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This study investigated the potential gender bias in media representations of consumer food sustainability through a quantitative content analysis of 287 Danish newspaper articles. Drawing on media framing and agenda-setting theories, we explored how journalists’ gender influences the framing of sustainability issues. The analysis identifies significant relationships between frame content (e.g., consumers’ responsibility and ethical considerations) and implications (e.g., sustainable consumption), with notable gender-based differences. The results suggest that female journalists are more likely to emphasize economic considerations as influencing sustainable consumer shopping, whereas male journalists tend to highlight consumers’ responsibility and motivations as key factors shaping such behavior. These findings suggest that gender plays a moderating role in the construction of sustainability narratives in media. This study highlights the importance of gender diversity in journalism to ensure balanced and inclusive coverage of societal challenges, offering implications for media practices and public policy communication strategies.
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1. Introduction

Consumer food sustainability can be viewed as an important societal challenge, encompassing critical aspects, such as its impact on the environment and climate (Poore & Nemecek, 2018; Hansen, 2022). Food production, distribution, and consumption are related to deforestation, greenhouse gas emissions, and biodiversity loss (e.g., Crosby et al., 2021). Additionally, sustainable food practices (e.g., reducing meat consumption and food waste) are essential to ensure that future generations have access to nutritious and affordable food (Liu et al., 2023). Hence, consumer food sustainability is a multifaceted concept encompassing environmental, economic, and social aspects (Conrad & Blackstone, 2021).

We suggest that the public’s views and opinions on matters of public interest, such as consumer food sustainability, may be shaped and reflected in the media (Geschke et al., 2010; Hansen, 2020; Kingdon, 1995; McCombs, 2004; Naser, 2020; Goyanes & Cañedo, 2024). Media framing theory also suggests that the way an issue is framed - by emphasizing certain aspects - can influence how people interpret and respond to it (e.g., Buturoiu et al., 2023; Bellotti & Panzone, 2016). Although editors and journalists often maintain that newspaper articles are impartial and accurate, the media has frequently faced accusations of biased reporting, perpetuating stereotypes, and other criticisms (Spinde et al., 2022; Geschke et al., 2010). While it is known that several factors might influence media framing of various topics, including existing public discourse and citizen action surrounding a given topic (Paveglio et al., 2011), source or quote selection, sponsors, reporter preferences (such as motivations, objectives, and purposes of article writers), the gender of the person in focus (e.g., the gender of a political candidate), and individuals of special interest (Van der Pas & Aaldering, 2020; Entman, 2004; Paveglio et al., 2011), less attention has been paid to the gender of journalists writing articles within a media theoretical context. This is unfortunate because the gender of a journalist may potentially influence the framing and focus of news stories, and ultimately the relationships between frame content and implications.

Research has shown that male and female journalists may approach topics differently, potentially leading to varied representations of societal issues such as consumer food sustainability. For example, male journalists might emphasize individual aspects, whereas female journalists might focus more on social and environmental impacts (Ruoho & Torkkola, 2018; North, 2016). Moreover, gender bias in journalism can perpetuate stereotypes and limit the diversity of voices and viewpoints in media. Additionally, studies have found that women are often underrepresented in news coverage, both as journalists and sources (Davidson & Greene, 2024). This underrepresentation can skew the portrayal of societal challenges, leading to a less comprehensive understanding of societal issues, such as food sustainability. Thus, addressing the potential gender bias in journalism is essential to ensure that media coverage is balanced and inclusive. By recognizing and mitigating these biases, a more equitable and accurate representation of important societal challenges can be promoted, ultimately contributing to more informed public discourse and better policy outcomes.

Based on these notions, this study performed a quantitative media content analysis of 287 newspaper articles that discussed consumer food sustainability. While most studies classify and identify consumer-related sustainability issues through surveys, experiments, or interviews, the present study’s methodology is different from previous research in that it simultaneously (a) examines consumer food sustainability from a media perspective, (b) focuses on journalists’ gender in investigating the framing of consumer food sustainability issues, and (c) explores the relationships between frame content and implications.

1.1. Theoretical Background

1.1.1. Media Theory and Consumer Food Sustainability

The presence of media as an information and knowledge resource is important for contemporary societies to operate and for citizens to engage with and understand topics relevant to their behavior and social lives. Mass media influences public opinion by shaping topics that capture public attention (McCombs, 2004). The transmission of salient issues from the media agenda to the public agenda and opinion relies on the assumption that the public is interested in information provided by the media. However, it is important to recognize that such information, though often aligned with public interests, is curated by journalists and editors, as McCombs (2004) points out. Media agenda-setting theory proposes that public matters may reach the media agenda through various streams such as political streams (e.g., recent political events), policy streams (e.g., introduction of new policy tools such as carbon taxes), or problem streams (e.g., natural disasters) (Hansen, 2020; Kingdon, 1995). In this regard, Geschke et al. (2010) suggest that media coverage does not just affect attitudes based on what is reported but also by how it is presented.

According to media framing theory, media considers public views, interests, and opinions when selecting how to convey and frame a story. Therefore, media framing theory differs from media agenda-setting theory in several respects. While media agenda-setting theory focuses on the importance and prominence of topics by determining which issues are highlighted and brought to public attention, media framing theory focuses on how these issues are presented in the media (e.g., Buturoiu et al., 2023; Entman, 2004). Media agenda-setting is concerned with what the media tells the public to think about, whereas framing is about how the media shapes and reflects the public’s opinion of these issues.

By focusing on the specific elements of a topic, media framing theory provides a useful perspective on how the media may influence public opinion. While a topic can have multiple perspectives and interpretations (Bellotti & Panzone, 2016), Goffman (1974) states that frames can assist readers in “finding, observing, identifying, and naming the flow of information around them.” According to McCombs (2004) and Hansen (2020), frames are thought to represent how individuals create impressions and perspectives on a variety of topics by selecting and addressing particular aspects of those topics. In this regard, it is important to distinguish between the implications and content of the frame. While frame implications are suggested specific treatment recommendations, frame contents can be conceptualized as the selection of certain parts of seeming reality to increase their relevance (Entman, 2004). Accordingly, frame contents are essential notions or stories that establish the framework of an environment and provide a contextual setting for abstract or complex issues such as consumer food sustainability. Frame implications emphasize potential actions, making it more likely for citizens to understand the possible implications of frame content (McCombs, 2004; Hansen, 2020).

Frames should be considered in connection with a certain subject, event, or actor because they can vary greatly across different issues (Entman, 2004). Consumer food sustainability and framing have been the topic of several studies in previous research, and many interesting results have demonstrated the viability of the media framing approach. For instance, Bellotti and Panzone (2016) used a content analysis of newspaper articles on organic food. Their qualitative approach indicated that the way news is framed is important. Specifically, their findings suggest that information may be more effective in influencing product purchases when sustainable food products are presented uncritically in news. In a study of the framing of consumer food sustainability in newspaper articles, Hansen (2022) found that the Covid-19 pandemic has positively influenced consumers’ sustainability consciousness and that consumers show an increased willingness to spend more on environmentally friendly food. The results obtained by these studies highlight that frame analysis is a viable research method for understanding how news media presents various topics and issues related to consumer food sustainability.

However, even though prior studies have emphasized the significance of consumer- and food-related frames in comprehending media and public opinions and behavior, the present study is, to the best of our knowledge, the first to investigate how relationships between frame implications and frames related to consumer food sustainability may appear in the media while accounting for the possible influence of journalists’ gender.

1.1.2. Media and Gender Theory

Gender socialization theory suggests that a person’s thoughts, feelings, and behavior are largely influenced by the cultural values, beliefs, and practices that they encounter in society (Noble et al., 2006; Thompson et al., 2022). Accordingly, gender disparities may cause men and women to use different socially built cognitive frameworks to encode information and develop motives, which may then be related to their behavior (Smith & Floro, 2020; Venkatesh & Morris, 2000). In that respect, empirical evidence suggests that women might be more likely to think about the wider effects of their actions, whereas males are more likely to prioritize performance and financial gain. For example, women might place more importance on things like leading a healthy lifestyle, whereas males tend to emphasize financial achievement (Kouchaki & Kray, 2018).

As societies become more aware of the environmental and ethical consequences of food consumption, journalists play an increasingly important role in influencing public discourse and opinions on food and sustainability. In this regard, journalists may bring their personal experiences and perspectives into play to a certain extent. Social role theory (e.g., Stanziani et al., 2024; Steiner, 2012; Komarovsky, 1992) implies that journalists’ gender can be an important factor that may contribute to shaping the framing of consumer food sustainability. This is because societal roles and expectations may affect how journalists approach important societal challenges. Traditional roles related to food and care may lead female journalists to experience a stronger connection with sustainability issues, which may ultimately affect their coverage. Conversely, male journalists may feel tempted to focus on issues related to business and technology. Specifically, female journalists could conceivably emphasize the impact on the well-being of the family and society, as well as the ethical considerations of food production. Male journalists are likely to focus on technological advances and the political aspects of food and sustainability.

Journalists can also seek to adapt content to their perceived audience. For example, if a journalist has the experience that the readership in question has gender-based interests, this might influence the chosen approach to the subject. Thus, female journalists may be inclined to write articles that are more targeted at a female audience, including highlighting practical tips for a sustainable lifestyle and the social consequences of sustainable food behavior. By contrast, male journalists may be more likely to target their articles to an audience interested in slightly broader environmental consequences (Ruoho & Torkkola, 2018). Additionally, the choice of sources and background content may vary between female and male journalists. Female journalists may have a greater tendency to prioritize sources and studies exploring the social and health consequences of sustainable food practices, whereas male journalists may focus more on research and content related to, for example, trends and technological innovations in the food industry (e.g., Jamil et al., 2020; Steiner, 2012). These potential differences in source selection may have led to varied presentations on the same topic.

1.2. Research Questions

This research adopts an exploratory approach to analyze the relationships between various frame contents and their implications, as detailed in the Methodology section. In total, we investigated 20 direct relationships between frame content and implications, along with 2 × 20 moderating influences (i.e., gender as a moderator). Many of these relationships are explored for the first time in this study, suggesting that formulating formal hypotheses for each direct and moderating effect may be premature. Additionally, developing hypotheses for such a vast array of relationships could result in a dense and convoluted presentation of the results. Instead, we developed broader research questions to streamline the communication of findings and make them more accessible to the readers.

Building on this notion and drawing from media framing theory, we investigate ‘how’ the message is presented, focusing on two main framing constructs: the presentation of the issue or topic (i.e., frame contents) and the presentation of suggested treatments, consequences, or necessary actions (i.e., frame implications). Specifically, investigating the relationships between specific frame contents and implications allows for an understanding of how narrative structures may influence the construction of public opinion. Thus, our first research question was as follows:

RQ1: What are the relationships between frame content and frame implications in the media representations of consumer food sustainability?

While RQ1 focuses on the direct relationships between frame content and implications, it also represents an important first step toward understanding the consequences of including gender considerations in the analysis (i.e., RQ2 below). By examining how specific frame content relates to the implications promoted in media narratives, RQ1 serves as a foundation for identifying the framing consequences that emerge when gender is introduced as a relationship moderator.

As argued above, we specifically address journalists’ gender as a potential moderator of the relationship between frame content and implications. Thus, we propose the second research question:

RQ2: To what extent does journalists’ gender moderate the relationships between frame contents and frame implications in media representations of consumer food sustainability?

Fig. 1 summarizes the study’s purpose, including the investigation of direct relationships between frame contents and implications (RQ1), as well as the moderating role of journalist gender in shaping these relationships (RQ2).
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Fig. 1: Conceptual framework: Gender bias in media framing of consumer food sustainability.

2. Methodology

We utilized a deductive procedure to identify the relevant frame content and implications for this study (Hansen, 2020; Dirikx & Gelders, 2010; Semetko & Valkenburg, 2000). A thorough examination of scholarly literature and mainstream media perspectives on consumer food sustainability revealed a variety of frame content and implications. First, an extensive review of the popular press and research literature on consumer food sustainability conducted by Hansen (2022) suggests several highly relevant frame contents and implications for investigating food sustainability issues. Second, an additional review of recent research (e.g., Sonck-Rautio et al., 2025; Béné & Abdulai, 2024; Mouchtaropoulou et al., 2024; HealthFocus International, 2020; Nichifor et al., 2025; Mešić et al., 2024; Reppmann et al., 2024; Principato et al., 2021) related to consumer food sustainability strongly indicated the appropriateness of these frame contents and implications for the present study.

To investigate the presence of frame contents and implications in newspaper stories, a set of 30 questions (items) was then developed using the procedures suggested by previous research (e.g., Hansen, 2020; Kline et al., 2006): First, each construct was carefully defined based on past research (see Appendix A for literature examples). For example, a ‘consumer motivations’ frame could be defined as media content that ‘highlights how consumer food sustainability relates to consumer motivations and expectations. ‘ Second, based on the literature, the initial items were developed to represent each construct. These items are specific statements or questions that can be used to assess the presence of a construct in media content. For example, an item for a ‘sustainable production methods,’ frame could be ‘does the article indicate that raw materials should be sourced sustainably?’ Each question aimed to measure one of the five frame contents: consumers’ responsibility, others’ responsibility, economic considerations, ethical considerations, and consumer motivations, or one of the four frame implications: sustainable production methods, sustainable selling methods, sustainable consumer shopping, and sustainable consumption.

To assess the applicability of the frame measures, a pilot study was conducted on 50 randomly chosen articles identified through the Infomedia database, a comprehensive news media database that includes almost all Danish nationwide, regional, and local newspapers, along with other news and media sources such as magazines and popular journals. The search, which included national outlets as well as regional newspapers and magazines, was conducted in December 2024 (article search period: January 1, 2024, to November 30, 2024), utilizing the key search terms ‘food’, ‘consumer(s)’, and ‘sustainability/sustainable’.

The frame contents/implications of the 50 articles were discussed and adjusted based on inputs from both primary and secondary coders. Although no new frames were added, a few existing items were refined to enhance comprehension and reduce uncertainty in the subsequent coding process. Following this methodology (e.g., Elo et al., 2014), the quantitative content analysis comprised five frame contents and four frame implications, encompassing 30 items. An additional 25 articles with the same search period and outlet criteria as in pilot study 1 were then analyzed to further pilot test the frame contents and implications, resulting in no further modifications or additions to the frames or items. Appendix B provides the final frames and items.

In the main study, 350 additional newspaper stories were identified through Infomedia. The search strategy paralleled that of the pilot studies, focusing on the key search terms ‘food’, “-” ‘consumer(s)’, and ‘sustainability/sustainable’. The search was conducted in March 2025 (article search period: June 1, 2023, to February 28, 2025). A longer search period was used for the main study than for pilot studies 1 and 2 to facilitate the collection of a larger dataset. Of the 350 stories, 63 stories, primarily comprising statistical summaries of consumers’ shopping or eating patterns, were excluded from the analysis. The final sample consisted of 287 stories dated June 4, 2023, to February 25, 2025. The average length of the retrieved newspaper stories was 552 words, with the shortest story consisting of 182 words and the longest extending to 3,342 words.

In this study, journalists were classified as male or female based on their names. This binary classification is based on practical considerations and the need for a clear, operationalizable variable for statistical analysis, while acknowledging the existence of non-binary and other gender identities. In Denmark, approximately 0.5%–1.4% of the population is identified as transgender or non-binary (DIHR - Danish Institute for Human Rights, 2025), limiting this bias to a reasonably low level. Only articles written by a single, clearly named journalist were included in this study.

The 30 questions had two coders who coded the answers and assigned a yes (1) or no (0) response. To evaluate the robustness of the study’s conclusions, the secondary coder classified 104 randomly selected articles, whereas the primary coder categorized all 287 articles (Elo et al., 2014). An expert in food and sustainability research served as the primary coder, whereas a non-expert with academic knowledge of societal issues served as the secondary coder. The inter-coder reliability was 91.1%, and the reliability of two sub-samples of 40 randomly selected articles was 91.4% and 90.8%, respectively, indicating adequate reliability of the coding (e.g., Dirikx & Gelders, 2010). All the coded schemes met the alpha requirement of 0.70 (Nunnally, 1978) (see the Results section and Table I). The content analysis of the main coder forms the basis of the estimated results. These data are available at  https://osf.io/dmxqw/files/osfstorage.
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3. Results

3.1. Statistical Procedures

Categorical principal component analysis (CatPCA) was used to estimate the factor scores for the frame constructs. CatPCA employs optimal scaling to handle a wide range of variables, including binary ones. CatPCA converts binary variable categories to numeric value variables without assuming linearity between variable associations (Kemalbay & Korkmazoğlu, 2014). The CatPCA procedure was carried out sequentially, with each construct being investigated individually. This method allows for a more straightforward interpretation of the factors, prevents factor mixing across constructs, and provides a more accurate representation of the underlying items. First, we examined factor loadings and eliminated items with loadings less than 0.50, a commonly used threshold in research (e.g., Semetko & Valkenburg, 2000). None of the items were excluded from this study. Next, the factor scores and construct reliabilities (i.e., Cronbach’s alpha values) were estimated. The CatPCA dimension correlation matrix (Table I) revealed numerous significant correlations between the frame content and implications. In Table I, numbers on the diagonal represent the number of times (averaged across items) a particular frame was coded 1 in the content analysis. Numbers above the diagonal represent the number of times (averaged across items) a particular frame was coded 1 in the content analysis by male journalists/female journalists, respectively.

Numbers below the diagonal represent correlations among CatPCA dimensions.

This suggests that determining path relationships between these dimensions is a feasible strategy. Nevertheless, the standard maximum likelihood (ML) estimator’s distributional assumptions may be violated by the introduction of non-normality brought about by the use of CatPCA dimensions. Therefore, we employed a bootstrapping resampling procedure (5,000 samples) to estimate the path model and produce appropriate distributional chi-square statistics and standard errors. Subsequently, we used to reestimate the models. A comparison of parameter estimates using bootstrapping and ML revealed that all estimated structural equation modeling paths had similar significance levels. The results based on the ML estimates are presented in the following section.

All frame constructs met the basic research guideline alpha requirement of 0.70 (Nunnally, 1978). Discriminant validity was assessed using CatPCA component loadings to estimate the extracted variance associated with each construct. In all incidents, the extracted variance (ranging from 0.63 to 0.89) for each individual construct was greater than the squared correlation (i.e., shared variance) between constructs (Table I), suggesting sufficient discriminant validity (Fornell & Larcker, 1981).

3.2. Results Pertaining to RQ1: Main Effects

We employed SPSS AMOS 29 and path analysis to estimate the relationships between the frame content and frame implications. An estimation of the path model showed a reasonable fit (χ² = 7.83, df = 6, p = 0.25; goodness-of-fit index [GFI] = 0.98; comparative fit index [CFI] = 0.99; normed fit index [NFI] = 0.99; root mean square error of approximation [RMSEA] =0.033). Several significant relationships between frame content and frame implications were identified (Table II).
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Several significant relationships between frame content and implications were detected in the study. The frame content ‘consumers’ responsibility’ was positively related to the implication ‘sustainable consumer shopping’ (β = 0.24, p < 0.01), while the frame content ‘others’ responsibility’ was positively related to ‘sustainable production methods’ (β = 0.32, p < 0.01). Furthermore, the frame content ‘consumer motivation’ had positive relationships with the frame implications ‘sustainable selling methods’ (β = 0.12, p = 0.04), ‘sustainable consumer shopping’ (β = 0.11, p = 0.05) and ‘sustainable consumption’ (β = 0.75, p < 0.01).

3.3. Results Pertaining to RQ2: Moderating Effects

The moderating effects of journalists’ gender were examined using multiple-group latent variable structural equation modeling (SEM) analysis (Table II). Several moderating effects were observed in this study. The relationship between ‘consumers’ responsibility’ and ‘sustainable consumer shopping was positive for male journalists (β = 0.41, p < 0.01) and non-significant for female journalists (β = 0.01, p = 0.93). To test the differences between the coefficients, their corresponding 95% confidence intervals (CI) were estimated. If the confidence intervals overlap by less than 50%, the coefficients can be considered significantly different from each other (p < 0.05) (Cumming, 2009). This criterion suggests that the coefficients were significantly different: male journalists: 95% CI [0.23, 0.59]; female journalists: 95% CI [−0.11, 0.13]. Also, the relationship between ‘consumers’ responsibility’ and ‘sustainable consumption’ was non-significant for male journalists (β = −0.03, p = 0.37) and significant for female journalists (β = −0.06, p = 0.05); although the coefficients were not significantly different based on the 95% CI criterion; male journalists: 95% CI [−0.09, 0.03]; female journalists: 95% CI [−0.12, −0.01].

‘Economic considerations’ had a positive influence on ‘sustainable consumer shopping’ for female journalists (β = 0.18, p = 0.03), whereas this effect was non-significant for male journalists (β = 0.02, p = 0.85). Calculations of 95% CI (male journalists: 95% CI [−0.15, 0.19]; female journalists: 95% CI [0.06, 0.30]) suggested that the coefficients were significantly different. Also, the influence of ‘ethical considerations’ on ‘sustainable production methods’ was higher for female journalists (β = 0.16, p = 0.05) than for male journalists (β = 0.09, p = 0.41); although the difference between coefficients was not significant (male journalists: 95% CI [−0.09, 0.26]; female journalists: 95% CI [0.04, 0.28]).

Furthermore, the relationship between ‘consumer motivation’ and ‘sustainable selling methods’ was significantly higher for female journalists (β = 0.20, p = 0.02) than for male journalists (β = 0.05, p = 0.55) (male journalists: 95% CI [−0.09, 0.19]; female journalists: 95% CI [0.08, 0.32]). Also, ‘consumer motivation’ was positively related to ‘sustainable consumer shopping’ for male journalists (β = 0.16, p = 0.04) and non-significant for female journalist (β = 0.06, p = 0.45); although the difference between coefficients was not significant (male journalists: 95% CI [0.01, 0.34]; female journalists: 95% CI [−0.06, 0.18]). Finally, ‘consumer motivation’ was positively related to ‘sustainable consumption’ for both male journalists (β = 0.75, p < 0.01) and female journalist (β = 0.76, p < 0.01); with no significant difference between the coefficients (male journalists: 95% CI [0.69, 0.81]; female journalists: 95% CI [0.70, 0.82]).

4. Discussion

Based on the societal challenge of ‘consumer food sustainability, this study suggests that media framing should not be viewed independently of journalists’ gender. This indicates that media framing should not be regarded as a neutral and unbiased process. In this respect, our study represents an extension of social role theory, as it suggests that the social construction of gender roles can also be applied to how societal challenges and their implications are presented in the media. In particular, this study shows the relevance of media framing theory as a theoretical basis for the expanded understanding of gender-specific influences on the agenda-setting function of the media. This holistic approach provides a more nuanced understanding of how certain discourses about societal challenges arise and how they might be addressed.

Media agenda-setting theory and media framing theory together suggest that the media may influence the public’s opinion of certain subject areas, such as food and sustainability, by framing them in different ways. This study adds a new dimension by showing that the gender of journalists can influence which aspects of sustainability are highlighted as implications of underlying content. The results suggest that female journalists are more likely to emphasize economic considerations as drivers of sustainable consumer shopping, whereas male journalists are more focused on consumers’ responsibility and motivations as drivers of that frame implication. Similarly, female journalists showed a negative association between consumer responsibility and sustainable consumption.

These gender differences can also be viewed as reflections of broader societal gender norms. Female journalists’ focus on economic consequences is thus consistent with traditional gender roles, which see women as being particularly interested in care and community (e.g., Townsend et al., 2024), aligning with focusing on concerns such as everyday affordability and financial impacts of food shopping. Conversely, male journalists’ focus on the responsibility and motivational aspects of sustainable consumer shopping may reflect the traditional male roles associated with individual performance-oriented goals.

Interestingly, while both male and female journalists strongly associated consumer motivation with sustainable consumption, the pathways through which they framed the other implications diverged. For example, female journalists demonstrated a significant association between ethical considerations and sustainable production methods, whereas this relationship was not significant for male journalists. This may reflect a broader orientation toward care, ethics, and social responsibility, consistent with gender socialization theory and traditional female roles, and might even extend to gender ideology issues, which refer to the attitudes that individuals hold regarding the division of family responsibilities in couples (Bornatici & Zinn, 2025). This means that gender socialization may affect journalists’ professional behavior. The findings highlight the need for broad gender representation in journalism to ensure balanced and inclusive media coverage. For example, the frequent underrepresentation of women in news coverage of societal issues (e.g., Santoniccolo et al., 2023) may skew the presentation of our societal challenges and what implications can be considered.

Based on the results of this study, we encourage media organizations to be aware of the potential gender bias that may arise in journalistic articles on societal issues, such as consumer food sustainability. Media organizations could, for example, offer further training to their journalists to ensure balanced and inclusive coverage of food sustainability issues. By working on these issues, media organizations will be able to implement continuing education programs that specifically focus on creating awareness of the possible gender bias that could arise in connection with journalistic reporting. Media organizations may also wish to pay particular attention to the gender bias that may arise in connection with the consistent unequal gender representation of journalists in news stories.

The results of this study highlight several societal challenges. One of these challenges is the perpetuation of gender stereotypes in media coverage. If male and female journalists highlight different aspects of food sustainability and the possible implications related to it, this may ultimately contribute to the maintenance of traditional gender roles in society. This may limit the diversity of perspectives and reduce the comprehensive and inclusive understanding of sustainability issues. This is also important because the way various issues are highlighted in the media may contribute to shaping how the public understands and engages with sustainability agendas. For example, if economic or ethical aspects are only highlighted by female journalists, this may lead to excessive emphasis on consumer motivation considerations at the expense of economic or ethical dimensions.

Public authorities may seek to mitigate gender bias by adopting a multifaceted approach to their communication on consumer food sustainability issues, addressing both the content and delivery of messages, and incorporating different genders, backgrounds, and perspectives in the development of communication materials. This allows the content to reflect a wider range of views on food and sustainability, making the area more inclusive and relatable to a wider audience. In this respect, ongoing monitoring and evaluation of communication efforts are important for identifying and addressing emerging gender biases. This involves regularly reviewing content, gathering feedback from diverse audiences, and making adjustments, as needed.

5. Conclusion

The study shows that the gender of journalists has a significant influence on how sustainability in consumer food is portrayed in the Danish media. Articles written by female journalists tend to emphasize economic and ethical aspects, while male journalists focus more on consumer responsibility and motivation. This suggests that media framing is not a neutral process, but is influenced by societal gender norms. By combining media framing theory with theories of gender socialization and social roles, the study points to the need for greater diversity in journalism. When gender plays a role in which frames and consequences are highlighted, it may influence the public understanding of food sustainability. Therefore, media organizations should consider introducing editorial guidelines and continuing education that strengthen awareness of gender bias and promote a more inclusive approach to journalistic coverage.

5.1. Limitations and Future Research

In this study, we used quantitative media content analysis to investigate potential gender bias in media representations of consumer food sustainability. Similar to other studies, this research has a number of challenges and limitations that may guide future studies on media and gender bias. First, we used a quantitative methodology that focuses on identifying and measuring various relationships between frame contents and implications, without specifically considering possible qualitative aspects (e.g., journalists’ personal beliefs, their own experiences with gender issues, etc.) that may influence these relationships. Thus, combining both qualitative and quantitative approaches by integrating a mixed-methodology approach may provide more nuanced details of the study outcomes. Furthermore, incorporating qualitative data analyses could offer improved explanations of the observed direct and moderating effects. Second, we concentrated on written types of communication, specifically newspaper articles, excluding other communication forms such as social media platforms, digital outlets including blogs and websites, and television, which may also influence the framing of consumer food sustainability issues. Hence, the expansion of future content studies to cover these media could lead to more comprehensive data, which may further increase the conclusiveness of the findings. Third, in this study, journalists were classified as male or female based on their names, following a binary classification. This approach was chosen for practical and statistical reasons, enabling clear operationalization of gender as a moderating variable. However, we acknowledge that this binary framework does not capture the full spectrum of gender identities, including non-binary and transgender individuals. While the proportion of non-binary individuals in Denmark is relatively low (DIHR - Danish Institute for Human Rights, 2025), future research may wish to consider more inclusive gender categorizations to better reflect the diversity of journalistic voices.

Appendix A
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Appendix B

Frame contents

• Consumers’ responsibility

∘ CR1. Does the article indicate that consumers possess the ability to address food sustainability issues or problems?

∘ CR2. Does the article indicate that consumers are accountable for food sustainability issues or problems?

∘ CR3. Does the article indicate an issue necessitates immediate action by consumers?

• Others’ responsibility

∘ OR1. Does the article indicate that the government, food producers, retailers, or other entities have the capability to tackle issues related to consumer food sustainability?

∘ OR2. Does the article indicate that any level of government, food producers, retailers, or other parties bear responsibility for identified issues or problems?

∘ OR3. Does the article imply that an individual or group within society holds responsibility for identified issues or problems?

∘ OR4. Does the article highlight an issue that demands immediate intervention from the government, food producers, or others?

• Economic considerations

∘ ECON1. Does the article refer to potential future financial losses?

∘ ECON2. Does the article mention the level of wealth or the economic well-being involved?

∘ ECON3. Does the article refer to economic consequences of sustainability issues?

• Ethical considerations

∘ EC1. Does the article examine values that relate to sustainability or ethical considerations?

∘ EC2. Does the article consider the ethical dimensions related to sustainability issues?

∘ EC3. Does this article provide an example of values or ethical aspects related to sustainability issues?

∘ EC4. Does the article provide specific guidelines on how to behave in a sustainable and ethical manner?
 
• Consumer motivations

∘ CM1. Does the article mention what motivates consumers to act in sustainable ways?

∘ CM2. Does the article mention consumer sustainability interests?

∘ CM3. Does the article refer to consumer expectations or demand regarding sustainability?

Frame Implications

• Sustainable production methods

∘ SPM1. Does the article indicate that raw materials should be sourced sustainably?

∘ SPM2. Does the article advocate for the use of environmentally friendly production practices?

∘ SPM3. Does the article indicate the need for food producers to minimize their waste?

• Sustainable selling methods

∘ SSM1. Does the article indicate that reducing food waste is the responsibility of food suppliers such as producers and retailers?

∘ SSM2. Does the article indicate that food producers or retailers should prioritize sustainable product offerings?

∘ SSM3. Does the article indicate that food suppliers such as producers or retailers should place greater emphasis on sustainable packaging?

• Sustainable consumer shopping

∘ SCS1. Does the article indicate that consumers’ should prioritize buying food locally?

∘ SCS2. Does the article indicate that consumers should choose food items that are in season?

∘ SCS3. Does the article indicate that consumers plan their shopping in advance or use the shopping lists?

∘ SCS4. Does the article indicate that consumers are encouraged to consider sustainability over costs when making their purchase decisions?

• Sustainable consumption

∘ SC1. Does the article indicate that consumers should take steps to minimize food waste?

∘ SC2. Does the article indicate that consumers should reduce their meat consumption?

∘ SC3. Does the article indicate that consumers should increase their intake of vegetarian foods?
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TABLE II: ESTIMATED STANDARDIZED COEFFICIENTS

Main effects Moderating effects of journalists’ gender
Male Female
Relationship B(SE) B(SE) B(SE)
Consumers’ responsibility —0.08 (0.06) —0.08 (0.09) —0.08 (0.18)
— Sustainable production methods
Consumers’ responsibility —0.10 (0.06) —0.05 (0.08) —0.14 (0.09)
— Sustainable selling methods
Consumers’ responsibility 0.24% (0.06) 0.412 (0.10) 0.01 (0.05)
— Sustainable consumer shopping
Consumers’ responsibility —0.04 (0.02) —0.03 (0.03) —0.06" (0.03)
— Sustainable consumption
Others’ responsibility 0.322 (0.06) 0.322 (0.08) 0.312 (0.08)
— Sustainable production methods
Others’ responsibility 0.06 (0.06) 0.08 (0.08) 0.01 (0.09)
— Sustainable selling methods
Others’ responsibility —0.01 (0.06) —0.04 (0.09) 0.04 (0.06)
— Sustainable consumer shopping
Others’ responsibility 0.01 (0.02) 0.02 (0.03) —0.02 (0.03)
— Sustainable consumption
Economic considerations 0.09 (0.06) 0.13(0.08) —0.04 (0.08)
— Sustainable production methods
Economic considerations —0.06 (0.06) 0.05 (0.08) —0.15 (0.09)
— Sustainable selling methods
Economic considerations 0.05 (0.06) 0.02 (0.09) 0.18" (0.06)
— Sustainable consumer shopping
Economic considerations —0.01 (0.02) 0.01 (0.03) —0.01 (0.03)
— Sustainable consumption
Ethical considerations 0.11 (0.06) 0.09 (0.09) 0.16" (0.06)
— Sustainable production methods
Ethical considerations 0.05 (0.06) 0.08 (0.08) 0.02 (0.09)
Sustainable selling methods
Ethical considerations 0.04 (0.06) —0.02 (0.10) 0.12 (0.06)
— Sustainable consumer shopping
Ethical considerations —0.02 (0.02) —0.01 (0.03) —0.03 (0.03)
— Sustainable consumption
Consumer motivation 0.01 (0.06) 0.10 (0.08) —0.07 (0.08)
— Sustainable production methods
Consumer motivation 0.12" (0.06) 0.05 (0.08) 0.20" (0.09)
— Sustainable selling methods
Consumer motivation 0.11" (0.06) 0.16 (0.09) 0.06 (0.06)
— Sustainable consumer shopping
Consumer motivation 0.75% (0.02) 0.752 (0.03) 0.76* (0.03)

— Sustainable consumption

Note: 2Significant at the 1% level. PSignificant at the 5% level. Significant relationships (p < .03) relationships are marked in
bold.
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TABLE I: DESCRIPTIVE STATISTICS AND CORRELATIONS BETWEEN CATPCA DIMENSIONS

Dimension 1 2 3 4 5 6 7 8 9
54/53

1. Consumers’ Responsibility 107 47/46

2. Others’ Responsibility 0.19% 93 27/23

3. Economic Considerations —0.03 0.09 50 45/47

4. Ethical Considerations 0.232 —0.02 0.03 92 65/65

5. Consumer Motivation 0.07 —0.01 0.03 0.25% 130 59/48

6. Sustainable Production Methods 0.01 0.312 0.12b 0.09 0.04 107 14/22

7. Sustainable Selling Methods —0.07 0.04 —0.05 0.05 0.13b 0.09 36 19/11

8. Sustainable Consumer Shopping 0.26% 0.04 0.05 0.13P 0.14° 0.04 —0.03 30 48/42

9. Sustainable Consumption 0.03 —0.01 0.03 0.212 0.782 0.06 0.164 0.11 90

Cronbach’s alpha 0.72 0.85 0.92 0.90 0.78 0.91 0.87 0.81 0.82

Note: N = 287. 3Significant at the 1% level; IJSignificant at the 5% level.
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CONSUMER FOOD SUSTAINABILITY FRAME CONTENTS AND IMPLICATIONS

Frame type

Frame contents and implications

Literature examples

Frame contents
Consumers’ responsibility

Others’ responsibility

Economic considerations

Ethical considerations

Consumer motivation

Frame implications
Sustainable production
methods

Sustainable selling methods

Sustainable consumer
shopping

Sustainable consumption

This frame content assigns accountability for food
sustainability to consumers.

This frame content assigns accountability for
consumer food sustainability to the government,
authorities or other societal actors, a defined
group of people, or a specified individual.
This frame content considers how consumer food
sustainability may be related to economic issues
such as the financial well-being of consumers,
companies, societal groups, or the society.
This frame content focuses on how consumer
food sustainability could be seen in the context of
consumer ethical issues and values.

This frame content focuses on how consumer
food sustainability relates to consumer

motivations and expectations.

This frame implication advocates for sustainable
food production.

This frame implication advocates for food
retailers to employ sustainable selling methods.

This frame implication advocates for consumers’
food shopping to be sustainable.

This frame implication advocates for consumers’
food consumption or food waste behavior to be
sustainable.
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