in terms of the practicalities: ‘The biggest unmet need are people around my age, 

in their 50s, who should really be walking more, you know. So, in my opinion there are a few things 
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which are critical, which is that we would drive the car to the supermarket which is 100 metres down 

the road, you know? And you think, maybe, that kind of changing mind set could really help’. 

One of the females who was a mother said ‘Well, I can do it with the baby, I can take the dog for a 

walk, I've been walking to meet my daughter from school, so we're getting a good long walk rather 

than a little walk’ The convenience element was also stated by one female ‘You can just work it into 

your daily life, that you don't have to specifically make a point of doing it. That you can, like they say, 

‘walking from the furthest point of the car park’, that you can get it in there somehow’. 

Both males and females had similar perspectives that walking was an easy and convenient exercise to 

undertake. 

5.3.4.2 Free Activity 

One male participant mentioned the benefit of walking being a free activity: ‘There are a lot of free 

exercise avenues to explore, such as walking, running, or joining a walking club, or those sort of 

things’.  

Some of the females also stated that walking was a free activity and the participants that were mothers 

discussed how it was flexible enough that they could usually manage the children around it. One 

female participant said: ‘Haven't done it (structured exercise) for a long time. If you go to the gym 

obviously you're paying, so I do tend to go often into town walking, and I like walking’. ‘I don't mind 

how far I walk’.    Another female participant also agreed and said ‘It's a free activity. It doesn't hurt 

you to try it’. 

Both males and females therefore saw walking as a ‘free activity’, which was a benefit of the type of 

exercise.  

5.3.4.3 Limitations of Benefits of walking 

Although it was mentioned by one male participant that potentially it was not enough to do on its own 

after a period of time and this should be stepped up to other exercises at a later stage in life: ‘Yeah, 

walking has got its benefits. But, its benefits actually are limited as you grow older. It's alright for 
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young people to do that, walking and running and jogging. But after a certain age you need to do 

muscle resistant exercises. You have to do that. Otherwise, walking itself is not going to help’. 

However, females did not mention any limitations around walking. Overall, the results confirmed that 

walking as an activity was relevant for this study.  

5.3.5 Other Types of Exercise  

Most of the males discussed other forms of exercise, which they either partake in or would like to 

participate in: football, running, swimming, cycling and muscle resistant exercises. One of the males 

said ‘So, I went out for a run just two days ago. And I would say that typically I would run three times 

a week’. Some of the males also partake in cycling: ‘I cycle to work. I do swimming twice a week’ 

Another male discussed his interest in football: ‘Out of all the kinds of types of exercises, I enjoy 

playing football the most, and I'm more inclined to do that. Probably like muscular strength training 

to be honest’.  

Therefore, a common theme was that exercise was important in different formats and that males felt 

they should partake in different activities whether they were currently exercising or inactive.  

Most of the females felt that they should be exercising more in different formats or partake in 

different exercise. However, as mentioned with the females a lot of it was tied in with day-to-day 

activities. One female participant said: ‘I like gardening. I do a lot gardening. I love housework. I'm a 

little bit obsessed with housework so, you know I could spend hours running around the house with a 

Hoover and doing all sorts of stuff. I don't know really, I do lot of running around for my mum. So, 

you know I'm constantly sort of shopping and I don't know, even at work, sometimes if I'm visiting 

clients then I'm sort of in and out, in and out all the time. So it just depends, no two weeks are the 

same really. I mean here, like with toddlers I probably would be here for three or four hours and I 

wouldn't sit down, I'd be on the go the whole time. So it's not exercise maybe in a gym but it's still on 

your feet running around, burning off calories I guess. Another common activity was swimming; one 

participant said ‘We go swimming maybe once or twice a month but that's it. However, another female 

said although she enjoyed swimming due to the barriers it became impossible: ‘I guess a bit more 
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time, as well. That's why I had to give up swimming because I just ran out of time to fit it in with a 

busy life’.  

Therefore, in terms of other activities female participants tended to partake in activities that were 

intertwined with daily life and swimming was something that was a common interest only if there was 

time available and it was tied in with family activities. Men tended to have more variety and options 

than females, potentially to do with the differences in the barriers to exercise discussed in the next 

theme.  

5.4 Theme: Barriers to Exercise 

There were several barriers to exercise found in the analysis which could prevent males and females 

partaking in exercise. This was explored to give an overview alongside with the communicative 

element to show whether there were other reasons that hinder exercise that could prevent targeted 

communications working.  

5.4.1 Laziness 

One of the barriers to exercise for males was found to be laziness. Two of the male participants 

reported that they were lazy. One said ‘I’m lazy…Tired, and I think it's very much a catch 22’. 

Another male participant said “No. No. I think it’s literally just that. Me not being so damn lazy.  

No females mentioned laziness.  

5.4.2 Time 

In addition, lack of time was found to be a major factor for some of the male participants and their 

perspective of others: ‘what stops people at exercising would be having the time to do it, the 

inclination to do it. A lot of people, I'm single, but a lot of people or families don't have time for it’. 

Another male participant said ‘I sometimes feel that I should, although I do consciously walk when I 

could, otherwise or sometimes drive. So it's kind of a cross between feeling like I should and having 

time to be able to’. A third male participant said ‘because, you know, time planning is always a key 
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thing, like they say, if you don't plan your time, the black box in the corner of the room will plan your 

time. You will sit in front of the TV and watch it for hours if you don't have a plan.’ 

On the other hand, one female said although she enjoyed swimming, due to the barriers it became 

impossible: ‘I guess a bit more time, as well. That's why I had to give up swimming because I just ran 

out of time to fit it in with a busy life’. Another female said ‘…unfortunately, it’s a busy day and we 

won’t get out. A third female participant said “sounds like a really lame excuse, but for me, a lot is 

purely time, it is purely time. I think that's the big one isn't it? It's about what do you sacrifice to do 

that”. Another female gave a different perspective on time that it is a choice over other priorities: “I 

think time. Well, I have got time, I've got quite a lot of time really, but I choose to do it other ...’ 

5.4.3 Work Schedules  

Work schedules was also another barrier to participating in exercise for males: ‘It's just time and my 

work schedule. I don't have a gym membership’ and another participant said ‘The reason being 

because I've got my own cleaning business, so I'm always out and about doing work anyway’. 

Another male said “I think I'm caught in that negative cycle at the moment, because as I'm teacher 

I'm tired mentally apart from the physically. You do, you tend to come in, sit down and just finish. 

Another male participant said “working full time does obviously limit the amount of time I’ve got 

spare”. Another male participant said that most working people spend their life in front of a computer 

“…because nowadays as you know, work is spent most of your time in front of a computer. You're 

sitting down all the time, you're not moving around very much”. 

Interestingly, one female in relation to males mentioned work schedules: “quite a lot of men are the 

people that work most in the household, so their hours of work are the longer, and they feel more tired 

at the end of the shift and things”. 

5.4.4 Cost 

Cost was also found to be a barrier by several male participants. One participant said ‘Being about 

money really. Out of all the kinds of types of exercises, I enjoy playing football the most and I'm more 
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inclined to do that. But it has a cost to it, and it's also getting there as well. So those are the barriers 

that I've got to act to see more’. However, the idea of free exercise avenues like walking were found 

to be favourable by several of the male participants: ‘There are a lot of free exercise avenues to 

explore, such as walking, running, or joining a walking club, or those sort of things’. 

Cost was also found to be a barrier to exercise for females. One participant said ‘I don't know. Not at 

the minute, no, because a lot of it is in and around cost and having my daughter and having to have 

my younger daughter, having her watched. If I was in a gym or something, I would have to pay for her 

to be watched and I wouldn't feel like I could justify that cost, if that makes sense’. Another female 

participant added ‘I mean, I'd love to go to the gym, but financially, I can't afford it. And if I was to 

pay for a membership, I probably wouldn't get the time to go and use it. Another female said about the 

gym being costly: “If you go to the gym obviously you're paying, so I do tend to go often into town 

walking, and I like walking”. A third participant said “I think time and money is quite a big thing, you 

know? Some things can be quite expensive, and it seems to be ... Like gym memberships and things, 

seem to be the thing that go to the side when money is tight. So, I guess, maybe an awareness of more 

free activities…”. 

5.4.5 Childcare 

Childcare was found to be a barrier only for females and was not mentioned at all by the male 

participants in this sample as a barrier to exercise. One female participant said ‘Yes. I think, primarily, 

women do tend to be the ones that have to look after the children and stuff. But I think for men, I 

guess, if they're working long hours, that can be hard. If the mums are at home with the kids in your 

traditional family, if they're working long hours, that can inhibit that. And then wanting to spend 

family time, if they're not exercising together as a family and they want to spend that time with their 

family, then they're not gonna get the time to do it’. Another female participant said “family life. 

homeschooling children. I used to swim while they were in school. Now they're not in school. So, I 

don't have the same luxury of expendable time.’ 
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5.4.6 Weather  

Females alone also mentioned the impact the weather can have on exercising, potentially to do with 

their children and families: ‘The weather, sometimes. I mean, I could go out for a run on my own but I 

can't take the kids out in the rain. Being home on my own, I'd like to go for a run either in the evening 

or early in the morning but I can't leave the children on their own. So I guess having someone to 

watch the kids for me, having childcare, would help. Or having something that I could do with the 

children’. Another participant agreed and said ‘Well, thinking within the family, I think the weather 

would improve people to exercise, because I think if the weather was good people would go out for 

runs and things more. And cycle more. Because you find when the weather's nice people cycle more, 

people walk more; people run more, don't they? So I'm sure the weather. We're waiting for some nice 

weather’.  

Therefore, in comparison for the males the issues in terms of cost were similar in that both males and 

females preferred free activities. Males were more inclined to mention work schedules and females 

were more focused on childcare duties within the barriers to exercise theme. In addition, the weather 

was an important element mentioned by females who thought that family activities were important 

when the weather was nice and an issue when it was not.  

5.5 Theme: Communications  

Different communications channels were asked  about to find out what channels would make more of 

an impact as for this campaign printed leaflets were used. In addition, this included asking  about the 

printed leaflets to find out perspectives if they were still relevant as a form of communication, 

considering the other channels.  

5.5.1 TV Advertising 

5.5.1.1 Lack of Interest and Attention 

There was found to be a common perspective from the male participants that TV advertising was not 

particularly the most effective media for exercise and healthy lifestyles and that there was a lack of 

interest and attention to adverts. One participant said ‘People see advertising as it's a way of making 
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money for the channels, but I think most people see the ad breaks as an opportunity to go to the toilet, 

make a cup of tea, and I don't think people pay a lot of attention to them. There is ... I'm not saying 

they don't work, because I think sometimes you can get a really catchy advert, that it does stand out, 

people do remember it, and it does stay ... You know? I think the whole point of an advert is to stick in 

your mind’. Another participant said ‘No, I think TV advertising for healthy living is just ignored’.  

Some perspectives from females agreed with the males in that TV advertising was not that effective 

anymore. One participant said ‘I think it depends on how you watch TV. I tend to watch recorded stuff 

so I whizz through adverts. I very, very rarely watch TV adverts any more. I tend to switch off when 

they come on. So I couldn't honestly tell you what was even being advertised nowadays now’.  

In comparison, males and females both showed a certain amount of lack of interest and attention 

towards TV advertisements and that they are often ignored in the context of health.  

5.5.1.3 Degree of Impact of Adverts 

Some male and female participants felt that TV adverts made an impact only to a degree with regard 

to health- related content. One male participant said ‘Yeah, I think (TV) adverts to a degree. But then I 

also think people who do the adverts, the stuff they do tell you about, they want you to focus on. So a 

lot of the time, obviously, there are a lot of benefits with exercise but I think they'll focus on mostly the 

positives to encourage you, motivate you’.  

One female participant said that it may give you a small initial amount of information to spark the 

interest to explore through other channels. She said ‘I think TV advertising will give you a small 

amount of ... Maybe kind of pique your interest, actually, ‘Oh, that is something I'm interested in,’ 

that you would then go on and find it out about somewhere else, but in the initial advert, you're not 

given a massive amount of information. But it might be something that actually gets you interested in 

a subject that you would then explore, maybe, somewhere else’. 

For both males and females some positive elements of TV advertisements with regard to health were 

found, but only to a certain degree and that the adverts may only focus on specific things and that 

there should be other ways to explore further.  
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5.5.1.4 Unnecessary Adverts 

Some of the male participants had the perspective that there were too many unnecessary adverts and 

not enough health ones: ‘Yes, it does but I don't think it's been put on television enough…..I think that 

the unnecessary ads get more advertising time than the ones that health, benefit you health wise’.  

One female participant also said ‘I haven't seen a lot recently. It seems to have come off the TV. It's all 

about pensions and life insurance from what I've seen watching. And the big push, the Cancer for 

Life, the Race for Life, for people to join up for the runs and that for charity but seems to have all 

fallen by the wayside at the moment.’ 

In comparison, both males and females felt that there are a lot of unnecessary adverts not related to 

health and exercise on the TV and that potentially there should be more.  

5.5.2 Leaflets 

5.5.2.1 Ineffectiveness of Leaflets 

There were some negative reviews on the benefits of leaflets distributed as some male participants felt 

that they were not very effective anymore and that only a minimal amount are actually read: ‘It's less 

effective. I think most leaflets, in my opinion, just go by the wayside. There might be the one or two. 

So, if somebody at the town centre starts distributing leaflets, you know, they've got to realize that for 

their investment in leaflets, maybe one in 1000 gets a positive and actual review. So, expenditure of 

resource, I feel. The digital way is far more effective’. Another participant felt that handing out 

leaflets in a town centre wasn’t effective as individuals may be suspicious nowadays: ‘Yes and no, 

because what I've noticed when, especially when people hand leaflets out in town is that if somebody 

is in a hurry that they always have an assumption  of a person handing out leaflets that they're trying 

to get money out of them’. Another male participant felt that there were more advanced means of 

communications that could be used and that leaflets are not necessary: ‘Printed materials, I don't 

think are, almost, necessary these days. Because we've got our phones. We can pull it up. Or, or, if 

you had QR codes in supermarkets, and it said, you know, ‘Have you considered this?’ Then you've 

just got certain QR codes. Scan it with your phone, it brings the information up on your phone’. 
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Females had the same perspective as males that if the leaflets were put through the door they would 

be thrown in the bin: ‘If you're going to use a leaflet, you've gone looking for the information. Stuff 

through the door tends to get glanced at and thrown in the bin, but then again half of what comes 

through my door is for fast food, so it just goes straight in the bin’. 

Therefore, for both males and females leaflets distributed in a town centre or through the door were 

found not to be an effective means of communication through health promotion literature.  

5.5.2.2 Strategically placed Leaflets 

However, most male participants agreed that strategically placed leaflets would be still potentially be 

beneficial. Doctors’ surgeries, hospitals and health clinics were said to be a main area of choice for 

health and exercise related leaflets. One male participant said ‘Well if you're thinking the GP 

practices, they're there because they've got some concern about their health. Whether it’s serious or 

long-term condition or not. So I think they're more susceptible to taking on board that little type of 

information. So I do think that that is a very strategic, like health clinics, doctor surgeries, hospitals, 

anything like that I think would be definitely more effective at other media’. Another male participant 

said ‘Yes, GP's office, yes. It is very useful because many people who have health problems don't 

realize that many of the health problems could be sorted out not just by medication but by sensible 

eating and exercise’.  

Females were of the same opinion around strategically placed leaflets: ‘I think so, yes. Where one sits 

down and has time to reflect, to read in a GP clinic or places like that. Yes, those leaflets would come 

handy because there you're putting aside to sit down, ‘Oh, let me have a look at this.’ And then you're 

reading. Then that might play a part in your wanting to do it’. Another female participant said ‘I think 

while we're all sitting waiting to see a doctor's surgery people are reading the leaflets because there's 

nothing else to do, so I think they're quite helpful, yeah’. 

Therefore for both males and females health and exercise leaflets could potentially still be effective if 

they were positioned in a doctor’s surgery, health clinic, hospital or health setting.  
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5.5.3 Posters 

5.5.3.1 Strategically Placed Posters 

For males, posters were found to have a similar impact as leaflets in that as long as they were 

strategically positioned they would be effective to the audience. One male said‘Yeah, I think posters, 

but again it's probably strategically placed. You can only find if a poster is in a health setting, and it's 

more prevalent than having a leaflet. So I do think there is a role there for posters’. Another male 

participant said ‘Yes, because I find myself when I'm in a GP I tend to look around quite a lot, and I 

tend to read some of the posters that are up there, just to pass the time by. I find myself getting 

absorbed in, by that poster or what's being said. Because I take an interest in it so I think that's a 

good way to lure people in to reading that information’. A third male participant added ‘Yeah, public 

buildings, I'd say so. GPs, hospitals, bits and bobs like that maybe. Stuff where it's relevant. I know if 

it appeared in like a DIY store, it might seem a bit irrelevant and out of place. Somewhere where it's 

kind of like been suited to its environment’. 

Females had the same perspective as males that posters in a health setting would be beneficial: 

‘Posters and things are quite good, aren't they? If you're sitting in a doctor's surgery, sitting 

somewhere and you've got nothing else to do except read what's on the walls, I think quite often that's 

a good way of doing it because people . . . you've got a fixed audience and so they're like I was at the 

doctor's yesterday and I was there for twenty minutes waiting and I must've read everything on the 

wall twice. So, I think that subconsciously we're looking because you want to look at something so 

we're looking, reading and absorbing and sometimes we don't even realize what we're absorbing. So I 

think there is a place for advertising definitely’. 

Therefore, for both males and females consider exercise and health communication posters in a GP’s 

surgery or health setting would be an effective means of communication.  
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5.5.4 Internet 

5.5.4.1 Specific Information 

There was a very positive response to internet as a form of communication from the majority of the 

male participants, although there had to be something specific and to have an initial idea of what was 

being looked for: ‘I mean, you can do a lot of the looking up, and find information on the internet. But 

you've got to be very specific about what you're Googling and searching for, because it could just 

throw up any old crap. But again, you need to have an idea of what it is you're looking for, first to do 

that’.  

Females were also very positive about the internet in relation to health and exercise: ‘I think if it's 

something they''re looking for, that's where you would go. I mean, you're looking for a healthier 

recipe for something or you're looking for how long do I need to do this type of exercise for it to be 

beneficial, that kind of thing is very easy to get very quick information about things’` 

In comparison, males and females were both favourable about the use of internet but felt that it is 

more useful for specific information when it is known what is required and being searched for.  

5.5.4.2 Ease of Internet Use  

One male participant suggested that most people could access the internet for exercise but not all: ‘I 

think the average individual could reach out and look, possibly online as well. I think nowadays a lot 

of people have access to the internet, not everybody’.  

Females did not mention ease of internet use. 

5.5.4.3 Internet versus Social Media 

However, although the internet was seen to be positive for males social media was found to have 

more of an impact: ‘Yeah, to a degree. I mean it depends because people will either be using just a 

generic browser, it relies on them to search for things, whereas social media, things will pop up. So I 

think that internet is less influence than social media’. 
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Also for females, social media was found to have more of an impact than the internet: ‘I think if you 

Googling, if you want to look something up for yourself, then that's a good place to start. But if you're 

not really paying attention, the internet doesn't ping up like it does on social media, the random ads 

that it thinks that you might like’. 

  Males and females were both positive about the internet; however it was evident that social media 

channels were a favoured source for gathering information around diet and exercise.  

5.5.5 Social Media 

5.5.5.1 Effectiveness of Social Media 

Social media was the most favoured media outlet for males: ‘Absolutely. I think social media, without 

a doubt, is one of the most if not the most potent source of information, and in fact, motivate as well 

movements as well. It's whether the message is creeping, now, in terms of fitness and exercise’. 

Another male participant said ‘It's certainly a huge part of it. I wouldn't say it's the be-all and end-all 

but it's certainly a huge part of it. A lot more people are connected via social media, Facebook and 

Twitter and Instagram are the main ones. There are all the others. Another male participant said ‘I'd 

probably say social media to be honest because I think my sort of age group, a lot of us obviously do 

go on social media and so, if we're on it and it's giving us positive messages through that, then it's 

obviously a good way of transferring it across’.  

For females, social media was also found to be one of the most effective channels of media 

communication: ‘Yeah, I think so. I think that's probably the most effective one at the moment, if the 

advertising is right for it, you're gonna reach more people’. Another female participant said ‘I think 

it's got a big place promoting, like I was saying on Facebook earlier, it pings healthy lifestyle, it pings 

off exercises, so you might be interested in this. I see more of that coming through Facebook and 

other social media’. 

For both males and females, social media would therefore be a favoured channel to promote exercise 

and healthy lifestyles.  
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5.5.6 Radio 

5.5.6.1 Effectiveness of Radio 

There were no particularly strong opinions from the majority of males on the use of radio for a media 

outlet for health and exercise communications: ‘Yeah, no radio. I think it's good. I mean, if it said 

every hour, the same thing, ‘You need to exercise,’ it probably wouldn't be the best form of getting 

that message across. But if it sort of maybe add something, subtly, maybe then it would slowly then 

get you thinking about it, sort of thing’. Another opinion was that it was not particularly popular: 

‘Less so. I mean I listen to the radio a lot but I don't, even friends in my sort of social group don't 

listen to it as much as I do’. 

Females were more inclined to listen to the radio than males. One participant said ‘Because a lot of 

people spend a lot of time in their car with the radios on, so, actually, if there was a radio advert with 

some kind of snappy jingle or something that would stick in people's heads to remind them about 

maybe, you know, points about particular things regarding healthy lifestyle. You know, they do that 

kind of thing with children's advertising, don't they? So, yeah, maybe some kind of radio advertising’ 

Another female perspective was: ‘I think so because if it's little snippets, people will retain the 

information. Because you know, if I hear it more than once, because some of the ads get really 

repetitive, and it's about not very interesting stuff, but I think lifestyle and exercise, you would hear it 

but I suppose the other would be not to put it everybody's face because they would hear all the time 

what they should and shouldn't be doing’. 

Therefore, according to this research health- and exercise -related adverts aimed at females may make 

more of an impact on the radio than males.  

5.5.7 Other Communications 

Other communication channels around exercise and healthy living were found in the analysis such as 

library, friends and magazines. 
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5.5.7.1 Library 

One male participant said ‘You could also just pop down to your local library, there will probably be 

books in there which will probably help you, give you advice, stuff like that. So I think there is some 

relevant resources that everyone could access or could speak to somebody who would know a bit 

about it’. 

5.5.7.2 Friends  

Another channel found through the analysis from males was friends. One male participant said about 

friends ‘On exercise, well, I've been training for a very long time, but I've got friends that I speak 

with, and I try to make different exercises, trying to improve them. So yeah, so it's just constantly 

learning’.  

Females also mentioned talking with friends: ‘I probably would go to people I know already do it. So 

first of all, it would be friends and family. My daughter -in -law is a good source of information in 

terms of health and exercise. Probably people that have done it. Been there, done it, would be a good 

source for me’. 

5.5.7.3 Magazines 

Another channel of communications on health and exercise found through the analysis was magazines 

from both males and females. One male participant said ‘We get periodicals, magazines, and we get 

some information from there. I think we get the information from, we do a lot of reading, do a lot of 

reading’. 

Some females were also interested in magazines. One female participant said ‘Well, I've got a book 

that I, a magazine, which comes to my door. I subscribe to it. It's called, ‘What The Doctors Don't 

Tell You’. In that magazine, apart from the diet that one should follow in terms of keeping good 

health, there's also Pilates exercises in that book, lots of stretching and bending. I think that is where 

... If I follow that, I'm well away’. 

 5.5.7.4 Magazines in Doctor’s Surgery 

One female participant said ‘I guess people put things like, you get ads in magazines and stuff like 

that. But if you're not a magazine reader or. . . you know, I mean, every time I look at a magazine is 
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when I'm in a surgery or doctor’s and I'm waiting for something. You might just flick through. I don't 

think I would . . . I mean, there's lots of healthy living magazines out there aren't they, with recipes 

and all that sort of stuff.’ One of the male participants suggested several different communication 

routes: ‘So, it's utilizing a number of different routes, weaving them together, makes a more effective 

package’, which is also reflected in all of the communication preferences throughout the analysis. 

Therefore, magazines and talking to friends were found to be suggested channels by both males and 

females in relation to diet and exercise. 

5.6 Theme: Perspectives on Leaflets  

At this stage of the interview, both of the congruent leaflets (female/ communal and male/ agentic) 

were handed to both the male and female participants.  

5.6.1 Awareness of a Need to Exercise 

Some insights were given from the males in terms of what they felt that the purpose of the leaflet was. 

Their main focus was on an awareness of a need to exercise: ‘The purpose of the leaflet, I think is 

good, it makes people aware that they need to exercise. And I think the most acceptable way of 

exercising is walking. So that could be the start. You see? So, that's good. For people who were not 

doing anything it's said right here, it's somewhere here. And things like 'Challenge yourself and take 

the step at every chance', and when you're driving, park the car in a space that is further. As far as 

possible, whenever you can avoid taking the car, avoid taking the car and walk, see? So these are 

things that are very important, and yes, these are useful advice for people who spend most of their 

time sitting down because nowadays as you know, work is spent most of your time in front of a 

computer. You're sitting down all the time, you're not moving around very much’.  

Another male participant said ‘I think the purpose is to encourage you to start walking 30 minutes a 

day. It gives you a list of all the positives, like I say, on the right. And it's kind of written in a basic 

way which will stand out. And so you think, ‘Wow, it's going to do this for me, it's going to do this for 

me.’ And obviously it's so many positives from it, you feel almost like you have to ... or want to in a 
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way. So it is a good strong message, strong message across’. Another participant said ‘Well, the 

purpose is encouraging you to, in this case, walk more, because it improves everything about your 

health, lifestyle, mental health’. 

5.6.2 Benefits of Exercise 

For females, some insights according to the leaflet purpose were found to be more focused on the 

specific benefits of exercise: ‘I think this is just generally over the benefits to your health, mental and 

physical. I mean, you know that has an impact on your spiritual wellbeing as well. Because if you feel 

physically well then you feel mentally well. That has a huge impact; I think it's very hard sometimes to 

separate . .’. Another female participant said ‘This not only tells you ... The writing gives you an idea 

as to what exercise does in helping your mental health, helps you keep fit and how it can burn 

calories. It tells you how fit one can get walking rather than getting into town even a very short 

distance by car. Yes, that tells you if you do walk you can help yourself lose weight and how it acts as 

a form of exercise’ Another female participant added ‘Trying to encourage people to walk but I think 

it's trying to get people to understand the benefits of it but also the fact that you can just work it into 

your daily life, that you don't have to specifically make a point of doing it. That you can, like they say, 

‘walking from the furthest point of the car park’, that you can get it in there somehow’. 

5.6.3 Positives of Leaflets 

There were several positives identified from the leaflet communications for both the males and 

females. 

5.6.3.1 Ease of Walking from Communication 

Ease of walking from communications was identified for the males: ‘It's certainly achievable. It's not 

telling people to go out and run a half marathon. It makes, it kind of promotes walking, which is the 

most simple and basic form of exercise. And it's underpinned with his being a medic as well, I think’. 

Another male participant added ‘the more this is distributed or made public, the better I think because 

nowadays you see so many people that are overweight and obese, and I think they would do well 

starting out by just walking’. 
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5.6.3.2 Visual Impacts 

The visual impacts of the advertisements were found to be positive according to the females. 

One female participant said ‘it's pretty clear and it's eye-catching with the different colours’. Another 

female said ‘And I like these bits down here. Because that's what you're instantly drawn to, the bits on 

the body. So it's easier to sort of take that in and even if that's all you read, you sit there and think, 

‘oh, actually, that's the benefits of walking are those there. That's good.’ 

5.6.3.3 Informative 

Both males and females felt that the campaign was informative. One of the male participants felt that 

the campaign was informative through the writing: ‘I think it's quite generously written. It doesn't ask 

a lot of the reader. One female participant said ‘I think it's a good strong campaign, wording is ideal, 

and you catch it says what it is that you need to do to start exercising.’ Further comments made from 

a female participant were ‘I think possibly. Yeah. I think it gives you all the information that you 

require. So, it's not like you're thinking, ‘Yeah, but what about ....’ Another female participant also 

said ‘No, I like the bit at the bottom where it’s quite simple. Just walk 30 minutes a day for 5 times a 

week and it can make a difference. It’s clear, it’s concise, it tells you exactly what it is that they’re 

trying to get you to do….. And it doesn’t seem unachievable’. 

5.6.4 Negatives of Leaflets 

5.6.4.1 Too Wordy 

However, the main negative point found from most of the male participants was that the leaflets were 

too wordy: ‘Maybe when somebody's got a leaflet or maybe just shorten that a little bit because when 

somebody reads something in the street or our street they will skim through it, they won't read the 

whole thing through and through. Another male participant said ‘I would change it in to a more 

segmented format. So here, there's a lot of text, not a lot, but for a leaflet quite a lot of text. And I 

would suggest that people's attention, or their ability to take in the information, they could still be 

reading it but not taking it in. So I think that the best method is to give it in bits. So sizeable chunks to 

get them more kind of... message across, and I would see that more in a digital format, like a Power 
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point presentation, or a through like a GP bulletin screen, or a social media post where you have to 

swipe to get to the next page. So that relies on the person actually interacting. I think that's probably 

the most effective’. 

The negatives for the females, which was the same for the males, were that the leaflet was too wordy: 

‘If people sit and read it. I think it's got a lot of living information in it. Unless you actually read the 

whole thing, it's not ... You have to read the whole thing to get the information. It's not bullet points’. 

Another female participant agreed and said ‘I would reduce the writing a little bit if possible, just to 

keep it more quick-to-read, so when you look at it, you can actually read it. Because it's quite a few 

paragraphs. Condense it down a little bit. But then, the information there is relevant, and it would be 

hard to condense it, I think’. Another participant also agreed with the last point and said ‘Yeah, maybe 

more bullet points and just kind of more colour and just break up the text a little bit’. 

Therefore, both male and female participants agreed that the leaflets had positive elements in the form 

of ease of walking, visual impacts and informative. However, on the negative side they both agreed 

that the leaflet had too many words and this should be condensed down into bullet points.  

5.7 Theme: Audience Message Congruity 

5.7.1 Agentic Language Congruence 

The majority of males expressed message leaflet congruity and preferred leaflet one (male/agentic). 

Some of the reasons were highlighted through the participants. The first reason was the agentic 

wording of the leaflet. One male participant said ‘It suits my sort of character more so, really. Which 

isn't, I'm not a great one for showing off how well I'm doing or how good I might look and I don't 

want to exercise for flattery, really. I want to exercise for me’. Another male participant said ‘Don't 

know. I know it's this one. It's just the wording's a little bit different and I think that could have an 

impact without you really noticing that much. For example, making the decision, making the choice. 

But I felt ... I've got a stronger message or vibe about this one (leaflet one, male endorser/agentic).’ 

Another male participant said ‘I think it's the male thing because for me that's kind of from a gender 

point of view, I can relate more, and so I can think, ‘okay, that's something I would take on board’. 
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Whereas if I saw this, I would think it would relate to women. That probably says a lot about me. I 

wouldn't have taken that as directly related to me, even though it doesn't mention gender on here. I 

would automatically kind of suggest that that's more targeted to female appearance’. Furthermore, a 

third male participant said ‘I think I probably prefer the first one (leaflet one, male endorser/agentic). 

It's a bit more direct, I suppose, in terms of the sort of work that I do. I'm happy for more direct type 

of information’. Another participant’s perspective about leaflet one (male endorser/agentic) was ‘This 

is far more factual. Far more blunt. ‘Take the stairs every chance you get.’ ‘Challenge yourself and 

take the stairs every chance you get.’ ‘When you're driving, park in a car park or space that is 

farthest from your destination.’ ‘Be ambitious and park in a ...’. 

One of the females also gave their insights about the perspective on message congruity from their 

perspective on leaflet one (male endorser/agentic) in relation to their husband: ‘Maybe that one I 

would've encouraged my husband more with that one because it the wording would appeal to him’. 

The main points showed through the thematic analysis that the writing in leaflet one was favoured by 

the males due to the language that  came across as more direct and factual. One of the female 

participants also commented on this being for males; whereas leaflet two according to the male 

participants was found to be more female- orientated in the language and therefore less appealing. 

5.7.2 Communal Language Congruence 

Some of the females preferred leaflet two (female endorser /communal) although the majority of the 

female participants did not actually have a preference  for either leaflet. However, the females that did 

prefer leaflet two gave the following insights: ‘Number two because it's more chatty. It's more of a 

female way of talking if that makes sense. So saying, understandably, the more you exercise, the more 

you burn and just saying 'gentle' walking. It's not saying you've got to go power walking or anything. 

It's just suggesting a stroll or a walk. That middle paragraph is more encouraging to me…. It's just 

the words because it's more like the lady doctor is talking so it's more of a feminine way of speaking. 

It just talks to me more than that one. Maybe that one (leaflet one) I would've encouraged my husband 

more with that one because it the wording would appeal to him. I just think it's a gentler way of 
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talking and if you're just starting out on trying to get fit or losing weight, when you're overweight, it's 

not as bossy and this one makes it feel attainable. I think just as I said, it's a gentler way of putting 

things and not as ... It's just a gentler voice whereas with the man, it feels just a bit more pushy’. 

Another female participant said ‘Basically I think the gentleman is talking from his point of view, and 

the lady ...’. A third female said in terms of preference ‘This one, number two, it's less clinical, it feels 

more personal. It feels more like, it's not like you should do this, it's a bit like, ‘actually, you know, 

I've done it and it's been helpful’ and it just feels a bit less clinical, and it's easier to sort of read it 

because it's like someone actually cares about it…. I think the second one. Because it's less like being 

told what to do and this makes it feel like it's easier and it's more gentle and it's more like someone's 

having a chat with you that actually cares rather than a doctor saying you have to do this or you 

should do that too’. 

Some of the male participants who still chose leaflet one (male endorser/ agentic) gave some 

perspectives and opinions on the wording of leaflet 2 (female endorser/ communal): ‘I think it broadly 

says the same things, but maybe says it in a slightly different way. Yeah. I think maybe it's also a bit 

more, gives more of a gentle introduction into the benefits of exercise in that one’. Another male 

participant who still chose leaflet one (male/agentic) said ‘This is interesting, I think this only applies 

to women, I think. This helps you maintain your ideal weight, and will give you a flatterable physique. 

I think that that should attract women to go for this’. 

5.7.3 Message Audience Incongruity 

In terms of the wording for leaflet two (female endorser/ communal ) some perspectives were given 

from the small  number of male participants who preferred leaflet two: ‘I think, actually, in the one 

with Julie , I think actually the actual wording of the text, though, I think does make it ... It softens it 

slightly. Let's see ... ‘Making the choice to keep fit is good for your mental and emotional health.’ 

That obviously strikes a chord with me, obviously, because of my own issues with my, let's say, 

depression and stuff like that. So, that is logging with that. The use of the adverbial, like the, 

‘Understandably.’ ‘Taking the stairs every chance you can get.’ You know, it makes it more cheerful. 

It's the language. It's more accessible. It's more understanding… Apart from, for me, the ‘flatterable 
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physique’. That seems very feminine’. Another male participant said ‘That's a good one. I mean, if I 

was to choose from one or two, I think number two would be ... it's more ... it's easy to read’.  

5.7.4 Endorser Homophily Congruence 

The second reason found that most males liked leaflet one (male endorser/agentic) was the male 

endorser. Some of the perspectives around this were as follows: ‘I think both the leaflets are 

important, because one speaks to the women and the other one speaks to the men… it's somebody 

from my own gender who is recommending it. But I personally feel you need two leaflets, one for 

women, and one for men.’  Another male participant said ‘to be honest this is going to sound really 

silly. This one seems more like a nurse. This one looks like a practising GP, he looks more striking. 

That's not coming across a sexist. But it just looks more affirming’. A second male participant said 

‘Okay, it's not even in like really ... like I'm not trying to be sexist or anything like that. I feel like the 

image ... I don't know why, again I think this image is stronger, the pose. I don't know why’ Another 

male participant said ‘I could actually see blokes with a bloke on there would prefer, and women with 

a woman on there. It's like women tend to see women doctors. They find it easier, which is their 

choice. I can see individuals picking their sex on there’. One male gave his reasoning behind the 

decision said ‘I think it's ... (males) they're either looking at it one of two ways. I think the ... Would be 

my understanding, that they'd be looking at it from the attractiveness point of view, or the 

authoritative point of view’. Another male participant added ‘Yeah, possibly the male one I suppose. 

Because I already know what the leaflet says, it doesn't make any difference, but for the women one it 

might be talking about things like motherhood. I might switch off more if I saw that if I didn't know 

what the leaflet was saying . . . Yes, I think if I saw a leaflet that seemed to be aimed at women, I think 

I would be thinking immediately there would be stuff in there that wouldn't interest me or be relevant 

to me’. 

Also, in terms of the endorser picture for leaflet two (female endorser/ communal) some perspectives 

were given  by the males: ‘some people might view the female one if you give the female ones out to 

the woman’. Another male participant said, ‘I think generally, that's right. I think the men would, in 

general terms, would prefer the man's leaflet and ladies the lady’s leaflet’. 
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One female participant said ‘I think usually men go for a male role model, and I think that's what he's 

pursuing there’. Therefore, there was a common theme that females felt that leaflet one (male 

endorser/ agentic) would appeal more to males for both the wording and picture.  

In terms of the female picture, some insights were also given from the female participants who chose 

the female endorser picture: ‘Because (females) they can relate to it more, that's all. And this relates, I 

think, because she says she's been a doctor for 15 years, and then she says 30 minutes a day. Oh, he 

says the same, yeah. ‘I've been a doctor for 13 ...,’ yeah. The same. 15. Yeah, I think just because it's a 

woman probably’. Another female participant said ‘I would go with 2 because it is a female looking at 

me. I think, as a female, you would, rightly or wrongly, think that she might understand me more... I 

think more because the whole idea of exercising is not my comfort zone. Now, appreciate that they're 

both doctors, but it's a little bit like, if I was nervous about it, I'm more likely to go and approach her 

than I would be to approach him.’ A third female participant said that a female would be able to relate 

more to another female: ‘You can say that you can do it, but you're a man and I'm a woman and we're 

different’. 

5.7.5 Endorser Homophily Incongruence 

The majority of female participants in this study, in terms of the leaflets, were actually found mostly 

to be   neutral and did not have a preference for the leaflets for both the picture and the actual 

wording: ‘I don't know. Either, I would say. It wouldn't bother me if it was coming from a male or a 

female’. Another participant said ‘I don't actually think I have a preference, to be honest. It doesn't 

particularly bother me whether there's a male or a female giving the information’ A third female 

participant said ‘To be fair, it makes no difference to me, it's the wording that's caught my attention 

rather than who's promoting it’. 

Therefore, overall the majority of males were found to prefer leaflet one (male endorser/agentic) and 

although some females liked leaflet two (female endorser/ communal) most females were found more 

likely to be impartial on their opinions or not have a preference in terms of the agentic or communal 

wording and male or female picture.  
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5.8 Theme Stereotypes 

Some insights and perspectives   were given  by both the male and female participants around their 

views on male and female stereotypes. 

5.8.1 Social Role Traits 

A male participant felt that historically males have acted in more dominant ways: ‘I think it's still a 

man's world but’ it's changing. And it has needed to change. And it's not easy being a man sometimes, 

reading about how men have historically behaved I think there's just male dominance at home, at 

work, in sport, socially’. Another male participant gave his perspective on male and female 

personality types and said that females are more creative and nurturing and males are more destructive 

and aggressive. The reasoning behind this was also suggested by the participant: ‘I've been thinking of 

when I get back to mythology, so, women are generally seen in mythology ... I think the Babylonian 

mythology is being more creative, men are seen as being more destructive. So, you talking thousands 

of years ago. I think it's always ... It's been acknowledged that women being more creative and 

sustaining and seem to nurture life and therefore health, and therefore wellbeing, whereas men are 

seen more as the destructive, stab somebody in a battle kind of ... men are more aggressive. So, I think 

those social implications have been around for millennia. I don't think it's actually changed that 

much. I think, biologically speaking, the way I see things, men tend to be more aggressive and 

destructive. One could argue that comes from the evolutionary protective, hunter-gatherer kind of 

thing, whereas women are naturally more nurturing and protective, if you like. Because that's the 

female ... I think that's very much an evolutionary thing, in any special, not just humans. Dogs, cats, 

you name it. The female, if you like, is the one that has the young, and nurtures it and brings it up, et 

cetera, and so forth. So, I think with regards to stereotypes, I think men are generally more aggressive 

and protective in that way. Women are seen as more nurturing and emotional and image-aware.’ 

However, the same participant gave an impression that these times were changing and counter- 

stereotypical personality traits were move evident nowadays: ‘But I think ... As I say, in recent times, 

that the expectation of men has become more understanding and touchy-feely, and emotional, 
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whereas almost, with women, it's becoming more aggressive and fight back. And it's almost like 

there's a gender ... It's becoming aligned. Perhaps even with the potential of swapping’. 

Another male participant added ‘Women have got personality traits that men do not have. In society 

today, we are trying to blur that difference’. 

There was still found to be a reoccurring theme of certain stereotypes being very evident from a 

female’s perspective. There is still a perspective from the females that in general women are the 

nurturers and that males are the providers although this can cross at times: ‘I think there is still an 

element where we look at men and women in different roles still and I think there is a place for that. 

Because I think that women are naturally the nurturers and the homemakers. Although that doesn't 

mean that the men can't be, but I think, generally, it's something that's been within us. Whereas I think 

that men tend to feel that they are the providers and the protectors. And I think that is characteristic 

in maybe the way that we are raised and we see our role in life. But it doesn't mean that those 

boundaries don't cross and that women can't provide and that men can't be carers. So, yeah the 

boundaries can cross and that women can provide and that men can be carers’. 

Another female participant said ‘All I can say is both have got good and bad points, and overall he's 

the head of the house. I will go to him and say, ‘Look, I would like it this way. Should we do it?’ And 

he'll think about it. If he says, ‘Yes.’ That's a nice thing. We can go together and do it that way’. 

One female participant also added that potentially it might be to do with the difference in generations: 

‘I think it depends on the generation. The older generations, they still have the male characteristics, 

and then females should be doing this, if that makes sense. But I think as the generations have got 

younger, or the younger generations below, they've changed a lot, so different characteristics with 

women ... women have got more rights and things like that’.  

Another female participant added: ‘There's a lot more overlap, because we're so aware of women's 

rights more, and women being equal, and they can do equal’. I don't ... I'm probably the worst person 

to ask, because I am not very gender-specific in a lot of things that I do, so I think people are different 

rather than genders are different’. 
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5.8.2 Childcare / Home Duties 

One male participant said that females were still found to be more nurturing and that the roles are still 

different in terms of childcare and home- based duties: ‘More nurturing I think both men and women 

have roles nurturing a child because they bring different things to the table. I think a man's approach 

is to be the head of the house and provide and I think that leaves the woman, if she's not working and 

looking after child to be that person to care for the child while the father's away. So, the roles are 

different but just as important’. Another male participant gave the impression that females were still 

the ones who did all the housework, childcare duties and that there were certain roles that women 

should not do. He said ‘men have a different lifestyle and women have a different lifestyle so I think 

for women it is more difficult to fit in an exercise because they got housework, they got children and if 

they're working, they have all these responsibilities. So, for women I think it is more difficult to 

discipline them and to go for exercise’. 

One female participant said that because of the childcare and home- based duties males are able to 

allocate time for exercise  more easily than women: ‘I think time is probably more of a problem with 

some women, maybe, if they're balancing family as well and housework and work and stuff. Maybe 

men feel sometimes they can allocate some spare time quicker. I'm not really sure’. 

Another female participant added ‘I think it's changing, but I do think that there is still that 

stereotypical side of it. This might just be my experiences in my relationship, but it's almost like it's 

alright for men to get into a five -a- side football club or something like that or go play golf on the 

weekend. So it's like they have their time away but I feel a bit like for women, it's more difficult to get 

that time away. I think women feel guilty for doing things for themselves a lot more than what a man 

does. I think that men are inherently more selfish than what a woman is because I feel like women feel 

like they need to be ‘wife’, ‘mother’ and everything else comes before them so they would put the 

exercise to the back to do everything else’. 

Another female participant added ‘So it's the pressures of life, slightly different for both of us. I think 

men and women in general, the women, more often than not, have a child to go and sort out in many 
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women's cases, I'm not saying that's the norm but in my experience with friends in that, it's us ladies 

that are still doing the childcare at home, plus the men are working the longer hours….. I think it's 

their job options just available out there. I think men have more of an opportunity to still earn a 

higher salary than the women do. Women are still fighting to have the same opportunities that the 

men have got to… I think it's the expectation of the society still and as much as us ladies think that we 

can go and do the work and the child, actually if we don't put the things in place for childcare, the 

men don't necessarily think about what the child needs, once at work they're at work, whereas the 

women at work they have to think of the child as well, so I think there's that shutdown that the men 

don't think about children once they're in the working environment. So it's just the way people are 

thinking’. 

5.8.3 Job Roles 

One of the males still felt that females have very definite roles in society in terms of what are 

acceptable jobs for females to undertake. There is still a conception that females should not take up 

physically demanding jobs and there are certain roles that females would be better at:  

‘Women should be restricted from taking up male jobs and men should not be taking them away, I 

think that's wrong. Women have got a definite role and men have got a definite role. One instance I 

think, sending women into the front line in the Forces Army, I don't think is the right place for them to 

be, but women to be as First Line Doctors, and nurses would be very therapeutic for the patient 

because they understand people better. So they have an advantage of being a balanced side. There 

are certain roles where women are very good. I think women make very good administrators. Because 

they can understand human nature better than, it may be because they have brought up children from 

a small age, they can understand the whole process of growing from birth to adulthood, they are 

actually good. So I think in business, as administrators, as in all high levels of business and even in 

the aspects of administration, women are right. But, when it comes to physical work, I do not agree. 

Men have got a special role and women have got a special role. But you know, when you blur those 

two, and then I see women driving this 20 -tonne lorries and I think, why should they be doing that, 
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it’s just to say that we can do the same thing, nobody said that you can't do it, but that is not the right 

job for you to do, you've got other abilities that men do not have. So that's how I feel’. 

One of the female participants felt that defined job roles was still relevant only in the older 

generations: ‘So I think the role of women has completely changed, so that you can be doing ... a 

woman can do a man's job and man can do a woman's job. It's no different now. But I think the older 

generation don't think that, and they still believe actually that's a man's job, that's a woman's job’. 

There  was a small  number of females who were stereotype neutral in their opinions around job roles: 

‘Because you know we have male nurses and lady doctors so it's not . . . I don't think we live in such a 

stereotype society. Maybe if you'd said that twenty or thirty years ago but I think in this day and age 

where anybody can do any job’. You know I think people . . . I'd like to think that people are a bit 

more open- minded today. And it personally wouldn't make any difference to me if I saw a male or a 

female doctor, nurse, whatever, as long as they could, in fact, do the job. Another participant said ‘It's 

much more of a shift in the sharing of those roles, I think now, which I think is great. It shows that 

people are moving on and it shows that people are able to multi-task and they can do . . . it doesn't 

matter; you're not stereotyped so much now’. 

The research showed that there were common themes from both males and females: that there are still 

stereotypes evident. The males were far more confident of the role of male being dominant and 

aggressive and that women had defined roles as carers and nurturers. The females were more focused 

on elements of childcare. Although more females were more likely to mention the fact that they were 

much more gender neutral in many ways in terms of job roles, women’s rights and equality.  

 

5.9 Summary 

This chapter gave further insights through the thematic analysis as several themes were identified 

throughout the analysis giving perceptions on the advertisements. The themes identified from the 

analysis include exercise habits, barriers to exercise, communications, perspectives on leaflets, 
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audience message congruity and stereotypes. The next chapter discusses the research findings and 

interpretation of results relative to the original research aim and objectives.  
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Chapter 6 Discussion 

6.1 Introduction 

This chapter discusses the summary of main findings in relation to the previous literature. Firstly, the 

chapter gives a brief overview of the main findings (section 6.2). Section 6.3 presents the discussion 

of all of the results.            

6.2 Summary of Main Findings 

The aim of this mixed methods study was to test the impact of communal and agentic wording mixed 

with gender of endorsers on female and male participants in the use of health promotion 

advertisements and to gain further insights into the findings. Communal and agentic traits through 

stereotypes have received considerable research attention in a multitude of contexts and methods. 

Although there is evidence of empirical support to suggest that agentic and communal language can 

have an impact on male and female audiences, this had not been examined so far within the context of 

health promotion and social marketing, coupled with overall gendered content. The quantitative 

results revealed that for male participants, agentic wording was found to provoke more positive 

attitude to advert and higher willingness to change behaviour. The qualitative follow- up gave insights 

that the advertisements with agentic wording were also favoured more by male participants due to 

reasons such as preference of direct and factual language with a ‘stronger message’, which in this 

instance successfully triangulated the quantitative results. Males were also more likely to have higher 

willingness to change behaviour if the endorser was a male, which showed a significant result. When 

the gendered content was combined with male endorser and agentic language for the male participants 

the results were significant for both AAD and BI, which has not been considered yet in the existing 

literature. On the other hand, communal wording with a female audience did not give a significant 

result for both AAD and BI. This was the same when communal wording with a female endorser were 

combined for both AAD and BI. In the qualitative follow up the findings showed that most females 

would accept all the advertisements regardless of endorser gender and whether the adverts were 

communal or agentic. However, an interesting finding showed that agentic language coupled with a 

male endorser provoked the least willingness to change behaviour and the least positive attitude to  
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advert for females, which is in line with previous results in a job advertisement context (Gaucher et 

al., 2011) with an added extra finding of endorser. In addition, although not significant, the highest 

result showed that when coupled with a female endorser communal language was preferred for AAD 

for a female audience in this study and highest BI with a male endorser.  

To provide an integrated overview of the main quantitative and qualitative results    display table 6.1 

was created (adapted from Creswell, 2016).  

Table 6.1: Integrated  Display of Results. Adapted from Creswell (2016)  

Quantitative 

Results  

Qualitative Results Qualitative Example Excerpts   

There were no 

gender differences 

for communal 

wording on AAD 

and BI. 

The majority of males and females 

were not bothered about choosing 

communal- worded advertisements. 

A possible explanation is   that social 

role theory suggests that males are 

still more agentic in society. 

Therefore, they are more likely 

respond to agentic language over 

communal. 

On the other hand, females did not 

respond to communal language. This 

is possibly to do with social role 

theory that females are becoming less 

communal in society and in turn are 

less likely to respond to communal- 

worded advertisements.  

Female 

“I don’t know either I would say. It 

wouldn’t bother me”. 

“I don’t actually think I have a 

preference”. 

Male 

“This is interesting, I think this only 

applies to women I think. This helps 

you maintain your ideal weight, and 

will give you a flatterable physique. 

I think that should attract women to 

go for this” 

In the agentic 

condition males 

indicated more 

positive AAD and 

BI compared to 

females.  

The majority of males responded 

positively to agentic worded 

advertisements. A possible 

explanation is   that social role theory 

suggests that males are still more 

agentic in society and will therefore 

respond more positively to agentic 

language. On the other hand, females 

did not respond to agentic language, 

suggesting that another theory may 

be more suitable in this context.  

Female 

“I don’t know. Either I would say”  

“I don’t think I actually have a 

preference to be honest” 

Male  

“For example, making the decision, 

making the choice. But I felt ... I've 

got a stronger message or vibe about 

this one”  

“…that's kind of from a gender point 

of view”  

“It's a bit more direct, I suppose, in 

terms of the sort of work that I do. 
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I'm happy for more direct type of 

information” 

There were no 

gender differences 

for female endorser 

gender on AAD 

and BI. 

The majority of males and females 

did not choose a female endorser. 

This confirms    homophily theory, 

which suggests that males may be 

more likely to accept advertisements 

from male endorsers.  

On the other hand, females did not 

respond to a female endorser, 

refuting homophily theory in this 

context and another theory may be 

more suitable in this context. 

Female  

“It doesn’t particularly bother me if 

it comes from a male or a female” 

“It’s the wording that’s caught my 

attention rather than who’s 

promoting it” 

Male 

‘This one (the female) seems more 

like a nurse. This one looks like a 

practising GP (male)  

In the male 

endorser condition 

males indicated 

higher BI compared 

to females.  

The majority of males chose a male 

endorser confirming    homophily 

theory, which suggests that males 

would be more likely to accept 

advertisements from other males.  

On the other hand, females did not 

respond to a male endorser, partially 

confirming    homophily theory that 

females are less likely to respond to 

communications delivered by males.  

Female  

“It wouldn’t bother me if it was 

coming from a male or a female. 

“It doesn’t particularly bother me if 

it’s a male or female giving the 

information” 

Male 

“…one speaks to women and the 

other one speaks to men…it’s 

somebody from my own gender who 

is recommending it. But I personally 

feel you need two leaflets one for 

women and one for men” 

“I could actually see blokes with a 

bloke on there would prefer” 

“This one (the female) seems more 

like a nurse. This one looks like a 

practising GP (male)” 

“That one looks like a practising 

GP, he looks more striking” 

“I feel like the image… I don’t know 

why, again I think the image is 

stronger, the pose. I don’t know 

why” 

 

These findings are discussed in more detail in section 6.3. Each section is presented firstly with the 

quantitative data and then the qualitative data that relates to those hypotheses. A set of findings from 

the quantitative method is discussed in depth relating to a topic. Secondly, the findings from the 
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qualitative method  are then  discussed in relation to how those data assist in elaborating the results 

further (James and Slater, 2014). The qualitative data help to provide more depth and insight into the 

quantitative results for each hypothesis. However, this was presented as separate sections as instructed 

for explanatory design by Creswell and Creswell (2017); the qualitative results should be presented 

after the quantitative to help explain and discuss the results further. Both the significant and 

insignificant results are discussed in detail in the next section. 

6.3 Discussion 

Concerning answering the question on the impact of gendered content in printed health 

advertisements on attitudes and behavioural intentions, the following hypotheses are discussed 

further.  

6.3.1 Male Participant Discussion 

H2a Agentic wording will provoke more positive attitude to advert among males compared to females 

H2b Agentic wording will provoke greater willingness to change behaviour among males compared 

to females 

As presented in sections 4.9.2 and 4.11.2, this research provided empirical evidence that male 

participants and agentic wording provoked significant results for male participants compared to 

females on attitude to advert. Therefore, these empirical findings suggest that male participants in this 

sample are more likely to have higher positive attitudes towards agentic language in the physical 

activity advertisements. Secondly, on the measure of behavioural intentions, male participants and 

agentic wording condition also showed significant results. Therefore, these findings showed males 

have higher willingness to change their behaviour when the wording in the printed health 

advertisements was written with agentic wording compared to females. These results are consistent 

with previous empirical research in a different context wherein male participants found job 

advertisements more appealing when written with agentic language compared to when they were 

written in communal language (Gaucher et al., 2011, Hentschel et al., 2014). To expand the 

confirmation and understanding of these findings further Askehave and Zethsen (2014) analysed 
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Danish top executive job advertisements to explore the use of gendered wording and observed 

individuals’ responses to the examined job advertisements. These results also confirmed that the job 

advertisements using agentic wording that were analysed were mostly assigned by respondents as 

indicating stereotypical male characteristics for the potential applicants for those advertised jobs  . 

This supports congruence between male participants and agentic wording and endorses the results of 

hypotheses 2a and 2b. To elaborate on this concept further presentations that portrayed corporate 

social responsible messaging found that male participants were also more accepting and less sceptical 

of messages delivered with agentic traits (Newman and Trump, 2019), meaning that this study mirrors 

previous findings in a different field and context, and agentic language may therefore be the best 

message format for males. Conversely, however, previous findings in an advertising context 

promoting financial versus baby products reported that that males and females responded better to 

communal -focused advertisements and that there was found to be a ‘communion- over- agency’ 

effect. This was found to be due to the mediating factor of likeability associated with communal traits 

regardless of gender (Infanger and Sczesny, 2015). However, this was not evident in this study for 

males, and agentic language is more effective in a physical activity context. 

To delve further the literature has also suggested specifically in the physical activity context these 

significant findings may be to do with the agentic language having a competitive edge and that in this 

context males respond more positively to this style of advertisement (Graham and Graham, 2008) and 

that males are more achievement focused (Pradhan et al., 2017). This is also potentially because the 

agentic language reflects the focus on the self, based on underlying agentic traits (Eagly et al., 2019) 

and this has been found to be more appealing to a male audience which was successfully reflected in 

this study (Chang and Lee, 2011).  

The phase one findings also echo previous literature that suggests that agentic characteristics are more 

likely to remain fixed and unchanging both now and in the future for males (Twenge, 1997, Eagly and 

Diekman, 2003, Gustafsson Sendén et al., 2019) and therefore, possibly this was the reason for higher 

results in behavioural intentions and attitude to advert for males. One reason from the literature is that 

in society males have not increased their careers in female- dominated roles, potentially because of 
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the pay and status associated with roles such as domestic and administrative roles, and this may have 

an impact on established and unchangeable agentic traits (Wood and Eagly, 2012). In addition, other 

research has shown that males’ emotions are more positive when they thought of times when they had 

acted in a more agentic way compared to communal (Wood et al., 1997), which would in theory make 

them more inclined to act more agentically and therefore could give an underlying reason to choose 

agentic- focused advertisements. They also reported more positive feelings and higher self- esteem 

when they acted more agentically in everyday life (Witt and Wood, 2010), giving a further underlying 

perspective for advertisement choice. The previous literature therefore gives insights and explanations 

for the supported hypotheses 2a and 2b on the uptake of agentic wording in the context of agentic 

language in physical activity adverts. 

Furthermore, the phase two qualitative study contributed insights in the thematic analysis and assisted 

in explaining the quantitative results and successfully triangulated the quantitative findings in terms of 

male participants and agentic language, showing that the majority of the males sampled preferred the 

adverts with the agentic language. The insights from the participants provided explanations for their 

choice which were that the agentic advertisement in the phase one study contained a stronger message 

and was found to be more direct in the language; for example, one male participant suggested that the 

advertisements were presented ‘from a masculine point of view’. Another participant said ‘I've got a 

stronger message or vibe about this one’. A third participant said ‘It's a bit more direct, I suppose, in 

terms of the sort of work that I do. I'm happy for more direct type of information’ and the advert was 

overall found to be more acceptable to a male audience and therefore harmonised with social role 

expectations. Therefore, this validates  study one and significant hypotheses 2a and 2b with males 

showing greater willingness to change behaviour and more positive attitudes in the agentic wording 

condition, giving potential reasons and insights for the male participants’ choices.  

To further elaborate on the explanations for the supported hypotheses 2a and 2b with regard to the 

qualitative insights around agentic behaviour and social roles the qualitative analysis under the theme 

stereotypes was also explored. Most males in the phase two study  were of the view  that they had 

historically acted dominantly and aggressively, and were more destructive than females, which is in 



171 

 

line with social role theory and agentic traits (Eagly et al., 2019) . Males also stipulated that overall 

they felt that females were more nurturing, creative and emotional, which is in line with communal 

traits (Pietraszkiewicz et al., 2019). They also indicated that females were mostly still the ones to 

undertake  childcare and it emerged that some of the male participants felt that there were still specific 

job roles that females were not ‘supposed’ to do and that they would be better at other roles. 

Therefore, through understanding male perspectives on stereotypes and drawing on social role theory 

this has given further explanation for the supported significant hypotheses 2a and 2b to a potential 

theory-based motivation for uptake of agentic wording for males. This gives some potential reasoning 

behind the choices of agentic language for males and gives some insights with regard to the supported 

hypotheses. Consciously or subconsciously according to the findings from both the quantitative and 

qualitative studies and previous research, the wording is more congruent and in line with existing 

stereotypes and social roles, potentially because of this line of reasoning and insights.  

To further address the research question with regard to gendered content of physical activity leaflets 

on attitude to advert and behavioural intentions the hypotheses were:  

H4a A male endorser will provoke more positive attitude to advert among males compared to females 

H4b A male endorser will provoke higher willingness to change behaviour among males compared to 

females 

As shown in section 4.9.3, results for hypothesis 4a there was an insignificant result whereby males in 

the male endorser condition did not show a positive or significant result for attitude to advert. This 

was surprising and unexplainable considering the result of hypothesis 4b (section 4.11.3), which 

indicated that males showed higher willingness to change behaviour over females when the endorser 

was male. This is particularly unexpected as holding similar attitudes and traits to an endorser or 

spokesperson has been shown in previous literature to increase acceptance of a persuasive message 

(Eagly and Chaiken, 1993, Pradhan et al., 2017) and congruent messages have been shown to be 

preferred over incongruent (Kim and Kim, 2020). This research may therefore indicate that males are 

more inclined to be willing to change behaviour when there is a male endorser present and on the 
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other hand, males may like or hold more positive attitude to advert when the endorser is female. The 

males may find the female picture more aesthetically pleasing which was not included as a measure in 

the main study and thus promoting increased positive attitudes to the female endorser. To elaborate on 

this finding further previous research in obesity communications showed that males preferred posts by 

a healthy female over and above all other conditions because the female was more attractive. This 

gives an alternative underlying perspective on endorser choice (Almutairi et al., 2018). However, the 

results from hypothesis 4b are consistent with the findings from some of the previous research on 

homophily theory whereby males are more likely to adopt a health- related behaviour if there is 

congruence in terms of gender. Centola (2011) found that homophily including gender in social 

networks significantly increased the adoption of health behaviours and is consistent with this study. 

Furthermore, research on anti-smoking campaigns showed that adverts were more impactful if the 

participant had similar traits to the promotional characters (Kim et al., 2016). Conversely, on the other 

hand it has been shown that audience character similarities in health -related communications do not 

change the behaviour of males and is only effective for females (Hayashi et al., 2018). To develop this 

concept further research on obesity advertisements found that congruence between the spokesperson 

and audience may not always be the best strategy for behaviour change (El Hazzouri and Hamilton, 

2019). However, the results from this study give a confirmatory finding in this context to the 

hypothesis 4b that with regard to behavioural changes and specifically in a physical activity campaign 

that a male endorser may be beneficial for a male participant irrespective of agentic language.  

To elaborate further on the explanations for the supported hypotheses 4a and 4b with regard to the 

qualitative insights on homophily theory, the male participants in the interview also gave their 

feelings and insights around their choice of endorser and it was found that most of the male 

participants interviewed did prefer the male endorser on the physical activity adverts. Some insights 

and reasons were that they felt the male endorser looked stronger, looked more like a GP and more 

authoritative than the female endorser did. For example, one participant said ‘…one speaks to women 

and the other one speaks to men…it’s somebody from my own gender who is recommending it. But I 

personally feel you need two leaflets one for women and one for men…’ A second male participant 



173 

 

said ‘I could actually see blokes with a bloke on there would prefer’. A third male participant said 

‘This one (the female) seems more like a nurse. This one looks like a practising GP (male)’. 

Therefore, in line with the significant hypothesis 4b this implied that they were more likely to accept 

the male endorser advert overall. Some males also stated that if the picture showed a female they 

would ‘switch off’ as the advert may be thought to be discussing feminine issues such as motherhood.   

This validates what was found in study one, confirming hypothesis 4b by giving insights and 

perceptions in this study on the reasons males choose male endorsers for behaviour change initiatives 

and confirming homophily theory according to male participants and gender preference.  

Nevertheless, it must not be disregarded that males showed less positive attitude to advert when it was 

a male endorser, instigating the need for further future research in this area. Potentially, as discussed, 

AAD does not always show the same result for BI; therefore the qualitative study validated and 

explored the findings further. One reason, as previously discussed, may be to do with the attraction 

towards the female participant as one participant suggested ‘I think it's... (males) they're either looking 

at it one of two ways. I think the ... Would be my understanding, that they'd be looking at it from the 

attractiveness point of view, or the authoritative point of view’ and consequently had negative impact 

on male endorser on attitude towards the advert in the quantitative results. Hence, for males it may be 

that a male endorser is the best choice to influence behaviour and an attractive female endorser may 

influence positive attitudes further.  

With regard to further answering the research question on gendered content of physical activity 

campaigns according to male participants, the following hypotheses were addressed: 

   H6a A male endorser and agentic gendered wording features will provoke more positive attitude to 

advert among males compared to females 

H6b A male endorser and agentic gendered wording features will provoke higher willingness to 

change behaviour among males compared to females 

The results from the quantitative analysis also showed that when the participant was male, the 

wording was agentic and the endorser was male the results were significant on the measure of attitude 
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to advert and behavioural intentions for males compared to females. This result was interesting as it 

gives novel contribution due to the testing of social role theory and homophily theory as a framework 

in this context.  This gives an exciting finding for future research in targeted male- focused health 

campaigns. Aside from the significant results, the mean scores also showed that males in the agentic 

wording condition with a male endorser provoked more positive attitude to advert compared to 

females. The least positive attitude to advert for males were in the communal wording condition with 

a male endorser. This provides an interesting result with regard to attitude to advert as it proposes that 

the agentic language conceivably holds more importance than the gender of the endorser with regard 

to males. In addition, this may highlight that if there is incongruence and misalignment between 

gendered wording and endorser gender the advert may not be as acceptable to a male participant.  

In line with previous empirical research in health promotion for males these results confirm the belief 

that the style of the message content, as well as similarity between the audience and the message 

content, is optimum for influencing persuasion (McKay-Nesbitt et al., 2013). Traditional and 

congruent gender role portrayals have been found to promote positive attitudes specifically for males 

giving some further connection and insight to the results of this study (Eisend et al., 2014, Eisend, 

2019, Whipple and Courtney, 1985). Moreover, this suggests, as shown previously, that for males 

congruent messages that are also congruent with the characteristics of the target consumer should lead 

to even higher effectiveness (Kuo and Rice, 2015). Males may consequently prefer a gendered 

combination of portrayals that are related to their social and cognitive schemata (Ko et al., 2015), 

which includes the combination of agentic language and male endorsers. 

This study provides a noteworthy finding that the agentic wording can be seen as having a stronger 

influence on the attitude to advert over and above the endorser. In previous studies, this amalgamation 

was found to be the opposite for females whereby agentic wording had a negative impact on women if 

a male endorsed the message. However, if the endorser was female, then women assessed communal 

and agentic worded advertisements equally (Hentschel et al., 2014). Prior to this study, this 

combination had not been investigated in a physical activity context or with a male audience on 

attitudes and behavioural intentions until this study.  
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Although not a significant result it is worth noting another interesting finding showed that for males in 

the communal wording condition with a male endorser the greatest willingness to change behaviour 

was observed. This actually showed that for behavioural intentions communal adverts with a male 

endorser may therefore still make some kind of impact. For behavioural intentions according to these 

findings there may be a slight ‘communion –over- agency effect’ as has been previously discussed in 

the literature (Infanger and Sczesny, 2015). However, although worth mentioning this was a gender-

neutral result and the significant result was shown with a male endorser and agentic language for 

behavioural intentions which is most likely to be the recommendation for health practitioners and 

policy makers in terms of targeted communications. Nevertheless, this gives some interesting findings 

for future research in health promotion research.  

Furthermore, to elaborate further on the results of hypotheses 6a and 6b from the qualitative data, 

males also gave insights into their preference for both male endorsers and agentic wording as a whole. 

In addition, interestingly, on interviewing some of the female participants, they were also more 

inclined to suggest that males would prefer the agentic language and male endorsers separately and in 

combination. For example, one female said ‘Maybe that one (male endorser and agentic language) I 

would've encouraged my husband more with that one because it the wording would appeal to him… I 

think usually men go for a male role model, and I think that's what he's pursuing there’. This was due 

to the perspective and opinions that males would prefer a male role model and that the wording would 

sound more appealing to the males even if the females themselves did not identify as strongly with the 

female endorser and communal language. Moreover, this gives further explanation as to why males 

are more inclined to choose agentic style wording and male endorser; a significant result was found 

and hypotheses 6a and 6b were confirmed. Therefore, this result triangulated the hypotheses findings 

that the agentic wording with male endorser would be a stronger choice. This would consequently be 

the recommendation to practitioners and policy makers over the insignificant results for future health 

communications. 
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6.3.2 Female Participant Discussion 

H1a Communal wording will provoke more positive attitude to advert among females compared to 

males 

H1b Communal wording will provoke greater willingness to change behaviour among females to 

males 

There were no significant results in the female participant and communal language condition for 

females compared to males on both AAD and BI and therefore hypotheses 1a and 1b were rejected. 

This is inconsistent with previous literature that has found that through experimental designs looking 

at job advertisements females reacted more positively to communal- worded advertisements in 

comparison to agentic worded advertisements (without an endorser) (Hentschel et al., 2014, Gaucher 

et al., 2011). Other research also showed that communal words are supposedly accepted, processed 

and categorized faster than agentic words (Abele and Bruckmüller, 2011) and that communal wording 

was found to have a greater effect on women than it does on men. Previously, specific words have 

been examined to describe female lecturers and the wording used was found to be congruent and in 

line with expected female gender stereotypes (Boring, 2017). Females were also found to be more 

likely to use narrated communal themes when describing themselves in their own accounts of 

previous life experiences (Boytos et al., 2019) and were less sceptical of  corporate social 

responsiblity messages if they were presented with underlying communal traits (Newman and Trump, 

2019).  In an advertising context females have also been found to be more likely to respond to 

communication advertisements that are in line with their gender role expectations (Putrevu, 2004, 

Eisend et al., 2019). However, surprisingly, this is not evident in the findings of this study and 

communal language was not found to be significant or appealing enough to a female audience over 

males. The result in this study may be explained through previous research conducted by Meyers-

Levy and Maheswaran (1991) that indicated that only agentic advertisements would be effective for 

male participants and that females would respond to both communal and agentic appeals mainly to do 

with the theory of social role characteristics of concern and acceptance of others and themselves. This 

would mean that females accepted both of the adverts due to their underlying communal social roles, 
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giving a potential explanation to the result.  Although not significant, interestingly, communal 

language did give higher mean for AAD and BI when considered in a three-way ANOVA with 

endorser present. This is considered further when discussing the results of hypotheses 5a and 5b.  

To further address hypotheses 1a and 1b the qualitative study explored the insights and female 

perspectives under the subtheme message audience incongruity (section 5.7.3). Many of the females 

in the sample did not choose communal language over agentic language in the adverts, and some 

females stated that they would be happy to receive both or either advert regardless of differences in 

the language. For example, one participant said ‘I don’t know either I would say. It wouldn’t bother 

me’ and another participant said ‘I don’t actually think I have a preference’. Nevertheless, it should be 

noted that a small  number of the females preferred the communal language, and taking into 

consideration the AAD and BI mean scores, it may be still a viable channel for health 

communications. The females who did choose the communal leaflets gave the reason that they had a 

gentler way of talking. The female was talking from her perspective. It was more personal, less 

clinical, as if someone cares and feels as if they are having a chat with the participant. For example, 

one female participant said ‘I think just as I said, it's a gentler way of putting things and not as ... It's 

just a gentler voice whereas with the man, it feels just a bit more pushy’.  Another female participant 

said ‘it's less clinical, it feels more personal. It feels more like, it's not like you should do this, it's a bit 

like, ‘actually, you know, I've done it and it's been helpful’ and it just feels a bit less clinical’.  This 

provides insights beyond the quantitative results in terms of the high mean scores for AAD and BI and 

suggests that communal language could still work in some regard for female participants over agentic 

language. 

In relation to the research question on the impact of the endorser’s gender (homophily theory) on 

obesity reduction material amongst the female public, the hypotheses were:  

H3a A female endorser will provoke more positive attitude to advert amongst females compared to 

males 
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H3b A female endorser will provoke higher willingness to change behaviour amongst females 

compared to males 

There were no significant results found for female participants and female endorser condition on 

AAD or BI, thus rejecting hypotheses 3a and 3b. Research on homophily theory has found that 

females may actually prefer the presence of a male spokesperson (Prendergast et al., 2014) although 

this was not evident through significance in this study.   This potentially gives another perspective as 

to why the results were not significant in this area and females are more likely to choose either a male 

or female in this context. Previous theoretical research has shown that homophily or similarity breeds 

connection between the sexes (McPherson et al., 2001). More recently, to validate this concept studies 

have shown in health communications audience character similarities make more of an impact when 

both the endorser and recipient are female (Hayashi et al., 2018). To develop understanding of this 

finding further an investigation presenting obesity stories coupled with gendered Twitter posts 

showed that female participants had higher behavioural intentions for communications showing a 

healthy female over all male conditions (Almutairi et al., 2018), which again is in line with the 

assumptions of homophily theory. However, as highlighted, hypotheses 3a and 3b were not found 

significant in this study, giving a surprising result overall. A previous finding by Keller and Lehmann 

(2008), who researched within a variety of health promotions including physical activity, found that 

the studies with both male and female endorsers in advertisements had a significant effect on the 

audience. Based on the quantitative and qualitative findings of this study it may be an option for 

females to have both genders of endorsers in future research.  

To further elaborate on hypotheses 3a and 3b based on the phase two qualitative findings, many of the 

females stated that they did not mind if there was a male or a female endorser on the leaflets. The 

explanations given were that they did not have a preference as they see the person and not the gender 

and the overall information given in the advert was most the important factor. One female said ‘It 

wouldn't bother me if it was coming from a male or a female’ and another female participant said ‘It’s 

the wording that’s caught my attention rather than who’s promoting it’. However, it is worth 

highlighting that some of the females felt that a female endorser would understand them better and 
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that men and women are different, so the female would be more likely to relate to a female. For 

example, one female said ‘I think, as a female, you would, rightly or wrongly, think that she might 

understand me more…’. Hence, this study gives a noteworthy finding that potentially females may be 

happy to consider both male endorsers as well as female endorsers for physical activity 

communications when considered alone without gendered wording, challenging the traditional 

assumptions of homophily theory.  

H5a A female endorser and communal gendered wording features will provoke more positive attitude 

to advert among females compared to males 

H5b A female endorser and communal gendered wording features will provoke higher willingness to 

change behaviour among females compared to males 

There were no significant results when there was a combination of female participant, female endorser 

and communal language on AAD and BI. The hypotheses were not significant and were therefore 

rejected. To examine these findings further previous discoveries have shown that females were found 

to favour incongruent portrayals and messages over congruent ones in terms of their measured 

attitudes (Eisend et al., 2014, Eisend, 2019, Whipple and Courtney, 1985). It may also be the case for 

females that incongruence can lead to more positive outcomes because they have an element of 

surprise and can produce more cheerful feelings (Chu et al., 2016). Conversely, when considering the 

mean score results closely aside from the significant results, it was found that the most positive 

attitude to advert is in the communal condition with female endorser and the least positive attitude to 

advert is in the agentic condition with male endorsers for females. Therefore, although the results 

were not significant the highest results showed that females with regard to AAD do actually prefer 

communal language with the female endorser. When it comes to attitudes in this context this may 

mean that females do still prefer representations and portrayals that are in line with their cognitive and 

social schemata (Ko et al., 2015). Thus giving an interesting and noteworthy finding that it may still 

be beneficial to use communal language with a female endorser in health promotion advertisements, 

as the mean score was actually found to be very high. This result may therefore be explained by 

previous research when the agentic and communal language was compared and the character in the 
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advertisement was female, females evaluated communal advertisements more positively (Hentschel et 

al., 2014).  

On the other hand, however, with regard to behavioural intentions for females, the greatest 

willingness to change behaviour was in the communal condition but with male endorser and the 

lowest was in the agentic condition with male endorser. This may mean when willingness to change 

behaviour is considered a male endorser with communal language may make more of an impact for a 

female audience compared to the communal language with female endorser that provokes highest 

attitude to advert. Thus also suggesting that communal language is more effective for both a female 

audience’s AAD and BI with inconsistent results in terms of the gender of endorser. Therefore, when 

the insignificant results are considered, this research shows a slight ‘communion- over- agency’ effect 

for females as discussed in the literature that there is empirical and theoretical support for communal- 

focused messaging (Abele and Wojciszke, 2014, Infanger and Sczesny, 2015). This is reported when 

alongside gendered language in this context but only for females and this is not a strong enough result 

to show significance over males.  However, the result of the endorser is still confusing in that it is 

inconsistent between AAD and BI as one has a higher result for male endorsers and the other for 

female endorsers. Although, as discussed before, this may be more impactful if both a male and a 

female endorser were placed on the adverts due to previous research suggesting females accept both 

male and female endorsers (Keller and Lehmann, 2008).  

Referring to the least willingness to change behaviour and least positive AAD the results were both 

consistent in the mean scores (sections 4.8 and 4.10). These interesting findings mirror the previous 

research in a job advertisement context that agentic language for females was found to be the least 

effective method to attract females and can actually deflect females from specific job roles (Gaucher 

et al., 2011). This was also evident in the job advertising context when a male endorser was delivering 

the content (Hentschel et al., 2014). Care (2016) also reported that agentic language could be so 

impactful that it gives ‘a significant detriment to the women’s progression even without a sexist 

intent’. Consequently, for this study although the results are not focusing on job positions it seems to 

be that agentic worded physical activity leaflets were not attractive to females for both AAD and BI. 
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Furthermore, the interesting findings in this study also shows that agentic language coupled with a 

male endorser gives a result whereby both AAD and BI would be least effective on a female audience 

in this study. Consequently, it may be beneficial to undertake another study on communal language 

coupled with both male and female endorsers focusing on females to investigate this result further as 

it still must be noted that the results were not significant. According to the quantitative results, 

advertisers may still benefit from using communal language with a male and/or female endorser for 

females and it is very evident through this study and previous studies (Hentschel et al., 2014)   agentic 

language with a male endorser for female participants should be avoided.  

The literature suggests that stereotyping is thought to have decreased over  recent years in countries 

that have higher masculinity and agentic levels (Eisend, 2010, Eisend et al., 2019). In addition, gender 

similarities are more likely to be prevalent in countries where there is a higher gender equivalence 

(Hyde, 2014). Therefore, this may give some insights and explanations for the insignificant results in 

the acceptance of advertisements.  According to the previous validated research, the perspective of 

females is changing to become overall more agentic in personality traits. Research showed that from 

50 years previously to 50 years in the future over this time, the women and men were perceived more 

likely to have masculine and agentic traits. However, on the other hand, for males the likelihood of 

merging feminine traits between the sexes was not a perspective thought likely to occur. In other 

words, individuals believe that women have become more similar to men in terms of agentic 

personality traits and masculine cognition in the last 50 years and this will be projected forward to 

continue for the next 50 years (Diekman and Eagly, 2000, Bosak et al., 2018).  This gives potential 

explanation to the insignificant result that females are less likely to uptake communal advertisements. 

In addition, more recent research in a marketing context had actually shown that females prefer 

masculine brands over feminine ones, further challenging potential changes to congruent gender 

perspectives (Neale et al., 2016).  

Moreover, perceptions of agentic females have also been found to be viewed more negatively than 

males with high levels of agency, deterring females from presenting agentic traits (Rudman et al., 

2012a, Hoover et al., 2019). To elaborate on this finding further studies have suggested that a lack of 
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congruence between a female leader’s gender, demeanour and use of masculine type words might 

result in discrimination and being judged more harshly than males for not conforming to expected 

female behaviour (Eagly and Karau, 1991, Eagly et al., 1992, Koenig et al., 2011).  This potentially 

gives the strong negative mean score result in the uptake of agentic advertisements. Nevertheless, it 

has been found that counter- stereotypical traits in females are more acceptable than counter- 

stereotypical traits in men (Diekman and Goodfriend, 2006, Prentice and Carranza, 2002) and that in 

advertising counter-stereotypical role depictions are more favoured by women than men (Eisend et al., 

2014, Eisend, 2019, Whipple and Courtney, 1985). Participants have also been more likely to attribute 

agentic traits to females than they were to attribute communal traits to men (Diekman and Eagly, 

2000), giving some contradictory insight to the quantitative results.  This gives potential explanations 

as to why there were no significant results in terms of congruence for females. 

At present, females are still more likely to work in communally demanding positions such as nursing 

(Cowie, 2018), giving insight into the results whereby communal advertisements still had higher 

scores and agentic scores are still low.  Although females are starting to work in more professional 

roles, which assert more agentic style traits (Meyers-Levy and Loken, 2015), there is still no 

inevitability going forward that professional females will now automatically gain entry to the higher 

level leadership roles that require more agentic style traits. Findings from the research showed that the 

adaptations of females’ traits from communal to agentic were most likely to be influenced by the 

division of labour, meaning as the roles continue to merge females will gain more agentic traits, and 

therefore agentic traits will become similar between the two sexes (Diekman and Eagly, 2000, Wood 

and Eagly, 2012, Bosak et al., 2018). To elaborate on this point further it was found that women’s 

personality traits actually adapted over time to become more agentic if they were in more agentically 

demanding roles (Diekman and Goodfriend, 2006).  This offers some insights as to why females in 

this study accept either communal or agentic adverts in the results and the results were not significant. 

Although delving deeper, there was very much an avoidance of the choice of agentic language with a 

male endorser, possibly meaning that females are still not as agentically focused as projected. 

Moreover, further examinations in the field have shown that females still hold communal traits as 
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even the higher level occupational roles are not as agentically focused as first thought (Eagly et al., 

2019), possibly giving some insight into the underlying explanations for the results. 

To further elaborate on rejected hypotheses 5a and 5b in light of these findings, it is worth considering 

why the results were not significant;  the phase two qualitative results shed some light on this under 

the theme ‘message audience congruity’. The findings gave a mixed result that females were more 

likely to be impartial in terms of the advertisements and accept adverts  with both agentic/communal 

wording and both male/female endorsers; for example, one female participant said ‘I don’t know. 

Either I would say…I don’t think I actually have a preference to be honest’.  Interestingly however, 

there was still a minority of females who preferred the communal advert . A few of the female 

participants said that they felt like the female endorser was talking from her own perspective when it 

was the communal language advert and therefore showing that communal language with a female 

endorser may still make a difference in the uptake of physical activity material. For example, one 

female participant said ‘Number two because it's more chatty. It's more of a female way of talking if 

that makes sense…  

To further understand hypotheses 5a and 5b it emerged during the qualitative interviews that for 

females, mostly gender roles may be moving more to become more aligned, and that roles are now 

more equal and shared, even to the point roles are changing with the potential of swapping in the 

future. There was also the perspective that females are now more aggressive and fight back for an 

equal position in society. For example, one participant said ‘with women, it's becoming more 

aggressive and fight back. And it's almost like there's a gender ... It's becoming aligned. Perhaps even 

with the potential of swapping’. This possibly influences the results of the attitude to advert and 

behavioural intentions of the adverts whereby there was an insignificant result and hypotheses 5a and 

5b were rejected.  

Moreover, other aspects of the qualitative element of this study showed that females are more likely to 

be the ones to undertake the childcare and family elements, which have been traditionally described as 

communal traits. For example, one female said ‘Women are still fighting to have the same 

opportunities that the men have got to… I think it's the expectation of the society still and as much as 
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us ladies think that we can go and do the work and the child, actually if we don't put the things in 

place for childcare, the men don't necessarily think about what the child needs’.  However, there was 

still a perspective throughout from the females that these roles may be aligning more. This element 

may have influenced the female sample to give higher mean scores in phase one of the study to the 

communally focused advertisements. Furthermore, the females reported that although this is the way 

things seem to be now, this is starting to change and women are fighting to have the same 

opportunities as males. In addition, some of the females felt that we do not live in such a stereotyped 

society and that females are able to take on the same roles as men. However, this was not an opinion 

that was given by males in terms of job roles, as they were more likely to feel that there were certain 

roles that females could not do, such as physically demanding jobs or front- line army jobs. For 

example, one male said ‘Women should be restricted from taking up male jobs and men should not be 

taking them away, I think that's wrong. Women have got a definite role and men have got a definite 

role…’, which is interesting considering the definite agentic and male endorser advertisement 

selection for males.  

Theoretically, through the analysis and discussion of the quantitative and qualitative findings for 

female participants communal language may still be an avenue to use or explore further in a physical 

activity context with either male and or female endorser. This is so especially considering the high 

mean score results and should not be a definitive result. Furthermore, on the other hand agentic 

language with a male endorser should be avoided for a female audience based on the mean scores. As 

discussed throughout, this may challenge the traditional assumptions of homophily theory and gives 

insight into the evolving nature of social role theory. 

6.3.3 Discussion of Other Key Findings  

Rundle-Thiele et al. (2016) suggest that when designing social marketing interventions it is essential 

to discuss the perceived barriers to exercise with the ultimate goal of increasing physical activity 

levels. Overall, the perceived barriers should be minimised as far as possible and the benefits of 

exercise should be promoted when designing a social marketing campaign. Within this study, the 

barriers could have impacted the uptake of the physical activity adverts for different reasons for males 
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and females. For example, in the qualitative analysis males were found to be less likely to exercise 

because of barriers such as work schedules. One male said “working full time does obviously limit the 

amount of time I’ve got spare”. On the other hand, females were less likely to partake in exercise 

because of family- related activities and childcare. One female also elaborated on the point made by 

males: ‘quite a lot of men are the people that work most in the household, so their hours of work are 

the longer, and they feel more tired at the end of the shift and thing’. Interestingly, this finding also 

supports the traditional idea of gender- specific communal and agentic traits and in the future 

communications could be tailored accordingly.   

There were some other interesting findings around the communicative elements through the thematic 

analysis. Although both males and females felt that walking would be an activity that they could both 

do, males in the interviews focused more on ‘masculine’ sporting activities such as football and 

muscle building and resistance activities. One male participant said ‘Out of all the kinds of types of 

exercises, I enjoy playing football the most, and I'm more inclined to do that’. The previous research 

suggested that men are more likely to participate in exercise as it is competitive and focuses on 

personal achievement whereas women tend to exercise to maintain weight and keep healthy.  This is 

in line with the findings of this study that males may respond to more agentic advertisements with a 

competitive edge (Graham and Graham, 2008) as males are overall more achievement oriented 

(Pradhan et al., 2017). Therefore, future research could consider more masculine type sports for males 

and weight maintenance focus with communal wording to see if this makes a difference in the 

perceptions.  

In this study for both males and females, the internet and social media were the main channels of 

communication where the participants suggested they would be more inclined to learn about health 

and fitness advertisements.  Ultimately, this suggests that the medium may affect and impact the 

positive and negative perceptions of the message overall. Recently, a statistical analysis by Clement 

(2020) found that overall males are more likely to use and engage with Facebook and Twitter 

platforms than females are and choice of medium may therefore make an impact depending on 

gender. Furthermore, a recent study within retail found that there were equal results in memory recall 
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and purchase behaviour from the customers when comparing online advertisements versus print flyer 

advertisements (Ieva et al., 2018). Comparatively in this study, printed leaflets were also still found to 

make a difference in the thematic analysis; however, the findings showed that advertisements may be 

more effective on a different media platform, suggesting that this may be an intervening factor. It was 

also suggested that the specific printed leaflets would be effective if they were strategically placed in 

a doctor’s surgery. This should be considered when the study is being conducted again and the sample 

could be taken from a GP’s surgery with a targeted approach. Thus, different media channels should 

be compared for the use of communal and agentic language with endorsers to see what impact this 

could have on the audience and whether this is different for each gender.  

To dissect the findings further it has also previously been found that males and females may have 

different styles of processing and organising information, for instance in content presented in 

advertisements. Mainly there is a difference for males and females in the ways relationships between 

categorical information are extracted and understood. To be specific, before making a judgement 

males have been found to be selective in their processing, focusing on cues rather than the finer 

message details and on the other hand females are more comprehensive and thorough in their 

approach to processing information (Pradhan et al., 2017). It should consequently be noted that 

possibly this could also be an intervening factor in the difference between males’ and females’ 

perceptions of the leaflets in this case. Future research should take into consideration different 

processing styles coupled with the manipulations of media platforms. One possible solution may be to 

examine memory of the advertisements as was conducted by Ieva et al. (2018) in the testing and 

comparison of print and digital advertisements. The participants could be examined on recall of the 

presented information with an added factor of how this differs by the gender of the audience.  

6.4 Summary 

This chapter presented a discussion on the hypothesis results in relation to the quantitative and 

qualitative results. Seven hypotheses were rejected and five were supported. The findings from the 

quantitative results and qualitative interviews were discussed throughout. The discussion indicated 

that agentic language has a significant impact on the male audience in health promotion through both 
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the quantitative and qualitative results and that previous research had shown this in a different 

context. The findings and discussion also alluded to the suggestion that male endorsers coupled with 

agentic worded advertisement have a significant impact on a male audience, confirming the 

assumptions of homophily theory and social role theory. However, as expected agentic language and 

male endorsers was not found to give significant results with a female audience. Moreover, communal 

language was also shown not to have an impact on a male or female audience, which was surprising 

considering the potential impact of a ‘communion –over- agency effect. Female endorsers also did not 

give a significant result for male and female audiences. Although as discussed, communal language 

may still make an impact for a female audience coupled with either a male and female endorser and 

further research is required. The reasons for the findings from the mixed methods study and previous 

literature were discussed in this chapter. The next chapter concludes the thesis by outlining the 

limitations, recommendations and contributions.  
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Chapter 7 Conclusion, Recommendations and Limitations 

7.1 Introduction  

This chapter concludes this thesis by presenting the contributions, the recommendations and the 

limitations. The summary of key findings from the study and hypotheses are presented in section 7.2. 

This is followed by the implications for the future with regard to theoretical, practical, commercial, 

societal and methodological conclusions (section 7.3). Limitations are then discussed in section 7.4.  

Recommendations of this study for future research are then addressed in section 7.6. In section 7.7 the 

lessons from my PhD journey are discussed. Lastly, this chapter concludes with a final summary of 

the thesis (7.8). 

7.2   Key Findings 

This thesis examined the following questions: 

RQ1: What is the impact of gendered content in printed health advertisements on attitudes and 

behavioural intentions? 

RQ2: How does the participant’s narrative extend, refute or give further insights into how 

participants feel about the printed health advertisements?   

The quantitative study showed that agentic language in health promotion has an impact on a male 

audience for attitude to advert and behavioural intentions. The qualitative study extended these results 

by explaining the potential reasons that males are more likely to accept advertisements with agentic 

style language. On the other hand, the quantitative phase showed that there were no significant results 

for females and in phase two, they were neutral about both communal and agentic language.  Insights 

were also given to validate and to extend the quantitative phase and give reasons for advert choice and 

overall, the results were mostly triangulated according to the findings of phase one.  

The quantitative study showed that homophily in health promotion could also potentially have an 

impact on a male audience. This was also evident in the qualitative study and it was found that males 

are more likely to accept advertisements with a male endorser. On the other hand, there were no 
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significant results for females and mostly, females were once again neutral about male and female 

endorsers. Insights were also given to validate and give reasons behind these decisions. 

With regard to the effect of both gendered elements together – communal/agentic and male and 

female endorser – the significant results showed that male endorser coupled with agentic language has 

an impact on a male audience and communal language with female endorser gave an insignificant 

result for both attitude to advert and behavioural intentions for a male and female audience.  Although 

some findings suggested that communal language may still be a viable option to use for females when 

coupled with an endorser due to the highest mean score on attitude to advert, and this study 

established that future research is required in this area. Furthermore, agentic language with a male 

endorser should not be used for females as it showed the lowest mean scores for females.  

7.2.1 Hypotheses Testing Results  

The researcher developed several hypotheses to examine the relationship between communal and 

agentic wording and endorser effectiveness on a male and female audience. As presented in    table 

7.1, some of the hypotheses were accepted whilst the others were rejected. This helped the researcher 

to understand any influencing factors by use of communal/ agentic wording and male/female endorser 

on male and female general publics.  

Hypotheses 1a and 1b were rejected and this indicates that there was an insignificant result between 

female participants and communal wording on attitude to advert and behavioural intentions on 

physical activity leaflets.  

Hypotheses 2a and 2b were supported. The findings suggest a significant positive result between 

males and agentic wording on attitude to advert and behavioural intentions in a physical activity 

health campaign. The result indicated that males were more likely to have higher attitude to advert 

and behavioural intentions when the wording was agentic than females. 

The findings reject hypotheses 3a and 3b and that indicates females with female endorsers did not 

show more positive attitude to advert and behavioural intentions in a physical activity health 

campaign.  
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For hypothesis 4a the research study rejected the indication that males in the male endorser condition 

show more positive attitude to advert compared to females. However, the results supported hypothesis 

4b that males in the male endorser condition showed higher willingness to change behaviour.   

For hypotheses 5a and 5b the research suggested an insignificant result between female participants, 

female endorsers and communal wording on both attitude to advert and willingness to change 

behaviour.  

For hypotheses 6a and 6b, the research study supports the proposed positive relationship between 

males in male endorser and agentic wording conditions in showing more positive attitude to advert 

and willingness to change behaviour compared to females. 
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Table 7.1: Summary of Hypotheses Testing Results  

Hypotheses Supported/ Not 

Supported  

H1a Communal wording will provoke more positive attitude to advert among 

females compared to males 

Not Supported 

H1b Communal wording will provoke greater willingness to change behaviour 

among females to males 

Not Supported 

H2a Agentic wording will provoke more positive attitude to advert among males 

compared to females 

Supported 

H2b Agentic wording will provoke greater willingness to change behaviour 

among males compared to females 

Supported 

H3a A female endorser will provoke more positive attitude to advert among 

females compared to males 

Not Supported 

H3b A female endorser will provoke greater willingness to change behaviour 

among females compared to males 

Not Supported 

H4a A male endorser will provoke more positive attitude to advert among males 

compared to females 

Not Supported  

H4b A male endorser will provoke greater willingness to change behaviour 

among males compared to females 

Supported 

H5a A female endorser and communal gendered wording features will provoke 

more positive attitude to advert among females compared to males 

Not Supported  

H5b A female endorser and communal gendered wording features will provoke 

greater willingness to change behaviour among females compared to males 

Not Supported 

H6a A male endorser and agentic gendered wording features will provoke more 

positive attitude to advert among males compared to females 

Supported  

H6b A male endorser and agentic gendered wording features will provoke 

greater willingness to change behaviour among males compared to females 

Supported 
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7.3 Implications  

This study has presented important findings and contributions to the existing knowledge. The 

literature review suggested that the focus for communal and agentic wording has focused on the 

negative impact it can have on preventing females to pursue specific job roles whilst still attracting 

males through using agentic language (Gaucher et al., 2011). Therefore, this study has contributed to 

the marketing and advertising literature in a physical activity, health promotion context and to use this 

theoretical- based concept in a positive way. To the best of the researcher’s knowledge, this is the first 

study to look at the positive impacts of communal and agentic wording in the field of health 

promotion. This coupled with male and female endorsers gives a unique contribution to the current 

knowledge with regard to gendered content of printed physical activity leaflets.  

7.3.1 Theoretical Contributions and Implications   

There are several theoretical implications for this research. Primarily drawing on elements of social 

role theory through stereotypical communal and agentic traits and homophily theory within a defined 

context, the conceptual and theoretical contributions of this study involves what MacInnis (2011) 

describes as ‘revising’, which advocates a focus on an alternative view of existing theory or concepts 

to add to the body of literature. Revising is the process of considering a new perspective on an already 

identified theory, concept or idea. There are three key evaluative criteria for executing revision for 

theoretical and conceptual contributions: (a) the identification as to whether the revision is necessary, 

(b) advantages of the revised perspective, and (c) the generation of novel insights (MacInnis, 2011). 

All of these have been taken into consideration in the conclusion and evaluation of this study. 

Specifically, this study has added to the body of literature and provides a better understanding of 

social role theory and homophily theory being applied together in a novel way, shifting the 

perspective to a different and important domain of health communications. As discussed previously, 

the obesity crisis and epidemic in the UK is continuing to grow (NHS, 2019) and consequently, the 

study was found to be necessary to consider theory that can be applied to assist in making a positive 

impact on society. Furthermore, this study has considered social role theory from a different angle 

whereby it can be applied to have an effect on the important constructs of attitudes and behavioural 
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intentions, which had also not been considered before. The theory was also presented and tested 

through the lens of positive implications and changes to society as opposed to having negative 

connotations and use within a job advertising context as per the previous research (Gaucher et al., 

2011), thus giving an original contribution in a different domain and overall perspective. Moreover, 

this study adds to the body of literature in the way that social role theory and homophily theory have 

not explicitly been used together and they have not been considered as a framework to test in the 

context of health promotion. This overall shows the necessity, advantages and novel contribution from 

theoretical, conceptual and societal perspectives.  

The specific main theoretical contributions for this study were to test homophily theory and social role 

theory in the context of marketing communications, explicitly to examine if the theories can explain 

the effectiveness of the use of gendered wording and endorser use in health leaflets. Study 1 provides 

evidence that social role theory separately and in combination with homophily theory only partially 

explains the effectiveness of these leaflets, and consequently suggests that factors other than gender 

may influence a consumer’s responses to gendered content in leaflets. In Study 1, social role theory 

through gendered wording and homophily theory through endorser gender were tested and the 

findings found support for 5 out of 12 of hypothesised relationships, thus providing only partial 

support for these theories. This may mean that the selected theories may not be the most accurate in 

explaining the effectiveness of gendered wording or endorser gender, especially for a female 

audience.  

With regard to social role theory, males have traditionally been deemed more agentic in their 

personality traits (Koenig, 2018). The study has shown similarities in the findings from previous 

research in a job advertising domain, in that males are more likely to uptake agentic language possibly 

based on the theory (Gaucher et al., 2011), thus verifying the assumptions of the extant theory. 

Consistent with the previous study this research, through utilising a different approach to manipulate 

the language and with the addition of an endorser, highlights the importance and potential of using 

agentic language and male endorser within certain health communications. The findings from the 

qualitative study mostly concur with the quantitative part in that males favoured the agentic leaflets 
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and male endorser leaflets over the others. Males are more likely to accept and like the agentic 

language in the qualitative results focusing on leaflet preference, giving a congruent result with a male 

audience. This also confirmed the traditional gender assumption of homophily theory that males are 

still likely to adopt from male endorsers (McPherson, 2001), confirming the existing and traditional 

assumptions of the theory. 

On the other hand, as discussed, social role theory has previously and also recently stated that females 

are more communal in their personality traits (Koenig, 2018). The previous results in a job advertising 

context suggested that female participants were more likely to find communal- worded advertisements 

more appealing (Gaucher et al., 2011, Hentschel et al., 2014). However, on the contrary, this research 

suggests that for females there was no significance for advert choice regardless of gender of the 

endorser, giving a surprising and contradictory result to this research and therefore not confirming the 

assumptions of the extant theories. These results also challenged the assumptions of homophily theory 

and gave further insight into social role theory from a female perspective. As discussed, social role 

theory posits that agentic and communal traits within females may adapt according to the changes in 

occupational roles with females in recent years pursuing male careers with power and authority 

(Hentschel et al., 2019), which may confirm the evolving nature of the theory and suggest that 

females are becoming more agentic based on these societal changes. In other words, females have 

been found to adopt some agentic traits due to the changes in job positions (Gustafsson Sendén et al., 

2019). In phase 2 females were more likely to like or accept either advertisements in the qualitative 

study.  However, a very recent study has suggested that females still hold communal traits over 

agentic despite these occupational changes and the higher level roles may actually be more communal 

than expected (Eagly et al., 2019). Moreover, in this thesis research, females may be likely to accept 

adverts with both communal and agentic language with an endorser from either gender. However, it 

must be noted due to the hypotheses results there may be other theories that would be better suited to 

explaining the gendered content in printed advertisements for female consumers. It is also worth 

noting however in this study agentic language with a male endorser has the least impact for a female 

audience on both AAD and BI. This is in line with previous research, which considered the impact of 
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agentic language coupled with a male endorser on a female audience giving a negative reactive effect 

(Hentschel et al., 2014). Therefore, this also assists with what language to avoid when influencing a 

female audience, revising and extending the theory further in a social and health-advertising domain 

and potentially suggesting that females are still more likely to accept communal information over 

agentic. Therefore, this study potentially challenges the common assumptions of the theory for 

females in a defined health communications context that as society evolves and gender lines are 

blurred females will automatically become more agentic; and in some parts the results remain 

inconclusive.  

Overall, social role theory and homophily theory in social and health adverts have given an interesting 

theoretical contribution in that a male endorser with agentic language will improve the uptake from a 

male audience. Specifically, this research highlights the conditional impact of gendered content 

through the combination and testing of social role theory and homophily theory and provides insights 

into gender research in health communications. This research adds to the body of literature in terms of 

the uptake of communal and agentic language and overall gendered content within a health 

communications setting. Researchers can gain new knowledge in the field of gendered advertising 

filling the identified research gap. This gives unique theoretical, conceptual and societal contributions 

to the contextualized advertising literature.  

7.3.2 Practical Implications: Relevance for Practitioners 

Consequently, this study provides interesting contributions in both non-profit and profit industries.  

(a) Impact on non-profit organisations 

Among those who can benefit from this study’s results are health- focused policy makers. This study 

provides evidence that the findings can assist in targeted communications at specific genders to 

increase physical activity. Health policy can affect different genders in very different ways (Dodds, 

2018) and therefore communications should be targeted. Recently, the ASA has banned harmful 

gender stereotypes from advertising campaigns suggesting that they can restrict aspirations, choices 

and opportunities for the public (ASA, 2018). It has also been well documented in the literature that 
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gender stereotypes can have a significant impact on an audience (Eisend, 2010). Therefore, policy 

makers should be receptive to the implications of gendered content in health communications and 

could consider using gendered wording for males and females as a solution for targeted health 

promotion over traditional stereotypes, and further research should be conducted to see if this will 

also make an impact in mainstream campaigns.  

Oliver and de Vocht (2017) suggest that policies can be improved if they are informed by academic 

evidence and enhanced through utilisation of well-formed academic knowledge. Policy makers utilise 

research- focused findings that are relevant to a current situation to weigh the benefits of interventions 

in health promotion and maintenance. Therefore, due to the obesity epidemic these results are 

relevant, practically oriented and easy to implement in real life. Policy makers should consider the 

implementation of agentic language with or without a male expert to encourage behaviour and attitude 

change towards increasing physical activity in the UK for a male audience. They should also take into 

consideration that agentic language with a male endorser for females may not be a strategy to 

implement and therefore they may have to be cautious if aiming at both males and females in terms of 

what language to use. However, communal language can also potentially be used for females with 

either or both a male/ female endorser.  

Public health campaigns are created to consider their campaign targets and audience (PHE, 2017). 

Therefore, gendered wording and endorser gender should be considered to ensure gender congruence 

for a targeted male population specifically for physical activity. In addition to considerations of 

wording that should be used, public health campaigners should consider what language and wording 

they should also avoid. As discussed, this research suggests that agentic language in conjunction with 

a male endorser should not be used when health promotion advertisements are aimed at females, 

which was also confirmed with the previous literature in a different context. The qualitative results 

also suggested that digital and social media platforms may be the best place to present the adverts and 

this should be considered for implementation of gendered wording.  
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(b) Impact on non-profit organisations 

Creative agencies and copywriters should consider these findings when addressing health issues with 

the public to improve gendered targeting practices, especially for males and possibly females. The 

adverts should again be created according to the gender of the endorser with gendered language. 

The findings of the study may also be useful for profit- led organisations, such as gyms, fitness clubs, 

and other fitness- related organisations that target males and females separately with tailored 

offerings. Furthermore, other media for commercial activity could be considered such as mass media, 

social media and other digital platforms, as agentic language with a male endorser could be easily 

implemented and transferred into different media.  

7.3.3 Impact on Society  

The finding of this study in the context of health provides positive implications for societal 

improvements through the evidenced impact on an audience. This study suggests that if the 

advertisements are constructed in specific ways based on gendered content then this can improve 

attitudes and behavioural intentions to uptake physical activity and ultimately reduce obesity. As 

previously discussed, the obesity epidemic continues to be a major issue in the UK and has been 

projected to get worse (NHS, 2019). Although this study is not an all-encompassing solution for 

obesity, marketing communications are one of the ways to influence an audience to assist in 

improving their quality of life (Lee and Kotler, 2019). Participants in health studies are representative 

of the population and a key stakeholder and how this will improve outcomes is of paramount 

importance. Therefore, this research can assist by recommending targeted social campaigns based on 

the gender of a population to promote behaviour change and improved attitudes, overall, for the 

betterment of society, increased physical activity and reduction in obesity.  

7.3.4 Methodological Contribution 

Furthermore, methodologically this study extended social and health advertising in a similar field by 

the research approach. Whilst previous studies used quantitative, this study is the first to adopt a 

mixed method in this exact area focusing on social role theory and homophily theory.  
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7.4 Limitations of the Research 

The research had some limitations that  give scope for further discussion and give opportunity for 

future research. Although this study was not without limitations, it provides a platform for the 

researcher to continue to explore communal and agentic wording in a variety of social marketing and 

wider advertising contexts. The results also gave the  author an opportunity to grow and learn as a 

researcher, considering these challenges that were evident throughout the whole PhD process. The 

limitations  are positioned in order of perceived importance and the area they relate to.  

Limitation 1 

Statistical Results 

Behavioural intentions has been widely theorised as a key concept to drive 

actual behaviour (Ajzen, 1991) and the experiments were only a one shot 

experiment at a static time point. Further research could be extended further 

to see the long -term effects of such print material through measurements at 

different time points after exposure to test if actual behaviour was provoked. 

Moreover, in this study there was found to be a weak correlation between 

AAD and BI when tested through Spearman’s rank correlation analysis. The 

results indicated that there is a weak tendency that those who showed more 

positive attitude to advert also showed higher willingness to change 

behaviour and vice versa. Therefore, as correlation between the two 

variables was weak, the decision was made to conduct two separate 

ANOVAs. This was an unexpected finding for the researcher although most 

of the significant results were found to be the same for both AAD and BI, 

apart from the hypothesis that looked at male endorsers and male 

participants. Attitude may only be one of many factors that actually 

determines behaviour. Although this position reaffirms the importance of 

attitudes, it leads to the expectation that attitudes will often be unrelated to 

behaviour. This gives an interesting result that shows that AAD does not 

necessarily determine a high BI result, which is mostly required for health 

promotion initiatives. However, for this research similar results were 
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actually shown for both AAD and BI with regard to significance. 

Consequently, it was wise to follow up with a qualitative element to ensure 

further explanation, reliability and validity of results.  

Limitation 2 

Statistical Results 

For attitude to advert kurtosis was within acceptable range according to the 

analysis of skewness, although distribution was moderately skewed. 

Potentially, if the variable does not have normal distribution, the chance of a 

false positive result is increased with ANOVA as this test assumes 

normality. However, Field (2009) suggests that ANOVA is known to be a 

robust test and has been found not to be sensitive to moderate deviations 

from normality. Therefore, ANOVA was still considered appropriate for the 

analysis of the data in this study. However, this is a limitation as in an ideal 

research world the distribution should be normal. 

Limitation 3 

Analysis 

According to Nowell et al. (2017), in an ideal scenario data should be coded 

and analysed by more than one researcher to enhance credibility. However, 

this was not possible in this study due to the nature of the PhD undertaken 

as a solo research project and limited resources to fund an additional coder. 

However, this thesis has since been synthesized into a research paper where 

senior researchers have confirmed and validated the coding processes and 

outputs.  

Limitation 4 

Paradigm 

The research was also conducted from a pragmatic perspective; therefore, 

this stipulates that the research is most likely not to have been conducted 

value free, in other words completely objective from the researcher. 

However, steps were taken throughout the methodology to address and 

ensure validity. Reliability and trustworthiness were addressed and kept to a 

high standard as far as possible.  
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Limitation 5 

Confounding 

Factors 

From a methodological point of view, this research measures the results 

from eight experimental conditions, which were found in the literature to 

add validity to the study. However, this cannot completely rule out other 

external factors that may have influenced or confounded the experimental 

results. Although a readability analysis was conducted it was not possible to 

ensure that all the respondents had paid attention to all written language on 

the experimental leaflets. Pradhan et al. (2017) suggest that females and 

males may have different processing styles in terms of the ways that they 

organise and process information and then the way relationships between 

the categorical information are formed. For example, males are thought to 

be selective in their processing and focus on cues over the message details 

and females are more comprehensive in their approach to information 

before making a judgement. Therefore, this could potentially make a 

difference to the results in terms of the way adverts are processed by males 

and females and how they view the detail on the adverts. 

To fully analyse comparative stimuli engagement this would have to be 

conducted with a neuromarketing tool such as eye tracking, which measures 

the point of gaze and movement of the head in relation to the stimuli 

(Kotler, 2017), which as it stands was beyond the focus of this study, but 

will be a consideration for future studies.   

Limitation 6 

Sample 

The sample taken was predominately Caucasian; also the endorser on the 

leaflet was Caucasian. Therefore, it is uncertain how these results would 

generalise to ethnic minority groups.  

Limitation 7 

Sample 

The sample was taken from the general population in several towns in South 

East England and therefore generalisability of the study in different contexts 

would need to be considered.  A replication of this study could be 
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conducted in the same areas and different areas to see if the results match or 

differ according to samples and contexts.  

Limitation 8 

Sample 

Although the correct sample sizes were adopted per condition according to 

the literature, this is still thought to be the minimum number per advert or 

condition (Geuens and De Pelsmacker, 2017). The sample was taken from a 

mall intercept to give a randomised element, as far as possible. However, 

this research could have also been conducted in a GP surgery or health -

related setting to see if different results were obtained if the area of data 

collection was changed. This is especially relevant considering the findings 

from the qualitative study that leaflets and posters on physical activity were 

more likely to be read in a health setting or GP’s office and less likely to be 

read in a town centre environment where this data was collected.  

Limitation 9 

Sample 

New social roles are incessantly ascending in society as demonstrated in a 

study on self-identities of the transgender community in post-industrial 

cultures (Kozee et al., 2012). This element was not taken into consideration 

for this study and only had a defined masculine and female focus. 

Limitation 10 

Advert Creation 

The adverts were created the same for the purpose of this study   to ensure 

internal validity with some slight manipulations that were required for the 

research measurements. This was to ensure as far as possible that the 

evaluations of the adverts were not confounded by other factors. There are 

advantages and disadvantages of creating artificial advertisements. The 

advantages would be that there are no pre-conceived ideas or attitudes 

towards the advert if they had not been seen before. The disadvantages 

would be that ecological validity may be questioned with regards to 

generalisation in real- life settings (Vargas et al., 2017). Future research 

therefore could look at the analysis of real -life health advertisements or 
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through content analysis or manipulation and with the use of communal and 

agentic wording to see if the same results can be generalised or replicated.  

Limitation 10 

Advert Creation 

In terms of the negative feedback about the adverts, the opinion was given 

in the qualitative study that they were ‘too wordy’. Therefore, some 

recommendations were that they should be in a bullet point format. This 

should be taken into consideration for future advertisements with communal 

and agentic wording so that they are more acceptable to the audience. 

Limitation 11 

Advert Creation  

Only physical activity and walking has been considered in this research, 

which could be seen as a limitation considering the gender focus. It would 

be worth pursuing this research further to look at gender- specific health 

conditions with regards to communal and agentic wording; considering this 

research was conducted on gender; for example, breast cancer in females 

and testicular cancer in males. This would then confirm if the results could 

be replicated and generalised, and if it was a gendered condition if this 

would make any difference in the results as walking was found to be gender 

neutral in the pre-tests.  

Limitation 12 

Advert Creation 

Although credible sources were chosen and pretested in this study, source 

credibility was not measured in this research. However, the literature had 

shown that experts are more likely to instigate behavioural intentions and 

for this reason, GPs were chosen. Furthermore, going forward this could be 

measured and compared with non-experts to verify the literature on this 

further in a social and health marketing context.  

 

7.5 Recommendations for Future Research  

There are several recommendations that should be considered for future research that are consistent 

with the results of this thesis. The recommendations are organised in terms of perceived importance 

by the researcher. These include: 
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Recommendation 1 Communal and agentic wording in other fields in the wider advertising and 

media context. This study was targeted purely in health promotion; however 

as the findings showed that the internet and social media were the most 

favoured communication channels this could be adapted to be used in main-

stream adverts and different types of media outlets that are targeted at the 

male population.  

Recommendation 2 Other countries and cultures to find out if this makes a difference in the 

uptake of gendered wording. This could be considered between two or 

several different countries to see if this affects the results.  According to 

social role theory, gender stereotypes are a product of the gender- specific 

divisions in labour; however cultural differences are thought to be a product 

of the specific countries social and ecological environments (Kashima et al., 

1995). Research has shown that social categories of males and females 

interconnect with other significant social groups, including ethnicity, 

culture and social class, to harvest multidimensional self-definitions (Settles 

and Buchanan, 2014). Although it has been found that regardless of these 

social categories, many countries still share the communal and agentic 

descriptions of stereotype behaviours and  some of these defined differences 

have been found in previous cross-cultural research (Williams and Best, 

1990, Steinmetz et al., 2014). Therefore, communion and agency are 

thought to be pan- cultural with some minor differentiations between 

cultures. These cultural differences may reflect the varying differences of 

men and women in society and their placement within the social structure 

(Diekman et al., 2005), and also wider cultural dimensions in the division of 

labour (Steinmetz et al., 2014). When males and females accept cultural 

expectations according to their own sex, the culture has a profound effect on 

the individual and therefore the emphasis in cultural contexts of agency and 
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communion are apparent in gender identities and the social pressures 

associated within the culture (Wood and Eagly, 2012). There are conflicting 

views through research evidence that    males and females are more similar 

in traits in nations that promote gender equality (Wood and Eagly, 2012). 

On the other hand, other research showed that in gender equal nations male 

and female trait differences were found to be much larger. For instance, 

females and males differed much more on their own self-report of expected 

traits (Schwartz and Rubel, 2005). Therefore, due to the differences and 

inconclusive results of previous studies in cross-cultural studies communal 

and agentic language should be considered in health promotion for other 

countries and cultures comparatively to see if this makes a difference to 

behavioural intentions and attitude to advert to test the existing theory in a 

social marketing context. Taking into consideration, if this is possible, 

according to the gendered differences in language, this should also be 

considered to incorporate an endorser through different ethnic or cultural 

backgrounds in terms of homophily theory to consider the overall gendered 

content.  

Recommendation 3 Further research should look at the effect of the endorser’s social role with 

regard to source credibility in the health field. The roles could be 

manipulated so that the endorser is measured as an expert in a role 

compared to a non-expert and also no role information and how this affects 

and combines with the impacts of manipulated communion and agency and 

endorser gender in health promotion.  

Recommendation 4 As discussed, the wording chosen for the advertisements was adapted from 

previous validated literature on the use of communal and agentic words. A 

selection of words was chosen to represent the communal and agentic 

wording embedded in the advertisements. This was carefully pretested to 
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give maximum results as far as possible and the correct amount of wording 

was inserted into each advertisement. However, this could be expanded 

further to comparatively assess different words in the same categories to see 

if this has any difference on the influence of the uptake of the material. A 

qualitative or quantitative study could also be conducted prior to the 

research to find the most communal and most agentic words to further add 

validity and reliability to the study.  

Recommendation 5 The endorser could be measured against communal and agentic traits prior 

to the study to choose the most communal endorser and the most agentic 

endorser. Also, the participant could be surveyed prior to a study to find out 

if they have more communal or agentic tendencies on their own self- report 

and whether this could impact the results.  

Recommendation 6 This research should take into consideration the new wave of gender focus 

that is shown in the media as being ‘gender neutral’ or other aspects of 

transgender issues. Therefore, further research could consider these aspects 

in more detail and how communion and agency relate to this and if this has 

any impact on minority or diverse communities.  

Recommendation 7 Communal adverts scored higher for AAD when coupled with a female 

endorser. This should be examined further in social marketing and other 

advertising contexts and sample groups to find out if other combinations 

will make an impact for females.  

Recommendation 8 A male and female endorser should be tested together to see if this makes 

an impact for females on advertisement preferences as having both 

endorsers has also been found to be successful in other contextualized 

literature also. This could also be considered alongside agentic language to 

test the impact further due to the inconclusive results.  
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7.6 Future Research Agenda 

Based on the discussions and implications of the research and given the nature of the data, several 

areas should be considered for future research. 

This exact study will be replicated online to show if digital platforms and social media would change 

the attitudes and behavioural intentions towards the advertisements. Digital advertisements also allow 

an easy and quick manipulation of variables which would expand the scope of the study.  

As found in the qualitative study the favourable image of the channels may affect their perception of 

the message itself. This may or may not be gender specific. Therefore a replication of this experiment 

with different media could give insights if this is an intervening variable and to discover if there is a 

‘gender’ connotation for each media.  

This study is also already in the process of being replicated cross- culturally in English -speaking 

countries for targeted journal articles to see if similar or contradictory results occur based on gendered 

wording and endorser gender. In addition, the study could be replicated increasing the amount of 

communal and agentic language used in the study; as stated previously it is recommended that it could 

be up to 8% of the overall content.  

Furthermore, the study could be adapted to use real health advertisements, which was a potential 

limitation of this study, and focus on targeting GP surgeries, which was a recommended outcome 

from the qualitative study.  

The scope of the study could also build on previous research examining social role theory and 

homophily theory in the context of mainstream products or branding. Findings from a previous study 

showed that consumers that observe themselves as masculine prefer masculine brands, which could be 

perceived as having some similarities to this study in terms of the positive uptake of masculine 

content by male participants. In addition, negative attitudes were found from masculine participants 

towards feminine brands, and feminine participants also preferred masculine brands showing some 

similarities in terms of results with this study (Neale et al., 2016). However, the research did not take 

into consideration gendered language or endorsers as part of the brand presentation or advertisements 
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which could be an interesting addition to the existing research on mainstream product offerings based 

on the findings of this research.  

In addition, as recommended to extend the study further, both male and female endorsers could be 

tested together to see if this makes a difference to the results for male and female participants. The 

study also initially measured gender identity over biological gender, which could also be an 

interesting perspective to include pre-measure perceived communal and agentic traits of participants 

as mentioned in recommendations, especially considering the new wave of gender identity in society. 

A further study on mainstream product offerings that considered the presentation of an agentic 

endorser found that when matched with what were deemed agentic product types (financial over baby 

food) this increased advertising effectiveness. The study advocated future research testing high-status 

products for agency and therefore to utilise and build the findings of this thesis study gendered 

language could also be added into the advertisements to test the impact specifically on attitudes and 

behavioural intentions towards the advertisements (Infanger and Sczesny, 2015). 

Moreover, in line with the domain of obesity, this research could add to previous findings in online 

health communications looking at endorsers and Twitter posts, which have presented results showing 

that female participants had higher behavioural intentions for communications displaying a healthy 

female endorser over all other male conditions. Conversely, however, males had higher behavioural 

intentions on posts by a healthy female over and above all other conditions. Therefore to contradict 

the results of this study in an online context both males and females may be more likely to adopt the 

behaviour if the endorser is a female (Almutairi et al., 2018). Therefore, to expand this research based 

on the results of this thesis the research should consider the impact that gendered language may make 

within the manipulated Twitter communications and whether this would alter or change the results for 

endorser or ‘influencer’ choice. Also as recommended, this could add a cross- cultural element with 

an ethnically diverse audience to extend the study further. This again could also be focused on an 

online perspective adding a digital element to the study, which was found in the qualitative data to be 

potentially important for future health communications.  



208 

 

7.7 Lessons from my PhD Journey  

My initial expectation of the PhD process after doing an MBA and having extensive corporate 

experience was that there would be a smooth transition to complete a PhD. However, I found that this 

was not the case. I quickly realised that the PhD requires a completely different mind-set with regard 

to the depth of literature, methodology and full consideration of the complexity involved to take it to 

completion.  

With regard to data collection for this PhD study, the process was long and challenging. After 

working in sales for 10 years, I valued my well-honed interpersonal skills when collecting data on the 

streets; resilience and hard work was required throughout. Rejection and dismissal were a common 

occurrence in the collection of data but promoted the randomisation of the study. This also taught me 

that time is a factor that has to be carefully considered in this process and working responsibly to 

ensure ethical standards were met throughout.  

My PhD journey overall has taught me to work in a more methodical fashion and take time in my 

approach to academic work as my life before undertaking the PhD was very fast- paced. I have an 

activist personality; reflective practice does not come naturally to me. However, reflection has 

definitely improved along my PhD journey and these skills have been refined. I have also gained the 

experience to write journal papers and to begin my academic career with active research in the 

pipeline.  

Whilst this journey has not been without challenges, I have found the process enjoyable and fulfilling. 

I take pride in my achievement and look forward to my future in academia.  

7.8 Concluding Summary  

This thesis has added to the existing marketing research with the development of an integrated 

framework of social role theory and homophily theory. Specifically examining communal and agentic 

language and gender of endorsers in a different context and setting. Policy makers, advertisement 

practitioners, health education practitioners and future researchers should develop health -related 

advertising material based upon the findings of this current study. From this study, there is a 
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recommendation that agentic language should be embedded in masculine- focused health campaigns 

to assist in more positive attitudes to adverts and increased willingness to change behaviour. This 

potentially should be coupled with a male endorser to improve the uptake of the advertisements 

further.  Therefore, this research provides a valuable addition to the academic contribution to the 

marketing and health literature field through a quantitative study and is further validated through the 

qualitative research. There were also some interesting findings with regard to communal language for 

females, which may still be a viable option when constructing health promotion advertisements. The 

limitations of the research were discussed; for example, the sample size was relatively small and the 

study was not ethnically diverse in terms of the endorsers.  

This research also offers future research opportunities for communal and agentic language to be 

adopted into other research contexts to attempt replication of the findings in different cultures or 

settings apart from health promotion. This study therefore provides an approach to detailed profiling 

campaigns. Through examining and defining the differences in the participants’ attitudes and 

behavioural intentions this research has presented potential considerations and implications for health 

promotion campaigns and planners who are focused on targeted campaigns to the gender of the public 

in adult populations and consequently assist in increasing physical activity and future research 

recommendations in other health conditions. This thesis gives an opportunity for future research to 

look at communal and agentic language with endorsers through a positive lens in a wider range of 

social marketing and advertising contexts. 
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Appendices 

Appendix 1: Journals used for Literature Review 

 

Main journals  Rating 

Journal of Personality and Social Psychology A* (ABDC) 

International Journal of Advertising B (ABDC) 

Journal of Advertising 3 (ABS) 

European Journal of Social Psychology A (ABDC) 

Personality and Social Psychology Bulletin A* (ABDC) 

Psychology of Women Quarterly A (ABDC) 

Sex Roles A (ABDC) 

Journal of Marketing Research A*(ABS) 

Psychological Bulletin A* (ABDC) 

American Psychologist A* (ABDC) 

Psychological Review A * (ABDC) 

Journal of the Academy of Marketing Science 3 (ABS) 

Health Promotion International A (ABDC) 

American Behavioural Scientist B (ABDC) 

International Journal of Non-Profit and Voluntary Sector Marketing  B (ABDC) 

Journal of Marketing 4* (ABS)  

Public Opinion Quarterly A (ABDC) 

Academy of Marketing Science Review 2 (ABS) 

Annual Review of Psychology A* (ABDC) 

Journal of Advertising Research 3 (ABS) 

Journal of Personal Selling and Sales Management 2 (ABS) 

Journal of Public Policy and Marketing 3 (ABS) 

Journal of Medical Marketing C (ABDC) 

Health Communication B (ABDC) 

Journal of Consumer Research 4* (ABS) 

Journal of Business Research 3 (ABS) 

Journal of Consumer Psychology 4 (ABS) 

Psychology and Marketing 3 (ABS) 

International Journal of Research in Marketing 3 (ABS) 

Journal of Consumer Marketing B (ABDC) 

Australasian Marketing Journal B (ABDC) 

Marketing Health Services C (ABDC) 

Journal of Consumer Behaviour  2 (ABS) 

International Journal of Research in Marketing 3 (ABS)  

Advances in Experimental Social Psychology A* (ABDC) 

Journal of Applied Social Psychology B (ABDC) 

Academy of Management Journal 4* (ABS) 

 

Other Peer-Reviewed Journals used in Health 

British Medical Journal (BMJ) 

Journal of Health Communication 

Health Education Research 

American Journal of Preventative Medicine 

Annals of Behavioural Medicine 
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Journal of Health Psychology 

American Journal of Health Behaviour 

 

Other Peer-Reviewed Journals  

Journal of Mixed Methods Research 
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Appendix 2: Advertisements  

2.1 Advert 1: Male / Agentic 
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2.2 Advert 2: Male / Communal 

 



229 

 

2.3 Advert 3: Female / Communal 
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2.4 Advert 4: Female / Agentic 
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Appendix 3: Experimental Survey  

 

My name is Katherine Baxter and I am a PhD student at the University of Bedfordshire. This research 

is focusing on the promotion of exercise and its health benefits.  The whole survey should take no 

longer than 15 minutes to complete. There is one advert to read per participant so please read the 

attached advert and answer all the questions. By completing this questionnaire, you are agreeing to 

participate in this research. All information provided by you will be completely anonymous, and 

treated in line with the Data Protection Act. No personal information able to identify any participants 

will be available. This research will be conducted in line with the University of Bedfordshire 

Research Ethics Committee.  

Thank you for your participation.  

Contact Details: katherine.baxter@beds.ac.uk 
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Appendix 4: Consent Form 

 

CONSENT FORM 

 

 

Title of Project: Experiment in health promotion adverts 

 

Name of Researcher: Katherine J Baxter 

 

 

       Please initial box 

1 I confirm that I have read and understand the information paragraph for the 

study. I have had the opportunity to consider the information, ask questions and 

have had these answered satisfactorily. 

 

 

 

2 I understand that my participation is voluntary and that I am free to withdraw at 

any time, without giving any reason. 

 

 

 

3 I agree to take part in the above study. 

 

 

 

    

 

 

   

 

 

    

 

 

________________________ ________________ ____________________ 

Name of Participant Date Signature 

 

 

 

_________________________ ________________ ____________________ 

Researcher Date  Signature 
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Appendix 5: Main Questionnaire 

Are you able to partake in 30 minutes of walking, 5 times per week?   Yes     No 

Please read the advert and answer the following questions.  

Q1. After reading the leaflet, how likely would it be for you to take up walking 30 minutes a day 5 

days a week? (Please tick) 

 1  2  3  4  5 

Unlikely Likely 

 

 1  2  3  4  5 

Improbable Probable 

 

 1  2  3  4  5 

Uncertain Certain 

 

 1  2  3  4  5 

Impossible Possible 

  

 

Q2. I found this physical activity advert: (please tick) 

 

 1  2  3  4  5 

Irritating Not Irritating 

 

 1  2  3  4  5 

Boring Not Boring 

 

 1  2  3  4  5 

Bad Good 

 

 1  2  3  4  5 

Not Informative Informative 

 

 1  2  3  4  5 

Subjective Objective 

 

 1  2  3  4  5 

Not Appropriate Appropriate 
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Q3. What is your gender? 

 

    Male  

    Female  

    Transgender  

 

Q4. Please choose one option that best describes your ethnic group or background 

 English  

 Welsh  

 Scottish  

 Northern Irish  

 British  

 Irish 

 Gypsy or Irish Traveller  

 Any other white background please describe below 

 White and Black Caribbean  

 White and Black African  

 White and Asian  

 Any other mixed/multiple ethnic background, please describe below  

 Pakistani  

 Bangladeshi  

 Chinese 

 Any other Asian background please describe below 

 African 

 Caribbean  

 Any other Black/Caribbean/African background please describe below  

 Arab 

 Any other ethnic group please describe below  

 

 Other (please describe) ________________________________________________ 
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Q5. What is your age? 

 18-30  

 31-40 

 41-50  

 51-60  

 61+  

 

Q6. What is your highest academic achievement? 

 No Qualifications  

 O levels/ GCSEs or equivalent  

 A Levels/ Highers or equivalent  

 Diploma  

 Undergraduate Degree or equivalent  

 Postgraduate Degree or equivalent  

 PhD or equivalent  

 Other please specify________________________________________________ 

 

Q7. What is your annual household income? 

 £10,000-£29,999  

 £30,000-£49,999  

 £50,000-£69,999  

 £70,000-£89,999  

 £90,000+  
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Appendix 6: Box Plot for Outliers AAD  
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Appendix 7: Standardised Residuals for AAD 
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Appendix 8: Box Plot for Outliers BI 
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Appendix 9: Standardised Residuals for BI 
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Appendix 10: Ethics Approval Form 

 

UNIVERSITY OF BEDFORDSHIRE 

Research Ethics Scrutiny  

SECTION A To be completed by the candidate 

 

Registration No: 1121340 

 

Candidate: Katherine J Baxter 

 

Degree of: Doctor of Philosophy      

 

Research Institute: BMRI 

 

Research Topic: Healthcare Marketing  

 

External Funding: NONE 

 

The candidate is required to summarise in the box below the ethical issues involved in the research 

proposal and how they will be addressed. In any proposal involving human participants the following 

should be provided: 

 clear explanation of how informed consent will be obtained,  

 how will confidentiality and anonymity be observed,  

 how will the nature of the research, its purpose and the means of dissemination of the 
outcomes be communicated to participants, 

 how personal data will be stored and secured 

 if participants are being placed under any form of stress (physical or mental)  identify what 
steps are being taken to minimise risk 

 

If protocols are being used that have already received University Research Ethics Committee (UREC) 

ethical approval then please specify. Roles of any collaborating institutions should be clearly 

identified. Reference should be made to the appropriate professional body code of practice. 
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Answer the following question by deleting as appropriate: 

 

1. Does the study involve vulnerable participants or those unable to give informed consent (e.g. 
children, people with learning disabilities, your own students)?    
   No 
 

If YES: Have/will Researchers be DBS checked? 

   N/A 

 

2. Will the study require permission of a gatekeeper for access to participants (e.g. schools, self-
help groups, residential homes)?       
   No 

 

3. Will it be necessary for participants to be involved without consent (e.g. covert observation in 
non-public places)?         
   No 

 

4. Will the study involve sensitive topics (e.g. sexual activity, substance abuse)?  
   No 

 

5. Will blood or tissue samples be taken from participants?     
   No 

 

6. Will the research involve intrusive interventions (e.g. drugs, hypnosis, physical exercise)? 
   No 

 

7. Will financial or other inducements be offered to participants (except reasonable expenses)?
   No 
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8. Will the research investigate any aspect of illegal activity?  
No 

 

9. Will participants be stressed beyond what is normal for them? 
No   

 

10. Will the study involve participants from the NHS (e.g. patients) or participants who fall under 
the requirements of the Mental Capacity Act 2005?     
   No 

 

If you have answered yes to any of the above questions or if you consider that there are other 

significant ethical issues then details should be included in your summary above. If you have 

answered yes to Question 1 then a clear justification for the importance of the research must be 

provided. 

 

*Please note if the answer to Question 10 is yes then the proposal should be submitted through NHS 

research ethics approval procedures to the appropriate NRES. The UREC should be informed of 

the outcome. 

Checklist of documents which should be included: 

 

Project proposal (with details of methodology) & source of funding 

 

YES 

Documentation seeking informed consent (if appropriate) 

 

YES 

Information sheet for participants (if appropriate) 

 

NO 

Questionnaire (if appropriate) 

 

YES 

(Tick as appropriate)
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This form together with a copy of the research proposal should be submitted to the Research Institute 

Director for consideration by the Research Institute Ethics Committee/Panel  

 

Note you cannot commence collection of research data until this form has been approved 

SECTION B  To be completed by the Research Institute Ethics Committee: 

Comments: 

BMRI Research Ethics Approval No. BMRI/Ethics/Student/2017-18/001 

Dear Katherine, 

 

The BMRI Research Ethics Committee has considered your application with revised documents 

for Ethics approval for your research project. I am providing ethics clearance for this project in my 

capacity as the Chair of the BMRI Ethics Committee with the following condition: 

 

 The confidential data should be shared with your supervisory team to ensure transparency in 
your research. All personal data should remain anonymous outside the researcher and 
supervisory team. 

 

While executing your project, please ensure that you adhere to the ethics principles of the 

University (http://www.beds.ac.uk/research-ref/rgs/research-ethics) at all times. Please note that if 

there is substantial change in your research project, you may have to seek ethical approval again.  

 

Since this project is not externally funded, this clearance is not forwarded to the University 

Research Ethics Committee for further approval. 

 

Applicant declaration 

I understand that I cannot collect any data until the application referred to in this form 

has been approved by all relevant parties. I agree to carry out the research in the 

manner specified and comply with the statement of ethical requirements on page 1 of 

this form. If I make any changes to the approved method I will seek further ethical 

approval for any changes. Signature of Applicant:  

 

 

………………………… Date: 05/09/2017 

 

 

 

Signature of Director of Studies: ………………

 Date: ………………11.09.2017 …………….. 

 

http://www.beds.ac.uk/research-ref/rgs/research-ethics
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The BMRI Research Ethics Committee wishes you success in your interesting research project.  

 

 

Approved 

 

Signature Chair of Research Institute Ethics Committee:  

 

                      Date: 15 September 2017 

 

This form should then be filed on the student’s record 

If in the judgement of the committee there are significant ethical issues for which there is not 

agreed practice then further ethical consideration is required before approval can be given and 

the proposal with the committees comments should be forwarded to the secretary of the UREC 

for consideration. 

 

There are significant ethical issues which require further guidance 

 

Signature Chair of Research Institute Ethics Committee: 

 

                      Date: 

This form together with the recommendation and a copy of the research proposal should then be 

submitted to the University Research Ethics Committee 
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Appendix 11: Qualitative Participants 

 

Number of 

participants  

Position  Inclusion / Exclusion 

criteria 

Location Dates  

 

Method 

used 

10 Female General 

Public 

Females who took 

part in the 

quantitative survey. 

People who are able 

to take part in low-

level physical 

activity. Aged 18–
69.  

Local Church Hall.  March– 

April 

2018 

Qualitative 

face-to-

face semi-

structured 

interviews 

10 Male General 

Public 

Males who took part 

in the quantitative 

survey. People who 

are able to take part 

in low-level physical 

activity. Aged 18–
69. 

Local Church Hall.  March 

– April 

2018 

Qualitative 

face-to-

face semi-

structured 

interviews 

 


