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Executive Summary

Objectives

This pilot study describes the manner in which
food, alcohol, and exercise/sport are depicted in
popular films.  It does so to determine if nutrition-
and fitness-related images in movies are un-
healthy and thus pose a theoretical threat to the
health of viewers.  The present study does not
address empirically the effects of these depictions,
although some speculations about potential effects
are offered.

Research Questions

The present study addressed seventeen research
questions that fall into four general categories.
The first set of questions asked about the foods
that are shown in movies.  The second set of
questions raised issues about movie characters’
ingestion patterns.  The third set of questions
asked if there is any association between the
demographic profile of the characters and the
foods they eat.  Finally, we posed a set of ques-
tions directed at describing the extent to which
planned or organized forms of physical activity
(exercise and sport, primarily) are shown in film.

Methods

The focus of our analysis was on the top-ten
grossing films in each of the ten years from 1991
through 2000 (N=100 films).  Standard content
analytic procedures were used to answer the
proposed research questions. Investigators devel-
oped the content categories inductively, based on
the research questions posed. Two undergradu-
ates were trained by the investigators to apply the
coding instrument and procedures.  One-third of
films were double-coded by the coders to assess
the reliability (inter-judge agreement) of their unit
identification and classification decisions.  One of
the authors arbitrated coding disagreements.

Key Findings

Food and drink appear regularly in the 100 films
analyzed.  More than 20 percent of the items
shown were alcohol.  Those items that were
classifiable into the Food Guide Pyramid catego-
ries were most likely to be fats, oils and sweets;

fruits, vegetables and dairy products were seldom
shown.  Branded food items appeared irregularly;
a movie-goer might expect to see 1-2 branded
food items in the typical movie, most likely for a
soda drink or beer.  The food items shown did not
vary as a function of the movie’s rating, although
characters did tend to ingest their foods more
often in R movies.  Characters’ demographic
features were not associated with the foods they
consumed, but overweight and obese characters
were depicted as more frequent users of fats, oils,
and sweets, and as less frequent consumers of
fruits.  The overweight and obese were also
underrepresented in movies.  While food appears
often in the movies, it is typically found in the
background or treated as a prop.  The foods that
are consumed are seldom the focus of characters’
evaluations; nor are characters typically evaluated
positively or negatively for their food choices.
One source of concern is the frequency with which
alcohol appears in movies.  We found that ap-
proximately one-fifth of food items were beer,
liquor or wine.  Furthermore, alcohol was nearly
two times more likely to be ingested than non-
alcohol food items.   Planned exercise and sports
were also common in movies, appearing at a rate
of about two incidents an hour.   However, these
activities rarely received comment or evaluation
by any of the characters.  A character’s demo-
graphic profile was not associated significantly
with the intensity of his or her exercise and sport-
ing “choices.”  There was no evidence that the
intensity or nature of exercise/sports activities
were associated with movie rating, either.  An
analysis based on social learning theory and
cultivation theory suggests that movie depictions
of nutrition and exercise are unlikely to have
much of an effect on viewers’ behaviors.

Conclusions

In general, public health professionals would
make better use of their time by focusing on
reforming food advertisements rather than worry-
ing about film portrayals of food, eating, and
exercise.
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Overview

Overview

Some studies explain the differences among
various social groups in cancer rates as a conse-
quence of disparities in the consumption of fruits,
vegetables, and saturated fat.  For example,
African American men have the highest cancer
incidence of any race/gender group in the U.S8
and the highest rates of prostate cancer in the
world,9  which could be due in part to this
group’s higher consumption of saturated fats10
11  12   The incidence of many other diet-related
cancers is also higher among African Americans
than any other U.S. ethnic group.13

Epidemiologic research suggests that regular
physical activity may also protect against cancer
by reducing the likelihood of obesity.14   The link
between regular physical activity and reduced
risk of colon cancer is well accepted.15   However,
preliminary research suggests that estrogen-
dependent cancers, such as endometrial and
ovarian cancers, also may be positively associated
with  physical activity.16

The Nature and Effects of Media Portrayals of
Nutrition and Physical Activity

The mass media are the primary source of nutri-
tion information for many individuals,17    and
may even play a more substantial role than per-
sonal contact for some people.18   Research on the
nature and effects of the electronic media’s depic-
tions of nutrition and physical activity will be
reviewed.  Specifically, we will review in turn
research on nutrition and physical activity-related
messages found in television advertising, television
entertainment programming, and movies.

This study describes portrayals of eating and
intentional fitness activity in the top-grossing
films released from 1991 through the year 2000.
Its objective is to understand better the media
environment in which Americans make important
lifestyle decisions.  The need for such research is
suggested by two facts.  First, the majority of
Americans do not meet recommendations for
daily fruit and vegetable consumption and physi-
cal activity, placing them at higher risk of certain
cancers.1   Second, media representations of
society can cultivate beliefs about the world in
which we live.2   Thus there is value in investigat-
ing the types of messages the media are present-
ing about nutrition and exercise.

The objective of this pilot investigation is to
describe images pertaining to nutrition and
exercise in popular movies to determine if there is
any basis for concern.   This goal is addressed via
content analysis.  Our primary focus is thus on
media content and the implicit messages within –
not the effects of this content.  Studies of media
effects should be based on an initial description of
the content of nutrition and exercise portrayals.
However, investigations of the actual effects of
such messages require a different set of tools, such
as experimental methods.

The Relationship Between Diet And Cancer

Healthy eating habits can reduce cancer risks.  A
recent review concluded that increased consump-
tion of fruits and vegetables diminishes the risk of
18 different types of cancer.3   The latest dietary
guidelines of the American Cancer Society recom-
mend a plant-based diet rich in fruits and veg-
etables and low in fat.4   Consumption of fruits
and vegetables appears to offer protective benefits
against a variety of cancers, possibly through
micronutrients acting as antioxidants.5  6   7
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Food advertisements have typically promoted
unhealthy food choices.  A study carried out in the
1970s found that 70% of all advertisements di-
rected at children were for fatty, cholesterol-laden
foods, and/or sugary foods; this same study
reported that a child was 23 times more likely to
be exposed to an advertisement for unhealthy
foods than an ad for fruits and vegetables.28
More recent investigations suggest that very little
has changed.  Kuribayashi and colleagues re-
ported that both children’s and prime-time televi-
sion programming are filled with commercials
that are largely for unhealthy foods, with Satur-
day morning commercials being somewhat more
unhealthy.29   Taras and Gage found that more
than ninety percent of these food commercials
were for products high in fat, sugar, and/or salt.
In comparison with earlier analyses, the propor-
tion of commercials for sugary snacks and cereals
had declined, whereas the proportion of commer-
cials for processed foods and dairy products had
increased.  Kotz and Story estimated that 44% of
food commercials were for foods high in fat, oil,
and sugar  (see Figure 1).  They conclude:
“Commercials broadcast during children’s Satur-
day morning television programming promote
foods predominantly high in fat or sugar, many of
which have relatively low nutritional value.  As
such, the overall picture portrayed to children by
the advertising world projects a skewed version of
a healthful diet.  Fruits and vegetables are virtu-
ally nonexistent and many foods high in complex
carbohydrates and fiber are seen only minimally.
This diet depicted in Saturday morning television
programming is the antithesis of what is recom-

mended for health-
ful eating for chil-
dren” (p. 1298).

Advertising

Food Advertising.  The vast majority of studies
on media messages pertaining to the focus of
this investigation have been concerned with
food advertising. This is not surprising, given
that such advertisements are intentional, fo-
cused, persuasive attempts to alter the attitudes
and behaviors of consumers.   If nothing else, the
expenditure of billions of dollars annually on
such advertisements by corporations concerned
with the “bottom line” evidences the perception
among marketing executives that such advertis-
ing is effective.

Studies confirm what any casual observer of
television has probably already noted: television
programming is saturated with food advertise-
ments, and this is especially so for children’s
programming. Many, if not a majority, of prod-
ucts advertised on television are for
foods.19 ␣ 20 ␣ 21   For example, Taras and Gage
found that the typical hour of children’s pro-
gramming exposes children to 21.3 commercials,
of which 48% were for food items. 22   This
estimate is consistent with the earlier finding of
Rajecki and colleagues, who reported that 40%
of children’s programming commercials were for
foods,23  but below the 61% figure reported by
Ogletree and colleagues and the estimate of 57%
reported by Kotz and Story.24   These results
parallel those of a British study that found that
half of the television commercials in children’s
programming in the United Kingdom were for
food items – most typically for breakfast cereals
and confectionery snacks.25   Food advertise-
ments are also
commonplace in
adult-targeted
programming.26  27

1.6%

2.5%

4.0%

10.8%

37.5%

43.6%

Figure 1:  Representation of Foods in Saturday Morning Commercials
(Based on Kotz and Story, 1994)

Meat, Poultry, Fish, Dry beans,
Eggs and Nuts

Combination Meals

Milk, cheese and yogurt

Fast-Food Restaurants

Bread, Cereal, Rice and Pasta

Fats, Oils, Sugars
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One might hope that the negative messages in
such commercials would be countered with public
service announcements (PSAs) or other educa-
tional approaches promoting healthy eating.
Unfortunately, only 0.2% of nonprogram content
in children’s programming was found in a recent
study to be concerned with promotion of healthy
food choices among children.  A study of more
than 50 hours of Saturday morning programming
found an average of one nutrition-related PSA for
every 5 hours of programming; this translated
into 56 food commercials for every nutrition-
promoting PSA.  Another analysis of a composite
day of television programming found no PSA that
addressed diet or alcohol use.30   Even if PSAs
and other forms of pro-nutrition programming
were presented often to children, it remains to be
seen if such interventions would have a marked
impact; to date the results of effects-focused
studies have been mixed.31

Hope that the effects of advertising on children
and adolescents could be mediated by the wise
counsel of parents and peers may also be wishful.
The evidence suggesting that such mediation can
occur is weak and inconsistent.32  33   There is a
hint in the literature that parents can affect
younger children’s eating choices more so than
the choices of their teenagers.34

Advertising appeals in food products typically
“sell” the idea that the product will bring joy and
happiness to the child.  Features intrinsic to the
product itself are rarely emphasized.35   One
study found that taste, fun, and free toys were the
most common appeals employed in food advertis-
ing targeting children (36%, 17%, and 17%, respec-
tively); claims based on the nutritional value of
the product were found in less than 3% of adver-
tisements.  The association of food with fun is
typically accomplished through stories that make
use of violence, conflict, trickery, food depen-
dency, and other negative themes.

The majority of studies of exposure to advertising
and eating choices has been correlational and has
focused on children.  These investigations indicate
that children tend to select foods and make re-
quests of their parents for foods that are heavily
advertised. 36 ␣ 37  38  39  40   However, in a study
in which adolescents were asked to discuss the
factors that affect their food choices, media influ-
ences were considered to be comparatively weak.
It remains to be seen, however, if people can
report accurately the factors that affect their
consuming decisions.  In a more convincing
experimental study, Gold and Goldberg found
that when children were exposed to candy com-
mercials they were more likely to choose candy
over fruit.41   Studies also suggest that girls may
be more susceptible to televised food commercials
than boys,42  a vulnerability that may continue
into adulthood.43   The capacity of advertising to
affect eating choices is also demonstrated by the
impact of healthy-eating cereal advertisements on
consumer purchases.44

Physical Fitness and Advertising.  Little research
has been reported on the physical activity/fitness
messages found in advertising.  One issue that has
attracted sustained interest, however, is the level
of thinness and fitness of advertising models.  In a
recent review of this research, Kilbourne observes
that advertising models in all channels of promo-
tion (including magazines) are typically very slim.
45   This is true for male and female models,
although thin females are especially likely to be
over-represented.46   For example, 94% of the
female characters on programs with a strong
junior high school female audience were found in
one study to be underweight.
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Other studies support Story and Faulkner’s
finding that alcohol is a common source of calo-
ries on prime-time television55  56 ␣ 57 ␣ 58   and
other entertainment forms, such as soap op-
eras.59 ␣ 60   Futch and colleagues reported that
80% of prime-time programs have at least one
alcohol depiction, but noted that alcohol use was
largely in line with societal approved manners of
consumption.61   Mathios and colleagues report
that alcohol is the most prevalent form of food or
drink on prime-time television, being consumed
by both adolescents and adults.  They note that
adolescent drinkers tended to be depicted as
having negative personality characteristics.62

Minimal research has been reported on the effects
of television programming on viewers’ eating
practices.  However, the work to date suggests
some cause for concern.  Research indicates,
however tentatively, that television viewing is
correlated with unhealthy eating habits, high
caloric intake, and unhealthy conceptions about
nutrition. ␣ 63 ␣ 64    Studies have shown that chil-
dren and adolescents who view more television
tend to eat more sugary and salty snack items
both in the home and while at school.65 ␣ 66
Snacking while watching television is another
frequent behavior. 67   Of course, a correlation
between television characters’ eating behaviors
and television viewers’ nutrition-related choices
does not establish a cause-effect relationship.
Poor eating and television viewing practices could
both be effects of deficient parenting, apathy
toward fitness, low socio-economic status, and
deficiencies in one’s innate physical abilities.

Television Programming

Messages about nutrition and activity in television
entertainment programming have received less
attention by investigators than advertising mes-
sages.  It has been argued that television is a
significant factor in the “nutrition socialization” of
children and teens; it plays a role in the formation
of nutrition-related beliefs, attitudes and behav-
iors.47   Studies suggest that 70% or more of high
school students perceive television programming
of all forms and types to be an important source of
nutrition information.48 ␣ 49 ␣ 50

Nutritional Practices of Television Characters.
The nutrition messages in entertainment televi-
sion are largely unhealthy.  Television characters
routinely make poor food choices that are associ-
ated in “the real world” with obesity and dis-
ease.51  52  Larson found that approximately one-
third of food servings in her sample of television
programming were of questionable nutrition
value. Adult characters were as likely to be por-
trayed as unhealthy eaters as children.53   For
both children and adults, snacks were more
frequently consumed than breakfast, lunch, or
dinner meals.  Moreover, these snacks were
usually of poor nutritional quality.

Story and Faulkner analyzed the “prime time
diet” and concluded that foods shown in televi-
sion programs (and embedded commercials) were
primarily for low-nutrition items such as sodas,
alcohol, coffee, sweets, and salty snack foods.54
However, they also recognize that the unhealthy
diets shown on television may simply reflect the
typical American’s diet – one that is “high in
sugar, sodium, and fat and low in fruits, veg-
etables, and fiber.” These investigators also note
that foods are typically eaten as snacks, not meals,
but acknowledge that we have become a nation of
snackers.  Television may simply be reflecting
changes in American eating practices and is not
necessarily a cause of those changes.
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Physical Activity and Fitness.  As with advertis-
ing, more research has been carried out on televi-
sion programming messages related to nutrition
than physical activity.  A few generalizations are
warranted, however.  For instance, investigations
of sex role portrayals in television programming
suggest that boys are much more physically active
in programming than girls, who are typically
portrayed as sedentary.  It has also been shown
that at the same time that obesity has reached
epidemic proportions,68  overweight and obese
children, adolescents, and adults are
underrepresented in television programming (as
they are in television advertising); overweight
females may be especially under-represented.69
70  71  Ironically, television communicates un-
healthy messages likely to promote obesity by
using models that are seemingly unaffected by the
diets they are shown to consume.

There also appears to be a relationship between
television viewing and obesity.  With occasional
exceptions,72  73  these investigations generally
suggest that for all age groups overweight and
obese individuals tend to watch more television
than thinner people.␣  74  75  76  77  78  79  80  81
Whether or not this relationship is causal remains
to be established.  It has been argued that televi-
sion viewing could lead to obesity by prompting
snacking, by encouraging the selection of the
kinds of high-caloric foods typically seen on
televison, and by displacing more physically
demanding activities.     It is reasonable to argue,
however, that individuals who value exercise and
healthy lifestyle decisions are  less attracted to the
sedentary activity of television viewing.  Robinson
reports the results of a promising intervention that
casts some light on the causality question.  In a
sample of 3rd and 4th graders, reducing levels of
media use led to lower adiposity, indicating that
television viewing may in fact play a causal role in
obesity.82  More longitudinal, controlled research
is needed on this fundamental question.

The relationship of television viewing with fitness
has received less attention. Tucker found that
frequent television viewers did poorly, in com-
parison with less frequent viewers, on a number
of fitness measures.  It is not clear if television
viewing was responsible for lower levels of
fitness.  Individuals who do not value fitness may

tend to fill their days with passive activities, such
as television viewing, video games, reading, and
the like.  Indeed, while Robinson was able to show
that reductions in television viewing among
children led to weight loss, this reduction in
viewing was not associated with an increase in
physical activity or cardiovascular fitness.

At the Movies

To date, virtually all of the studies of nutrition and
the media have focused on television entertain-
ment programming and television and print
advertising.  With the exception of studies docu-
menting the high rate of alcohol use in films, the
nutritional and exercise practices of movie charac-
ters have been largely ignored. 83   Furthermore,
we know of no study that has examined exercise-
related portrayals in movies in any systematic
fashion.  We suspect that this is due to two consid-
erations.  First, advertising may have received
more attention because it is a blatant, targeted
attempt to affect people’s behavior.  In contrast,
food and exercise portrayals in film (and televi-
sion) represent attempts to develop plots and
define characters.  (There may be reason to believe,
however, that product placements in films may
become commonplace in the years to come.84 )
Second, television viewing is a much more com-
mon activity than in-theatre film viewing.

The present study addresses this gap in the re-
search by examining the nutrition- and exercise-
related messages found in popular motion pic-
tures.  This emphasis is justified by research
suggesting that individuals’ nutrition-related
behaviors can be affected by motion pictures,85  as
well as by growing concerns about harmful health
messages in movies86  87  88  89  and the effects of
these messages.90  91  92
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Research Questions
Representations of Eating in Popular Films
RQ 7: When a food is present in film, how often

is it eaten?
RQ8: Is there any association between the type

of food portrayed and the likelihood it will
be consumed?

RQ9: Does the consumption of food vary as a
function of movie rating?

RQ10: When a human movie character eats food,
is that person’s personal reaction (ex-
pressed verbally or nonverbally) to the
food positive, negative, or neutral.

RQ11: When a human movie character eats a
food in the presence of others, does that
person receive positive, negative, or
neutral social support (expressed verbally
or nonverbally) for his/her consumption
of that item?

Actors and the Foods They Eat
RQ12: What is the relationship of types of foods

consumed with character gender (male/
female), age (child/adolescent/adult), race
(white/nonwhite), SES (low/moderate/
high), and body type (underweight,
average, overweight, obese)?

Representations of Exercise in Popular Films
RQ13: How often are sports and other forms of

planned fitness depicted in movies?
RQ14: Is there any association between movie

rating category and the intensity of exer-
cise portrayed?

RQ15: Is there any association between the
intensity of exercise and character demo-
graphics (sex, age, ethnicity, and SES)?

RQ16: When a human character engages in a
fitness activity, is that person’s personal
reaction (expressed verbally or
nonverbally) to that activity positive,
negative, or neutral?

RQ17: When a human character engages in a
fitness activity in the presence of others,
does that person receive positive, negative,
or neutral social support for exercising
(expressed verbally or nonverbally)?

The present study addresses seventeen research
questions that fall into four general categories.
The first set of questions asks about the foods
that are shown in movies (regardless of whether
their consumption is visible to the viewer).  Our
initial, admittedly informal, observations sug-
gested that when foods are shown in movies
they are often used as props. As a result, it is
important to distinguish between foods that
receive “screen time” and foods that are shown
being consumed.  Thus, the second set of ques-
tions raises issues about what foods are shown
being eaten.  The third set of questions asks if
there is any association between the characteris-
tics of movie characters (gender, age, ethnicity,
etc.) and the foods they eat.  In particular, we
will attempt to assess whether minority and
youthful models in movies are more likely to be
depicted as unhealthy eaters.  Finally, we pose a
set of questions directed at describing the extent
to which more organized forms of physical
activity – i.e., “exercise,” including jogging, gym
activities, swimming, planned walking, and
playing organized sports – are shown in film.

Representations of Food in Popular American
Films

RQ1: What types of foods are portrayed in
popular movies, and with what fre-
quency?

RQ2: How does the distribution of foods
shown compare with the Food Guide
Pyramid recommendations?

RQ3: When food is shown, is it represented as
part of a meal or as a snack?

RQ4: What is the range of brand name foods
portrayed in film?

RQ5: Does the representation of food in the
movies vary as a function of movie
rating?

RQ6: How often does food appear in film
relative to alcohol?
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Methods

Methods
Sample of Films

The population of films was defined as the top-ten
grossing films in each of the ten years from 1991
through 2000 (N=100 films).  The films are listed
in Appendix A.  The distribution of film ratings is
as follows: 25% of these films were G or PG, 44%
were rated PG-13, and 31% were rated R (see
Figure 2).  No instances of NC-17 films appeared
on the 100-film list.   We selected the top-ten
grossing films in an effort to analyze the movies
most likely to have a wide range of appeal to the
general public.  It was not possible to select films
that appeal to certain income or ethnic groups that
have higher rates of risk behaviors or higher rates
of certain cancer because no source of movie-
specific demographic information for viewers is
available.

Content Analysis Methods

Standard content analytic procedures were used
to answer the proposed research questions.93
Investigators developed the content categories
inductively, based on the research questions
outlined above.

Analysis of Food Portrayals

Unit of Analysis.  The research questions require
that two distinct units of observation be extracted
from the sampled films: the “food item” (a distinct
presentation of an edible food or alcohol) and the
“food consuming character” (any character who is
portrayed consuming the food or drink).  A
coding form (see Appendix B) was completed for
each item that met our eligibility requirements
(described below), in accordance with the follow-
ing rules: (1) A form was completed for each
single-ingredient item (such as an apple or slice of
bread).  (2) A form was completed for an amal-
gamation of ingredients that collectively form a
single food entity (e.g., a slice of apple pie or a
sandwich).  (3) A form was completed for any
food item being shown added to another food.
(For example, if a character is being shown adding
dressing to a salad, complete a form for the salad
and a form for the dressing.)  Thus, the coding of a
single scene could generate anywhere from zero
to many food item reports.

The process can be made more concrete with an
example: A character is eating from a plate that
includes a salad, a sandwich, a side of carrots, a
slice of cake, and a glass of milk.  Five food item
report forms would be used for this situation: one
for the salad, one for the sandwich, one for the
carrots, one for the cake, and one for the glass of
milk.

Figure 2:  Number of Top-Grossing Movies by Rating, 1991-2000

G
8%

PG
17%

PG-13
44%

R
31%

Rating               Description
G General Audiences: All ages admitted
PG Parental Guidance Suggested:

Some material may not be suitable
for children.

PG-13 Parents Strongly Cautioned:
Some materials may be inappropriate for
children under 13.

R Restricted: Under 17 requires
accompanying parent or adult guardian.

NC-17 No One 17 and Under Admitted

Source: Motion Picture Association of America
(http://www.mpaa.org/movieratings,
as accessed on July 16, 2001.
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Classifications.  The nutrition and character
demographics variables identified in the research
questions outlined earlier are defined in Table 1.
Foods represented in these films  were described
in as much detail as possible and then classified
later into six categories based on the food pyra-
mid and the work of Story and Faulkner (see
Table 2).  These categories are as follows: Fats,
Oils, Sweets; Milk, Yogurt, Cheese; Meat, Poultry,
Fish, Dry Beans, Eggs, Nuts; Vegetables; Fruits;
Bread, Cereal, Rice, Pasta.  The following addi-
tional categories were added to the scheme to
ensure coding exhaustiveness: Miscellaneous (diet
beverages, coffee, tea, condiments, salt, season-
ings, noncaloric sweeteners; Unclassifiable (uni-
dentifiable or combination entrees that encom-
pass multiple food groups).

Foods were coded only if the criteria outlined in
the flow chart reproduced in Appendix C were
satisfied.  Specifically, a food item was coded if
one of the following conditions was met:

The item was ingested by a human
character; or

The item (while not ingested) was being
ordered, bought, or in anyway acquired
by a human character; or

The item, while not being ingested or in
the process of being acquired, was being
held, prepared, or in immediate proxim-
ity to a human character.

A separate report was completed for each charac-
ter shown eating the food item in question.
Specifically, coders made judgments of the
character’s gender, age, social-economic status,
race, and body type.  They also rated the nature
of any personal and social evaluations that were
made about the food choice.  When the food was
alcohol a rating of the sobriety of the character
was made.

“Ingestion” was defined as the deliberate con-
sumption by mouth of food or drink; nutrients
delivered via needle or other means would thus
not be coded.  “Human character” was defined
to include characters played by real human
beings or animated human characters (such as
Tarzan).  When dealing with a character who is
human for only part of the movie, only those
incidents that occurred when the character was
in a human state were coded.  Characters with
supernatural powers that were nevertheless
human in every other way were treated as
human for the purpose of coding.
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Table 1:  Variable Descriptions for the Food Item Reporting Form

Variable Instructions

Movie ID# Enter three-digit number assigned to this movie (range: 001-100)

Movie Title Jot down the movie’s title.

Temporal Location of The temporal location on the film where the incident begins.  Specifically, note the
Incident on Film hour,  minute, and second when the event begins (e.g., 0 hours, 14 minutes, 44

seconds).

Duration Using a stopwatch, assess the amount of time (in seconds) that the food item ap-
pears on the screen in this incident.  If a duration exceeds one minute, convert the
duration into seconds (e.g., 1 minute, 20 seconds should be reported as 80 seconds).

Describe Food Item Describe the food item being coded.  (Examples: “pasta dish–ingredients cannot be
determined”; “sandwich, white bread, with cheese and ham”; “glass of red wine”; etc.)

Branding of Food Item A “brand name” is a commercial trademark for a food item  (e.g., Coca Cola, Pepsi,
Big Mac, Snickers, Jiffy peanut butter) OR the producer of that food item (e.g.,
McDonalds, Taco Bell).

• Check “yes” if a brand name is shown (e.g., you can see “Milky Way” on a candy
bar wrapper) or if a brand name is mentioned (e.g., “I would like to buy a ‘Milky
Way,’ sir.”  Write down the name of the brand.

• Check “no” if no brand name is present.

Physical Setting Where is the character located?  Select one category from the following lists of
physical settings:

• Domestic Setting: a house, apartment, condo, mobile home, tee-pee, hotel room,
or other living situation.

• Business Setting: office, conference room, and the like • Restaurant: any eating
establishment, including banquet settings.

• Outdoors: any outside setting not attached to a home, business, or restaurant.
(Code home patios and yards as “domestic” and restaurant outdoor seating as
“restaurant.”)

• Transport: inside a car, truck, bus, plane, train, spaceship, etc.

• Extraterrestrial: Food is eaten in a location in space or on another planet.

• Undeterminable: Setting is so ambiguous that an educated guess is not possible

• Other: Any setting not described above.
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Table 1:  Variable Descriptions for the Food Item Reporting Form (cont.)

Variable Instructions

Ingestion Consider a food item to have been ingested if…
• the character is shown putting the food into his/her mouth; OR

• is shown to be chewing the food; OR

• if trace evidence of consumption is presented, such as food around the
character’s mouth or the licking of food off the character’s lips.

Snack/Meal Code this variable ONLY IF the food was ingested.
• Snack: food item is eaten between meals or in lieu of a meal.

• Meal: food item is eaten in a situation that fits conventional definitions of “break-
fast,” “lunch,” or “dinner.”

• Undeterminable: no determination can be made.

Alcohol Type If the food item is alcohol, indicate by checking if it is beer, wine, liquor,  or undeter-
minable.  Code wine coolers and champagne as wine.  Hard liquor includes scotch,
gin, vodka, whiskey, and the like. Any drink that consists in part of hard liquor should
be coded as “liquor” (e.g., Long Island Ice Tea).

Anecdotes Simply describe any scene that might add color to our report – candy bars being
used as rewards or punishments, characters turning down food for alcohol, acts of
gluttony, cases of anorexia nervosa, etc.

Character Write down  the name of the character or a description of the character for whom no
Name/Description name is given.

Sex Indicate if the character is a male or female

Age Estimate the age of the character in years.  Use months for infants.

SES1/Affluence Socio-economic status/affluence.  Rate the level of wealth of the character as follows:
• Low income: poor or of modest means.

• Middle income: average/typical level of wealth.

• Upper income: above average affluence

• Undeterminable: No basis for judging the affluence level of the character. Note: If
character is a child or adolescent, code based on the apparent wealth of the
character’s family.
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Table 1:  Variable Descriptions for the Food Item Reporting Form (cont.)

Variable Instructions

SES2/Education Socio-economic status/Educational Achievement
• Educated: the character is said to hold a college degree or the character is em-

ployed in an occupation requiring a college degree or the character is portrayed in
a manner that invites the inference that s/he is educated

• Lesser Educated: the character is involved in a blue collar profession or any
profession that does not require advanced training.  Check off “lesser educated” if
the character is portrayed in a manner that invites the inference that s/he has not
received formal education beyond the high school level.

• Not Applicable: Select this option if the character is a child, adolescent, or college
student.

• Undeterminable: Select this option if the character’s educational achievement
cannot be assessed.

Race Ethnicity of the Character.  Check the category that best describes this character.

Body Type Evaluate the level of obesity of the Character at the time the food item is being in-
gested.
• Underweight: Character is thin.

• Average Weight: Character is neither underweight nor overweight.

• Overweight: Character is “chubby,” “plump,” “stocky.”

• Obese: Character is “fat.”

Personal Evaluation The character’s reaction to the food s/he has ingested:
• Positive (+):  Character indicates verbally or nonverbally that the food item is liked.

• Neutral (0): Character makes no verbal or nonverbal evaluation of the food item.

• Negative  (–): Character indicates verbally or nonverbally that the food item is
disliked.

Social Evaluation Other characters’ evaluation of the ingesting character’s food choice
• Positive (+): Other character(s) shows approval verbally or nonverbally of the

ingesting character’s food choice.

• Neutral (0): Other character(s) make no evaluation of the ingesting character’s
food choice.

• Negative (–):  Other character(s) shows disapproval verbally or nonverbally of the
ingesting character’s food choice.

• Alone: No other characters are present.

Intoxication (If alcohol) Code only if the food item is alcohol.  Rate the intoxication level of the character:
1=sober 2=tipsy (modestly intoxicated) 3=drunk
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Table 2:  Classification Of Depicted Foods

Group Description                                                                                            Code

I FATS, OILS, SWEETS GROUP

Butter, margarine, oils, cream, gravy, dressings, other fats 11
Sweets

sugar, honey 12
cakes, cookies, pies, donuts, sweet rolls, other pastries 13
candies (including chocolate) 14
ice cream desserts 15
sweetened sauces, gelatins, jams, jellies, puddings 16
sugary cereals 17
soda and other sweetened soft drinks and beverages 18

Popped or Fried Snacks (chips, popcorn) 19

II MILK, YOGURT, AND CHEESE GROUP
Milk, Yogurt 21
Cheese 22
Chocolate milk (hot or cold), milk shakes 23

III MEAT, POULTRY, FISH, DRY BEANS, EGGS, NUTS GROUP
Meat 31
Poultry 32
Fish and seafood 33
Beans (excluding green beans) 34
Eggs 35
Nuts 36

IV VEGETABLE GROUP (solid or juices) 40

V FRUIT GROUP (solid or juices) 50

VI BREAD, CEREAL, RICE, AND PASTA GROUP
Bread, rolls, pretzels, bagels, crackers, etc. 61
Granola, oatmeal, natural unsweetened cereals 62
rice 63
pasta 64
grain flours 65
whole grains (excluding rice): corn, barley, wheat, etc. 66

VII MISCELLANEOUS
Low Caloric Beverages

water 71
diet soda 72
coffee/tea 73

condiments 74
salt, pepper, spices, herbs 75
Noncaloric sweeteners 76

VIII ALCOHOL 80
IX UNCLASSIFIABLE

Nondescript or hidden foods, beverages, packaged/canned/bottled foodstuffs 91
Combination entrees (e.g., pizza, sandwiches, hot dogs w/ buns, casseroles,
ambiguous soups and stews, etc.). 92
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Analysis of Exercise Portrayals

This pilot study focused upon exercise behavior,
not the broader concept of total physical activity.
This decision was based on level of resources
available to us.  The coding of movie characters
for their levels of total energy expenditure would
have required that the behavior  of every character
be analyzed on an ongoing basis, throughout the
entire duration of the movie.  As a result, we
examined the narrower construct of the “exercise
incident,” and did so for focal characters alone.
Unit of Analysis.  An Exercise Report Form
(Appendix D) was completed for an “exercise
incident” if the following criteria were satisfied:

• The behavior in question was that of a
Focal Character, defined as any human
(real or animated) character who is central
to the story of the movie or who is the
visual focus of a scene.  When dealing
with a character who is human for only
part of the movie, only those incidents
were eligible for coding when the charac-
ter was in a human state.  Characters with
supernatural powers who were neverthe-
less human in every other way were
treated as human for the purpose of
coding; AND

• The behavior in question was an indi-
vidual or team sport OR the character was
engaged in a nonsport fitness activity for
the express purpose of enhancing his/her
fitness level, reducing his/her stress,
treating a medical condition, or preventing
a medical condition.

Thus, an Exercise Report Form would not have
been completed for a focal character running out
of a burning building, but would have been
completed for a jogging focal character.  Walking
or climbing stairs would not generally have been
coded, but an incident in which a character stated
that s/he was walking to lose weight or improve
fitness would have been coded. The process of
eligibility determination was formally outlined in
the flow chart found in Appendix E.
As with the Food Report Form, a separate evalua-
tion of the character’s sex, race, age, social-eco-
nomic status, and body type for every focal
character engaged in the exercise activity.  In
addition, any personal or social evaluations made
of the activity were rated. (See Table 3 for variable
descriptions and categories.)
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Table 3:  Variable Descriptions for the Exercise Report Form

Variable Instructions

Movie ID# Enter three-digit number assigned to this movie (range: 001-100).

Movie Title Jot down the movie’s title.

Temporal Location of The temporal location on the film where the incident begins.  Specifically, note the
Incident on Film hour,  minute, and second when the event begins (e.g., 0 hours, 14 minutes, 44

seconds).

Duration Using a stopwatch, assess the amount of time (in seconds) that the exercise appears
on the screen in this incident.  If a duration exceeds one minute, convert the duration
into seconds (e.g., 1 minute, 20 seconds should be reported as 80 seconds).

Describe Exercise Describe the activity being coded as exercise.  (Examples: “Captain Jones jogs in
park”; “Sally on treadmill in gym.”

Exercise Code Write down the two-digit code for this activity.

Fitness Attribution Check off “yes” if the character says that the activity is being undertaking for exercise,
stress reduction, weight-loss, muscle-gain, fitness, to prevent disease, to treat dis-
ease, or to prevent or treat an injury.    Check off “no” otherwise.

Character Write down  the name of the character or a description of the character for whom no
Name/Description  name is given.

Sex Indicate if the character is a male or female

Age Estimate the age of the character in years.  Use months for infants.

SES1/Affluence Socio-economic status/affluence.  Rate the level of wealth of the character as follows:
• Low income: poor or of modest means.

• Middle income: average/typical level of wealth.

• Upper income: above average affluence

• Undeterminable: No basis for judging the affluence level of the character.  Note:
If character is a child or adolescent, code based on the apparent wealth of the
character’s family.
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Table 3:  Variable Descriptions for the Exercise Report Form (cont.)

Variable Instructions

SES2/Education Socio-economic status/Educational Achievement
• Educated: the character is said to hold a college degree or if the character is

employed in an occupation requiring a college degree or if the character is
portrayed in a manner that invites the inference that s/he is educated

• Lesser Educated: the character is involved in a blue collar profession or any
profession that does not require advanced training.  Check off “lesser educated”
if the character is portrayed in a manner that invites the inference that s/he has
not received formal education beyond the high school level.

• Not Applicable: Select this option if the character is a child, adolescent, or
college student.

• Undeterminable: Select this option if the character’s educational achievement
cannot be assessed.

Race Ethnicity of the Character.  Check the category that best describes this character.

Body Type Evaluate the level of obesity of the Character at the time the food item is being
ingested.
• Underweight: Character is thin.

• Average Weight: Character is neither underweight nor overweight.

• Overweight: Character is “chubby,” “plump,” “stocky.”

• Obese: Character is “fat.”

Personal Evaluation The character’s reaction to the food eaten
• Positive (+):  Character indicates verbally or nonverbally that the food item is

liked.

• Neutral (0): Character makes no verbal or nonverbal evaluation of the food item.

• Negative  (–): Character indicates verbally or nonverbally that the food item is
disliked.

Social Evaluation Other characters’ evaluation of the ingesting character’s food choice
• Positive (+): Other character(s) shows approval verbally or nonverbally of the

ingesting character’s food choice.

• Neutral (0): Other character(s) make no evaluation of the ingesting character’s
food choice.

• Negative (–):  Other character(s) shows disapproval verbally or nonverbally of
the ingesting character’s food choice.

• Alone.  No other characters are present.
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Classifications.  The variables identified in the
research questions related to exercise behavior are
defined in Table 3.  The exercise activities identi-
fied in this table were subsequently reclassified
into three categories: light, moderate, and vigor-
ous intensity level, based on the work of
Ainsworth and colleagues.94

Coding Procedure

Two undergraduates were trained by the investi-
gators to apply the coding instrument and proce-
dures.  Coders spent 5-10 hours watching each
film and recording all instances of eating and
intentional fitness activity.  One-third of films
were double-coded by the coders to assess the
reliability (inter-judge agreement) of their unit
identification and classification decisions.  One of
the authors arbitrated coding disagreements.

Data Analyses

Coding reliabilities were assessed with Cohen’s
kappa (k).  Research questions concerning the
absolute and relative frequency of portrayals were
addressed using basic descriptive statistics (fre-
quencies, percentages, rates).  In most analyses,
associations among variables were examined
using the Stata 6.095   svytab procedure to correct
for the clustering of exercise and food depictions
within movies.  The svyprop command was used
to make the same correction when estimating
proportions.  In these analyses, the movie was
treated as the primary sampling unit (PSU).   In
several analyses, the movie was treated as the unit
of analysis by aggregating across events within
each movie to create count and rate variables (for
example, vegetable appearance per hour).
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Results

coded with “moderate” to “substantial” agree-
ment.  The distinction between a meal and a snack
was problematic for coders; this variable will not
be assessed further due to its low reliability.  The
reliabilities for the Personal and Social Evaluation
variables were also low, due primarily to a near-
absence of variability.  Essentially, evaluations by
self and others of food and exercise decisions were
so infrequent that the kappa values reported for
these variables are largely meaningless.

Reliabilities

Coders agreed in their independent identification
of food and exercise/sport episodes 84% and 79%
of the time, respectively.  Kappa reliabilities for
their classification of these events is reported in
Table 4. Using qualitative interpretations for
kappa offered by Landis and Koch,96   reliabilities
were “almost perfect” for several of the more
transparent variables (e.g. whether a brand was
present or a food item was eaten; and the sex, age
and race of the character).  Most variables were

Table 4:  Reliabilities

Variable Kappa Interpretation*

Nutrition Variables
Branding ............................................................. .81 almost perfect
Physical Setting .................................................. .78 substantial
Ingestion ............................................................. .91 almost perfect
Snack/Meal ......................................................... .19 slight
Alcohol Type ....................................................... .77 substantial

Exercise Variables
Exercise/Sport Classification .............................. .81 almost perfect
Fitness Attribution ............................................... .58 moderate

Character Profile Variables
Sex ...................................................................... .95 almost perfect
Age ..................................................................... .84 almost perfect
Social Class ........................................................ .52 moderate
Education ............................................................ .49 moderate
Race (White versus Nonwhite) ........................... .83 almost perfect
Body Type ........................................................... .79 substantial
Personal Evaluation ............................................ -.02 poor**

Social Evaluation ................................................ .10 poor**

* These quality assessments are based on the guidance offered by Landis and Koch (1977).

** Not meaningful, due to lack of variance in the variable in question.
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Research Questions

Representations of Food in Popular
American Films

The first research question asked, “What types of
foods are portrayed in popular movies, and how
often do they appear?”  This question is addressed
in Table 5.  The most common identifiable cat-
egory of food portrayed was alcohol (all types,

20.2% of food events), followed by coffee and tea
(12.3%), water (7.7%), fruits (6.2%), vegetables
(5.5%), and combination entrees (e.g., pizza,
casseroles, soups, sandwiches, 4.7%).  In total, a
food item appeared on the screen once every 4.2
minutes.

Table 5:  Distribution of Food Portrayals in Popular Films, Sorted By Prevalence of Depictions

Group n %

Alcohol .................................................................................................................... 578 20.2
Undeterminable: Unclear or concealed foods, beverages ...................................... 397 13.8
Coffee/Tea ............................................................................................................... 352 12.3
Water ..................................................................................................................... 222 7.7
Fruits ..................................................................................................................... 179 6.2
Vegetables .............................................................................................................. 156 5.5
Combination Entrees: pizza, sandwiches, burgers, hot dogs w/ buns,

casseroles, ambiguous soups and stews, etc.). .......................................... 134 4.7
Breads: bread, rolls, pretzels, bagels, crackers, etc. .............................................. 119 4.2
Confectionary Baked Goods: Cakes, cookies, pies, donuts,

sweet rolls, other pastries ............................................................................ 118 4.1
Sugared Drinks: Soda and other sweetened soft drinks and beverages ................ 93 3.2
Meats: Beef, lamb, pork, etc. .................................................................................. 72 2.5
Milk, Yogurt .............................................................................................................. 46 1.6
Fish and seafood..................................................................................................... 46 1.6
Candies (including chocolate) ................................................................................. 43 1.5
Popped or Fried Snacks (chips, popcorn) ............................................................... 40 1.4
Fats and oils ............................................................................................................ 35 1.2
Seasonings: Salt, pepper, spices, herbs ................................................................. 29 1.0
Condiments: Ketchup, mustard, hot sauces, etc. .................................................... 25 0.9
Poultry23 ................................................................................................................. 0.8
Eggs 23 ................................................................................................................. 0.8
Nuts 24 ................................................................................................................. 0.8
Sugar (including honey) .......................................................................................... 17 0.6
Sweetened sauces, gelatins, jams, jellies, puddings .............................................. 18 0.6
Grains: Rice and other grains and grain flours........................................................ 18 0.6
Ice cream desserts .................................................................................................. 14 0.5
Pasta ..................................................................................................................... 15 0.5
Granola and natural unsweetened cereals ............................................................. 8 0.3
Sugary cereals ........................................................................................................ 5 0.2
Cheese .................................................................................................................... 5 0.2
Noncaloric sweeteners ............................................................................................ 5 0.2
Dry beans ................................................................................................................ 3 0.1
Pancakes, waffles, French toast ............................................................................. 2 0.1
Diet sodas ............................................................................................................... 3 0.1

2867 100.0%
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Approximately 13.8% of portrayals were for items
that were hidden or not shown clearly enough to
allow for identification. Among those items that
could be classified, many were identified in the
most general of ways (e.g., “some sort of fruit,”
“hot coffee or tea,” “a green vegetable of some
kind,” “casserole–not sure what type,” “soup,
type unknown,” “pizza – toppings not clear”).
Many food incidents were fleeting and could be
coded only by repeated viewing of the scene or by
pausing the film.  Coders needed to forward
through the film before and after coding to extract
food appearance before watching the movies
because we found that they often omitted events
when watching the movie “naturally.”  This, we
believe, was because food is typically part of the
“background” – a prop – not the focus of most
scenes.

The second question asked how the distribution
of the foods shown compares with the food
guide pyramid recommendations.  We aggre-
gated the categories shown in Table 5 into the
groups identified in the pyramid: (1) Bread,
Cereal, Rice, Pasta;  (2)  Vegetables; (3) Fruits; (4)
Meat, Poultry, Fish, Dry Beans, Eggs, Nuts; (5)
Milk, Yogurt, Cheese; and (6) Fats, Oils, Sweets.
Table 6 reports the frequency with which each of
these groups was portrayed in the films.  The
most frequent food group was the Fats, Oils, and
Sweets group, followed by the Meat, Poultry,
Fish, Dry Beans, Eggs, Nuts Group; the Fruits
Group; the Bread, Cereal, Rice, Pasta Group; the
Vegetables Group; and the Milk, Yogurt, Cheese
Group.  The last column in Table 6 expresses
these frequencies as rates of occurrence per hour
of movie time.  For example, viewers of these
movies could expect to see a fat, oil or sweet a
little less than twice an hour.

Table 6:  Prevalence Of Food Representations in Popular Films, Aggregated By

Food Pyramid Categories

     Frequencies

Food Group n % Rate/Hour

Fats, Oils, Sweets 383 34.1 1.93

Meat, Poultry, Fish, Dry Beans, Eggs, Nuts 191 17.0 0.96

Fruits 179 16.0 0.90

Bread, Cereal, Rice, Pasta 162 14.5 0.81

Vegetables 156 13.9 0.78

Milk, Yogurt, Cheese 51 4.5 0.26

Totals: 1122 100.0% 5.64
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This analysis excludes non-food group cases, such
as alcohol, water, diet sodas, coffee, and tea.  Also
excluded are portrayals that could not be classi-
fied due to the ambiguous our hidden nature of
the food item and combination entrees.

Figure 3  juxtaposes the Food Guide Pyramid with
what we have dubbed the Food Movie Pyramid.  If
food portrayals in film were prescriptive, we
would be advised to eat plenty of fats, oils, and
sweets, and to use milk and other dairy products
sparingly.

Figure 3:  The Food and Movie Pyramids

The Food Pyramid

The Movie Food Pyramid

Fats, Oils, Sweets
USE SPARINGLY

Milk, Yogurt &
Cheese Group

2–3 SERVINGS

Vegetable Group
3–5 SERVINGS

Meat, Poultry, Fish,
Dry Beans, Eggs &

Nuts Group
2–3 SERVINGS

Fruit Group
2–4 SERVINGS

Bread, Cereal, Rice &
Pasta Group

6–11 SERVINGS

Milk, Yogurt, Cheese
USE SPARINGLY

Bread, Cereal, Rice,
Pasta Group

Meat, Poultry, Fish,
Dry Beans, Eggs,

Nuts Group

Vegetable Group

Fruit Group

Fats, Oils,
Sweets Group
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Third, we asked if food is typically represented as
part of a meal or as a snack.  This question could
not be addressed due to the difficulty of determin-
ing reliably if a food was being consumed be-
tween meals or as part of a meal.  In many situa-
tions, eating was done “on the run” with no
contextual information provided about the timing
of consumption.

The fourth research question addressed the range
of brand name foods portrayed in film.  A total of
141 (4.9%) of the food incidents were for a
branded item.  This translates into a rate of ap-
proximately 0.71 branded food appearances per
hour.  As reported in Table 7, a majority (53.3%) of
branded food products fell into just two catego-
ries, soda and beer.  Three-quarters of branded
items fell into four categories: soda, beer, candy,
and chips/pretzels, and candy.  Likewise, We
have no way of knowing if the brands identified
were present due to paid product placement.

Approximately 28% of branded food items were
ingested, compared with 26% for nonbranded
items – a difference that was not statistically
significant (p=.72).  For alcohol, 55% of branded
items were consumed, in contrast with 41% for
nonbranded alcohol products, a difference that
was not significant (p=.09).  The likelihood of an
ingested food or alcohol item being branded was
unrelated to the ingesting character’s attributed
sex, age, race, social class, education level, or body
type (all p values > .64), or to the rating of the
movie in which the incident appeared (p=.56).

Table 7:  Frequency of Branded Foods Grouped By

Food Category

Category  n %

Soda 45 31.9

Beer 28 20.0

Candy 11 7.8

Chips, Pretzels 10 7.1

Liquor 10 7.1

Cookies and Crackers 6 4.3

Nutrition Drinks/Bars 4 2.8

Cereal 3 2.1

Coffee 3 2.1

Pizza 3 2.1

Burgers 2 1.4

Champagne 2 1.4

Condiments 2 1.4

Confectionary Baked Goods 2 1.4

Juice 2 1.4

Water 1 0.7

Miscellaneous (1 incident) 7 5.0

141 100.0%



UNIVERSITY OF CALIFORNIA, DAVIS26

Portrayals of Nutritional Practices and Exercise Behavior In Popular American Films, 1991-2000

The fifth research question concerns whether the
foods portrayed in movie vary as a function of
movie rating.  This issue was addressed via the
svytab procedure of the Stata 6.0 program, using
movie as the primary sampling unit.  Only those
“pure” food items that fell into just one of the six

food groups were analyzed (n=1122); food in the
“miscellaneous,” “alcohol,” and “unclassifiable”
(including combination dishes) categories were
excluded from the analysis.  The distribution of
foods shown did not vary as a function of movie
rating (p=36; see Table 8).

Table 8:  Association Between Food Type and Movie Rating

                                           RATING

FOOD GROUP G PG PG13 R TOTAL

Fats, Oils, 25.6% 33.3% 33.5% 37.0% 34.1%
Sweets (n=11) (n=75) (n=178) (n=119) (n=383)

Milk, Yogurt, 0.0% 7.6% 4.1% 3.7% 4.5%
Cheese (n=0)  (n=17)  (n=22)  (n=12)  (n=51)

Meat, Poultry, Fish, 20.9% 17.3%) 20.1% 11.2% 17.0%
Dry Beans, Eggs, Nuts (n=9) (n=39) (n=107) (n=36) (n=191)

Vegetables 2.3% 15.6% 14.5% 13.4% 13.9%
 (n=1) (n=35) (n=77) (n=43) (n=156)

Fruits 20.9% 13.8% 14.3% 19.6% 16.0%
(n=9) (n=31) (n=76) (n=63) (n=179)

Bread, Cereal, 30.2% 12.4% 13.5% 15.2% 14.4%
Rice, Pasta (n=13) (n=28)  (n=72) (n=49) (n=162)

The sixth research question asked how often food
appears in films relative to alcohol.   Approxi-
mately 79.8% of the food events involved non-
alcoholic items; 20.2% involved alcoholic bever-
ages.  The standard error of estimate, using the
Stata 6.0 svyprop command, with movie serving
as the PSU, was 0.129.

Representations of Eating in Popular Films

Moving our attention to ingestion, the seventh
research question asks, How often food items
presented on the big screen are actually ingested?
In most instances, foods were not consumed; only
26.5% were ingested by the character.  In contrast,
when alcohol appeared on the screen it was
consumed in 42.4 percent of cases.  This differ-
ence, assessed with the svytab command, was
statistically significant (p=.0001).

The eighth research question asked if there was
any association between a food’s category on the
food guide pyramid (as shown in Table 2) and its
likelihood of being consumed.   The association
between food category and consumption was
assessed using the svytab procedure, excluding
from analysis the categories “miscellaneous,”
“alcohol,” and “unclassifiable.”  A significant
association was found (p=.024; see Table 9).  Foods
in the Fats, Oils, Sweets Group and the Meat,
Poultry, Fish, Dry Beans, Eggs, and Nuts Group
were most likely to be consumed on screen; dairy
products and vegetables were least likely to be
shown being consumed.



CENTER FOR ADVANCED STUDIES IN NUTRITION AND SOCIAL MARKETING 27

Results

Table 9:  Association Between Food Categories and Consumption
% of Events

In Which Food Item
Food Category Was Consumed     95% CI

Fats, Oils, Sweets Group 30.1 25.2, 36.0

Meat, Poultry, Fish, Dry Beans, Eggs, Nuts Group 29.8 23.0, 37.7

Bread, Cereal, Rice, and Pasta Group 24.1 16.4, 33.8

Fruits Group 22.9 16.7, 30.6

Vegetables Group 16.7 10.0, 26.4

Milk, Yogurt, Cheese Group 15.7 8.9, 26.1

Note: Cross-tabulation based on Stata svytab procedure, correcting for the clustering of food events within
movies; p=.024.

The ninth research question asks if there was any
association between the rating of the movie in
which a food item appeared and its likelihood of
being consumed on screen.  The general tendency
was for the rate of food consumption to increase
as movies become more suitable for adults
(p=.011, see Table 10).  More precisely, PG movies
were significantly less likely than PG-13 and R-
rated movies to show the consumption of food.

Table 10:  Association Between Movie Rating
and Consumption

Movie % of Food Items
Rating Consumed 95% CI

G 22.8 15.1, 32.9
PG 18.9 13.7, 25.5
PG-13 26.0 22.2, 30.2
R 31.8 26.3, 37.7

Note: Cross-tabulation based on Stata svytab proce-
dure, correcting for the clustering of food events
within movies; design-based  F(2.49, 241.09)  =
4.16,   p = 0.011.

The tenth research question asked about the
distribution of movie characters’ personal reac-
tions to consumed foods, expressed verbally or
nonverbally.  Recall that this variable was not
coded reliably, due primarily to the near-absence
of variation in it.  Specifically, in the vast majority
of cases, judges saw no evaluation given (98.9% of
cases); a positive reaction was given in 0.7% of
cases and a negative reaction was given in 0.4% of
cases.  Movie characters rarely evaluate, for better
or worse, the foods they consume.  Likewise,
movie characters are rarely evaluated by others
for their food choices (RQ 11).  A social evaluation
of any kind was reported in only 0.1% of cases.
(Of course, a character’s decision to eat a particu-
lar food could be assumed by viewers to give tacit
approval of the item in question.)

The svytab procedure was used to address RQ12,
which addressed the relation of the types of foods
consumed to character gender (male versus
female), age (child/adolescent versus adult), race
(white/nonwhite), social class (low versus moder-
ate versus high), and education (lesser educated
versus higher educated).   The age variable was
dichotomized at age 18 (age 18 and under versus
adults) because there were too few young people
to distinguish between children and adolescents.
Nonwhite characters were aggregated into a
single group because there were too few charac-
ters from individual racial/ethnic groups to make
additional comparisons possible (88.5% of charac-
ters were White).  For the analysis of social class,
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cases in which the socio-economic status of the
character could not be judged (19% of cases) were
excluded from the analysis.  Likewise, education
was assessed only for those characters who were
judged to be “lesser” or “more” educated; those
whose educational background could not be
assessed or who were pre-adults were not in-
cluded in the analysis (29.8% of cases).  After
correcting for the clustering of eating events
within movies, we found no association between
the food category of the item being consumed and
any of the variables in question (all p values >
.263).  Thus, demographic profile was not associ-
ated with characters’ eating practices.

In contrast, the findings for body type were
significant.  The vast majority of characters were
classified as having an “average” or “overweight”
body type; “underweight” and “obese” characters
were rare.  We thus contrasted underweight and
average body type characters with those who
were overweight or obese.  As shown in Table 11,
overweight/obese characters were more likely to
be shown consuming foods in the Fats, Oils,
Sweets group and the Meat, Poultry, Fish, Dry
Beans, Eggs, Nuts Group; thin/average weight
characters were more likely to be depicted as
consumers of fruits.  Only 13.1% of characters
were judged to be overweight or obese. This
finding is in line with earlier research suggesting
that overweight individuals are underrepresented
in print and television advertising, as well as in
television programming.

Table 11:  Association Between Character Body Type and Food Consumption Patterns

Food Group Thin/Average Body Type Overweight/Obese Body Type
% of Characters 95% C.I. % of Characters 95% C.I.

 Fats, Oils,
Sweets 37.1 29.4, 45.5 50.8 38.2, 63.3

Milk, Yogurt,
Cheese 2.9 1.3, 6.2 0.0 (0)

Meat, Poultry, Fish,
Dry Beans, Eggs,
Nuts 17.8 12.8, 24.3 28.6 18.4, 41.5

Vegetables 9.1 5.0, 16.0 9.5 4.1, 20.6

Fruits 17.1 12.0, 23.7 1.6 0.2, 11.4
 Bread, Cereal,
Rice, and Pasta 16.0 10.0, 24.8 9.5 4.5, 18.9

Total 100.0 100.0

Note: Estimates have been adjusted for the clustering of characters within movies.
Design F (4.56, 351.10) = 3.09, p=0.013.

Representations of Exercise in Popular Films

Turning our attention to exercise, we found a total
of 415 exercise events in these 100 movies, which
translates into one sports/exercise incident every
29 minutes.  The thirteenth research question
asked how often are sports and other forms of

planned physical activity depicted in movies.
This question is addressed in Table 12, which
shows dancing, swimming, boating, jogging,
baseball, football, and biking to be the most
common activities.
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Table 12:  Frequency of Exercise/
Sports Activities
in Popular Movies

Exercise/ % of
Sports Category N Total
dancing 63 15.2
swimming 50 14.5
boating 26 6.3
jogging 26 6.3
baseball/softball 22 5.3
football 19 4.6
biking 17 4.1
martial arts 15 3.6
fishing 12 2.9
basketball 11 2.7
mountain climbing 11 2.7
boxing 10 2.4
horseback riding 9 2.2
archery 8 1.9
gladiator “sports” 8 1.9
hiking 8 1.9
playground activities 8 1.9
diving and scuba diving 7 1.7
gymnastics 5 1.2
stepmaster aerobics 5 1.2
wrestling 5 1.2
golf 4 1.0
jumping jacks 4 1.0
race car driving 4 1.0
ping pong/table tennis 3 0.7
soccor 3 0.7
weight lifting 3 0.7
hockey (roller blade) 2 0.5
motor cross 2 0.5
stakeboarding 2 0.5
skiing (snow) 2 0.5
badminton 1 0.2
cheerleading 1 0.2
cricket 1 0.2
hunting 1 0.2
skating (ice) 1 0.2
treadmill aerobics 1 0.2
volleyball 1 0.2
walking 1 0.2
Other 21 5.1

Total 415 100.0

RQ14 asks if there is a significant association
between movie rating category and the intensity
of physical activity portrayed.  Recall that exercise
events were classified as “light,” “moderate,” or
“vigorous” based on the work of Ainsworth et al.
Our analyses for this research question excluded
16.7% of cases that were not a part of the
Ainsworth et al. classification scheme.  Using the
svytab procedure, we found no significant asso-
ciation between the intensity of these events and
movie rating (p=.36).  There were relatively few
events classified as “light intensity” (7.4 percent).
We thus compared “light” and “moderate” inten-
sity events (59.9% of classifiable events) with
vigorous activities (40.1% of events).  Once again,
there was no association between movie rating
and intensity (p=.74).

RQ15 asks if there is a significant association
between the intensity of physical activity and the
character’s sex, age (18 and under versus adults),
ethnicity (white versus nonwhite), social class
(low, middle, upper), and educational level (lesser
versus more educated).  Using the simplified
intensity measure (light/moderate versus vigor-
ous) our svytab analyses revealed no significant
association between intensity and character sex
(p=.50), age (p=.60), ethnicity (p=.27), social class
(p=.44), or education level (p=.47).

The sixteenth research question asked, When a
human character engages in exercise, is that
person’s personal reaction (expressed verbally or
nonverbally) to that activity positive, negative, or
neutral?  In 0.3% of cases a negative evaluation
was given; no evaluation was made in the remain-
ing cases.  Thus, characters do not typically
express, verbally or nonverbally, an evaluation of
their planned physical activities.  With regard to
RQ17, we found that a social evaluation was made
by other characters of a focal character’s exercise
in 0.5% of cases, a negative evaluation was made
in 0.2% of cases, and no evaluation was offered in
the remaining exercise incidents.  Thus, exercise
was rarely accompanied by a personal or social
evaluation.  More common was the attribution of
one’s activity to improved fitness; in 4.5 percent of
cases, the character expressed such an attribution.
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Discussion
One potential source of concern is the frequency
with which alcohol appears in movies.  We found
that approximately one-fifth of consumable items
were beer, liquor or wine and that alcohol was
much more likely to be ingested than food.  This
finding is consistent with earlier investigations
that have also documented the high incidence of
alcohol in film.

Planned exercise and sports were also common in
movies, appearing at a rate of about two incidents
an hour.   However, these activities rarely received
comment or evaluation by any of the characters.
A character’s demographic profile was not associ-
ated significantly with the intensity of his or her
exercise and sporting “choices.”  There was no
evidence that the intensity or nature of planned
fitness and sporting activities were associated
with movie rating, either.

Speculating on the Effects of Movie Portrayals
of Food, Alcohol, and Exercise

The focus of this study has been on the manner in
which food, alcohol, and exercise are portrayed in
popular films, not the impact of those portrayals
on viewers.  Even so, it is useful to speculate on
the potential effects of these depictions, given
what is known about how media influence the
public.  Two theories would seem to offer particu-
larly useful frameworks for such speculation:
Social Learning Theory and Cultivation Analysis.

Social Learning Theory

Social Learning Theory (SLT) provides a psycho-
social framework for understanding the reciprocal
relationships among behavior, personal factors,
and the environment.  The theory has evolved
considerably since its introduction more than 60
years ago97  (Miller & Dollard, 1941), due in large
part to the contributions of Albert Bandura.98  99
100  101  Behavior occurs in the context of an
environment with physical and social facets.  The
environment can affect a person’s behavior within
or beyond that individual’s awareness.

Food and drink appear regularly on the Big
Screen.  More than 40% of the items shown would
appear to be “beverage props” – alcohol or drinks
with no caloric content (tea, coffee, water, diet
sodas).  Those items that were classifiable into the
Food Guide Pyramid categories were dispropor-
tionately likely to be foods high in fats, oils and
sugars; cancer-preventing fruits and vegetables
were seldom shown, as were dairy products.
Branded food items appeared irregularly; a
movie-goer might expect to see 1-2 branded food
items in the typical movie, most likely for a soda
drink or beer.

We found little evidence that the food items
shown in these movies varied as a function of the
movie’s rating.  For reasons that are not readily
apparent, characters tended to ingest their foods
more often in R movies, however.  Characters’
demographic features were not associated with
the foods they consumed, with the one exception
of body type.  Overweight and obese characters
were depicted as less healthy eaters.  They were
more likely to consume foods high in fat and
sugar, and tended to avoid fruits.  The overweight
and obese were also underrepresented in movies.
In an era when a majority of Americans are over-
weight or obese, the incidence of obesity in film is
remarkably low.

While food appears often in the movies, it is
typically found in the background or treated as a
prop.  For example, only one in four food items
shown was ingested.  Many of the foods shown
could not be clearly identified by the coders, and
others could be classified in only the most general
of ways.  One would be hard-pressed to evaluate
the nutritional merits of many of the dishes that
appear on the screen.  Furthermore, the foods that
are consumed are typically the focus of characters’
evaluations.
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A person’s mental representation of the environ-
ment is referred to as the situation.  According to
SLT, an important aspect of the situation is the
person’s perception of the outcomes of a particu-
lar behavior (the individual’s expectations) and the
value placed upon these outcomes (incentives).
Incentives can be positive (e.g., “exercise makes
me more popular with others”) or negative (e.g.,
“exercise is painful”).  In general, a person will
perform behaviors that maximize positive out-
comes and minimize negative ones.  Short-term
benefits appear to be more influential than long-
term benefits.  Incentives can develop through a
person’s own experiences or by observing the
outcomes obtained by others (“social models”)
when they perform the behavior.

An important part of people’s calculations is their
capacity for behaving.  Regardless of expectancies, a
behavior cannot be enacted unless a person has
knowledge of the behavior and possesses the
skills to perform the behavior.  Another significant
personal factor is the confidence (self-efficacy) a
person possesses regarding his or her ability to
perform the behavior.  A person who believes that
caloric restriction would lead to rewards would be
unlikely to participate in a weight control pro-
gram if he does not feel in control of his eating.

Success is also shaped by a person’s quality of self-
control.  One’s self-control can be enhanced with
specific definitions of the target behavior (e.g., “I
will consume no more than 1200 calories a day”),
consistent self-observation of one’s behavior (e.g.,
regular “weigh-ins”), and a clear performance
criterion (e.g., loss of two pounds per week). Also
facilitating success is effective management of
emotional arousal, which can interfere with
learning and performance.

A typical viewer of these films would probably
have the capacity to imitate characters’ exercise
and eating practices, but the absence of incentives
would make it unlikely that they would do so.  As
noted, characters seldom comment, for better or
worse, on their food and exercise behaviors and
seldom receive positive or negative reinforce-
ments from others for those behaviors.  The
conditions for modeling would appear to be
absent.  On the other hand, one could argue that
characters who exercise without comment are

conveying the message that this activity is a
routine lifestyle behavior undertaken for unstated,
positive benefits.

Cultivation Analysis

The focus of cultivation analysis, a framework
developed by George Gerbner in the 1970s, is on
the relationship between media exposure and
people’s beliefs about reality.102   Cultivation
analysis proposes that frequent viewers of the
media (television viewing has been the typical
form of media studied) will come to adopt beliefs
about the nature of the real world “that reflect the
most stable and recurrent patterns of portrayals in
the television world (p. 10).”103   Essentially, the
theory proposes that the media provide a lens
through which we experience the world, one that
comes to shape our beliefs about the world in
which we live.  For example, heavy viewers tend
to have perceptions of the real world that con-
verge with media portrayals of that world _ even
when those portrayals are inaccurate.  For in-
stance, heavy viewers tend to overestimate the
amount of danger and violence in the world,
presumably because of the heavy violence content
in television.

We believe that it is more plausible that heavy
movie viewing could in some way affect viewers
beliefs about what constitutes normative behavior
with regard to nutrition and exercise.  However,
the low profile given to most foods, together with
the fact that they are seldom consumed, makes it
unlikely that unhealthy beliefs are cultivated.  We
believe that the typical viewer would find the task
of reporting accurately the foods they saw, even if
quizzed immediately after viewing, in most of the
films we analyzed.  With regard to the physical
activities examined, we believe that such a wide
cross-section was present in these films that
beliefs about society’s exercise and sporting
proclivities would not likely be altered.
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Limitations

This study is not without limitations.  First, the
movies examined were based on the a criterion
other than random sampling.  While it makes
good sense to focus on those movies that have
been most popular, the findings may not general-
ize to the population of motion pictures produced
in the time frame examined.  Second, our decision
to code food incidents based on the food guide
pyramid brings with it inherent limitations.  In
particular, the food guide provides a better frame-
work for classifying the ingredients that go into
our foods than the meals we eat.  As a result, it
was necessary to classify many items based on
their predominant ingredient.  For example,
French fries were classified under “fats,” not
vegetables, because most of the calories in fries
comes from the oils used in the frying process.
Third, resource constraints forced us to examine
“sport” fitness activities rather than energy expen-
ditures.

Conclusion

There seems to be no shortage of exercise and
sporting episodes in the movies, although the
depiction of food  could certainly be healthier and
alcohol could certainly be used less as a prop.
Even so, the obscure nature of these portrayals,
along with the lack of social reinforcement for
consumption choices, makes it difficult to argue
that these depictions pose a threat to viewers’
health.  When one contrasts the obscure  manner
in which food is depicted in movies with the
explicit, focused, and promotional nature of food
depictions in advertising, it becomes clear that
critics would be well-advised to direct their
energies toward mitigating the effects of food
advertising.  Those who wish to reform the film
industry would probably do more to improve the
health of Americans by attacking the concessions
stands at the theatres and the soda, popcorn, and
candy advertisements that precede every movie.
In any regard, it would seem patently unfair to
blame the entertainment industry for showing
Americans eating unhealthy foods.  We do live in
a culture of gluttony,104  and it is the screen-
writers’ and movie directors‘ prerogative to depict
that excessively indulgent reality.
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Appendix A
Top-Grossing Motion Picture Films, U.S. Box Office, 1991-2000

Year Movie Rating  Gross

2000 How the Grinch Stole Christmas PG  $       260,031,035

2000 Cast Away PG13  $       233,503,178

2000 Mission: Impossible II PG13  $       215,397,307

2000 Gladiator R  $       187,670,866

2000 What Women Want PG13  $       182,805,123

2000 The Perfect Storm PG13  $       182,618,434

2000 Meet the Parents PG13  $       166,225,040

2000 X-Men PG13  $       157,299,717

2000 Scary Movie R  $       156,997,084

2000 What Lies Beneath PG13  $       155,370,362

1999 Star Wars: Episode I - The Phantom Menace PG  $       431,065,444

1999 The Sixth Sense PG13  $       293,501,675

1999 Toy Story 2 G  $       245,823,397

1999 Austin Powers: The Spy Who Shagged Me PG13  $       205,399,422

1999 The Matrix R  $       171,383,253

1999 Tarzan G  $       171,085,177

1999 The Mummy PG13  $       155,247,825

1999 Runaway Bride PG  $       152,149,590

1999 The Blair Witch Project R  $       140,530,114

1999 Stuart Little PG  $       140,015,224

1998 Saving Private Ryan R  $       216,119,491

1998 Armageddon PG13  $       201,573,391

1998 There’s Something About Mary R  $       176,483,808

1998 A Bug’s Life G  $       162,792,677

1998 The Waterboy PG13  $       161,487,252

1998 Doctor Dolittle PG13  $       144,156,464

1998 Rush Hour PG13  $       141,153,686

1998 Deep Impact PG13  $       140,459,099

1998 Godzilla PG13  $       136,023,813

1998 Patch Adams PG13  $       135,014,968

1997 Titanic PG13  $       600,779,824
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1997 Men in Black PG13  $       250,147,615

1997 The Lost World: Jurassic Park PG13  $       229,074,524

1997 Liar Liar PG13  $       181,395,380

1997 Air Force One R  $       172,888,056

1997 As Good As It Gets PG13  $       147,637,474

1997 Good Will Hunting R  $       138,339,411

1997 My Best Friend’s Wedding PG13  $       126,805,112

1997 Tomorrow Never Dies PG13  $       125,332,007

1997 Face/Off R  $       112,225,777

1996 Independence Day PG13  $       306,124,059

1996 Twister PG13  $       241,700,000

1996 Mission: Impossible PG13  $       180,965,237

1996 Jerry Maguire R  $       153,620,822

1996 Ransom R  $       136,448,821

1996 101 Dalmatians PG  $       136,182,161

1996 The Rock R  $       134,006,721

1996 The Nutty Professor PG13  $       128,800,000

1996 The Birdcage R  $       124,000,000

1996 A Time to Kill R  $       108,700,000

1995 Toy Story G  $       191,800,000

1995 Batman Forever PG13  $       184,031,112

1995 Apollo 13 PG  $       172,071,312

1995 Pocahontas G  $       141,600,000

1995 Ace Ventura: When Nature Calls PG13  $       108,344,348

1995 GoldenEye PG13  $       106,400,000

1995 Casper PG  $       100,328,194

1995 Jumanji PG  $       100,200,000

1995 Se7en R  $       100,125,000

1995 Die Hard: With a Vengeance R  $       100,012,500

1994 Forrest Gump PG13  $       329,691,196

1994 The Lion King G  $       312,900,000

1994 True Lies R  $       146,261,000

1994 The Santa Clause PG  $       144,833,357

1994 The Flintstones PG  $       130,512,915

1994 Dumb & Dumber PG13  $       127,175,354

1994 Clear and Present Danger PG13  $       122,012,710

1994 Speed R  $       121,226,560
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1994 The Mask PG13  $       119,938,730

1994 Pulp Fiction R  $       107,930,000

1993 Jurassic Park PG13  $       356,784,000

1993 Mrs. Doubtfire PG13  $       219,200,000

1993 The Fugitive PG13  $       183,875,760

1993 The Firm R  $       158,348,400

1993 Sleepless in Seattle PG  $       126,533,006

1993 Indecent Proposal R  $       106,614,100

1993 In the Line of Fire R  $       102,314,283

1993 The Pelican Brief PG13  $       100,768,056

1993 Schindler’s List R  $         96,067,179

1993 Cliffhanger R  $         84,049,211

1992 Aladdin G  $       217,350,219

1992 Home Alone 2: Lost in New York PG  $       173,585,516

1992 Batman Returns PG13  $       162,831,698

1992 Lethal Weapon 3 R  $       144,731,527

1992 A Few Good Men R  $       141,340,178

1992 Sister Act PG  $       139,610,000
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1992 The Bodyguard R  $       121,945,720

1992 Wayne’s World PG  $       121,697,350

1992 Basic Instinct R  $       117,727,000

1992 A League of Their Own PG  $       107,458,785

1991 Terminator 2: Judgment Day R  $       204,843,350

1991 Robin Hood: Prince of Thieves PG13  $       165,500,000

1991 Beauty and the Beast G  $       145,863,363

1991 The Silence of the Lambs R  $       130,727,000

1991 City Slickers PG13  $       124,033,791

1991 Hook PG  $       119,654,900

1991 The Addams Family PG13  $       113,502,000

1991 Sleeping with the Enemy R  $       101,580,000

1991 Father of the Bride PG  $         89,325,780

1991 The Naked Gun 2 1/2: The Smell of Fear PG13  $         86,930,411



CENTER FOR ADVANCED STUDIES IN NUTRITION AND SOCIAL MARKETING 43

Appendix B

Appendix B

Coding Form For Analyzing Nutrition-Related Portrayals
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Nutrition and Exercise in Popular Films
Food Item Report

MOVIE ID#: ______

ABBREVIATED MOVIE TITLE: ______________________________

TEMPORAL LOCATION ON TAPE:   hour: ____ / minute: ____ / second:____

DURATION: ___ minutes, ___ seconds

DESCRIBE ITEM:
____________________________________________________________

_______
____________________________________________________________
_______

WAS ITEM BRANDED? ___no     ___yes (brand name: _____________________)

PHYSICAL SETTING: ___domestic ___business ___restaurant     ___outdoors   
___transport ___extraterrestrial ___not determinable   
___other  please describe:____________________

WAS THIS ITEM “FOOD” OR “ALCOHOL”?

___food ___alcohol.  What type?
___beer    ___wine   ___liquor      ___?

Was this food item ingested?  ___yes
___no

Was this alcohol item ingested?  ___yes  ___no

If ingested, was it ingested as part
of a meal or as a snack?
___ meal
___snack
___undeterminable

If ingested, was this item eaten in the presence or
absence of food?

___food was present
___food was absent

Describe all characters who ingested this food or alcohol
item on the form on the back of this sheet.

Rpt. #: ______
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Describe The Characteristics Of Every Character Who Ingested This Food Item.
(Staple Additional Forms If Necessary)

Character Name/Description: __________________

Sex: female       male

Estimated Age: ___

SES1: low      middle    upper    undeterminable

SES2: educated     lesser-educated    undeterminable

Race: ___African-Amer     ___Asian/Pacific Islander

___Caucasian    ___Hispanic     ___Native Amer/Alaskan

___Other/Unknown    ___Mixed

Body Type: underweight   average  overweight  obese

Personal Evaluation: positive    neutral    negative

Social Evaluation: positive    neutral    negative   alone

Intoxication (If alcohol): sober    tipsy    drunk

Character Name/Description: __________________

Sex: female       male

Estimated Age: ___

SES1: low      middle    upper    undeterminable

SES2: educated     lesser-educated    undeterminable

Race: ___African-Amer     ___Asian/Pacific Islander

___Caucasian    ___Hispanic     ___Native Amer/Alaskan

___Other/Unknown    ___Mixed

Body Type: underweight   average  overweight  obese

Personal Evaluation: positive    neutral    negative

Social Evaluation: positive    neutral    negative   alone

Intoxication (If alcohol): sober    tipsy    drunk

Character Name/Description: __________________

Sex: female       male

Estimated Age: ___

SES1: low      middle    upper    undeterminable

SES2: educated     lesser-educated    undeterminable

Race: ___African-Amer     ___Asian/Pacific Islander

___Caucasian    ___Hispanic     ___Native Amer/Alaskan

___Other/Unknown    ___Mixed

Body Type: underweight   average  overweight  obese

Personal Evaluation: positive    neutral    negative

Social Evaluation: positive    neutral    negative   alone

Intoxication (If alcohol): sober    tipsy    drunk

Character Name/Description: __________________

Sex: female       male

Estimated Age: ___

SES1: low      middle    upper    undeterminable

SES2: educated     lesser-educated    undeterminable

Race: ___African-Amer     ___Asian/Pacific Islander

___Caucasian    ___Hispanic     ___Native Amer/Alaskan

___Other/Unknown    ___Mixed

Body Type: underweight   average  overweight  obese

Personal Evaluation: positive    neutral    negative

Social Evaluation: positive    neutral    negative   alone

Intoxication (If alcohol): sober    tipsy    drunk
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Decision Flow Chart For determining the coding eligibility of a food depiction
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Decision Flow Chart For determining the coding eligibility of a food depiction

YesIs the person ordering, buying, or in
any way acquiring food/drink?

Is the food item ingested
by a real or animated

human character?

No/Unsure

No/Unsure

CODE!

CODE!

Person is holding food, preparing a
meal/snack, or is seated with food in

front of him/her?

Yes

No/Unsure

CODE!

Yes

DO NOT
CODE
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Coding Form For Assessing Instances of Planned Exercise and Sport
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Nutrition and Exercise in Popular Films
Exercise Report

Movie ID#: ______ Abbreviated Movie Title:
____________________________________

Temporal Location on Tape:   hour: ____ / minute: ____ / second:____

Duration: ___ minutes, ___ seconds

Describe Exercise: ________________________________

Exercise Code: __ __ (Reminder: Complete a separate form for scenes in which >1 listed exercise
activities are portrayed. Each exercise episode should be reported on its own form.)

Did the character attribute his/her activity as being for the purpose of enhanced fitness? ___no  ___yes

Describe The Characteristics Of Every Focal Character Who Engaged in this Activity.
(Staple Additional Forms If Necessary.)

Character Name/Description: __________________

Sex: female       male

Estimated Age: ___

SES1: low      middle    upper    undeterminable

SES2: educated     lesser-educated    undeterminable

Race: ___African-Amer     ___Asian/Pacific Islander

___Caucasian    ___Hispanic     ___Native Amer/Alaskan

___Other/Unknown    ___Mixed

Body Type: underweight   average  overweight  obese

Personal Evaluation: positive    neutral    negative

Social Evaluation: positive    neutral    negative   alone

Character Name/Description: __________________

Sex: female       male

Estimated Age: ___

SES1: low      middle    upper    undeterminable

SES2: educated     lesser-educated    undeterminable

Race: ___African-Amer     ___Asian/Pacific Islander

___Caucasian    ___Hispanic     ___Native Amer/Alaskan

___Other/Unknown    ___Mixed

Body Type: underweight   average  overweight  obes e

Personal Evaluation: positive    neutral    negative

Social Evaluation: positive    neutral    negative   alone

Rpt. #: ______
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Code Activity Code Activity

01 archery 31 paintball

02 arm wresting 32 ping pong / table tennis

03 badminton 33 playground activities/play

04 baseball/softball 34 polo (horse)

05 basketball 35 polo, water

06 biking, moving 36 pushups

07 biking, stationary 37 race car driving

08 boating 38 racquetball

09 bowling 39 scootering

10 boxing 40 sit ups

11 cheerleading 41 skateboarding

12 cricket 42 skating, ice (including figure skating)

13 dancing 43 skating, roller

14 fishing 44 skating, rollerblading

15 football 45 skiing, snow

16 gladiator "sports" 46 skiing, water

17 golf 47 snowboarding

18 gymnastics (all) 48 soccer

19 handball 49 stepmaster aerobics training

20 hiking 50 swimming

21 hockey, field 51 swimming – diving/scuba diving

22 hockey, ice 52 tennis

23 hockey, roller 53 treadmill aerobics training

24 hunting 54 volleyball

25 jogging 55 walking, power

26 jumping jacks 56 weight lifting/weight resistance machine train-
ing

27 lacrosse 57 wrestling

28 martial arts

29 motor cross 58 Other (describe on exercise report form)

30 mountain climbing

Light Intensity Level Activities: boating.

Moderate Intensity Level Activities: archery, badminton, basketball, bowling, cricket, dancing, fishing, football,
gymnastics, hiking, hunting, motor cross, ping pong, playground activities, water skiing, swimming, scuba div-
ing, volleyball, weight training.

Vigorous Intensity Level Activities: biking, boxing, handball, hockey (field and ice), jogging, jumping jacks, la-
crosse, martial arts, mountain climbing, polo (horse and water), pushups, racquetball, sit ups, skateboarding,
skating (ice and roller), rollerblading, snow skiing, soccer, stepmaster aerobics training, swimming, tennis,
power walking.
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Appendix E

Decision Flow Chart For Assessing The Eligibility Of A Fitness Instance

For Further Analysis
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Decision Flow Chart For Assessing The Eligibility Of A Fitness Instance For

Further Analysis

Definitions

Focal Character Any character who is central to the story of the movie or who is the
visual focus of a scene.

Sport Any activity that is listed as “sport” on the list that follows.  [See Ap-
pendix D]

Fitness A fitness motive should be attributed to a character engaged in a
nonsport physical activity if that activity is expressly to be for the
purpose of enhanced physical fitness, stress reduction, the treatment
of a medical condition, or the prevention of a medical prevention.

 

NO Is the activity a 
listed organized 

or individual 
“sport”? 

Is Character a 
Focal Character? 

NO STOP 
Do Not 
Code  

YES 

YES 

CODE! 

Did the Char-
acter State that 

the Activity was 
for Fitness? 

NO STOP 
Do Not 
Code 

YES 

CODE! 
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