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Abstract

To observe trends over time in the consumers’ preference for food purchasing, a content analysis of food
advertising in Women’s Dong-A was conducted with the five-year intervals from 1968 to 1995. Advertisements
for food were classified with the types of foods represented, the types of food products sold, and the types
of promotional statements. The results of this study can be summarized as follows: 1. The percentages of
advertisements for Ingredients &Condiments group; Fats, Sugars & Desserts group; and Beverages group
were peaked in the 1970s; advertisements for Protein foods, Dairy products, and Fruits & Vegetables began
to increase in early 1980s; and advertisements for Starch & Cereals stabilized over time. 2. The percentages
of advertisements for products classified as Fresh, Frozen and Bottled foods increased linearly; and Canned,
Dry products (whether ready-to-eat or required reconstitution) decreased. 3. The percentages of promotional
statements about General Health Nutrition and Contains specific nutrients were all very high, although they
may decrease in recent decade; promotional statements about Minimizes or Eliminates Certain substances
increased linearly over time. 4. The advertisements of Consumer-related statement were very high over time.
The proportion of statement about Taste was 60.6% of all advertisements.
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Table 1. The frequency distribution and percentage by categories of Women's Dong-A magazine advertise-

ment (%)
Period (year) g0 7 71-75 76-80 81-85 86-90 91-95 Total
Advertisement
Colthes 161(25.72) 285(2839) 529(38.70) 706(33.38) 1316(40.97) 1071(39.25)| 4068(36.8)
Food 76(12.14) 165(1643) 141(10.24) 288(1362) 359(11.18) 286(10.48) | 1315(11.9)
Kitchen product 6(0.96)  35(349) 116(849) 145(6.86) 218(6.79)  220(8.06) | 740(6.7)
Furnitures 34(543)  47(468)  90(658)  201(9.50)  430(13.39) 319(11.69) | 1121(10.1)
Others 349(55.75) 472(47.01) 492(35.99) 775(36.64) 889(27.68) 833(30.52) | 3810(34.5)
Total 626(100)  1004(100) 1367(100) 2115(100) 3212(100)  2729(100) | 11054(100)
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Table 2. The frequency distribution and percentage by categories of food products advertised in Women’s

Dong-A (%)
Period (yea) 50 70 7175 76-80 81-85 86-90 91-95 Total

Food-group

Group 1 1132)  10(6.06) 9638)  47(1632) 31(864)  25(874) | 123(9.35)
Group 2 2263)  14(848)  16(1135)  6(208)  26(724)  53(1853) | 117(8.90)
Group 3 0(0.00) 42.42) 7(4.96) 6208)  42(11.70) 32(11.19) | 91(6.92)
Group 4 3395  13(7.88) 3213) 21(729)  21(85)  22(7.69) | 83(6.31)
Group 5 23(3026)  21(1273)  18(12.77)  40(1389) 61(1699)  30(10.49) | 193(14.68)
Group 6 21(27.63)  40(2424)  26(1844) 80(27.78)  61(1699)  50(17.48) | 278(21.14)
Group 7 172237)  35(2121)  29(2057) 27(9.38)  38(10.58)  34(11.89) | 180(13.69)
Group 8 9(11.84)  28(1697)  33(2340) 61(21.18)  79(2201)  40(13.99) | 250(19.01)
Total 76(100)  165(100)  141(100)  288(100)  359(100)  286(100) | 1315(100)

(X2=185.420, d.f.=35, p<0.001)

Group 1: Protein Foods
Group 4: Starch and Cereals
Group 7: Beverages
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Fig. 1. The trends over time by categories of food products advertised in Women’s Dong-A.
1. period (68-70 year), 2. period (71-75 year), 3. period (76-80 year), 4. period (81-85 year), 5. period (86-90

year), 6. period (91-95 year)
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food), ¥ A E(bottled food), He] 2F(dry, ready-to-
eat food), W¥Z 2] Al1&E(dry, reconstitution required
food)o} 67FA 2 B-Fate] 2t 7izbE WEE 4HEL
tHTable 3, ¥=72.912, d.f=25, p<0.001), (Fig. 2).
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Table 3. The frequency distribution and percentage by categories of advertisement in Womaen’s Dong-A food

products sold (%)
Period (vear) ¢ 7 71-75 76-80 81-85 86-90 91-95 Total
Sold type
Fresh 3(3.95) 24(1455)  22(1560) 37(12.85)  59(1643)  66(23.08) | 211(16.05)
Frozen 2(2.63) 9(5.45) 4(2.84) 5(1.74) 12(3.34) 10(3.50) 42(3.19)
Canned 8(1053)  36(21.82)  35(24.82) 50(17.36)  79(22.01)  59(20.63) | 267(20.30)
Bottled 24(3158)  51(3091) 50(3546) 97(3348) 113(3148) 103(36.01) | 438(33.31)
Dry, Read-y-to-eat  18(2368)  16(9.70) 9(6.38) 51(17.71)  45(1253)  26(9.09) | 165(12.55)
Dry, Reco-nstitution 21(27.63)  29(17.58)  21(14.89) 48(1667) 51(14.21)  22(7.69) | 192(14.60)
required
Total 76(100) 165(100)  141(100)  288(100)  359(100) 286(100) | 1315(100)
X2=72912, df=25, p<0.001)
vhEQl #A FUket A EF opale] UVl oi@ 545%), ol& 1967392 WA EZdAn)Lo YEAolx
AEZ7MPE S7HThs 99 Bo A7 A6V g AR YEYgE ARG BNRE §
AR FFAIFE BT A VIS T 2AE QF A EF L HAFITh 19703dE Syt
g AA ARAEEEYE 1 F ANFRTE 211 SEzd B wWis dojt Al7|olx, E£§ 1990
Aoz 168%%th dole 2vltel A@Feje) wste dstd dEAF

e AFFLE A 2710 Bol solston9d,

Bt F/HE Ao HAMW, O 99} 2A} 71k

Fresh

20

o7

Frozen

20

Percent of Advertisement

Dry, ready-tc-eat

10

Dry, reconstitution required

L L

ob—tt
12 3 4 5 ¢

-~

1 2 3 4 5 6 Period

Fig. 2. The trends over time by categories of advertisement in Women’s Dong-A for food products sold.
1. period (68-70 year), 2. period (71-75 year), 3. period (76-80 year), 4. period (81-85 year), 5. period (86-90

year), 6. period (91-95 year)
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Table 4. Overall representation and trends over time (1968-1995) in the frequency of use of promotional state-
ments in food and beverage advertisements in Women Dong-A (a women’s magazine)

Promotional Category and % of Ads Results of
Statement Mentioning! Scheffe’s Test?

General health and nutrition

1) Good for general health and nutrition 43% increase(3-5)° — dec.

2) Easily digested 12.9 inc.(2-4) — dec.

3) Health professional recommends 0.1 -

4) Prevents illness 3 inc.(24) — dec.
Contains specific nutrients

5) Contains vitamins 9.7 peak(4)

6) Contains minerals 81 consistent inc.(2-5) — dec.

7) Protein source 7.5 peak(4)

8) Fiber source 0.2 -

9) Carbohydrate source 1.7 no clear trend

10) Contains a specific type of fat 7.1 consistent inc(1-4) — dec.inc
Minimizes or eliminates certain substances

11) Natural or pure 11.6 peak(3)

12) Low calorie 15 consistent inc.(1-6)

13) Sugar-free 2.1 no clear trend

14) Low in fat 0.3 -

15) No additives or preservatives 6.5 consistent inc.(1-4)

16) Light(Lite) 04 -

17) Caffeine-reduced 0.2 -
Consumer-related

18) Taste 60.6 peak(3)

19) Convenient 16.7 no clear trend

20) Will please family 12.1 consistent dec.(2-6)

21) High quality((84), =, 4, 944) 313 valley(3)

22) Economical 5.5 consistent dec.(3-6)

23) Novel or new 48 peak(3)

24) Gives one energy 22 no clear trend

'The percentage of advertisements that used or clearly implied the promotional statements. Total Ads Numbers
is 1315 and most of advertisements had included in multiple promotional categorres.

Differences among periods were significant at p<0.05

3Number in ( ) means 1(68-70 year), 2(71-75 year), 3(76-80 year), 4(81-85 year), 5(86-90 year) and 6(91-95

year)period.
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Table 5. Percentages of advertisements in Women DongA (a women's magazine) by period (1968-1995) contai-

ning one or more statements in four categories

Categories of Promotional Statements

Period! General Healthand Contains Specific =~ Minimizes or Eliminates Consumer-
Nutrition? Nutrients Certain Substances Related
1968-1970 44.8° 9.1%¢ 13.2b¢ 139.4%
1971-1975 315 9be 7.9% 153.3bcde
1976-1980 49.6 21,32 20.5° 142 5%
1981-1985 71.8 52 21.1® 14122
1986-1990 67.7* 35.4%¢ 25.8® 122,74
1991-1995 59.5° 42.2%¢ 3L.7* 120.33bcde

'The first item in this column is three years and the others are five years
?Percentages within the same column containing different superscripts are significantly different by scheffe’s

test ($<0.05)
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