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Abstract 

Objective: The objective of this study is to assess gender representation in food and beverage print advertisements.

Results: The study follows a quantitative descriptive approach. Using a content analysis technique, we assessed the 
gender representation in 200 food and beverage print advertisements found in corner stores located in four areas 
around schools in Lima, Peru, and Guatemala City, Guatemala (100 advertisements per country). A total of 36% of 
the print advertisements exhibited a male main character for the case of Guatemala, while in Peru 14% of the print 
advertisements presented a male main character. Furthermore, in Guatemala, 22% of the main characters were 
male animated characters. Moreover, 27% of the print advertisements in Guatemala and 17%, in Peru were visually 
male-oriented. Overall, male characters appeared alongside sports references and in varied settings, whereas female 
characters were usually holding or consuming the product. In conclusion, although the majority of variables used to 
assess the representation of gender in food and beverage print advertisements were gender-neutral, those showing 
gender representation were mostly male-oriented. Despite its limited findings, the study provides evidence for the 
formulation of public policies and educational content aimed to protect children’s and adolescents’ health from the 
effects of food marketing.
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Introduction
Childhood obesity has increased during the last few 
years, representing one of the most common chronic 
disease risk factors in adulthood, and a growing problem 
in the global public health agenda [1, 2]. Latin America 
faces a complex landscape, many countries (including 
Peru and Guatemala) struggle with a double burden of 
disease, with persistent malnutrition and increasing rates 
of overweight and obesity [3, 4]. In Peru, 37.3% and 22.7% 
of the population 15 years and older are overweight and 

obese, respectively [5]. In Guatemala, overweight and 
obesity rates among adolescents between 13–17 years of 
age are 28.8% and 7.7% respectively [6]. Food advertis-
ing is one of the factors contributing to the obesogenic 
environment and is considered an important policy area 
to halt the obesity epidemic [7, 8]. The food and bever-
age industry relies on several marketing strategies to 
influence children and adolescents’ preferences, includ-
ing animated characters, celebrities, toy giveaways, and 
colors [9–13].

The food industry recognizes gender notions about 
food and eating, translating them into advertisements 
targeting males and females in specific ways. For exam-
ple, young females tend to be more vulnerable to televi-
sion food advertisements and food branding compared 
to young men [14, 15]. Research from high-income 
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countries such as United Kingdom, United States, and 
Spain presents evidence on how advertisements in gen-
eral, and food advertisements in particular, exhibit ele-
ments of gender stereotyping [16, 17]. Gender-specific 
messages in television advertisements influence differ-
ently children’s notions about eating and physical activity 
[18]. Yet, there is a lack of evidence regarding gender rep-
resentation in food and beverage print advertisements, 
specifically from middle-income countries like Peru and 
Guatemala. Therefore, we aim to describe the representa-
tion of gender in food and beverage print advertisements 
collected from corner stores located near schools in Gua-
temala City and Lima.

Main text
Methods
We have explained the methods in detail elsewhere [19, 
20] but we briefly describe them here. Researchers vis-
ited four areas (400-m radius each) around public and 
private schools in Lima, Peru, and Guatemala City, Gua-
temala. They located all of the corner stores within the 
area using mobile phones and a Global Positioning Sys-
tem (GPS) device. Based on food and beverage categories 
commonly advertised in corner stores [11, 21], they took 
pictures of all print advertisements found in the corner 
stores. The sample consisting of 200 unique food and 
beverage print advertisements (100 for each country) 
was defined according to a saturation criterion, because 
at some point during the fieldwork period (October 
2018–December 2018), researchers could not find new 
print advertisements to photograph. Moreover, research-
ers photographed some print advertisements more than 
once in different fieldwork areas, which meant discard-
ing duplicated images according to pre-established image 
quality criteria (focus, sharpness, clarity, and absence of 
unnecessary visual elements in the photograph). A com-
plete set of criteria for capturing and selecting images for 
analysis is published as supporting documentation in an 
open data repository [19].

To analyze gender representation, we worked together 
with a marketing consultancy firm in Guatemala (DUO 
Marcas) [22]. Together, we identified variables for the 
analysis based on their expertise in gender advertising 
and added other variables from prior studies [23–26]: 
brand, product category, general communication con-
cept, color, product representation, environment/fea-
tured activity, number, and gender of the persons shown 
in the ad, health claim, values/emotional appeal, gender 
of the main character, role model/ public figure, public 
to which it is visually directed, focal point, typography, 
scales, shape, and contrast. A document with the variable 
definitions, as well as a document specifying the specific 
values for coding, are available together with the datasets 

of the study that we published in an open data repository 
[19, 20].

Results
Sugar-sweetened beverages (SSB) were the most com-
monly advertised product (51%), even more so in Gua-
temala (61%) than in Peru (41%). Of the SSB print 
advertisements, 25% belonged to energy drinks. In con-
trast, print advertisements for water were rare: 12% in 
Peru and 4% in Guatemala (Table 1).

Gender representation was not present or present in 
very low rates (less than 10% of the total number of 200 
print advertisements) in the following variables: brand, 
product category, general communication concept, color, 
environment/featured activity, health claim, values/emo-
tional appeal, focal point, typography, scales, shape, and 
contrast. In comparison, the variables number and gender 
of the persons shown in the ad, gender of the main charac-
ter, product representation, and public to which the ad is 
visually oriented showed some gender representation in 
15–35% of the total number of print advertisements.

For the variable number and gender of persons in the 
ad, print advertisements with no characters (77% in 
Guatemala and 81% from Peru) were classified as gen-
der-neutral, whereas print advertisements with female 
representation (showing female characters predomi-
nantly) were 10% in each city. We found more male-ori-
ented print advertisements for this variable in Guatemala 
(13%) than in Peru (9%) (Table 2).

Nearly half (48%) of the print advertisements from 
Guatemala and 26% from Peru had a main character 
that was either animated (i.e., a cartoon character) or a 
real person. The presence of a male main character was 
higher in Guatemala (36%) than in Peru (14%). We found 
no difference between countries regarding the percent-
age of print advertisements with female main characters 

Table 1 Product Categories in the 200 Evaluated Print 
Advertisements Found in Corner Stores Around Schools from 
Lima Perú, and Guatemala City, Guatemala (n = 200)

n %

Sugar-sweetened beverages 102 51

Candy 20 10

Dairy 19 9.5

Water 16 8

Salty Snacks 13 6.5

Ice cream 10 5

Bread and pastry 9 4.5

Instantly prepared food 4 2

Cereals 3 1.5

Others 4 2
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(Table 2). From the total of print advertisements that pre-
sented the main character, 28 ads from Guatemala had 
the presence of animated characters, most of which were 
male-oriented (22 of 28 ads). In these ads, we assigned 
male representation because the character displayed 
characteristics that are considered typically masculine, 
such as clothing, activities (i.e., male-dominated sports), 
physical characteristics, and personality (i.e., strength, 
attitude). In Peru, the presence of animated characters 
was less frequent (nine of the 26 print advertisements 
that presented the main character).

From the number of print advertisements with the 
main character, 17% presented human characters in 
advertisements from Peru and 20% from Guatemala. 
Male characters, usually athletes, appeared in SSB print 
advertisements (mainly energy drink and soda brands) 
doing sports-related activities. Female characters were 
also found in SSB print advertisements and other prod-
ucts (e.g., yogurt, oatmeal). These characters appeared 
generally outdoors and displaying or consuming the fea-
tured product. In Peru, only two print advertisements 
presented women doing sports or at work. Nine print 
advertisements from Guatemala had celebrities (actors 
or athletes) as main characters, five of which were male. 
In Peru, four print advertisements displayed celebrities as 
the main characters (all male).

We referred to the set of graphic elements present in 
print advertisements (e.g., character portrayal, typogra-
phy, setting, color, and scale) to assess the gender rep-
resentation of the variables product representation and 
the public to which the ad is visually oriented. Regard-
ing product representation, 20% of the print advertise-
ments in Guatemala and 8% in Peru were male-oriented, 
whereas female-oriented print advertisements were 
2% and 5%, respectively (Table  2). The print advertise-
ments were visually male-oriented in 27% of the print 
advertisements in Guatemala and 17% in Peru, while 
female orientation was 13% in each country (Table  2). 
In the male-oriented print advertisements, the character 

(human or animated) was depicted both in a photograph 
in the print advertisement and in the product’s pack-
age. Also, male-oriented print advertisements contained 
typographies, colors, and design elements that could be 
considered masculine due to their characteristics (i.e., 
bold, rudeness, sharpness). Women were frequently 
shown holding or consuming the advertised product.

Discussion
Our study found a higher prevalence of male charac-
ters in the food and beverage print advertisements, with 
male animated characters appearing more frequently. 
This finding is consistent with previous research showing 
that male main characters were prevalent in food adver-
tisements [23]. This is also relevant because, as evidence 
suggests, animated characters capture children´s atten-
tion and influence their perception of taste, especially 
at a young age [27, 28]. Furthermore, the gender of the 
main character in a product may influence the consump-
tion of boys and girls differently, as they are more likely to 
choose a product advertised with a character of the same 
gender [29].

Male main characters were usually paired with sports 
references and in a variety of settings (i.e., music festi-
vals, public places, academic contexts), appearing both 
in the ad and on the product package. Interestingly, one-
quarter of the SSB advertisements depicted energy drinks 
and had a famous athlete as the main character. Sports 
characters have been found to influence boys’ purchase 
behavior and using sports celebrities in food products 
seems to increase the perceptions of healthfulness of 
such products [30, 31].

Women represented in the print advertisements usu-
ally appeared holding or consuming the featured product, 
frequently SSB such as sodas and fruit powdered drinks, 
or “healthy” products, such as yogurt and oatmeal. The 
extent to which our findings might influence female con-
sumption patterns is yet unknown. However, adolescent 
girls have been found to perceive a healthy woman as 

Table 2 Gender Representation in Food and Beverage Print Advertisements in Corner Stores Around Schools from Lima, Perú, and 
Guatemala City, Guatemala

Row percentages per country add up to 100%

Perú
(n = 100)

Guatemala
(n = 100)

Neutral
n (%)

Female
n (%)

Male
n (%)

Neutral
n (%)

Female
n (%)

Male
n (%)

Product representation 87 (87%) 5 (5%) 8 (8%) 78 (78%) 2 (2%) 20 (20%)

Number and gender of the persons shown in the ad 81 (81%) 10 (10%) 9 (9%) 77 (77%) 10 (10%) 13 (13%)

Gender of the main character 74 (74%) 12 (12%) 14 (14%) 52 (52%) 12 (12%) 36 (36%)

Public to which the ad is visually oriented 70 (70%) 13 (13%) 17 (17%) 60 (60%) 13 (13%) 27 (27%)
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thin [32], which may indicate that using female charac-
ters could influence girls’ food purchasing behavior.

Research shows that food marketing influences 
children´s food behavior and preferences, especially for 
low-nutrition, energy-dense food products [33, 34]. The 
tobacco industry has relied on marketing strategies to 
target their products to different gender groups [24, 25, 
35]. Nonetheless, studies on how the food industry uses 
gender-based marketing strategies to target consumers 
are scarce.

Our study found that, although the majority of vari-
ables used to assess the representation of gender in food 
and beverage print advertisements were gender-neutral, 
those showing some gender representation (number and 
gender of the persons shown in the ad, gender of the main 
character, product representation and the public to which 
the ad is visually oriented) were mostly male-oriented. 
Moreover, these elements tended to depict stereotypi-
cal gendered attributes, activities, and behaviors, which 
could reinforce different food consumption behaviors 
among children and adolescents.

Limitations
The study has limitations as the sample was not repre-
sentative of all food and beverage print advertisements 
found in corner stores in Peru and Guatemala, given that 
we only concentrated our data collection in two cities 
for a limited period. Besides, we did not assess the actual 
advertisements’ impact on consumption patterns based 
on gender. Moreover, the results show that gender rep-
resentation in print advertisements is not frequent, so 
our conclusions are limited to the few advertisements 
that show some gender representation. However, this 
research represents the first attempt to analyze food and 
beverage print advertisements with a gender perspective 
in Latin America.

Further research should focus on identifying the impact 
of gender-oriented marketing techniques employed by 
the food industry, particularly those found in print media 
placed inside corner stores of low and middle-income 
countries.

This study offers important evidence for the design of 
public policies and educational content that aim to pro-
tect children’s and adolescents’ health from the effects 
of food marketing, as it shows how the food industry is 
using gender stereotypes to appeal to and persuade dif-
ferent consumers.

Abbreviations
GPS: Global positioning system; SSB: Sugar-sweetened beverages.

Acknowledgements
We would like to thank the members of the research teams in Guatemala 
and Peru for their work throughout the design and data collection stage: 

Sophia Mus, Aiken Chew, Jose Pinetta, Sharon Gorenstein, Raisa Ferrer, Claudia 
Soberón, and Diana Zanabria.

Authors’ contributions
SM, JB, PB, and LR contributed to the design of the study. SM and LR coor-
dinated the study and wrote the initial draft of the manuscript. JB and PB 
revised and edited the manuscript. All authors read and approved the final 
manuscript.

Funding
The data was obtained in the framework of the project “Food marketing tar-
geted to kids: a collaborative and policy-oriented study in Argentina, Bolivia, 
Guatemala and Peru”, funded by the International Development Research 
Centre (IDRC, Grant N° 108645).

Availability of data and materials
The datasets generated and analyzed during the current study can be freely 
and openly accessed on the openICPSR repository under the reference 
number openicpsr-122441, https:// doi. org/ 10. 3886/ E1224 41V4. Moreover, a 
data paper describing in detail the data and the methods employed to collect 
has been published in the journal BMC Research Notes and is also listed as a 
reference in the manuscript. Please see reference numbers [19] and [20] for 
details and links to the data.

Declarations

Ethics approval and consent to participate
Not applicable.

Consent for publication
Not applicable.

Competing interests
The authors declare that they have no competing interests.

Author details
1 Departamento de Investigación, Unidad de Cirugía Cardiovascular de 
Guatemala, 8-00 9th Avenue, 11th zone, 01011 Guatemala City, Guatemala. 
2 Grupo de Investigación en Comunicación y Salud, Instituto de Investigación 
Científica, Universidad de Lima, 4600 Javier Prado Este Avenue, Tower A, 11th 
Floor, 15023 Lima, Peru. 

Received: 30 June 2021   Accepted: 15 October 2021

References
 1. World Health Organization. Ending Childhood Obesity. Vol. 105. 2016.
 2. Corvalán C, Garmendia ML, Jones-Smith J, Lutter CK, Miranda JJ, 

Pedraza LS, et al. Nutrition status of children in Latin America. Obes Rev. 
2017;18(July):7–18.

 3. Tzioumis E, Adair LS. Childhood dual burden of under- and overnutrition 
in low- and middle-income countries: a critical review. Food Nutr Bull. 
2014;35(2):230–43.

 4. Rivera JA, Pedraza LS, Martorell R, Gil A. Introduction to the double bur-
den of undernutrition and excess weight in Latin America. Am J Clin Nutr. 
2014;100(6):1613S-1616S.

 5. Instituto Nacional de Estadística e Informática del Perú. Encuesta Demo-
grafica y de Salud Familiar-ENDES. Lima; 2018. https:// www. inei. gob. pe/ 
media/ MenuR ecurs ivo/ publi cacio nes_ digit ales/ Est/ Lib16 56/ index1. html. 
Accessed 28 June 2021.

 6. Moubarac J-C, Pan American Health Organization, World Health Organi-
zation. Ultra-processed food and drink products in Latin America: Trends, 
impact on obesity, policy implications. Us1.1. 1–58 p. 2015. http:// iris. 
paho. org/ xmlui/ bitst ream/ handle/ 12345 6789/ 7699/ 97892 75118 641_ 
eng. pdf. Accessed 28 June 2021.

 7. Jackson M, Harrison P, Swinburn B, Lawrence M. Unhealthy food, 
integrated marketing communication and power: a critical analysis. Crit 
Public Health. 2014;24(4):489–505.

https://doi.org/10.3886/E122441V4
https://www.inei.gob.pe/media/MenuRecursivo/publicaciones_digitales/Est/Lib1656/index1.html
https://www.inei.gob.pe/media/MenuRecursivo/publicaciones_digitales/Est/Lib1656/index1.html
http://iris.paho.org/xmlui/bitstream/handle/123456789/7699/9789275118641_eng.pdf
http://iris.paho.org/xmlui/bitstream/handle/123456789/7699/9789275118641_eng.pdf
http://iris.paho.org/xmlui/bitstream/handle/123456789/7699/9789275118641_eng.pdf


Page 5 of 5Mus et al. BMC Res Notes          (2021) 14:402  

•
 
fast, convenient online submission

 •
  

thorough peer review by experienced researchers in your field

• 
 
rapid publication on acceptance

• 
 
support for research data, including large and complex data types

•
  

gold Open Access which fosters wider collaboration and increased citations 

 
maximum visibility for your research: over 100M website views per year •

  At BMC, research is always in progress.

Learn more biomedcentral.com/submissions

Ready to submit your researchReady to submit your research  ?  Choose BMC and benefit from: ?  Choose BMC and benefit from: 

 8. McGinnis JM, Gootman JA, Kraak VI. Food marketing to children and 
youth: threat or opportunity? Wastington: National Academies Press; 
2006. p. 1–156.

 9. Busse P. Food content of TV shows seen by children in Peru: a double 
dose of food messages ? Int J Commun. 2016;10:1194–211.

 10. Busse P, Piotrowski JT. Assessing the longitudinal relationship between 
Peruvian children’s TV exposure and unhealthy food consumption. J Child 
Media. 2017;11(2):180–97. https:// doi. org/ 10. 1080/ 17482 798. 2016. 12435 
65.

 11. Chacon V, Letona P, Barnoya J. Child-oriented marketing techniques in 
snack food packages in Guatemala. BMC Public Health. 2013;13(1):1.

 12. Chacon V, Letona P, Villamor E, Barnoya J. Snack food advertising in stores 
around public schools in Guatemala. Crit Public Health. 2015. https:// doi. 
org/ 10. 1080/ 09581 596. 2014. 953035.

 13. Mazariegos S, Chacón V, Cole A, Barnoya J. Nutritional quality and market-
ing strategies of fast food children’s combo meals in Guatemala. BMC 
Obes. 2016;3(1):1–6. https:// doi. org/ 10. 1186/ s40608- 016- 0136-y.

 14. Keller KL, Kuilema LG, Lee N, Yoon J, Mascaro B, Combes AL, et al. The 
impact of food branding on children’s eating behavior and obesity. 
Physiol Behav. 2012. https:// doi. org/ 10. 1016/j. physb eh. 2012. 03. 011.

 15. Anschutz DJ, Engels RC, van der Zwaluw CS, Van Strien T. Sex differences 
in young adults’ snack food intake after food commercial exposure. 
Appetite. 2011. https:// doi. org/ 10. 1016/j. appet. 2010. 12. 010.

 16. Espinar Ruiz E, González DC. Representaciones de género en la publi-
cidad de alimentos: Un análisis de contenido. Cuest género Igual Difer. 
2012;7:227–45.

 17. Lewin-Jones J, Mitra B. Gender roles in television commercials and 
primary school children in the Uk. J Child Media. 2009;3(1):35–50.

 18. Castonguay J, Bakir A. You eat “like a girl”: gender differences in content 
and effects of food advertising depicting sports. J Food Prod Mark. 
2019;25(3):233–56. https:// doi. org/ 10. 1080/ 10454 446. 2018. 15248 07.

 19. Rozas L, Busse P, Barnoya J, Garrón A. Quantitative and image datasets 
of the assessment of gender representation in food and beverage print 
advertisements found in Guatemala City, Guatemala and Lima, Peru in 
2018. openICPSR. 2020. https:// doi. org/ 10. 3886/ E1224 41V5.

 20. Rozas L, Busse P, Barnoya J, Garrón A. Data on gender representation in 
food and beverage print advertisements found in corner stores from 
Guatemala and Peru. BMC Res Notes. 2021;14(1):63. https:// doi. org/ 10. 
1186/ s13104- 021- 05469-z.

 21. Busse P. Analysis of advertising in the multimedia environment of 
children and adolescents in Peru children and adolescents in Peru. J Child 
Media. 2018;12(4):432–47. https:// doi. org/ 10. 1080/ 17482 798. 2018. 14315 
57.

 22. Chacon V, Benson P, Barnoya J. Designing a front-of-package labelling 
system to encourage healthier beverage choices in Guatemala. In: 

Mwatsama M, editor. Public health and the food and drinks industry: the 
governance and ethics of interaction Lessons from research, policy and 
practice. London: UK Health Forum; 2018. p. 89–95.

 23. Childs N, Maher J. Gender in food advertising to children: boys eat first. Br 
Food J. 2003;105(7):408–19.

 24. Bansal R, John S, Ling PM. Cigarette advertising in Mumbai, India: target-
ing different socioeconomic groups, women, and youth. Tob Control. 
2005;14(3):201–6.

 25. Toll BA, Ling PM. The Virginia Slims identity crisis: an inside look at 
tobacco industry marketing to women. Tob Control. 2005;14(3):172–80.

 26. Matthes J, Prieler M, Adam K. Gender-role portrayals in television 
advertising across the globe. Sex Roles. 2016. https:// doi. org/ 10. 1007/ 
s11199- 016- 0617-y.

 27. Letona P, Chacon V, Roberto C, Barnoya J. Effects of licensed characters 
on children’s taste and snack preferences in Guatemala, a low/middle 
income country. Int J Obes. 2014;38(11):1466–9.

 28. Roberto CA, Baik J, Harris JL, Brownell KD. Influence of licensed characters 
on children’s taste and snack preferences. Pediatrics. 2010;126(1):88–93.

 29. Ogle AD, Graham DJ, Lucas-Thompson RG, Roberto CA. Influence of 
cartoon media characters on children’s attention to and preference for 
food and beverage products. J Acad Nutr Diet. 2017;117(2):265-270.e2.

 30. Bragg MA, Liu PJ, Roberto CA, Sarda V, Harris JL, Brownell KD. The use of 
sports references in marketing of food and beverage products in super-
markets. Public Health Nutr. 2013;16(4):738–42.

 31. Dixon H, Scully M, Niven P, Kelly B, Chapman K, Donovan R, et al. Effects 
of nutrient content claims, sports celebrity endorsements and premium 
offers on pre-adolescent children’s food preferences: experimental 
research. Pediatr Obes. 2014;9(2):e47-57.

 32. Madrigal L, Adams I, Chacon V, Barnoya J. Perceived barriers to achieving 
a healthy weight: a qualitative study using focus groups at public and 
private schools in Guatemala City. BMC Public Health. 2017;17(1):1–6.

 33. Boyland EJ, Whalen R. Food advertising to children and its effects on 
diet: review of recent prevalence and impact data. Pediatr Diabetes. 
2015;16(5):331–7.

 34. Sadeghirad B, Duhaney T, Motaghipisheh S, Campbell NRC, Johnston 
BC. Influence of unhealthy food and beverage marketing on children’s 
dietary intake and preference: a systematic review and meta-analysis of 
randomized trials. Obes Rev. 2016;17(10):945–59.

 35. Anderson SJ, Glantz SA, Ling PM. Emotions for sale: cigarette advertising 
and women’s psychosocial needs. Tob Control. 2005;14(2):127–35.

Publisher’s Note
Springer Nature remains neutral with regard to jurisdictional claims in pub-
lished maps and institutional affiliations.

https://doi.org/10.1080/17482798.2016.1243565
https://doi.org/10.1080/17482798.2016.1243565
https://doi.org/10.1080/09581596.2014.953035
https://doi.org/10.1080/09581596.2014.953035
https://doi.org/10.1186/s40608-016-0136-y
https://doi.org/10.1016/j.physbeh.2012.03.011
https://doi.org/10.1016/j.appet.2010.12.010
https://doi.org/10.1080/10454446.2018.1524807
https://doi.org/10.3886/E122441V5
https://doi.org/10.1186/s13104-021-05469-z
https://doi.org/10.1186/s13104-021-05469-z
https://doi.org/10.1080/17482798.2018.1431557
https://doi.org/10.1080/17482798.2018.1431557
https://doi.org/10.1007/s11199-016-0617-y
https://doi.org/10.1007/s11199-016-0617-y

	Gender representation in food and beverage print advertisements found in corner stores around schools in Peru and Guatemala
	Abstract 
	Objective: 
	Results: 

	Introduction
	Main text
	Methods
	Results

	Discussion
	Limitations
	Acknowledgements
	References




