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ABSTRACT 
 

 
This study was designed to analyze the visual and linguistic characteristics of online 

(YouTube) videos and electronic newspapers, identifying relationships with positive, negative, 

and neutral attitudes toward swine confinement.  

This study followed a content analysis design.  Two coders, trained to an acceptable level 

of agreement (κ = .68), examined online videos and electronic newspapers, assessing linguistic 

and visual images used in relation to attitudes toward swine confinement.  A series of search 

terms deemed suitable for this study’s objectives were employed in multiple search engines, and 

48 articles and 157 videos were coded for content.   

Results from this study showed that certain confinement and animal terminology had 

strong relationships with negative and positive attitudes toward swine confinement.  When used 

in articles, the confinement term crate had a significant relationship with negative attitudes 

toward swine confinement.  When the confinement term stall was used in videos, a relationship 

was observed with positive attitudes toward swine confinement.  When the animal term pig was 

used in articles, a relationship with positive attitudes toward swine confinement was observed.  

When the animal terms pig and piglet were used in videos, a relationship was seen with negative 

attitudes toward swine confinement.  Elements of visual imagery also displayed the ability to 

resonant with an audience, exhibiting a relationship with certain attitudes toward swine 

confinement.  There was no statistically significant relationship between the gender of the 

individual delivering the message in online videos and the videos’ attitudes toward confinement, 

but the presence of a person increased the modality of media and therefore is likely to appeal 

better to audiences, regardless of the message or position.  Increased modality was observed in a 

large amount of online videos and was associated with negative and neutral attitudes toward 



	   	   	  
	  

	  

swine confinement.  As a result of message framing in the videos, both farm and outdoor settings 

were most closely associated with negative attitudes toward confinement.  

Recommendations were made to agricultural producers and communicators with respect 

to future research aspirations.  Increasing producers’ and agricultural communicators’ level of 

awareness and transparency is the most crucial recommendation for decreasing the knowledge 

gap between producers and consumers. Improved internal and external communications within 

the agriculture industry also is a key recommendation for agricultural communicators, 

encouraging them to assume a more active role when producing and disseminating messages.  

Recommendations for future research focused on the ability to expand knowledge and strategies 

from previously conducted research.  
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I. INTRODUCTION 

Background 

Swine industry. 

In 2007 there were 30,546 swine operations in the U.S., which was a decrease from 2.2 

million in 1950 (Damron, 2006; USDA-NASS, 2007).  While the number of farms has steadily 

decreased in the United States (U.S.), there has been an increase in the number of animals per 

farm.  In 2003, 88% of swine operations had 1,000 or more head.  Pig-to-finish operations, on 

average, produced 4,500 head in 2004; hog-finishing operations produced, on average, 7,000 

head annually.  Large single-phase operations have become more popular in the swine industry, 

as they are more efficient and a lower production cost for farmers.  Consolidation of farms is 

expected to continue, with the swine industry seeing continued growth of large operations, 

leaving little room for smaller swine operations (Damron, 2006; Key & McBride, 2007). 

With a 70% decline in the number of swine operations, and more pigs owned by fewer 

people, the swine industry faces new problems.  Concern by the consumer has gone beyond the 

size of farms; a new focus of public communication for the industry includes environmental 

factors, animal welfare, and pork prices (Key & McBride, 2007).  With approximately 20% of 

the U.S. population living in rural areas in 2000, and less than 1% of the population living on 

farms, the gap between producers and consumers has steadily increased (Dimitri, Effland, & 

Conklin, 2005; Lusk & Norwood, 2011).  As this gap increases, the consumer will have less 

knowledge of why certain practices are used, and will increasingly question the pork industry’s 

actions.  
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Consumer Demand. 

A recent example of consumers’ influence on agricultural production has been the 

demand from the McDonald’s corporation that producers growing pork for its suppliers are 

required to phase out gestation crates.  This demand by McDonald’s is  part of a recent 

movement designed to eliminate the use of gestation crates for housing pregnant sows.  Many 

leading pork distributors have followed suit, including Smithfield and Hormel foods (Lartonda, 

2012).  With the welfare of sows in consideration for consumers, and the longevity of the 

industry for producers at risk, the pork industry is required to comply with consumer demands 

(Lartonda, 2012). 

Media’s Role. 

Mass media has steadily grown in power over the years, extending its reach to “create 

publics, define issues, provide common terms of reference and thus allocate attention and power” 

(Littlejohn, 1992, p. 341).  Marketing and public relations professionals in the agriculture 

industry are not the same as the general media, but they do create and distribute external media 

content for their audiences in several ways (e.g. magazines, videos, print, and television 

advertisements, etc.).  These agricultural media efforts affect consumer audiences, sometimes 

portraying and even inadvertently defining what rural life should be (Maddox, 2001).  General 

media also has the power to “affect and reflect the culture of society” through messages 

(Littlejohn, 1992, p. 341).  With this strong effect on readers and viewers, the pork industry must 

be conscious of the external media distributed to readers seeking information.   

Controlling Messages. 

The explanation of how messages are disseminated is explained briefly through 

gatekeeping, framing and semiotics theories.  These theories explain how messages are created 
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and received.  Gatekeeping explains how mass media content is prioritized and how newsworthy 

information is reported, affecting what the public knows about certain topics (Littlejohn, 1992).  

Influence on how an audience perceives messages is applied by mass media through framing 

(Scheufele & Tewsbury, 2007).  Framing explains how news writers connect with readers to best 

represent the intended organization or industry in the news media (Entman, 1993).  Focusing on 

signs and messages, semiotics helps explain how symbols are created and the ways the audience 

will interpret them.  Semiology highlights the fact that time and thought must be used to deliver 

messages to an audience properly, or else unintended messages can be sent.  

Overview of Literature 

Industry Struggle. 

The demographics of agricultural production in the U.S. have changed significantly since 

the beginning of the 20th century.  The industry previously employed nearly half of the 

workforce and produced essential commodities for the U.S., which contributed to the overall 

growth of the economy (Dimitri et al., 2005).  Dimitri et al. (2005) reported that as the industry 

increased its output of products, it has allowed “consumers to spend an increasingly smaller 

portion of their income on food” (p. 2).  With a more efficient agricultural sector, many people 

moved to nonfarm occupations, which reduced the number of people involved in agriculture 

occupations (Dimitri et al., 2005).  While the cost of operating a farm increases, and consumers 

pay less for food, maintaining profit becomes a larger concern in production agriculture.  To 

reduce costs, farmers are finding new ways to manage farms that have become 67% larger while 

using less manual labor.  With no increase in the amount of land being farmed, stocking density 

has turned into a common solution to maximize profit, but the decrease in space is normally 

more than any animal would prefer (Lusk & Norwood, 2011).  Stocking density refers to the 
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number of animals kept in a fixed amount of space (Lusk & Norwood, 2011).  This change in 

confinement practices has raised animal welfare concerns, and these concerns have caught the 

attention of advocate groups like the Humane Society of the United States (HSUS) and National 

Pork Producers, who are against and for modern livestock farming practices in general, 

respectively (Norwood & Lusk, 2011).  

As consumers have become increasingly interested in how their food is raised, and as 

their perceptions have begun to affect marketing strategies, advocacy involvement in modern 

livestock farming has increased.  Protective of not only their food, consumers have begun to 

question environmental issues, food purity, and animal welfare (Dimitri et al., 2005).  With 

increased visibility, farms as well as agricultural and food-related businesses, must learn to 

control how they are perceived and be mindful that content in publications equally represents 

their image (Goodwin & Rhoades, 2010). 

Visual Influences. 

Electronic and print media (e.g. magazines, newspapers, YouTube, etc.) efforts typically 

have two important intended goals: to deliver a message and create a reader/viewer response.  

Communicators’ decisions regarding visual imagery and linguistic choices are key in affecting 

message delivery and reader/viewer response.  In particular, interpretation of images is impacted 

greatly by cultural influence.  Whether images are viewed in a book, print advertisement, or in a 

television news report, they are composed of complex messages that have relevant meaning 

intended for a specific culture.  The term culture, expands beyond the general concept of a 

country’s borders and encompasses a persons ethnicity, gender, age, sexual orientation, 

geographical orientation, social economic situation, and physical disability (Lester, 2005).  

Individuals outside the culture envisioned by the communicator are often unable to understand 
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these messages, ultimately leading some audience to the conclusion that there is no purpose to 

the message (Lester, 2005).  As the agriculture industry produces external media efforts, images 

must be recognizable to the reader, allowing readers to make associations from their own 

meaningful experiences.  For example, the traditional farmer, with his bib overalls, flannel shirt, 

and baseball cap, is a recognizable image that is associated with the trustworthiness of the rural 

farming culture (Rhoades & Irani, 2006).  Rhoades and Irani (2006) suggest this ideology plays 

“on the image of rural America, bringing the idea of simplicity, hard work and trustworthiness to 

the viewer’s mind” (p. 26).  Images dominate the brain’s ability to create perceptions about a 

subject when combined with text.  Therefore, readers/viewers must actively concentrate on the 

visual subject matter (when available) to better understand the meaning of the overall messages 

in a media effort (Barry, 1997; Lester 1995). 

How Words Work. 

Words, as opposed to visual images, are linear, in that each word follows the other.  In 

our daily lives, we see everything with our eyes, but our conscious thoughts are mostly framed 

with words (Lester, 2005).  While images and words are individually powerful in conveying 

messages, when equally combined, they serve as one of the strongest forms of communication 

(Lester, 2005).  “Consumers have predisposed attitudes toward particular terminology,” 

(Wansick & Kim, 2001, p. 18) and people become suspicious and apprehensive when they see 

images and messages that carry certain connotations, such as best management practices.  

Similar words have been associated with failure and distrust over the years (Goodwin, Chiarelli, 

& Irani, 2011, p.25).  Goodwin et al. (2011) found that while every consumer and reader would 

like to hear favorable messages to describe the livestock industry, messages such as “committed 

to producing the best quality product” have only resulted in skepticism.  As consumers become 
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protective over land, environment, and animal welfare, images used in publications must take the 

same considerations into account (Dimitri et al., 2005).  Images that display rolling hills, dirt 

roads, and trees elicit freedom and openness, allowing the reader to “feel the serenity of the 

image,” noted Rhoades and Irani (2006).  Images such as these, which are accompanied by 

messages that promote preservation and natural resources, appeal to the reader and promote 

positive feelings.  Wide-open green pastures are favored more by the consumer than animals in 

cages (Goodwin et al., 2011).  These considerations need to be factored in with the 

representation of the agriculture industry as a whole by those making decisions about images 

used in print and electronic media. 

Problem Statement 

American agriculture has been in a state of flux for the last 25 years, and modern 

agriculture is no longer the traditional “yesteryear’s small family farm” (Damron, 2006, p. 740; 

Dimitri et al., 2005).  Still characterized as being honest and hard-working people with good 

family values, traditional farmers were viewed differently before current factory farming existed.  

Traditional methods of farming were generally associated with good husbandry, where the 

animal and farmers’ interest closely resembled one another (Damron, 2006; Rhoades & Irani, 

2006).  As farm sizes grow larger, and as technology is further integrated into swine production, 

the most efficient farmers will see the highest profits.  One of the most discussed issues in the 

agricultural industry recently—practices regarding swine confinement—relates mostly to the 

trade-off between animal welfare and cost.  Cost refers to, and affects, producers, consumers, the 

economy, and food resources (Norwood & Lusk, 2011).  The cost of producing food does not 

resonate in the mind of the consumer; only the price on the shelf makes a recognizable 

connection. 
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Farmers feed the world, and they do this by implementing the best practices to maintain 

“scarce resources” within their control (Norwood & Lusk, 2011, p. 201).  Norwood and Lusk 

(2011) made a valid point about how consumers actually control production practices.  “No one 

person can say exactly how hogs, chickens, and cows should be raised and at what price they 

should be sold at: consumers and producers ultimately decide price”, state Norwood and Lusk (p. 

201).  Animal welfare controversies have contributed to one of the longest and most difficult 

social issues in the past quarter century.  Animal welfare debates have not only affected policy 

initiatives, but they have also created “emotional rhetoric and ill will” amongst people (Damron, 

2005, p. 737).  As the public better understands the efficiency of production agriculture, 

consumers commonly accuse farmers of being inhumane, and farmers accuse consumers of 

being ignorant, which creates the current controversy (Norwood & Lusk, 2011). 

As emotions rise, consumers and producers both defend their beliefs and actions.  This 

study sought to observe how internal and external communications about swine confinement 

practices have been disseminated and what visual imagery and linguistic use was associated with 

various attitudes toward swine confinement.  For this study, swine confinement was specific, but 

not limited to, gestation crates, as this was one of the most controversial issues in current media.  

This allowed the researchers to analyze all media referencing swine confinement.  There is 

limited research on methods to communicate these messages; thus, this study strives to identify 

strategies to better represent the swine industry in media. 

Purpose of the Study 

As humans, we engage in communication daily, exchanging ideas and messages with 

others around us.  Our ability to communicate effectively separates us from other animals 

(Littlejohn, 1992, p. 3).  Humans evaluate messages and attempt to assign meaning and 
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usefulness to the content.  Groups in both the academic and private sectors, like parent-teacher 

associations and public relation firms, make efforts to regulate and monitor content in media.  

These efforts allow organizations to see how policy and social issues are being treated and 

represented in media today (Littlejohn, 1992; Wimmer & Dominick, 2006, p. 151).     

The problem arising in modern agriculture is that people do not have the “comfort level” 

with current livestock production practices (Damron, 2005, p. 740).  Consumer concern with 

animal welfare not only influences change in consumers’ own behaviors, but also in the 

behaviors of those around them.  People with strong convictions force their beliefs and attitudes 

onto others and sometimes are successful in affecting public policy (Norwood & Lusk, 2011).  

Advocacy groups have become powerful on this issue and are vocal through many media and 

avenues (Norwood & Lusk, 2011).  As the agricultural industry begins to decrease the 

knowledge gap between the producers and consumers, messages delivered through various 

mediums must go beyond knowledge boundaries to translate meaningful and useful information 

to the public (Goodwin et al., 2011; Tushman & Katz, 1980). 

In order to compete in terms of communicating with consumers, the swine industry might 

be best served by emulating the concepts associated with the organic foods industry, which has 

successfully captured the idea of beauty in its messaging.  According to Abby Rinne, who serves 

as the affiliate and industry relations manager for U.S. Farmers and Ranchers Alliance (USFRA), 

by emulating this concept and idea of cleanliness, the swine industry could establish the same 

connection with public perception of the swine industry (A. Rinne, personal communication, 

March 27, 2012).  

Following this approach desired by the USFRA, the purpose of this study was to define 

what linguistic and visual imagery is associated with various attitudes toward swine 
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confinement.  This study was intended to emulate Goodwin and Rhoades’ (2011) study in Ohio 

to begin working toward a generalized understanding of semiotics, with regards to linguistic and 

visual imagery used to represent the pork industry.  This study also was intended to provide aid 

to those individuals in the swine industry who are responsible for image development, branding, 

issue management, and advocacy.  Research-based information provided by this study may be 

used to create basic strategic communication decisions.  By addressing these communications 

issues, the industry has a chance to influence the gatekeepers, who can reach consumers with 

important messages about swine production practices, who will, in turn, continue to develop their 

opinions through media and word of mouth.  

Research Objectives 

1. Analyze terminology and other important rhetorical characteristics used to describe the 

swine industry and its practices in online videos and electronic newspapers to determine 

which are associated with a positive, negative, and neutral attitude toward swine 

confinement. 

2. Analyze visual imagery used to describe the swine industry and its practices in online 

videos to determine which are associated with a positive, negative, and neutral attitude 

toward swine confinement.  

Definitions 

Boolean Operators: AND and OR operators (Lee, Kin, Kim, & Lee) 

Confinement: Concrete and cable enclosures (Damron, 2006, p. 740) 

Culture:  Ethnicity, economic situation, place of work, gender, age, sexual orientation, physical 

disability, gender, age, geographical orientation and many aspects of a person’s life (Lester, 

2005, p. 63). 
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Electronic Newspaper: A remote access newspaper (Library of Congress, 2004). 

Farrow: In swine, the term used to indicate giving birth (Damron, 2006, p.785). 

Farrowing Crate: A penning system which has an area for the sow and areas for the pigs 

(Schinckel, 2008). 

Framing: How the media choose to portray what they cover (Wimmer & Dominick, 2003, p. 

462). 

Gatekeeping: A metaphor to describe the process by which selections are made in media work, 

especially decisions regarding whether or not to allow particular news reports to pass through the 

“gates” of a news medium into the new channels (McQuail, 2005, p. 308). 

Gestation Crate: Metal crates that house female breeding stock in individually confined areas 

during an animal’s 4-month pregnancy (Tonsor, Wolf, & Olynk, 2009, p. 492) 

Modality: Use of text, graphics, sound and video on a single communication platform (Kiousis & 

Dimitrova, 2004, p. 9). 

Outdoor Setting: A setting other than on a farm (i.e. parks, public outdoor area, open fields not 

on a farm, etc.) 

Semiology: The science of “sign systems” or “signification.”  Originally founded in the study of 

general linguistics by Ferdinand de Sassure (year?), it was developed into a method for the 

systematic analysis and interpretation of all symbolic texts.  Systems of signs are organized 

within larger cultural and ideological systems that ultimately determine meaning.  A key element 

of semiology is the idea that any (meaningful) sign (of any kind) has a conceptual element that 

carries meaning as well as physical manifestation (word, image, etc.) (McQuail, 2005, p. 567). 

Single-phase: Specializing in a single phase of production (i.e. feeder operations, finishing 

operations, farrowing operations, etc.) (Key & McBride, 2007, p. 1) 
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Sow: Female pig that has given birth (Damron, 2006, p. 795). 

Stocking density: The amount of animals kept in a fixed amount of space (Lusk & Norwood, 

2011, pp. 464-465) 

Tone: Style or manner of expression in speaking or writing (Merriam-Webster.com, 2012).  

Operationally, for this study, tone was characterized as positive, negative, or neutral with respect 

to the concept of traditional confinement practices and with respect production agriculture in 

general.  

Limitations 

Limitations of this study include the qualitative design, which cannot be generalized on 

any level.  “Content analysis also limits the ability of generalizing and prediction of the effects of 

content on an audience” (Wimmer & Dominick, 2003, p. 144).  Limitations are also specific to a 

study’s framework; categories and definitions are limits for each individual study (Wimmer & 

Dominick, 2003).  The electronic retrieval of YouTube videos and electronic newspapers also 

serves as another limitation for this study due to many videos and articles being at the risk of 

removal from the Internet at any time.  

Delimitation 

The researcher chose to delimit the content analysis of the electronic newspapers used in this 

study.  For the purpose of this study, data from electronic newspapers was collected to observe 

and describe patterns consistent with attitudes toward swine confinement in pork and non-pork 

publications.  For this reason, this study limits the ability to make any comparison between the 

two categories of publications. 
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II. CONCEPTUAL AND THEORETICAL FRAMEWORK 

Swine Industry in American Agriculture 

Current Disconnect. 

Much of the current struggle in American agriculture is to keep up with the changing 

pace, since many policies were previously designed for a time in agriculture that no longer exists 

(Dimitri et al., 2005).  Lusk and Norwood (2011) explained the situation with production and 

demand: “never in a time have so few people fed so many” (p. 1).  With only 1% of humans 

working on farms, a steady gap increases between the modern livestock industry and the 

consumer (Lusk & Norwood, 2011).  As this gap increases, the views of the consumer and the 

producer become increasingly different (Goodwin & Rhoades, 2010). 

This disconnect between the producer and the consumer relates to a lack of involvement 

in agriculture and preconceived notions that modern industrial farming is similar to what 

consumers remember from children’s story-book farms (Norwood & Lusk, 2011).  Many people 

are only familiar with farms they have seen depicted in children’s books (Norwood & Lusk, 

2011).  While there are now fewer people involved in production agriculture, Lusk and Norwood 

(2011) suggested that people have begun to renew their interest in food.  More people have 

started to grow their own food and visit farmers’ markets, connecting more to how their food is 

produced.  In American culture, many people have become more conscious of health and 

environmental issues, which requires the industry to pay attention to the environmental impact of 

agriculture and food industry (Dimitri et al., 2005).  At one point, the public conversations about 

agriculture was focused primarily on how the agriculture industry was affecting the soil; 

however, the focus has changed to include water and air quality, landscape protection, food 

purity, and animal welfare (Dimitri et al., 2005).  As consumers begin to influence the 
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agriculture industry, the humane treatment of  “food animals” rates high in the general public’s 

opinion, and an increase of ballot initiatives and policy changes will affect the agriculture sector 

(Dimitri et al., 2005; Goodwin & Rhoades, 2010; Lusk & Norwood, 2011). 

Growing Trends. 

In 2005, operations with 5,000 or more swine represented 50% of the industry (Key & 

McBride, 2007).  In efforts to reduce costs, while increasing productivity, many farmers have 

reduced to a single production phase operation.  This method accounted for 40% of swine 

operations in 2004, an increase from 19% in 1992.  With less than 25% of farmers relying on 

farming as their sole income, many have resorted to more efficient operations (Key & McBride, 

2007).  Taking into consideration land, barn size, and labor, farmers have found stocking density 

to be economically beneficial.  Economically ideal solutions, like concentrated swine operations, 

introduce potential environmental risks on local communities, which have been occasionally 

referred to as a nuisance impact (Key & McBride, 2007).  As small swine operations dwindle, 

and large operations set the standard, the industry faces increased visibility.  A solution to an 

economic problem creates a welfare and environmental problem, which then creates a 

profitability problem (Norwood & Lusk, 2011).  

Animal Welfare 

The Foundation. 

The first animal welfare group was created in 1824 in Great Britain.  This group is now 

recognized as the Royal Society for the Prevention of Cruelty of Animals (RSPCA).  The first 

advocacy group in the United States was not assembled until 1866, when the American Society 

for the Prevention of Cruelty to Animals (ASPCA) was officially recognized (Lusk & Norwood, 
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2011, pp. 35-36).  Immediately springing into action, the ASPCA began reinforcing current 

animal protection laws, which affected farms and farm animals.  Farmer “transportation 

methods” was one of the first animal protection concerns the ASPCA targeted.  This was 

followed by efforts to address slaughter methods.  When the slaughter method initiative was 

found to have many loopholes, enforcement became very difficult and ultimately failed.  In 

1877, the American Humane Association (AHA) was created to protect children and animals.  

AHA immediately picked up where the ASPCA left off and began to work with the livestock 

industry to improve animal welfare.  Considered a somewhat moderate animal protection group, 

AHA’s corruption in covering up certain livestock practices led to four of its officers leaving the 

group.  These four individuals created a group that is now known as the Humane Society of the 

United States (HSUS), which has been labeled as the leading and most influential animal welfare 

group today (Lusk & Norwood, 2011, pp. 35-36). 

Ballot Initiatives. 

As animal right groups push ballot initiatives and use the courtroom to affect current 

practices. As a result, activists groups, farmers, and consumers play out the animal welfare 

debate in ballot boxes (Norwood & Lusk, 2011).  As society raises animal welfare and 

environmental concerns, the industry has begun to feel the pressure to defend itself (Key & 

McBride, 2007).  Many consumers have begun to base their opinions of the agriculture industry 

on hearsay or things they have read in publications (Goodwin & Rhoades, 2010).  The increase 

in productivity, in relation to the expansion of swine operations, suggests that this will be an 

ongoing trend (Key & McBride, 2007).  This trend can only be affected by the change in laws 

governing the agriculture industry, which could potentially affect the industry as a whole as the 

public becomes increasingly involved (Key & McBride, 2007). 
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Many people now believe that animals are much like humans, where they “can feel pain, 

think, and possibly have feelings” (Goodwin & Rhoades, 2010, p. 3).  Goodwin and Rhoades 

(2010) predicted that as people begin to place animals on the same level as humans, there will be 

more concern focusing on the push for animal protection.  As the industry experiences market 

and consumer influence, larger farmers will set the standard for swine operations (Dimitri et al., 

2005).  In response, publications must promote positive images of the industry’s environmental 

impact and animal welfare to maintain public support.  

Mass Media and Communications 

Discovering Media.  

Miller, Annou, & Wailes (2003) established that “mass media plays an important role in 

the publics’ attitude towards agriculture” (p. 29).  Because education and communication play a 

significant role in the acceptance of agriculture to the public, methods in communicating 

messages should be supported by a well-developed communication plan (Miller et al., 2003).  

With modern mass communication resources, people are able to access information quickly from 

virtually anywhere on the globe (Littlejohn, 1992, p. 341); therefore, mass media is often used by 

organizations to disperse messages to large groups (Littlejohn, 1992).  Defined as the “use of 

text, graphics, sound, and video on a single communication platform” (p. 9), Kiousis and 

Dimitrova (2004) emphasize the importance of modality serving as a central factor in shaping 

viewers perceptions and as a key component when constructing online media.  Increased 

modality has the potential to affect perceived credibility, affording greater information 

completeness (Kiousis & Dimitrova, 2004).   

A component of modality, music plays a role in many persuasive communication 

situations.  Serving as background music in department stores, coffee shops, cafes, etc., music 
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has been used to create pleasant shopping experiences (Xu & Sundar, 2011).  Affecting three 

dimensions of emotional reactions, music affects the emotional reaction to pleasure, arousal, and 

dominance.  Arousal particularly refers to how the environment stimulates individuals and the 

residual excitation that carries onto the next stimulus (Xu & Sundar, 2011).  Once excitation 

occurs, time will pass before the effects decay and this excitation amplifies the audience’s 

physiological response to other stimuli around them.  This effect still persists even after the 

stimulus has been removed, illustrating how music contributes to delivering messages (Xu & 

Sundar, 2011).   

In order to obtain information, consumers must use external sources, and in order for 

organizations to keep up with a rapidly changing environment, effective communication serves 

as the foundation of modern organizations (Parsons & Urbanski, 2012, p. 155; Tushman & Katz, 

1980, p. 1072).  The agriculture industry has become increasingly aware of the information gap 

between consumers and producers, sparking a movement for all involved in the agriculture sector 

to serve as industry advocates.  This movement represents and effort to increase awareness about 

modern agriculture and build relationships with the community (Goodwin et al., 2011).  

Internal and External Communication. 

Parsons and Urbanski (2012) noted that “effective communication can complement 

successful interpersonal work relationships as well as both internal and external communication 

practices” (p. 155).  In order for the agriculture industry to communicate externally, it must first 

learn to communicate more effectively internally.  When organizations have poor internal and 

external communication, the organization becomes dysfunctional (Parsons & Urbanski, 2012, p. 

157).  Whether the agriculture industry realizes it or not, each person in the industry serves a role 

in public relations.  Each member of the agriculture industry serves as a public relations 
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practitioner every time he or she interacts with publics outside the industry, further emphasizing 

how critical communication is (Parsons & Urbanski, 2012, p. 156; Rhee & Kim, 2009, p. 3).  To 

prevent dysfunctional internal communications, organizations must adapt well to the changes in 

environment.  This, in turn, promotes better performance (Parsons & Urbanski, 2012, p. 155).  

Even though people’s actions and choices are regulated in organizations, “their actions produce 

social structure and social change” (Parsons & Urbanski, 2012, p. 156).  Individuals are often 

more influential on peers than media (Littlejohn, 1992).  

In addition to improving internal communications, control of external communications 

often has a positive effect on organizational structure as well, leading to the development of a 

strong organizational culture (Parsons & Urbanski, 2012).  Controlled external communications 

should focus on effective messages, which ensures that the intended message is delivered to the 

consumer (Goodwin et al. 2011).  One of the most difficult parts of communicating to the 

consumer is moving beyond the communication boundaries that often exist when the 

communicator and recipient do not have the same knowledge.  Gatekeepers serve to remove 

communication boundaries and translate messages that are useful and meaningful (Tushman & 

Katz, 1908).  Gatekeepers serve a vital role in the industry because of their ability to encode 

messages, selections of shaping, timing and display (Kahle & Kim, 2006).  Messages can be 

controlled through the presence or absence of certain words and images, which has the power to 

control the interpretation of organizational messages (Goodwin et al., 2011, p. 23).  

Visual Imagery 

Developing Senses. 

From the time we are born, images become part of the way we process things around us.  

Before we are able to read and write, we make associations with everything around us through 
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images (Lester, 2005).  When readers and viewers store images and their meanings in their 

minds, the ability to recall those memories will help create new meanings with every new piece 

of information they encounter throughout their life.  The goal of visual communication is to 

create powerful images that the reader/viewer will remember and to encourage each 

readers/viewers mind to use them (Lester, 2005, p. 7).  In order for readers/viewers to use 

images, they must select and isolate an image.  This initiates the process of creating meanings 

and making associations.  To select an image is more than merely looking.  In selecting an 

image, the reader systematically begins to analyze it, resulting in the opportunity for the mind to 

begin storing information for long-term retrieval.  Meanings are created when images become 

stored, and as a result of this deeper processing are more likely to become part of a person’s 

long-term memory. 

Society has become “visually mediated” (Lester, 2005, p. 415), which means that 

understandings of media content comes from pictures, not words.  Visual images are used to help 

portray messages, and people’s social class and cultures help define the meaning of these images.  

While photographs are used as visual components in mass media, if not used properly, they can 

communicate inaccurate information (Edgar & Rutherford, 2012).  Therefore, to avoid 

communicating inaccurately or unintentionally, deep thought must go into the selection of 

images being communicated through mass media.  This type of strategic selection of images can 

help keep visual communications efforts from backfiring (Lester, 2005).  

Misconceptions. 

Many readers/viewers of agricultural media have a pre-conceived notion of what rural 

life is like.  These stereotypes place hardworking men in the fields and supportive women 

standing by their husband’s side.  By confirming this relationship, readers have a connection 
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linked with the publication and the products.  This connection is one that most people associate 

with the agriculture industry as a whole, where a red barn, white picket fence, and green pastures 

define the industry (Rhoades & Irani, 2006).  General media has shaped this image in reader’s 

minds through publications, movies, and television programs (Rhoades & Irani, 2006).  When 

the consumers’ “romanticized notions” meet modern industrial agriculture, a sense of distrust 

can be created (Norwood & Lusk, 2011).  The agriculture industry has come a long way to 

remove such stereotypes and reduce this knowledge gap; however, it is expected to continue to 

be a constant battle (Goodwin & Rhoades, 2010; Rhoades & Irani, 2006).   

Images are a powerful method of communication in any publication; readers are looking 

for reassurance within an image.  With the important role visual images play in today’s mediated 

society, it is essential to take inventory of what these images are portraying and saying about 

rural culture and ideologies” (Rhoades & Irani, 2006, p. 11).  This is especially important when 

addressing non-farming audiences.  A certain level of respect is granted by consumers to 

farmers, given that they are seen as hard working and trustworthy in the reader’s/viewer’s mind 

(Rhoades & Irani, 2006).  These characteristics can then transferred to the agricultural 

organizations and companies and to the agriculture industry as a whole, as mass media assists in 

connecting the positive character virtues of farmers to the organizations that support them.   

Linguistic Use 

Power of Words. 

While images are used to represent a message and to help readers/viewers think more 

deeply about a message, words, of course, are typically the primary basis for delivering the 

message to readers.  Terminology in reference to new or complex information can elicit positive, 

neutral, and negative responses; therefore, word choice is a major consideration in print media 
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(Miller et al., 2003).  As consumers have grown interest in “environmentally friendly production 

practices” and have pushed more for an organic and specialized type of product to be produced, 

they have certainly influenced the direction of the industry in today’s market (Dimitri et al., 

2005, p. 7).  This influence has also affected the connotations of words and phrases connected 

with agriculture, which can then have an effect on the tone of written messages.   

Tone is not a precise measurement, but rather a combination of many variables.  

Variables such as verb usage, tense, images, colors, etc., act together to create a desired message 

tone (Hyde, 2001).  The desire to create a proper tone helps define the communicator’s intentions 

regarding word and image choice, as the communicator strives for a desired response by his or 

her reader.  

Perception of Words. 

Certain phrases like stewards of the land, preservation of natural resources, and 

sustainable growth have elicited a favorable response from readers of agriculture-related 

narrative (Goodwin et al., 2011).  These types of phrases help reinforce natural resources, 

relating agricultural practices with what the consumer believes to be important and essential.  

Meanings must already be present when associations are made in communicative acts, indicating 

“an ideal mode of existence independent of an individual language user” (Tylén, Fusaroli, 

Bundgaard & Østergaard, 2013, p. 40)   

This concept of affecting tone through terminology is especially important to agricultural 

communicators when they are seeking to promote the positive aspects of agricultural livestock 

production.  While many U.S. farmers raise crops, the United States Department of Agriculture 

reported there were 90.8 million cattle (USDA-NASS, Cattle, 2012), 64.9 million swine (USDA-

NASS, Quarterly Hogs and Pigs, 2012) 339,698 million layer chickens in 2012 (USDA-NASS, 
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2013).  These livestock producers are responsible for the care and safety of animals; the 

responsibility of the land has also been bestowed upon them.  Because livestock producers, like 

all other types of farmers, carry the title of Stewards of the Land, consumers place the 

responsibility of land use and care in the farmer’s hands (Goodwin et al., 2011, p. 26).   

While visual images of rolling hills and open pastures elicit feelings of freedom and 

openness, allowing the reader to feel the serenity provided by the image, carefully chosen words 

can also create similar feelings.  Phrases like wide-open green pastures helps reinforce that sense 

of serenity and creates an aesthetically pleasing image to the reader through the description those 

words provide (Dimitri et al., 2005; Goodwin et al., 2011).  Other phrases like sustainable 

growth, places thoughts of looking into the future toward good things to come.  From an 

agriculture industry perspective, consumers need to be reminded and the agriculture industry as a 

whole needs to reinforce that advancements in agricultural production promote “life to go on; we 

sustain and we keep going” (Goodwin et al., 201l, p. 26). 

After World War II, technological advancements began to advance at a rapid pace.  At 

the same time, many farms were using animal power for daily operations on the farm, which 

quickly switched over to mechanically powered machinery.  This aided in the efficient 

production of many crops and became a routine by the late 1960’s.  This also led to “advances in 

plant and animal breeding” which introduced chemical fertilizers and pesticides.  Eventually this 

led to genetically modified products (GMPs) (Dimitri et al., 2005, p. 6).  While this became an 

efficient and quicker method of farming, genetically modified products have received strong 

opposition from consumers, creating certain health and environmental fears (Lassoued & 

Giannakas, 2010).  Consumers prefer messages that instill confidence that their food is safe and 
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consumers prefer to know if crops are grown with pesticides or if organic means were used 

(Goodwin et al., 2011).   

Regaining Trust. 

To improve consumer trust in the farmers and in the agriculture industry, phrases such as 

committed to producing the best quality product and quality food begins with quality care, need 

to be avoided.  These phrases, according to Goodwin et al. (2011), have frequently been 

overused with consumers, causing skepticism about products and the agricultural industry.  Some 

consumers prefer the industry to prove these messages, rather than just using them mindlessly as 

catch phrases.  In addition, Miller et al. (2003) found that terms like genetically engineered 

caused participants to question quality of life, further connecting the use of certain terminology 

with message tone (p. 30).  Miller et al. (2003) found messages that were either positive or 

neutral-tones were more likely to be published in regional news and national trade publications 

(p. 37).  So, it follows that the industry must find ways to first deliver a favorable or neutral-

toned message through the gatekeeper, allowing the intended messages to reach its target 

audience with purposefully selected terminology.  Messages must be chosen wisely and used 

correctly.  Otherwise, an adverse effect may occur in the publications used to represent the 

industry. 

Theoretical Framework 

Gatekeeping, framing, and semiotics guided this study’s theoretical framework.  

Primarily influenced by the theory of semiotics, Figure 1 shows how the theories work very 

closely to create and deliver a message to an audience.  
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Figure 1.  Theoretical model demonstrating the interrelationship between gatekeeping, framing, 

and semiotics. 

Gatekeeping. 

The gatekeeping theory primarily serves to explain the control of the information 

permitted to pass through the “gates” of mass media.  Media gatekeepers have the power to give 

or withhold access to information (McQuail, 2005, p. 308).  Editors, television producers, 

government agencies, publishers, companies, and organizations use gatekeeping.  With this 

regulation on content, gatekeepers of various media can choose to exclude or include certain 

information based on the intended message desired for the audience.  Journalistic writing and 

advertising are prime examples of mediums with gatekeepers who selectively choose to use 

certain content to promote certain messages.  While journalists control subject matter, issues, and 

information in their messages, advertisers regulate visual elements like scenery, background 

color, and font sizes and color to govern their message (Khale & Kim, 2006).  In contrast to 

journalistic use of gatekeeping, there are companies and organizations that use gatekeeping to 

manipulate audiences for marketing or political purposes (Littlejohn, 1992; McQuail, 2005). 

When boundaries are created between an organization and its audience, the gatekeeper 

serves as the mediator and translates understandable and meaningful messages to its audience.  

Often, organizations and their audiences do not have the same knowledge or technical language 

(Tushman & Katz, 1980).  With only 1% of the population living on farms and 20% of the 
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population living in rural areas, the agriculture industry’s general audience is likely to have 

limited knowledge of agricultural terminology and practices (Dimitri et al., 2005; Lusk & 

Norwood, 2011).  While gatekeeping can be used as a helpful tool to create strategies to reach an 

audience, gatekeeping is also “prone to bias and distortion” (Tushman & Katz, 1980, p. 1073).  

For example, newspaper editors select news to be reported upon and then choose to portray the 

overall story using various angles with a focus on various themes.  This leads to the concept of 

framing, which serves as a key concept behind the salience of news and mass media messaging.  

Framing. 

Framing, the method in which information is presented, describes how media gatekeepers 

take readers into account when selecting content; it is a system designed at times to isolate items 

of fact (McQuail, 2005).  Images, videography, words, and phrases are tools used in framing to 

“define problems, diagnose causes, make moral judgments and suggest remedies” (McQuail, 

2005, p. 378).  While the inclusion of certain words brings on certain meaning, the exclusion of 

some words also can have a similar effect.  Messages are framed to fit an audience’s schema as 

well as to fit the purpose of the communicator.  The reader also comes with “pre-existing frames, 

influences by previous social cues, which will direct their thinking, attitude, and behavior in 

response to the message” (Goodwin et al., 2011, p. 23).  In most instances, it is almost 

impossible for some news gatekeepers to remove their personal beliefs from their framing 

decisions, which ultimately results in some bias.  

While some bias may be unintentional, sometimes framing is entirely intentional, 

accommodating the persuasive purposes of some mediums (McQuail, 2005).  A 2000 study by 

Whitaker and Dyer compared framing in agricultural publication with a mainstream news source 

to analyze framing methods used in a food safety crisis.  This study found that agricultural 
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articles tended to frame their message by quoting agricultural sources, while the regular news 

source chose to frame their message by quoting activist based sources (Goodwin et al. 2011, 

p.23; Whitaker & Dyer, 2000).  In effect, the gatekeepers with the agricultural news publication 

framed the news more positively toward agriculture, while the mainstream news publication 

gatekeepers chose to frame the news more negatively toward the agriculture industry. 

Semiotics. 

Regardless of their intended audiences and purposes, publications use both words and 

images to convey an intended meaning.  This meaning is intended to reach the reader, thus the 

theory of semiology plays a role in framing theory as well (McQuail, 2005).  Semiology is the 

“science of sign systems” or “significance,” which was originally derived from de Suassure 

(McQuail, 2005, pp. 346, 567).  Originally founded under the study of linguistics, McQuail 

stated, semiology can be defined as:  

 

A method for systematic analysis and interpretation of all symbolic texts.   
Systems of signs are organized within a larger cultural and ideological systems 
that ultimately determine meaning.  A key element of semiology is the idea that 
any (meaningful) sign (of any kind) has a conceptual element that carries meaning 
as well as physical manifestation (word, image, etc.) (p. 567).   
 

By producing, conveying, and interpreting messages from images and text, semiotics 

focuses on how the reader will digest the new mediums used in publications.  Content-driven, 

semiotic analysis focuses on assessing individual perception of visual images and assigning 

meaning to objects we see daily (Edgar & Rutherford, 2012).  Saussure described processes of 

signification in two elements of the sign.  “The physical element (word, image, sound) the 

signifier and used the term signified refer to the mental concept invoked by a physical sign in a 

given language code” (McQuail, 2005, p. 346).  The significance set between a physical signifier 
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is set by the rules of culture and is something learned within a community.  “An image is a visual 

form, which takes on meaning through the perception and interpretation of the viewer” (Edgar & 

Rutherford, 2012, p. 5).  The culture of the readers has a set meaning for different physical 

objects (i.e., word and images) and can be interpreted in various ways (McQuail, 2005).   

Littlejohn (1992) noted Charles Saunders Pierces—known as the father of modern 

semiotics—and his idea of semiosis, which describes a “triadic relationship between three 

elements—a sign, an object and a meaning” (p. 64).  Using Ogden and Richards’ Triangle of 

Meaning Model (Figure 2), Littlejohn (1992) further explained Pierces’ three elements:  

The sign represents the object, or referent, in the mind of an interpreter.  Pierce referred to the 

representation of an object by a sign as the interpretant.  For example, the word “dog” is 

associated, in your mind, with a certain animal.  The word is not the animal, and the association 

you make (the interpretant) between the word and the animal is yet a third element in the system.  

All three elements are required together in an irreducible triad in order for meaning to arise (p. 

64).  
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Figure 1. Ogden and Richard’s meaning traingle (Littlejohn, 1992)
 

Figure 2.  Ogden and Richards Triangle of Meaning Model. 

So, it follows that the audience will interpret the images and terminology used by the 

industry and derive a meaning that has been learned through the course of experiences within the 

reader’s life (Edgar & Rutherford, 2012).  While the reader creates meanings with material they 

come in contact with, framing and gatekeeping control the information that reaches the audience 

before meaning can be ascribed to the content.   

Long before the audience has a chance to view information, controls are set on how and 

what information is passed.  The goal of this study is to identify linguistic and visual imagery 

related to the swine industry in external and internal media.  This study also seeks to establish 

whether or not gatekeeping and framing methods are conforming to the audience’s cultural 

norms and if the intended message is being delivered from the swine industry’s perspective. 
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III. METHODOLOGY 

Problem Statement 

American agriculture has been in a state of flux for the last 25 years, and modern 

agriculture is no longer the traditional “yesteryear’s small family farm” (Damron, 2006, p. 740; 

Dimitri et al., 2005).  Still characterized as being honest and hard working people with good 

family values, traditional farmers were viewed differently before current factory farming existed.  

Traditional methods of farming were generally associated with good husbandry, where the 

animal and farmers interest closely resembled one another (Damron, 2006; Rhoades & Irani, 

2006).  As farm sizes grow larger, and as technology is further integrated into swine production, 

the most efficient farmers will see the highest profits.  One of the most discussed issues in the 

agricultural industry recently—practices regarding swine confinement—relates mostly to the 

trade-off between animal welfare and cost.  Cost refers to and affects producers, consumers, the 

economy, and food resources (Norwood & Lusk, 2011).  The cost of producing food does not 

resonate in the mind of the consumer; only the price on the shelf makes a recognizable 

connection. 

Farmers feed the world, and they do this by implementing the best practices to maintain 

“scarce resources” within their control (Norwood & Lusk, 2011, p. 201).  Norwood and Lusk 

(2011) made a valid point about how consumers actually control production practices.  “No one 

person can say exactly how hogs, chickens, and cows should be raised and at what price they 

should be sold at: consumers and producers ultimately decide price”, state Norwood and Lusk (p. 

201).  Animal welfare controversies have contributed to one of the longest and most difficult 

social issues in the past quarter century.  Animal welfare debates have not only affected policy 

initiatives, but they have also created “emotional rhetoric and ill will” amongst people (Damron, 
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2005, p. 737).  As the public better understands the efficiency of production agricultural, 

consumers commonly accuse farmers of being inhumane, and farmers accuse consumers of 

being ignorant, which creates the current controversy (Norwood & Lusk, 2011). 

As emotions rise, consumers and producers both defend their beliefs and actions.  This study 

sought to observe how internal and external communications about swine confinement practices 

has been disseminated and what visual imagery and linguistic use was associated with various 

attitudes toward swine confinement.  For this study, swine confinement was specific but not 

limited to gestation crates, as this was one of the most controversial issues in current media.  

This allowed the researchers to analyze all media referencing swine confinement.  There is 

limited research on methods to communicate these messages; thus, this study strives to identify 

strategies to better represent the swine industry in media. 

Research Objectives 

1. Analyze terminology and other important rhetorical characteristics used to describe the 

swine industry and its practices in online videos and electronic newspapers to determine 

which are associated with a positive, negative and neutral attitude toward swine 

confinement. 

2. Analyze visual imagery used to describe the swine industry and its practices in online 

videos to determine which are associated with a positive, negative and neutral attitude 

toward swine confinement.  

Design of the Study 

Modeling a similar study by Goodwin and Rhoades (2011) and Rhoades and Ellis (2010), 

this study used a content analysis design.  This study analyzed the content of online videos 

available through YouTube and purposively selected electronic newspapers, examining the 



	   	   	  
	  

	   30	  

relationship between attitudes toward swine confinement and the linguistic and visual content.  

Content analysis is “a method of studying and analyzing communication in a systematic, 

objective, and quantitative manner for the purpose of measuring variables” (Wimmer & 

Dominick, 2003, p. 141).  As the process of understanding symbols and messages in mass media 

has become more popular, content analysis has been used to examine communication efforts 

ranging from films to marketing publications (Wimmer & Dominick, 2003).  Ary, Jacobs, 

Razavieh, and Sorenson (2006) stated that content and document analysis are often used to 

analyze videos and computer files.  This study adapted an online coding sheet and coding guide 

from Goodwin and Rhoades (2011) to analyze a purposively selected group of YouTube videos.  

An additional coding sheet was designed for electronic newspapers; terminology-coding cards 

were also designed for both online videos and electronic newspapers.  Microsoft Excel and 

Statistical Analysis Software (SAS) 9.2 were used to calculate and determine frequencies, 

percentages, chi-square values, and probability values.  Analysis of variance (ANOVA) in SAS 

9.2 was used to identify relationships between medium content and length.  Probability values 

(p-values) were used to determine significance of relationships between various characteristics in 

print articles and videos and the messages’ attitudes toward swine confinement. 

Publication and Videos 

In 2012, increased awareness was drawn to pork production as major industry players 

(i.e., McDonald’s, Smithfield Foods, etc.) considered requiring its pork producers to institute 

production changes to meet consumer and market demands.  Strong media coverage from the 

opposition questioned certain industry practices, and the issue was debated in both trade 

publications and mainstream media.  For this reason, the researcher chose to analyze online 
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videos and electronic newspapers that represented mainstream media and pork industry trade 

publications.  This study consisted of two content analysis phases to analyze each medium.  

 In phase I, 194 YouTube videos were retrieved using the search term gestation crate, 

and 157 videos were deemed relevant for analysis in this study.  Each coder reviewed the video 

sample before and during coding, and videos not consistent with the study’s objectives were 

eliminated.  A filter was set on video results, which prevented individual channels from showing 

up in search results.  With time considerations and variations in the topic of videos in channels, 

both coders agreed to eliminate viewing video channels.  A series of terms (Table 1) were used 

to search for the largest sample of YouTube videos relevant to swine confinement, which were 

specific but not limited to gestation crates.  These terms used for this study were synonymous 

with animal and confinement.  Two additional terms were added: gestation crates and farrowing 

crates.  These were deemed relevant to swine confinement terminology based on terminology 

observed in past media content.  Web search engines are all unique in how they work (Chu & 

Rosenthal, 1996), and the YouTube search engine did not allow the researcher to use complex 

search terms or strings, so the search was kept relatively simple (i.e. Boolean operators).  

Table 1 

Search Terms Employed for Online videos and electronic newspapers 
 

Animal Term Confinement Term Current Topics 

   
Pig Crate Gestation Crates 

   
Hog Cage Farrowing Crates 

   
Swine Pen  
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Phase II consisted of analyzing electronic newspapers from four well-known sources.  

This study focused on four mass-circulated and national electronic newspapers — National Hog 

Farmer, New York Times, The Washington Post and Pork Network — to prevent regional bias.  

Circulation for Pork Network and National Hog Farmer exceed 18,000 issues in 2013 (J. 

Alumbaugh, personal communication, July, 8, 2013; D. Miller, personal communication, July 9, 

2013).  Pork Network and National Hog Farmer were identified by the U.S. Pork Center of 

Excellence (2013) as two of the top 10 swine resources and publications.  Average weekly 

circulation for non-trade publications was 582,866 (The Washington Post) and 2,093,873 (The 

New York Times) (Alliance for Audited Media, 2013; J. Alvarez, personal communication, July, 

17, 2013).  A complex search string derived from the terms in Table 1 was used to locate all 

articles sources except for those in Pork Network, which did not have a search engine capable of 

using this method.  Using the article database Lexis Nexis Academic, 12 articles from three 

sources were retrieved.  Lexis Nexis did not have access to Pork Network articles, so the 

researcher was required to retrieve articles directly from the Pork Network website.   

First, a search filter was set in the advance search engine of Lexis Nexis to search for 

articles in The Washington Post and The New York Times.  These two publications produced the 

most articles; therefore, these were the two non-trade publications selected to be analyzed.  The 

filter parameters were set to search articles that were major world publications as article type and 

newspapers as article category.  Twelve articles were selected from each of the four electronic 

newspapers, as this was deemed the most efficient sample size (Lacy, Robinson & Riffe, 1995; 

Riffe, Lacy & Drager, 1996).  A total of 788 articles were initially retrieved from the general 

web search; 49 articles were retrieved from the New York Times and 45 articles from The 

Washington Post.  Twelve articles were selected, at random, from both sources using a random 
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number generator (True Random Number Service, 2012).  Second, a basic search was used in 

Lexis Nexis to search for articles specifically in the National Hog Farmer.  A total of 715 

articles were initially retrieved and 12 articles were selected, at random, using a random number 

generator (random.org).  Lastly, a search was conducted within archived articles on the Pork 

Network website using the search term gestation crates.  All combinations of terms in Table 1 

were used in the Pork Network search engine; gestation crates resulted in the most articles 

retrieved (184 articles).  Twelve articles were retrieved using the same random number generator 

as both previous searches (True Random Number Service, 2012).  The focus was primarily, but 

not limited to, hard news, editorials and feature stories.  A total of 48 articles were coded for this 

study, 12 from each source used.  After analyzing sample sizes of 6, 12, 18, 24, and 48 issues of 

newspapers, Stempel (1952) found that sample sizes beyond 12 issues failed to significantly 

improve sampling accuracy; therefore, sampling 12 issues proved to be the most efficient and 

optimum sample size among newspapers and magazine articles (Lacy, Robinson & Riffe, 1995; 

Riffe, Lacy & Drager, 1996). 

Instrumentation and Data Collection 

Instrumentation for this study consisted of two coding sheets, two terminology cards, and 

a coding guide.  One coding sheet and terminology card was specific to online videos (YouTube) 

and the other coding sheet and terminology card were specifically tailored for electronic 

newspapers.  Two coders were used to analyze online videos in this study.  One coder was an 

agricultural communications graduate student with a bachelor’s degree in animal science and the 

other coder was a professor in agricultural communications with experience in the agriculture 

industry.  Adapted from the Goodwin and Rhoades (2011) study, the researcher used a 

previously well-designed coding sheet for online videos.  This coding sheet was adapted from 
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Rhoades and Ellis (2010) and was validated by Goodwin and Rhoades (2010).  Standardized 

sheets were developed to streamline the coding process and closely followed the objectives for 

this study (Appendix A) (Wimmer & Dominick, 2003).  From this coding sheet, the researcher 

developed a similar version for electronic newspapers (Appendix B).  Terminology coding cards 

were created to fit the objectives of this study—one for online videos (Appendix C) and one for 

electronic newspapers (Appendix D).  A coding guide (Appendix E) was also adapted from 

Goodwin and Rhoades (2011), and was tailored to fit online videos and electronic newspapers.  

Hard copy coding sheets were used in this study to allow coders to focus on electronic and print 

media while minimizing unforeseen complications (Goodwin & Rhoades, 2011).   

Coding sheets were designed with a simplistic check mark system, further supporting a 

simple, standardized format (Wimmer & Dominick, 2003).  Beyond general video and article 

information (i.e., title, author, views, rating, length, etc.), coding sheets aimed to assess factors 

specific to this study’s objectives.  In general, the coding sheets addressed the organization 

distributing the media, the terminology and tones used to deliver messages, the visual imagery 

used to deliver the message(s), the validity of the message(s), appeals used in message(s), and 

the position of the organization producing the media.  

In Phase I, the researcher generated the population of videos using the search term for 

online videos, and this list was printed.  One hundred ninety-four videos were retrieved initially.  

The researcher then visually inspected each video to ensure the content was relevant to the 

objectives of this study.  If a video seemed to be questionable in content, the video was viewed in 

its entirety and deemed valid or invalid.  One hundred and fifty-seven videos were deemed valid 

and were coded by two different coders using the coding sheet and terminology card.  In phase 

II, the researcher located the population of articles and randomly selected 12 articles from each 
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source.  Each article was viewed to ensure relevance and dismissed of they did not follow the 

objectives if this study.  One coder, using a coding sheet and terminology card, coded all articles.   

Data Analysis 

All data from the coding sheets was collected and analyzed in Microsoft Excel.  

Consistent with the studies objectives, certain characteristics were selected from each coding 

sheet to observe patterns.  Frequencies and percentages were calculated between each 

characteristic and attitude toward swine confinement to determine if a relationship existed.  Chi-

square and probability values were then calculated to confirm whether the relationship observed 

were significant.  An effective method for analyzing this data is “through the use of open-coding 

and identification of common responses” (Goodwin & Rhoades, 2011, p. 10) and through the 

constant comparative method of qualitative analysis (Creswell, 2007).  ANOVAs were run in 

Statistical Analysis Software (SAS) 9.2; this was used to determine if there was a significant 

relationship between attitudes toward swine confinement and article and video lengths.  Findings 

were reported as emergent themes and were supported by a preponderance of data collected 

through the coding sheets. 

 Reliability 

A study is deemed reliable “when repeated measurement of the same material results in 

similar decisions or conclusions” and plays a vital role in content analysis (Wimmer & 

Dominick, 2003, p. 156).  Prior to analyzing media, instructions, coding sheets, terminology 

cards, and coding guides were reviewed during training.  With this training, intercoder reliability 

was increased and methodological problems were significantly reduced (Thomsen, Longstreth & 

Miller, 2003) (Wimmer & Dominick, 2003).  Intercoder reliability refers to the “levels of 

agreement among independent coders who code the same content using the same coding 
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instrument” (Wimmer & Dominick, 2003, p. 156).  Since human coders are variable, intercoder 

reliability must be assessed in content analysis studies (Craig, 1981).  During training, three 

videos and three articles were coded to examine content and changes made to coding sheets, 

terminology cards, coding guide, and instructions to eliminate confusion and increase intercoder 

reliability (Thomsen et al., 2003).  It was recommended that 5-7% of the study sample be tested 

to ensure reliability (Kaid & Wadsworth, 1989).  Once instruments were tested for content, a 

pilot study was conducted on a random sample of 10 YouTube videos to determine intercoder 

reliability.  Only one person coded online newspaper articles, so a pilot study to check for 

intercoder reliability was not necessary.  Cohen’s Kappa and percent agreement were calculated 

to determine intercoder reliability, which assesses agreement for nominal scales.   
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Figure 3.  Intercoder reliability report. 

Intercoder reliability results are shown in Figure 3.  A percent agreement of 87.74% was 

obtained, corresponding with the 83% agreement by chance that is required for a suitable 

reliability score for coding decisions (Abrams & Meyers, 2009; Craig, 1981).  A Cohen’s Kappa 

score of .68 was calculated, which is determined to be a substantial level of agreement.  Landis 

and Koch (1977, p. 165) characterized Cohen’s Kappa agreement scales, which are displayed in 

Table 2.  
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Table 2 

Cohen’s Kappa Agreement Scales 

Kappa Statistic Strength of Agreement 

<0.00 Poor 

0.00-0.20 Slight 

0.21-0.40 Fair 

0.41-0.60 Moderate 

0.61-0.80 Substantial 

0.81-1.00 Almost Perfect 

 

Validity 

Defined as “the degree to which an instrument actually measures what it is set out to 

measure” (Wimmer & Dominick, 2003, p. 159), validity serves to further confirm proper 

methods and interpretation of results.  Utilizing similar coding sheets as Goodwin and Rhoades 

(2011), similar forms of the instruments for this study have been used in previously published 

works, meeting face validity criteria (Rhoades & Ellis, 2010).  Face validity “assumes than an 

instrument adequately measures what it purports to measure if the categories are rigidly and 

satisfactorily defined and if the procedures of the analysis have been adequately conducted” 

(Wimmer & Dominick, p. 160, 2003).  Therefore, each instrument was closely reviewed to 

ensure it followed the objectives of this study.   

In phase 1, a pre-test was conducted, where both coders examined three YouTube videos 

for coder training and instrument testing.  Coders analyzed the sub-sample of videos and then 

consulted with one another to familiarize themselves with the coding sheets and terminology 
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cards.  This detected poorly defined areas being evaluated (Wimmer & Dominick, 2003).  With 

each correction, changes were made to the coding sheets, and terminology was reworded, 

removed, and replaced by other terms deemed relevant to the study.  The coding guide adapted 

from Goodwin and Rhoades (2011) was also modified to fit this studies coders and objectives.  

Phase II consisted of analyzing three articles, which followed the same training process as phase 

I.  Any question(s) outside the study’s objectives were reviewed and eliminated to further 

increase validity when necessary.   

As with the Goodwin and Rhoades (2011) study, experimenter effect served as another 

risk, potentially compromising validity.  Experimenter effect is a “threat to internal validity 

referring to the unintentional effect that the researcher may have in an experiment” (Ary, Jacobs, 

& Sorenson, 2010, p. 641).  With an equal amount of experience, training, and understanding of 

each research objective, the coders’ threat to internal validity and experimenter effect was 

accounted for and reduced.  The coding guide also served as another method to help reduce 

experimenter effect, allowing both coders the ability to refer to a standardized resource that 

clarified complex concepts, which were identified during training.  With the necessary steps in 

place to reduce experimenter effect, intercoder reliability further substantiated the validity of this 

study (Goodwin & Rhoades, 2011). 

 

 

 

 

 

 



	   	   	  
	  

	   40	  

IV. RESULTS 

Chapter IV presents the findings from this study.  Results are presented with each 

research objective in the form of frequencies and percentages, which were recorded to track 

patterns of occurrence in both articles and online videos, with multiple characteristics taken into 

consideration (Table 3).   

Table 3 

Characteristics analyzed in online videos and electronic newspapers 

 
Online Videos 

 

 
Electronic Newspapers 

Video Type Length of Article 

Length of Video Cited Sources 

Attitude Toward Production Agriculture Attitude toward Production Agriculture 

Appeal Type Appeal Type 

Animal Terminology Animal Terminology 

Confinement Terminology Confinement Terminology 

Gender  

Music & Text  

Setting  

 

As the frequencies of characteristics were compared in order to seek relationships, chi-

square and probability values (p-values) were calculated to determine whether the relationships 

observed were significant or were likely to have occurred by chance.  Significance for all data 

sets was set a priori at p < .05. 
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The following objectives guided the data analysis. 
 

1. Analyze terminology and other important rhetorical characteristics used to describe the 

swine industry and its practices, in online videos and electronic newspapers, to determine 

which are associated with a positive, negative and neutral attitude toward swine 

confinement. 

2. Analyze visual imagery used to describe the swine industry and its practices, in online 

videos, to determine which are associated with a positive, negative and neutral attitude 

toward swine confinement.  

Research objective one was divided into two sections, the first addresses electronic 

newspapers, and the second addresses online videos.  Section one contains the results from the 

content analysis of the four electronic newspapers in the study, noting characteristics and 

terminology found in the articles with relation to the articles’ attitudes toward swine 

confinement.  Section two contains the results of the content analysis of the online videos in the 

study, noting the same characteristics and terminology observed in electronic newspapers, with 

consideration of the videos’ attitudes toward swine confinement.  

Research objective two focuses on observed relationships between visual images and 

attitudes toward swine confinement used in online videos. 

RO1: Analyze terminology and other important rhetorical characteristics used to describe 
the swine industry and its practices, in online videos and electronic newspapers, to 
determine which are associated with a positive, negative and neutral attitude toward swine 
confinement. 

Electronic Newspapers. 

Objective one aimed to analyze terminology and important rhetorical characteristics in 

electronic newspapers.  Of the articles coded in this study (N = 48), 17 were negative toward 

swine confinement, 7 were positive, and 24 were neutral.  Characteristics in Table 3 were 
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analyzed to identify factors that might have influenced the articles’ attitudes toward confinement.  

The analysis of terminology was divided into two categories.  Category one included words 

related to animal terminology in relation to attitudes toward swine confinement.  Category two 

included relationship between confinement terminology and attitude toward swine confinement.  

Table 4 demonstrates relationships between the types of publications examined and their articles’ 

attitudes toward swine confinement.  

Table 4 

Relationship Between Attitude Toward Swine Confinement and Publication Type 
 

 The Washington 
Post 

The New York 
Times Pork Network National Hog 

Farmer 

Attitude ƒ % ƒ % ƒ % ƒ % 

Negative 4 33 3 25 9 75 1 8 

Positive 0 0 3 25 2 17 2 17 

Neutral 8 67 6 50 1 8 9 75 

Note. χ2 = .45, p = .01 

Table 4 displays the overall attitude for each article analyzed in trade and non-trade 

publications.  While it may be assumed that trade publications might only produce articles and 

messages positive toward swine confinement, results refute this assumption.  Seventy-five 

percent of the articles analyzed in Pork Network were negative toward swine confinement.  IN 

comparison, 75% of articles in National Hog Farmer, 67% of articles in The Washington Post, 

and 50% of the articles in The New York Times showed strong relationships with neutral attitudes 

toward swine confinement (p = .01) 
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Article information. 

Each article was coded to identify the relationship between the type of article and its 

attitude toward swine confinement (Table 5).  Three types of articles were recorded (Table 5), 

and a p-value of .02 confirms a notable relationship between article type and attitude toward 

swine confinement.  

Table 5 

Relationship Between Article Type and Attitude Toward Swine Confinement 
 

 Editorial Feature News 

Attitude ƒ % ƒ % ƒ % 

Negative 5  62.5 1 7.7 11 40.7 

Positive 0 0 1  7.7 6 22.2 

Neutral 3 37.5 11 84.6 10 37 

Note. χ2 = .76, p = .02 

All three article types in Table 5 expressed a noteworthy relationship with attitude toward 

swine confinement. Editorial articles tended to be negative toward swine confinement (62.5%), 

and no editorials were positive toward confinement.  There was also a strong relationship 

observed between feature stories and neutral attitudes toward swine confinement (84.6%).  

Among news stories, 40.7% were negative toward swine confinement, 37% were neutral, and 

only 22% were positive. 

The length of the article narrative was another characteristic coded for each article.  The 

number of words in each article was recorded and compared with the article’s attitude toward 

confinement.  Table 6 displays the average article length for articles that were negative, positive, 
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and neutral toward swine confinement.  Though there were apparent differences among mean 

lengths, the differences were not statistically significant at the p < .05 level.   

Table 6 

Impact of Attitude Toward Swine Confinement on Length of Article (N =48) 
 

  Article Length 

Attitude 
n M 

(words) 
SD 

(words) 
 

Negative  17 703 607 

Positive  7 979 557 

Neutral  24 1101 836 

Note. ANOVA: F Value (2, 45) = 1.49; p = .24 

The average lengths for negative, positive, and neutral articles, respectively, were 703, 

979, and 1101 words. The difference in average lengths between negative and neutral articles 

was nearly 400 words, but the mean length of neutral articles was affected by a few very lengthy 

outliers, one with 3732 words. 

Each article was coded for the presence of cited sources, and the relationship between 

citations and articles’ attitudes toward swine confinement (Table 7).  While there was no 

statistically significant relationship (p = .1), there were apparent differences worth mentioning.   
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Table 7 

Relationship Between Articles Citing Sources and Attitude Toward Swine Confinement 
 

 Cited Sources 

Attitude ƒ % 

Negative 14 82 

Positive 6 86 

Neutral 15 63 

Note. χ2 = 4.21, p = .1 

The articles that were positive (86%) and negative (83%) toward swine confinement cited 

sources more frequently than the neutral articles (63%). 

Attitudes and appeals. 

Researchers coded each article to identify relationships between the attitude toward swine 

confinement and the attitude toward production agriculture.  No statistically significant 

relationship was observed, p = .59; however, certain findings were worth mentioning. 

Table 8 

Relationship Between Articles’ Attitude Toward Production Agriculture and Attitude Toward 
Swine Confinement 
 

 Negative Production Ag Positive Production Ag Neutral Production Ag 

Attitude ƒ % ƒ % ƒ % 

Negative 2 50 1 14.3 14 37.8 

Positive 0 0 2 28.6 5 13.5 

Neutral 2 50 4 57.1 18 48.6 

Note. χ2 = .5.03, p = .59 
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Table 8 shows that 57.1 % of the articles that were neutral toward swine confinement had 

a positive attitude toward production agriculture.  However, only 28.6% of articles that were 

positive toward swine confinement also were positive toward production agriculture.  It is also 

worth mentioning that 50% of articles coded as negative as well as 50% of the neutral articles 

displayed a negative attitude toward production agriculture.  

Table 9 shows there was no considerable statistical relationship between type of appeal 

and attitude toward swine confinement (p = .82).  While only small differences in frequencies 

were apparent, a few appeal types recorded did showed noteworthy results. 

 

Table 9 

Relationship Between Appeal Type and Attitude Toward Swine Confinement in Articles 
 

 Ethical Logic Gain-Loss Informative Empathy Social 

Attitude ƒ % ƒ % ƒ % ƒ % ƒ % ƒ % 

Negative 7 37 17 35 7 35 17 35 6 35 13 62 

Positive 5 26 7 15 3 15 7 15 2 12 2 10 

Neutral 7 37 24 50 10 50 24 50 9 53 6 29 

Note. χ2 = 11.38, p = .82 

Social modeling seemed to show the strongest relationship with attitudes toward swine 

confinement.  Among the articles exhibiting a social modeling appeal type, 62% of those 

displayed a negative attitude toward swine confinement; whereas, only 29% neutral and 10% 

positive attitudes used this appeal type.  Articles displaying an informative appeal type also 

displayed neutral attitudes toward swine confinement (50%), where negative (35%) and positive 

(15%) attitudes used this appeal type slightly less.  Articles that used a logical appeal type 
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showed the same relationship as informative appeals, with 50% of the articles using a neutral 

attitude, 35% using a negative attitude and 15% using a positive attitude toward swine 

confinement.  In articles coded as using an empathy appeal type, 53% were seen in relation to 

neutral attitudes toward swine confinement and only 35% in negative and 12% in positive 

attitudes. 

Terminology. 

Each article was coded for usage of animal and confinement terminology. Results below 

indicate a statistically significant relationship between animal and confinement terms in relation 

to attitude toward swine confinement; p-values indicated in each table confirm this relationship.  

Table 10 

Relationship Between Attitude Toward Swine Confinement and Animal Terminology Used in 
Articles  
 

 

Attitude 

Pig Sow Hog 

ƒ % ƒ % ƒ % 

Negative 62 17 57 15 19 8 

Positive 63 17 78 21 62 26 

Neutral 244 66 237 64 158 66 

Note. χ2 = .44, p = .005 

Table 10 represents the most frequent terminology used to refer to animals in electronic 

newspapers.  All three terms in Table 10 showed a notable relationship with neutral attitudes 

toward swine confinement; where as, attitudes positive and negative toward swine confinement 

used animal terminology minimally.  
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Table 11 

Relationship Between Attitude Toward Swine Confinement and Confinement Terminology Used 
in Articles  
 

 

Attitude 

Crate Pen Stalls 

ƒ % ƒ % ƒ % 

Negative 62 58 16 13 34 35 

Positive 19 18 48 40 19 20 

Neutral 26 24 55 46 44 45 

Note. χ2 = .00024, p = .001 

Table 11 displays usage of confinement terminology in articles with relation to attitudes 

toward swine confinement.  Fifty eight percent of the articles containing the term crate were 

negative toward swine confinement, while only 18% were positive and 24% were neutral.  

Articles containing the term pen were mostly positive (40%) and neutral (46%) toward swine 

confinement. 

Online Videos. 

Of the online videos coded in this study (N = 157), 81 were negative toward swine 

confinement, 22 were positive, and 54 were neutral.  These characteristics were compared with a 

multitude of other characteristics to identify factors that might have influenced the articles’ 

attitude toward confinement.  The analysis of terminology was divided into two categories.  

Category one included words related to animal terminology in relation to attitude toward swine 

confinement.  Category two included relationship between confinement terminology and attitude 

toward swine confinement. 
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Video information. 

Similar to articles, each video was coded for type, with relation to attitude toward swine 

confinement (Table 12).  Table 12 displays the significant relationships observed in video type 

and attitudes toward swine confinement (p =.001). 

Table 12 

Relationship Between Attitude Toward Swine Confinement and Video Type (N =157) 
 

 Promotional Educational News 

Attitude ƒ % ƒ % ƒ % 

Negative 57 62 7 16 22 67 

Positive 7 8 14 33 3 9 

Neutral 28 30 22 51 8 24 

Note. χ2 = .02, p = .001 

A large majority (62%) of the promotional videos were negative toward confinement, as 

were a large majority (67%) of the news videos.  In contrast, only 7% of the promotional videos 

and 9% of the news videos took a positive stance toward swine confinement.  Meanwhile, a 

majority (51%) of the educational videos were neutral toward swine confinement, and 33% were 

positive. 

Relatively small differences in video length existed across videos with negative, positive 

and neutral attitudes toward swine confinement (Table 13).  Though the variance was noticeable, 

it was not statistically significant (p = .92). 
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Table 13 

Relationship Between Attitude Toward Swine Confinement and Length of Video (N =157) 
 

  Video Length 

Attitude 
n M 

(min) 
SD 

(min) 
 

Negative  81 4.03 3.96 

Positive  22 3.78 2:80 

Neutral  54 4.18 3:23 

Note. ANOVA: F Value (2, 154) = .09; p = .92 

Videos that were positive toward swine confinement were the shortest (3:47), while the 

neutral videos were the longest (4:11).  

Attitudes and appeals. 

A statistically significant relationship (p = .001) was observed between attitude toward 

swine confinement and attitude toward production agriculture in the videos.  Table 14 

demonstrates these relationships.  
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Table 14 

Relationship Between Attitude Toward Production Agriculture and Attitude Toward Swine 
Confinement in Videos 
 

 Negative Production Ag Positive Production Ag Neutral Production Ag 

Attitude ƒ % ƒ % ƒ % 

Negative 47 83.9 1 2.9 33 49.3 

Positive 2 3.6 17 50 3 4.5 

Neutral 7 12.5 16 47.1 31 46.3 

Note. χ2 = 2.5-21, p = .001 

Videos coded with attitudes negative toward production, also commonly displayed 

negative attitudes toward confinement (83.9%), and only 3.6% showed a positive attitude 

towards swine confinement.  As expected, a larger number of videos that displayed a positive 

stance toward production agriculture (50%) also showed a positive attitude toward swine 

confinement.  However, only 4.5% of the videos that took a neutral position on production 

agriculture were positive toward swine confinement.  

Table 15 shows a significant relationship identified in videos coded for appeal types used 

and attitude toward swine confinement.  Among the six appeal types listed in Table 15, four 

showed a significant relationship (p = .02) with attitude toward confinement. 
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Table 15 

Relationship Between Appeal Type and Attitude Toward Swine Confinement in Videos 
 

 Ethical Empathy Logic Gain-Loss Informative Social 

Attitude ƒ % ƒ % ƒ % ƒ % ƒ % ƒ % 

Negative 51 71 60 72 66 52 44 71 69 51 48 62 

Positive 8 11 5 6 21 17 6 10 22 16 12 15 

Neutral 13 18 18 22 40 31 12 19 43 32 18 23 

Note. χ2 = 7.30, p = .02 

Seventy-two percent of videos coded as using empathy appeals had a negative attitude 

towards swine confinement; in contrast, only 6% of videos coded at using empathy appeals 

displayed a positive attitude towards swine confinement.  Videos coded as using gain-loss 

appeals also had a noteworthy relationship with a negative attitude toward swine confinement 

(71%); whereas only 10% of the videos coded as using gain-loss appeals exhibited positive 

attitudes towards swine confinement.  Seventy-one percent of videos that were coded as using 

social modeling appeals were coded as having a negative attitude towards swine confinement; 

videos with positive (15%) and neutral (23%) attitudes towards swine confinement appeared to 

have limited uses of this appeal type. 

Terminology. 

Each video was coded for usage of animal and confinement terminology.  Percentages of 

usage for each term, with relation to each attitude, were calculated in videos.  Results in Table 16 

indicate a significant relationship between animal and confinement terms in relation to attitude 

toward swine confinement; p-values indicated in each table confirm this relationship.  
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Table 16 

Relationship Between Attitude Toward Swine Confinement and Animal Terminology Used in 
Videos  
 

 

Attitude 

Pig Sow Piglet 

ƒ % ƒ % ƒ % 

Negative 375 66 159 38 52 63 

Positive 36 6 116 28 5 6 

Neutral 161 28 144 34 25 30 

Note. χ2 = 4.76-6, p = .001 

Videos that used the term pig, were found to have a strong relationship with negative 

attitudes (66%) toward swine confinement, while only 28% of neutral articles and 6% of positive 

videos chose to use this term.  When articles chose to use the term piglet, 63% of the time these 

videos displayed negative attitudes toward swine confinement; whereas, neutral (30%) and 

positive (6%) attitudes chose to use this term far less. 

Table 17 

Relationship Between Attitude Toward Swine Confinement and Confinement Terminology Used 
in Videos  
 

 

Attitude 

Crate Pen Stalls 

ƒ % ƒ % ƒ % 

Negative 232 75 13 13 4 3 

Positive 40 13 19 19 57 40 

Neutral 36 12 68 68 25 18 

Note. χ2 = 1.6-14, p = .001 
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Online videos showed a strong relationship between confinement terms and attitudes 

toward swine confinement.  The term crate was found to have the strongest relationships, when 

used in videos, with negative (75%) attitudes toward swine confinement and both positive (13%) 

and neutral (12%) attitudes used this term conservatively.  When the term pen was used in 

videos, it showed a strong relationship with neutral (68%) attitudes toward swine confinement, 

but was not used very often in positive (19%) and negative (13%) attitude videos.  While videos 

that used the term stall was limited, it is worth noting that 40% of those videos displayed a 

positive attitude toward swine confinement, but only 3% exhibited a negative attitude. 

RO2: Analyze visual imagery used to describe the swine industry and its practices, in 
online videos, to determine which are associated with a positive, negative and neutral 
attitude towards swine confinement. 

Online Videos. 

The second objective of this study was designed to establish relationships with visual 

imagery and attitudes toward swine confinement.  Only videos could be coded for visual 

imagery; all electronic articles were retrieved from a secondary source, and no visual images 

were associated with them. 

Gender. 

This study also sought to determine if there was a relationship between the gender of the 

individual delivering the message, and the stance toward swine confinement in each video.  

Table 18 shows that there was a significant correlation between the two characteristics (p = 

.001). 
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Table 18 

Relationship Between Attitude Toward Swine Confinement and Gender of Individual Delivering 
Message in Videos 
 

 Male Female Both None 

Attitude ƒ % ƒ % ƒ % ƒ % 

Negative 26 53.1 21 48.8 23 74.2 11 32.4 

Positive 6 12.2 7 16.3 4 12.9 5 14.7 

Neutral 17 34.7 15 34.8 4 12.9 18 52.9 

Note. χ2 = .84, p = .001 

Videos that were coded as negative toward swine confinement used a combination of 

different genders when delivering its message.  Videos that chose to use both male and female 

when delivering its message, were also found to display a negative (74.2%) attitude toward 

swine confinement, while 12.9% were positive and the same percentage were neutral.  Videos 

that used male (53.1%) and female (48.8%) narrators, also displayed a noteworthy relationship 

with negative attitudes toward swine confinement.  It is worth mentioning the videos that were 

positive toward swine confinement had fewer people in general delivering their messages. 

Music and text. 

Another characteristic observed was whether or not the video used music and text while 

delivering its message.  No statistically significant relationship was established in this 

correlation, but there were interesting findings. 
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Table 19 

Relationship Between Attitude Toward Swine Confinement and Use of Text and Music in Videos 
 

 Music Only Music & Text Text Only None 

Attitude ƒ % ƒ % ƒ % ƒ % 

Negative 2 13.3 22 55 21 58.3 36 54.5 

Positive 3 20 4 10 4 11.1 11 16.7 

Neutral 10 66.7 14 35 11 30.6 19 28.8 

Note. χ2 = 4.87, p = .06 

Among the videos coded as using music only were mostly neutral toward swine 

confinement (66.7%).  Videos using music and text and text only contained negative attitudes 

toward swine confinement 55 and 58.3 percent of the time.  Videos that included the least 

amount of text and music when were most often positive toward swine confinement (Table 19). 

Setting. 

The last visual characteristic that each video was coded for was setting in relation to 

attitude toward swine confinement.  Two out of the three categories coded showed a significant 

relationship, as shown in Table 20 (p = .001).  
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Table 20 

Relationship Between Attitude Toward Swine Confinement and Setting in Videos 
 

 Farm Outdoors Other 

Attitude ƒ % ƒ % ƒ % 

Negative 45 69 33 70 12 46 

Positive 19 29 1 2 3 12 

Neutral 1 2 13 28 11 42 

Note. χ2 = .86, p = .001 

Table 20 shows that 69% of the videos that were shot primarily at a farm setting 

displayed a negative attitude toward swine confinement, while only 29% of the videos were 

positive.  Among the videos that used an outdoor setting (i.e., parks, public outdoor area, open 

fields not on a farm), 70% were negative toward swine confinement and only 2% were positive. 

In summary, this study used descriptive statistics (means, percentages and frequencies) to 

establish patterns in the 48 electronic newspapers and 157 online videos (YouTube) that were 

coded.  Chi-square and probability values (p-values) were also used to determine whether or not 

the relationships observed in the video and article content were statistically significant. The data 

analysis provided insight to characteristics, terminology, and visual imagery that were associated 

with certain attitudes toward swine confinement.  While there were many significant correlations 

between the characteristics observed in the content analysis of the videos and articles, there were 

also many instances were no significant relationships were found.  Many notable connections 

were identified, providing some insight into how messages are created in media, both textually 

and visually.  While data collection was being conducted, both coders noticed less frequent 
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presence of videos that were positive toward swine confinement than were negative; this raised 

many questions that will be discussed in the next chapter. 

Key Findings 

• Editorial articles tended to be negative toward swine confinement. 

• Feature stories showed a relationship with neutral attitudes toward swine confinement. 

• When used in articles, the three most frequently used animal terms exhibited a 

relationship with neutral attitudes toward swine confinement. 

• When used in articles, crate had a relationship with negative attitudes toward swine 

confinement. 

• When used in articles, pen had a relationship with neutral and positive attitudes toward 

swine confinement. 

• When used in online videos, pig and piglets were associated with negative attitudes 

toward swine confinement. 

• When used in online videos, crate was associated with negative attitudes toward swine 

confinement. 

• When used in online videos, stall was associated with positive attitudes toward swine 

confinement. 

• There was no preference in the gender of the person delivering the message in online 

videos, but the presence of a person appeared to be more appealing. 

• Increased modality was observed in a large amount of online videos, and was associated 

with negative and neutral attitudes toward swine confinement. 

• Multiple settings can be used to represent one particular attitude toward swine 

confinement. 
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V. CONCLUSIONS/RECOMMENDATIONS 
 

Conclusions, Implications, and Recommendations 

This study sought to analyze mass media efforts about swine confinement dispersed to 

internal and external audiences, with special attention to the linguistic and visual imagery used in 

all mediums examined.  An in-depth interpretation of the results from the previous chapter will 

be presented, followed by implications and recommendations for the agriculture industry and 

agricultural communication practitioners as well as for researchers who intend to further research 

this topic. 

RO1: Analyze terminology and other important rhetorical characteristics used to describe 

the swine industry and its practices, in online videos and electronic newspapers, to 

determine which are associated with a positive, negative, and neutral attitude toward swine 

confinement. 

This study analyzed 48 articles from four reputable electronic newspapers: The 

Washington Post, The New York Times, National Hog Farmer, and Pork Network.  This study 

also examined 157 online videos from YouTube, which was ranked second on the 1,000 most 

visited websites in 2011 (Google, 2011).  Mass communication efforts, such as the ones that 

were examined, are used by organizations to transmit messages through media to large 

audiences, affording the ability to allocate attention and power to the individuals and groups 

responsible for the efforts (Littlejohn, 1992, p. 341).  Electronic newspaper articles and YouTube 

videos were examined for linguistic usage and characteristics in relation to attitudes toward 

swine confinement. 
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Electronic Newspapers. 

Article information. 

The analysis of each publication and their attitude toward swine confinement produced 

results that might refute normal expectations.  Non-trade publications appeared to display a more 

neutral stance toward swine confinement when publishing articles.  Sixty-seven percent of 

articles from the The New York Times and 50% of articles from The Washington Post exhibited a 

neutral attitude toward swine confinement when publishing articles.  In contrast, 75% of articles 

from Pork Network displayed negative attitudes toward swine confinement.  The National Hog 

Farmer expressed neutral attitudes toward swine confinement in 75% of the articles it published.  

Gatekeeping and framing work together in how messages are perceived (semiotics), which was 

illustrated in the publications and their attitude toward swine confinement.   

These results suggest that the publication and specific attitude toward swine confinement 

have little relationship; though a better understanding of how messages are created can be better 

explained from the findings.  With a focus on the range of subject matter, issues, and information 

in news media, deciding what news makes the “cut” has been described as one of the most 

impressive parts of journalism (gatekeeping) (Khale & Kim, 2006).  The analysis of publications 

and their attitude toward swine confinement show a primarily neutral stance, but Pork Network 

articles show a slant toward negative attitudes toward swine confinement.  Informing an 

audience primarily related to the pork industry, Pork Network articles analyzed were addressing 

the changes that are affecting the whole industry.  The information dispersed to readers is just as 

important as their perceptions of the context, which can be the most difficult to predict.  In the 

current media, swine confinement appears to have negative connotation and will affect any 

mention of it in media.  Though, by framing content around the audience member, 
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miscommunication can potentially be reduced (McQuails, 2005).  No definitive conclusion can 

be made from these results, but this serves as a prime example that each medium can, and do, 

frame events differently.  How and what information is delivered in news mediums is dependent 

on a combination of cultural meanings, political factors, and public opinions (Khale & Kim, 

2006; McQuails, 2005). 

Findings related to article types (editorial, news, and feature) proved to be meaningful 

with regard to attitudes toward swine confinement and shed some light on how information on 

this topic is being framed by mass media gatekeepers.  Framing is a term in mass media theory 

that describes the process of presenting information, and taking the audience into account.  

Framing is often designed to isolate items of fact (McQuail, 2005).  In the present study, editorial 

articles were found to be primarily negative toward swine confinement (62.5%), as 0% of the 

editorials displayed positive attitudes toward swine confinement. Editorial articles, by definition, 

are opinionated regarding their topics and are one of many avenues gatekeepers have to frame 

news (Dictionary.com, 2013, McQuail, 2005).  Bell (1991) stated that journalists and editors 

produce stories, not articles, and that these stories are filled with viewpoints, values, and 

structure.  News articles are factual, having minimal opinion, and include the journalistic 

convention of attributed quotes (Dictionary.com, 2013).  Forty-percent of news articles were 

coded as negative toward swine confinement and 22% were positive toward swine confinement.  

While attitudes that were negative toward swine confinement were more frequently observed in 

editorial and news stories, it can be concluded that articles positive toward swine confinement 

typically focus on facts over opinion when delivering its message.   

The data shows that news stories were the most common article type.  The results also 

show that articles reflecting positive attitudes toward swine confinement were minimally 
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represented in this study (n = 7), and articles that were negative toward swine confinement (n = 

17) were more prevalent.  Articles with neutral attitudes toward swine confinement did have the 

highest presence (n = 24), suggesting that across the four publications, coverage tended to be 

somewhat balanced and neutral in terms of attitude toward swine confinement.   

 Eighty-six percent of the positive and 82% of the negative articles cited sources, which is 

common practice for journalists to ensure credibility and ethical reporting.  Bell (1991) explained 

that journalists often rely on people’s accounts of events and frequently use written and spoken 

input for stories.  Feature stories typically are a report of a person or event, which contain less 

opinion, and would explain a more neutral stance when the focus is heavier on the personality of 

an individual rather than on a controversial issue (Dictionary.com, 2013).  In this study, feature 

stories were found to be primarily associated with neutral (84.6%) attitudes toward swine 

confinement. 

This study also examined length of articles (measured in number of words), which 

showed that neutral (1100 words) and positive (979 words) articles tended to be longer than 

negative (703 words) attitudes toward swine confinement.  Though a statistically significant 

relationship was not observed, the differences are interesting nonetheless.  These relationships 

allow for communicators to observe patterns in current media, providing the opportunity to make 

adjustments in how future messages might be framed.  It might be concluded that articles 

displaying negative attitudes toward swine confinement only report one side of an issue, whereas 

positive and neutral attitudes toward swine confinement logically report the positive and negative 

sides to an issue.  A longer article may be time consuming and more difficult to read for 

audiences.  However, if writers are intentionally framing articles to be persuasive toward a 
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particular position, shorter articles might be more appealing for those whom they hope to 

persuade. 

Attitudes and appeals. 

Lester (2005), drawing from Aristotle, noted “effective persuasive arguments use factual 

arguments in a reasoned presentation and gain the attention of the audience through emotional 

means” (p. 73).  Logical and informative appeal types showed a consistent amount of use in 

articles across each attitude type.  When logical appeals were used, neutral (50%) attitudes used 

this appeal type the most, and negative (35%) and positive (15%) attitudes used this appeal type 

less often.  Informative appeals types showed the same relationship.  When informative appeal 

types were used in articles, neutral (50%) attitudes used this appeal type the most, but negative 

(35%) and positive (15%) attitudes chose not to use this appeal type as much.  Articles using 

empathy appeal types seemed to be more prominent in neutral (53%) attitudes and used 

moderately in negative (35%) and positive (12%) attitudes.  Emotionally persuasive arguments 

serve as a socially acceptable way of changing attitudes (Lester, 2005).  This would suggest that 

the authors of these articles, from all sides of the issue, sought to consistently use the same 

methods to persuade and change the attitudes of their audience.  While no definitive conclusion 

can be made, articles seemed to be consistent in appeal types when delivering their messages.  

Among the many observations in this study, the relationship between attitudes toward 

swine confinement and production agriculture was of great interest.  The findings were 

interesting, as articles with a negative attitude toward production agriculture were either negative 

(50%) or neutral (50%) toward swine confinement.  In the case of this study, groups that 

expressed more extreme views seem to frame their message in a manner that reduced overly 

radical stances and appealing to a larger audience.  This observation closely resembles Goodwin 
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and Rhoades’ (2010) observations, where 56.3% of YouTube videos in that study were 

categorized in YouTube as Pets & Animals instead of Non-profits & Activism or News & 

Politics, which would have been more consistent with agendas.  Organizations that are activist-

like generally attempt to conceal their true identity and agenda to appeal to audiences (Goodwin 

& Rhoades, 2010) and sometimes take extremely radical positions.  Over half of the articles that 

were positive toward production agriculture also exhibited a neutral attitude toward swine 

confinement (57.1%).  In contrast, only 28.6% of the articles positive toward production 

agriculture also demonstrated positive attitudes toward swine confinement.  While this 

relationship is not quite understood, articles that were positive towards production agriculture 

seemed to remain neutral when referring to swine confinement. 

Terminology. 

Linguistic usage served as a main objective for this study, focusing on terminology used 

to refer to the animal and confinement practice in newspaper articles.  Results showed that each 

of the three most frequently used animal terms, when used in articles, had the strongest 

relationship with neutral attitudes toward swine confinement.  In contrast, confinement terms 

showed significant relationships with multiple attitudes toward swine confinement.  When the 

term crate was used, 58% of articles displayed negative attitudes toward swine confinement and 

only 18% of articles exhibited positive attitudes.  The term pen, when used in articles, showed 

moderate relationships with positive (40%) and neutral (46%) attitudes toward swine 

confinement and limited use with negative (13%) attitudes.  While no certainty can be concluded 

from these results, the term ‘crate’ can be associated with articles that are negative toward swine 

confinement. 
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News articles (n = 27) were the most frequently used type of article in this study, 

reporting factual information on current events.  With animal welfare as a current concern in the 

swine industry, gestation crates have been the primary focus of animal protection groups (Dimitri 

et al. 2005, Lartonda, 2012).  The concern does not focus on the animal itself, but rather the 

method in which it is confined.  This might explain why the term “crate” was used more often in 

articles displaying negative attitudes toward swine confinement.  

Online Videos. 

Video information. 

The source of videos served as another key method of understanding how messages were 

developed for audiences.  Video type produced relevant findings, which allowed the researcher 

to report useful data.  News videos (67%) and promotional videos (62%) had a strong 

relationship with negative attitudes toward swine confinement, respectively.  When used, news 

videos (9%) and promotional videos (8%) showed minimal relationships with positive attitudes 

toward swine confinement.  Videos with an educational approach appeared to have a higher 

occurrence with neutral (51%) and positive (33%) attitudes toward swine confinement.  During 

data collection, both coders observed common patterns in news videos, which were further 

confirmed by the data in this study.  News is biased and utilizes gatekeeping to exclude certain 

facts, but is still reaching larger audiences (Khale & Kim, 2006).  This further establishes how 

effective gatekeeping can shape a message to cater a particular audience.  Videos that display 

positive attitudes toward swine confinement are using an educational approach to reach its target 

audience, but viewers are “not actively looking to sites like YouTube for educational 

information” (Rhoades & Ellis, 2010, p. 173).  
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While many video developers are including educational components to their videos, the 

agricultural industry must incorporate methods that are reaching a larger audience (Rhoades & 

Ellis, 2010).  News and entertainment videos tend to capture the audiences’ attention, increasing 

sharing and delivery of messages (Madden, 2007; Rhoades & Ellis, 2010.  While news is 

organized, it is often biased toward events and frames content in a way that facts are isolated 

(McQuail, 2005).  When stories are received by news organizations, they are often received by 

sources that already have a “built in frame” (McQuail, 2005, p. 379).  This supports the claim 

that all news will contain some bias, whether it is reported directly or indirectly. 

Video length did not prove to show a significant relationship with attitudes toward swine 

confinement, but did shed light on important video considerations.  The shortest videos (3:47) 

expressed positive attitudes toward swine confinement, while the neutral videos were the longest 

(4:11).  With no significant difference in video length, a different tactic must be used to reach 

audiences.  “Online videos are an area where the most messages are being produced and viewed” 

(Rhoades & Ellis, 2010, p. 164) and “an interlinked series of videos may have a great visibility 

than one longer, more inclusive video” (Rhoades & Ellis, 2010, p. 173).  Therefore, shorter 

videos must be constructed to reach target audiences when they are created and posted to sites 

like YouTube.   

Attitudes and appeals. 

As we begin to give animals human characteristics (i.e. pain, thinking, feelings), there 

will be a greater push for animal protection (Goodwin & Rhoades, 2010).  Coded for appeals, 

72% of the videos displaying empathy appeal types were associated with negative attitudes 

toward swine confinement, while only 6% of positive attitudes used this appeal type.  If viewers 

feel emotionally connected with a message, they are more likely to connect with the product or 
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cause (Nabi & Oliver, 2010).  Goodwin and Rhoades’ (2010) study looked at the “rational and 

emotional appeals used in a livestock production legislative campaign online” (p. 123).  Results 

showed that the majority of videos used emotional appeals over logical appeals, which was 

consistent with results found in this study.  Another study conducted by Brader (2006) found that 

emotional appeals were more common in advertisements than rational appeals.  This further 

confirms that emotional appeals are a key element in framing a message in online videos, aiming 

to persuade viewers out of guilt or empathy.  

 When used, ethical appeal types showed a stronger relationship with negative (71%) 

attitudes than positive (11%) attitudes toward swine confinement.  Gain-loss appeal types 

showed a similar relationship when used in online videos, as the correlation with negative (71%) 

attitudes was much stronger than positive (10%) attitudes toward swine confinement.  Goodwin 

and Rhoades (2011) reported similar findings, in which there was limited use of logical appeals, 

but gain-loss appeals were used to portray fate of the animals if certain confinement practices 

continued.  These results conclude that a combination of appeal types was commonly used in 

online videos with negative attitudes toward swine confinement.  This also demonstrated a 

broader attempt at reaching various types of audiences, which “aims to elicit predominant 

meaning and a particular response” (Littlejohn, 1992, p. 346).  While viewers usually understand 

the denotation of a message, media producers attempt to affect the connotation of a message.  

The connotation of a message is “based on synthetic inferences or extensions from denotation” 

(Littlejohn, 1992, p. 346).  By using these central concepts of semiotics, media producers have 

the ability to make a negative connection with swine confinement and agriculture industry as a 

whole (Littlejohn, 1992). 
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This connection was also seen in the relationship between production agriculture and 

attitudes toward swine confinement.  Among the videos coded, 83.9% of the videos displaying a 

negative attitude toward production agriculture also exhibited negative attitudes toward swine 

confinement.  As expected, a high occurrence of positive attitudes toward production agriculture 

and swine confinement was observed; 50% of videos with positive attitudes toward production 

agriculture also displayed positive attitudes toward swine confinement.  Interestingly enough, 

only 4.5% of the videos with attitudes positive toward production agriculture also displayed 

positive attitudes toward swine confinement.  Videos that displayed neutral attitudes toward 

production agriculture, also displayed negative (49.3%) and neutral (46.3%) attitudes toward 

swine confinement; whereas only 4.5% of the videos that presented a neutral attitude toward 

production agriculture also exhibited positive attitudes toward swine confinement.  These results 

suggest that videos with positive attitudes toward swine confinement consistently paired with 

attitudes positive toward production agriculture, abiding by patterns that are more predictable.  

Audiences are not completely predictable, and by using subjective news selections, the swine 

industry is no different than news media that follow a predictable pattern (Littlejohn, 1992; 

McQuail, 2005).  

Terminology. 

Terminology served as a main objective and key finding in online videos, displaying 

significant relationships with attitudes toward swine confinement.  As powerful as images are in 

framing a message, a large number of textual devices can (also) perform these activities.  Using 

certain words, phrases, and contextual references are just a few ways text can be used to frame a 

message.  Using the same terminology descriptors, animal and confinement terms were coded for 

in online videos and produced interesting findings.  Of the three most commonly used animal 
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terms, pig, sow, and piglet, 66% of the videos that used the term pig, also expressed negative 

attitudes toward swine confinement.  In contrast, only 6% of the videos that used the term pig 

displayed a positive attitude toward swine confinement.  These results appear to contradict the 

results in articles, which show the difference in terminology between the two mediums.  This 

also shows that the media producer understands what content will elicit certain meanings in the 

culture of the audience (Littlejohn, 1992).  The cultural audience for each medium is not 

consistent across the board, emphasizing the importance of understanding who the intended 

audience is. 

The term piglet, when used in online videos, was presented 63% of the time in videos that 

were associated with negative attitudes toward swine confinement and only 6% of positive 

videos.  Both coders observed the use of the term piglet, in conjunction with a maternal frame, 

which were prominent in online videos displaying negative attitudes toward swine confinement.  

Often, videos would include ‘mother’ or ‘baby’ with the term piglet, making a connection with 

maternal bonds.  It can be concluded that a combination of terms were framed to make certain 

appeals to the audience, primarily using emotional and maternal connections.  Our language 

system is a combination of interdependent terms obtaining meaning from the simultaneous 

presence of others, which illustrates framing by the inclusion and exclusion of certain words 

(Tylén, Fusaroli, Bundgaard & Østergaard, 2013, p. 40).   

Video confinement results showed stronger relationships with attitudes toward swine 

confinement than articles.  Seventy-five percent of videos using the term crate displayed 

negative attitudes toward swine confinement.  In comparison, only 3% of the videos using the 

term stall exhibited negative attitudes toward swine confinement.  However, 40% of the videos 

that used the term stall displayed positive attitudes toward swine confinement.  This is quite 
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interesting, as these two terms are used interchangeably in legislation and even in other 

countries.  There has been a clear communication error in how we have defined housing for 

pregnant sows and it has been consistently misused.  The results of this study conclude that the 

term crate is used negatively toward swine confinement, which was evident from the videos 

watched in this study.  Many animal protection groups would use the term crate constantly, 

referring to the housing of pregnant sows.  Goodwin and Rhoades (2010) found that consumers 

believe there is no adequate amount of space to confine livestock, and based on consumer 

responses, there was limited knowledge on how livestock are generally housed. 

State laws prohibiting the use of gestation crates are modeled after the first ballot 

initiative on the topic, passed in Florida in 2002.  Since that time, several other states have 

passed similar ballot proposals, such as California’s “Proposition 2”, and other legislation 

outlawing the practice within their state borders (Goodwin & Rhoades, 2010).  While this current 

study does not specifically address legal consequences, they are important to consider in light of 

the negative connotation that the media coverage and advertising have associated with certain 

words that refer to sow housing.  This negative association was observed in this study, as online 

videos for terminology referring to confinement were seen to have a strong relationship with 

attitudes toward swine confinement.   

Legislation in the United States has interchangeably used the terms gestation stall and 

gestation crate in reference to the housing of pregnant sows (Goodwin & Rhoades, 2010; 

National Pork Producers Council, n.d.).  The European Union on the other hand, consistently 

refers to the housing of pregnant sows in gestation stalls and farrowing crates for its lactating 

sows (Barnett, Hemsworth, Cronin, Jongman, & Hutson, 2001).  By definition, crate refers to 

“any completely enclosed boxlike packing or shipping” (Dictionary.com, 2013a), which has no 
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reference to confining an animal.  The term stall, by definition, means “a compartment in a 

stable or shed for the accommodation of one animal” (Dictionary.com, 2013d).  While the two 

words are used interchangeably, and consumer’s knowledge is limited on housing livestock, 

producers must be aware of what terms are associated with negative and positive attitudes toward 

swine confinement.  

Summary. 

Objective one in this study produced applicable and noteworthy findings.  The source and 

type of article (editorial, news, and feature) played a large role in what, and how, the gatekeeper 

allowed information to pass through the “gates”.  Opinionated articles (editorials) had a strong 

association with negative attitudes toward swine confinement.  Feature articles took a more 

neutral stance toward swine confinement, and positive attitudes toward swine confinement 

seemed to have minimal overall presence.  Specific confinement and animal terminology was 

associated with particular attitudes in videos.  While these findings may not be generalizable, 

they display the significance in how words affect certain attitudes towards swine confinement.  

Particular combinations of words and appeals are used to frame messages being delivered, which 

are intended to elicit a certain response from viewers.    

Results varied in objective one of this study between articles and online videos, as more 

extreme relationships were observed in online videos.  While this may seem slightly 

contradictory, it’s worth mentioning the standards of each medium analyzed in this study.  

YouTube, like many online media outlets, is available to anyone with access to the Internet and a 

computer.  These individuals also have the ability to produce and distribute messages, no matter 

what education or experience level they have.  Online videos are among the most widely viewed 

media outlets, with a reported 57% of Internet users watching online videos (Madden, 2007; 
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Rhoades & Ellis, 2010).  In contrast, The New York Times (2013) requires submissions of 

opinion-editorials to be screened and selected for print in their newspaper.  With such different 

guidelines and availability to publish media, there will always be a difference between the 

content of different mediums. 

The second notable difference between the two mediums in this study were the 

audiences.  The most frequent online video users are young adults (76%) between the ages of 18-

29 (Madden, 2007).  Print and electronic newspaper audiences are primarily adults older than 35 

(Newspaper Association of America, 2013).  With contrasting audiences and standards, as seen 

in this study, each message used in a medium must fit the audience it is addressing; one 

communication plan is not suitable to deliver all external and internal mass media. 

RO2: Analyze visual imagery used to describe the swine industry and its practices, in 

online videos, to determine which are associated with a positive, negative and neutral 

attitude toward swine confinement. 

This study viewed 157 online videos (YouTube) to observe the visual imagery used in 

delivering messages to a general audience.  Seventy-four percent of broadband users either view 

or download online videos and over 800,000,000 unique users visited YouTube in July 2011 

(Google, 2011; Madden, 2007).  Online videos were examined to note relationships between 

visual imagery and attitudes toward swine confinement. 

Online Videos. 

Gender. 

This study found no particular preference in which gender was used in online videos, but 

found notable relationships.  When both male and females delivered the message in a video, a 

strong relationship was found with videos displaying negative (74.2%) attitudes toward swine 
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confinement.  When both genders were used to deliver messages, positive (12.9%) and neutral 

(12.9%) attitudes were minimally represented.  While this study is unable to determine which 

gender promotes certain attitudes toward swine confinement, it can conclude that the presence of 

a person delivering the message might appeal more with viewers than no person at all.  Madden 

(2007) reported that among the internet users who view and download online videos, 63% are 

male and 51% are female, which shows little difference in the gender of the audience.  If both 

male and female are present, no matter how the viewer connects with the individual delivering 

the message, all methods of communicating an effective meaning are present.  

When selecting what components will be used in creating a message, the person 

delivering the message is vital.  The gender of the individual has the potential to utilize many 

methods of appealing to an audience.  When audiences see a male delivering a message, they 

might refer back to the notion that men are hard-working and women assume the supportive role 

by the side of their husband (Rhoades & Irani, 2006).  They may also view a female delivering a 

message and make an emotional or maternal connection, portraying a more gentle delivery 

(Goodwin & Rhoades, 2010).  How the media producer chooses to portray their message will be 

depicted in the person chosen to deliver it.  

Music and text. 

Through the process of framing and semiotics, a combination of terminology, tone, and 

images will elicit a certain response from audiences, creating meanings from large cultural and 

ideological systems (McQuail, 2005; Miller, 2003).  This study went a step further with 

terminology and assessed whether or not media used text and music to deliver its message 

through online videos.  Music has long been a part of our cultural society, providing pleasant 

experiences for audiences as they shop or visit local grocery stores, cafés, etc. all around the 
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world (Xu & Sundar, 2011).  Results in this study showed that music played a large role in 

delivering messages in online videos, serving as a powerful tool in media. 

This study showed that 66.7% of videos that used music only, expressed neutral attitudes 

toward swine confinement, but was used conservatively by positive (20%) and negative (13.3%) 

attitudes toward swine confinement.  When music and text were used, 55% the videos expressed 

negative attitudes toward swine confinement and only 10% of videos expressing positive 

attitudes used this combination.  Videos using text only messages also indicated an increase in 

negative attitudes (58.3%) toward swine confinement, but minimal positive attitudes (11.1%) 

included text when delivering its message.  While a combination of music and text were used in 

videos, 54.5% of online videos that made no use of music or text displayed negative attitudes.  

This study concluded that the combination of images, text, and music, aid in the successful 

delivery of messages; attitudes negative and neutral toward swine confinement are efficiently 

using these techniques.  

Xu and Sundar (2011) explain that music has the ability to affect three dimensions of an 

individuals emotions; this study focused on the dimension of arousal.  The use of music serves to 

arouse the experience of the listener, which takes time to decay once heard (Xu & Sundar, 2011).  

Increases in modality will certainly resonant messages longer and more efficiently to audiences.  

Brief exposure to music during the beginning of a video has the potential to produce residual 

excitation for the entire duration of a video.  This residual excitation also amplifies the 

audiences’ physiological response to other stimuli around them (Xu & Sundar, 2011).  It can be 

suggested that when music and text is used in a message, an individual is more likely to be 

attentive for the entire video. 
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 Kiousis and Dimitrova (2004) found that the modality of a message, defined as the “use 

of text, graphics, sound, and video on a single communication platform” (p. 9), increased 

perceived salience.  This study analyzed the modality of web pages, which is comparable to the 

electronic analysis done in this study, as all communication channels were observed on websites.  

Kiousis and Dimitrova (2004) also found that positive impressions of web pages were increased 

when text, pictures, and video were present.  “One of the strongest forms of communication is 

when words and images are combined in equal proportions” (Lester, 2005, p. 64). 

Framing techniques like these take each aspect of creating and delivering a message to an 

audience and dominate topical issues and events.  By increasing modality in mass media, 

agricultural communicators present the opportunity to reach larger audiences and maintain the 

viewer’s attention.  

Setting. 

Framing allows the media producer to control how the audience thinks about a subject, 

setting being one of the key elements in portraying a topic or issue.  Pre-conceived notions of 

rural life not only affect how the audience will process a message, but also determine how the 

message will be framed (Rhoades & Ellis, 2010; Rhoades & Irani, 2006).  Of the videos that 

used a farm setting, 69% displayed negative attitudes toward swine confinement in comparison 

to positive (29%) and neutral (2%) attitudes.  In this study, videos using an outdoor setting also 

had a strong relationship with negative attitudes toward swine confinement; positive (2%) and 

neutral (28%) attitudes toward swine confinement used an outdoor setting less frequently. 

It was quite interesting to find attitudes negative toward swine confinement dominating 

both farm and outdoor settings.  During data collection, coders noted that many of the videos 

published by a particular activist group (Mercy For Animals) used an outdoor setting and 
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displayed negative attitudes toward swine confinement.  Many of these videos were filmed 

outside in front of Wal-Mart stores all over the U.S.  With a high presence of videos displaying 

negative attitudes toward swine confinement in this study, the data reflected these observations.  

With that being said, one might still expect to see positive attitudes toward swine confinement 

using more farm settings and negative using outdoors settings; based on the premise that the 

agriculture industry confines swine on farms and animal protection groups believe swine should 

be free-roaming in their natural setting.  This shows that a variety of settings can be used and still 

represent one particular position towards swine confinement.  Framing a message, no matter 

what the stance of the media producer, allows different aspects of semiotics (word, image, sign, 

etc.) to work in the mind of an audience and represent whatever the overall goal of the message 

is.  Similar to Goodwin and Rhoades’ (2010) assessment, communicators must build positive 

cultural connections with conventional housing and practices to gain public support for the swine 

industry. 

A mere image of swine in a stall or crate has no cultural meaning to an audience and 

depicts no regular association of how animals are housed in the public’s memory (Goodwin & 

Rhoades, 2010).  Media producers can use this lack of knowledge on the audience’s part and 

elicit a response against a particular housing type by display negative attitudes toward swine 

confinement.  As mentioned above, negative attitudes toward swine confinement were very 

prevalent in this study (n = 81).  While negative attitudes toward swine confinement had a 

stronger presence in the sample of online videos, researchers were able to observe how this 

attitude type utilizes various aspects of messages.   
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Summary. 

Online videos reach an audience of 57% adults, 19% of adults on a typical day, making 

online videos one of the most sought out mediums in mass media (Madden, 2007; Rhoades & 

Ellis, 2010).  Every aspect of visual imagery and linguistic use play a vital role in 

communicating messages.  Visual imagery played a vital role in framing messages in online 

videos, illustrating how multiple visual frames increased the effectiveness of delivering 

messages.  Increased modality allows messages to resonate and reach larger audiences.  Gender 

of the individual delivering the message appeared to have no relationship with a particular 

attitude toward swine confinement.  Though, messages framed with the presence of an individual 

appeared to be more appealing than no person at all.  Setting provided another insight of how 

messages are being created and delivered.  All framing components in a message will determine 

the particular view of a video, not the setting alone.  Multiple settings have the ability to 

represent a particular view, showing how a combination of framing techniques aids in creating 

effective messages. 

Similar to the Goodwin and Rhoades’ (2010) study, there was an imbalance between 

positive and negative videos.  The techniques and methods of creating sound messages using 

visual imagery are present, but there must be an increase in presence from the agricultural 

industry to outweigh the opposition.  Proposition 2 legislation has passed in many states around 

the United States, and Goodwin and Rhoades (2010) made the same conclusion when submitting 

their analysis; positive must outweigh the negative or public opposition will continue for the 

agricultural industry. 
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Recommendations for Agriculture Producers 

With changing issues and increased concern from the public on where their food comes 

from, the industry must take action (Norwood & Lusk, 2011).  First, the agricultural industry 

must realize that while certain practices are approved, the industry must prepare for public 

opposition.  The current issue is with the method in which swine are confined, and is 

controversial for many reasons.  Now is the time to educate the public and provide a level of 

transparency.  The public must be informed on why certain practices are used and how they help 

with modern livestock production.  This must be done in a way that appeals to various audiences.  

While content in messages is very important, the lack of media presence is an even larger 

concern.  Predominant media makes a difference in audience’s lives, not the content of the 

message (Littlejohn, 1992).  The answer is not to keep the media out, as this portrays that the 

industry has something to hide.  The public might not agree with how modern livestock practices 

are conducted, but when informed, a level of consideration might result.  This may reduce the 

surprise between conventional and traditional practices to the public.   

Many of the videos that were negative toward swine confinement had two common 

themes.  First, they addressed the confinement issue and the size of crates used for gestating 

sows.  This will be an ongoing issue until legislation resolves it.  Regardless, producers have 

little control over changing a worldwide practice.  While this battle will be played in ballots and 

courtrooms, producers still have the chance to control how the public views 

modern/conventional livestock practices (Norwood & Lusk, 2011).  Second, many videos 

connected confinement issues with animal abuse.  Many times, undercover cameras were sent 

into operations where obvious abuse was being conducted.  Regardless of whether or not 

gestation crates are bad or good, when associated with animal abuse, they have an increased 
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chance of being negatively received.  Gestation crates are not contingent on animal abuse and 

vice versa.  Unlike gestation crates, animal abuse is not a worldwide practice and should not be 

tolerated by producers.  Producers need to manage employee actions and farm procedures.  

When internal communications and actions are dysfunctional, they have the potential to affect 

social structure and social change.  Individual producers will be more influential on the public 

than media and this must be a conscious thought throughout the swine industry (Littlejohn, 1992; 

Parsons & Urbanski, 2012). 

Goodwin and Rhoades (2010) found that the general public still holds positive 

perceptions of the agricultural industry and trust in farmers.  With various messages being 

distributed in mass media, consumers are looking for confirmation that their food is safe for them 

and their families.  If producers show the same concern in providing safe food, via humane 

methods, this may instill the trust that consumers still possess in the industry (Goodwin & 

Rhoades, 2010). 

Recommendations for Agricultural Communicators and Educators 

Agricultural communicators stand as the gatekeeper between the producer and the 

consumer.  First, communicators need to address internal communications.  The industry must be 

on the same page before messages can be disseminated externally.  Consistent and unique 

messages show a unified and cohesive organization.  How messages are portrayed externally is a 

direct reflection of how messages are managed internally.  If multiple sources are delivering 

several messages to the public, then constant confusion may result.   
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Figure 4.  Theoretical model (Revised) demonstrating the interrelationship between gatekeeping, 

framing, and semiotics.  

Figure 4 displays the theoretical model guiding this study.  While the original design was 

created more for journalistic media, this model has been updated to reflect how it reflects all 

mass media efforts.  Serving as the gatekeeper, an individual selects the information to be 

disseminated to an audience.  This model was also updated to reflect the first step in framing: 

deciding what medium to use.  Considerations are made with regards to how the message will be 

distributed and what medium will most effectively deliver the intended message (i.e. article, 

magazine, video, advertisement, etc.).  The gatekeeper, no matter what age or education level, 

will choose different opinions, quotes, and testimonials to use in a message.  This individual will 

choose to frame their message with certain images and words to elicit a specific response and 

will select which medium most effectively conveys the overall message.  Whether a baby pig is 

used in a video or a narrative accompanies a picture in an article, the gatekeeper will frame a 

message that appeals to the audience.  The message will be delivered and the audience will use 

their own experiences and knowledge to derive a meaning (semiotics).  With online videos 

serving as one of the most widely viewed media outlets, education and knowledge are not 

required to deliver messages (Madden, 2007).  This also shows how likely information and mass 

media efforts can be distorted.  Audiences pay attention to dominant media, reiterating the 

importance of increased presence.  Following data collection and reporting the findings, the 

researcher better understood how Figure 1 could be improved and corrected to reflect how 
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information is disseminated.  This improvement is reflected in Figure 4, which better represents 

how messages are created and distributed.  The audience’s cultural knowledge and experiences 

are the one element of the theoretical model that is difficult to control.  The message may be 

framed for a certain audience, but the meaning derived is unpredictable and this is what drives 

communicators to improve their efforts in reaching audiences.  

As agricultural communication students are taught in the classroom, education must step 

outside the box and find new and interesting ways to reach audiences; discover what elements 

work best.  In the case of online videos, audiences enjoy humor and news, but only 22% are 

seeking educational outlets (Rhoades & Ellis, 2010).  The public does not want to be “taught” 

something, they need to be engaged in mass media and educated at the same time.  This presents 

a challenging task for communicators, as traditional efforts need to be revised and alternative 

methods need to be developed.  Like the agricultural industry, the communication field is 

changing daily and so are the audiences it seeks to reach. 

This study also established that editorial articles were associated with negative attitudes 

toward swine confinement and feature stories were associated with neutral attitudes toward 

swine confinement.  Communicators are encouraged to be mindful of articles being 

disseminated, and no matter the source, messages can be created to represent many views and 

attitudes. 

Research based information is being conducted to help communicators deliver effective 

messages, and practitioners must find alternative methods to increase mass media efforts.  

Establishing a presence in mass media (i.e. online videos) also presents the opportunity to 

increase credibility of messages produced (Rhoades & Ellis, 2010).  This study supports Rhoades 

and Ellis’ (2010) recommendation to increase media efforts to reach viewers, YouTube being 
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one of the most effective methods.  Online videos are a popular media channel and afford the 

opportunity to not only reach those who access videos, but the individuals they share media with.  

By sharing media, communicators have the opportunity to spread messages to larger audiences. 

Recommendations for Future Research 

The content analysis design of this study and particular framework limits the ability to 

generalize the findings and characterize the effects of content on an audience (Wimmer & 

Dominick, 2003).  Though, content analysis studies serve five main uses: describe 

communication content, testing hypothesis of message characteristics, comparing media content 

to the real world, assessing the image of particular groups in society and establishing a starting 

point for studies of media effects (Wimmer & Dominick, 2003).  While this study sought to 

define what linguistic and visual imagery was associated with certain attitudes toward swine 

confinement, it also enabled the researcher to observe general content of the external media 

being disseminated. 

This study was able to view content and describe the communication content representing 

the agricultural industry.  While similar methods have been conducted in previous research with 

YouTube videos, the content analysis of electronic newspapers for the agricultural industry is 

less represented.  Further research could help explore electronic newspapers and the content 

being distributed and provide results that are more definitive.   

While the content analysis of media serves to provide valuable results, the objectives for 

this study could be used as a starting point to further explore perceptions and attitudes.  This 

starting point is relatively new in content analysis and is termed as a “cultivation analysis” 

(Wimmer & Dominick, 2003, p. 143).  This allows research to take common themes and 

dominant messages in the content analysis and conduct a separate study on an audience.  Surveys 
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could be conducted to further confirm or refute the results in this study, allowing for the findings 

to be more generalized.  Allowing the opportunity to collect the perceptions and attitudes of a 

sample population would be more representative of how media is actually being perceived by 

audiences. 

There is a sizeable amount of research analyzing how, and by what means, to deliver 

messages to audiences.  Practical application needs to be applied and research needs to confirm 

whether or not these methods are working to improve the image of the agricultural industry.  

Efforts should also be made to see how incorporating transparency would aid the knowledge-gap 

that exists between producers and consumers.  Legislation, media, and opposition already exist; 

research needs to help communicators and producers effectively show their side of the story.  

This study only analyzed the surface of the data collected, but this study and many similar 

(Goodwin and Rhoades, 2010; Rhoades and Ellis 2010; Rhoades and Irani, 2006), are among the 

many studies that have the ability to be expanded on to increase communication knowledge and 

strategies.  
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VII. APPENDIX A 
	  

YOUTUBE CODING SHEET 

YouTube Analysis

Title of  Video:

Author of  Video:

Length of  Video: Views of  Video:

Video Category: Video Rating:

Video Sponsor:
Animal Rights Org Farming/Commodity Org Government Celebrity Other______________

Type of  Video:
Promotional Educational News Other________________

How long has the video been online:

Comments:
No Yes     How Many______________ Relevant Irrelevant

The segment is:
Positive towards production agriculture Negative towards production agriculture Neutral

The segment topic covers:
Farmers Animal Welfare Human Health Food 

Animal Rights Environment Other________________

The video was: Animated Not-animated

Presence of  celebrity’s opinion:
No Yes

The message is delivered:
Voice only 1 person More than one person None

The age of  the person/people delivering the message:
Young children Teens 40’s-50’s 60+ None20’s-30’s

Ethnicity of  person/people delivering the message
Caucasian Asian Hispanic Other NoneBlack 

The message is delivered by:
Male Female Both None

Presence of  animals:
No Yes

Presence of  children:
Yes No

Likes Dislikes

Video Number _______
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Other______________

The message makes reference to supporters:
No Yes

Includes an agricultural educational component:
No Yes   Ex: ______________ Educational component correct Yes No

Includes extremes examples:
No Yes   Ex: ______________

Provides misleading examples:
No Yes   Ex: ______________

The video cites sources:
No Yes   Ex: ______________

The setting of  the video is:
Farm Outdoors Public Event Home Other______________

The types of  appeals used by the messages:
Guilt Ethical Appeals Promise Empathy

The types of  persuasive appeals used by the messages:
Rhetorical Question Self-reference Gain-Loss Informative Social Irony

The message references giving human qualities to animals:
No Yes   Ex: ______________

The message promotes the family farm:
No Yes

The message compares farm animals to pets:
No Yes

The message promotes a move to action:
No Yes   Ex: ______________

The message mentions vegetarianism/veganism:
No Yes

For production agriculture and promotes vegetarianism/veganism 
For production agriculture and claims to not be pressuring vegetarianism/veganism 
Against production agriculture

The message uses:
Music only Music and text Text only None

This segment is:
)RU�VZLQH�FRQÀQHPHQW $JDLQVW�VZLQH�FRQÀQHPHQW Neutral

Humor Threat/Fear Pride Sex Logic

Video Number _______
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VIII. APPENDIX B 
	  

ELECTRONIC NEWSPAPER CODING SHEET

Print Analysis

Title of  Article:

Author of  Article:

Length of  Article:

Article Category:

Type of  Article:
Editorial Feature News Other________________

When was article published:

The article is:
Positive towards production agriculture Negative towards production agriculture Neutral

The topic covered is:
Farmer Animal Welfare Human Health Food 

Animal Rights Environment Other________________

Article Number _______

The message makes reference to supporters:
No Yes   Ex: ______________

Includes an agricultural educational component:
No Yes   Ex: ______________ Educational component correct Yes No

Includes extreme examples:
No Yes   Ex: ______________

Provides misleading examples:
No Yes   Ex: ______________

The article cites sources:
No Yes   Ex: ______________

The types of  appeals used by the messages:
Guilt Ethical Appeals Promise Empathy

Humor Threat/Fear Pride Sex Logic
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The types of  persuasive appeals used by the messages:
Rhetorical Question Self-reference Gain-Loss Informative Social Irony

The message references giving human qualities to animals:
No Yes   Ex: ______________

The message promotes the family farm:
No Yes

The message compares farm animals to pets:
No Yes

The message promotes a move to action:
No Yes   Ex: ______________

The message mentions vegetarianism/veganism:
No Yes

For production agriculture and promotes vegetarianism/veganism 
For production agriculture and claims to not be pressuring vegetarianism/veganism 
Against production agriculture

This article is:
)RU�VZLQH�FRQÀQHPHQW $JDLQVW�VZLQH�FRQÀQHPHQW Neutral
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IX. APPENDIX C 
	  

YOUTUBE TERMINOLOGY CARD 

Terminology Card

Animal &RQÀQHPHQW

Pig

6ZLQH

Sow

Piggy

3LJOHW

Boar

Barrow

*LOW

0RWKHU

&UDWH

3HQ

&DJH

Box

Jail

&RQÀQHPHQW

6WDOOV

1HZERUQ

9LGHR�1XPEHU�BBBBBBB
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X. APPENDIX D 
	  

ELECTRONIC NEWSPAPER TERMINOLOGY CARD 

Terminology Card

Animal &RQÀQHPHQW

Pig

6ZLQH

Sow

Piggy

3LJOHW

Boar

Barrow

*LOW

0RWKHU

&UDWH

3HQ

&DJH

Box

Jail

&RQÀQHPHQW

6WDOOV

1HZERUQ

$UWLFOH�1XPEHU�BBBBBBB
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XI. APPENDIX E 
	  

CODING GUIDE 
 

Coding Guide 
 
 
 
 
Video face value 
 Many organizations and companies producing the videos being coded are historically 
known to support certain views. All videos coded will be taken for the content presented and 
messages being delivered, with no reference to the producers previously known views or stance. 
 
 
Editorial: 

A newspaper article written by or on behalf of an editor that gives an opinion on a topical 
issue. Also including letters to the editor. (Dictionary.com, 2013b) 
 
Feature Story:  

A newspaper or magazine article or report of a person, event, 
an aspect of a major event, or the like, often having a personal 
slant and written in an individual style. (Dictionary.com, 2013c) 
 
News 

A story that emphasizes the facts, often written in inverted pyramid style. Opinion may 
be present, but in the form of attributed quotes. 
 
Positive toward production agriculture 
 Makes suggestions that agriculture is “helping” or “providing” toward a cause (i.e. Cow 
production provides 200 tons of meat a year in the United States alone.) 
 
Negative Toward production agriculture 
 Makes suggestions that agriculture is “harming” or “hurting” a particular cause (i.e. 
Swine farms are preventing pigs from being free and causing them to live in pain.)  
 
When more than person is delivering the message: 

• Select both ages 
• Select both ethnicities 
• Select both genders 

 
 

When a narrator and an individual present in the video are delivering message: 
• Select ‘more than one person’ delivering message 
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• Select age of individual actually seen only 
• Select ethnicity of individual actually seen 
• Select gender of both individuals 

 
Animal Rights: 
 Giving rights to the animals. (i.e. Animals have the right to feel no pain, right to live cage 
free etc.…) 
 
Animal Welfare: 
 Treating animals properly without harm  
 
Testimonials: 

1. Positive  - in favor of agriculture (i.e. I’ve seen the extent of disease and parasite 
problems that are present in non-factory farms) 

2. Negative – against agriculture (i.e. I’ve seen these farms they are dark, dusty, and 
horrible. I saw these crates and they reminded me of coffins) 

 
 
 
Makes reference to supporters: 
 I.E. “HSUS and PETA support this proposition” or the “Pork Producers oppose this 
proposition.” 

Makes reference to notable figures that share the organizations views (i.e. Presidential 
candidate Al Gore shares our beliefs and has made it known that we should end gestation crates.) 
 
 
Includes an Agricultural Educational component: 
 Reference to agricultural facts (i.e. currently XX billion animals are housed in factory 
farms). 
 
Includes extreme examples:  
 Code YES if examples used include but are not limited to dead animals, not typical 
conditions, beating of animals, etc.… 
 
Provides misleading examples: 
 Codes YES if examples are given that imply that calves won’t be taken away from their 
moms, depicts animals that won’t be affected by the proposition (i.e. goats) or any other 
misleading example. 
 
 
 
 
Video cites sources 
 
YouTube: 
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Code YES if factual information or opinion are attributed to anyone other than the 
individual delivering the message. (i.e. According to the USDA, 6 million hogs are slaughtered 
every year… According to HSUS, 6 million pigs are slaughtered with out any cause.) 
 
Print: 
 Code yes if statement or quote is attributed to anyone else not delivering the message. 
(i.e. a quote from another person) 
 
Setting 

• If there are multiple settings being used to deliver message, note all that apply 
• If there are only images being shown, document the setting if images 

 
 
 
Types of Appeals used by the message: 

1. Guilt – “to have some feeling of failing at their own ideals or ethical principles” (i.e. it is 
wrong to treat animals inhumanely, to prevent inhumane treatment vote for prop 2) 

2. Ethical Appeals – refers to a sources credibility (Lester, 2005) (i.e. according to this 
expert or long time resident, pigs are being mistreated in this area.) 

3. Promise – assurance of “good physical outcomes for compliance” (i.e. If you vote for 
prop 2 these animal will no longer have to suffer). 

4. Empathy – the ability to identify with and understand somebody else's feelings or 
difficulties (i.e. these animals can feel pain and it is so sad to think that we are 
responsible for their pain). 

5. Humor – “heightened arousal, smiles, and laughter exhibited by an audience in response 
to a particular message.” (i.e. pig dancing, jokes, chicken making political jokes) 

6. Threat/Fear – “illustrate undesirable consequences from certain behaviors” (i.e. if this 
proposition passes our food safety will be at risk of If this proposition doesn’t pass these 
animals will suffer and die) or “an emotional response to threats” (i.e. scared of food 
safety issues or the idea of animals suffering and dying) 

7. Pride – the happy satisfied feeling somebody experiences when having or achieving 
something special that other people admire (I know that I’m doing the right thing by 
voting for proposition 2) 

8. Sex – associated with sexual information (images, verbal elements, or both) 
9. Logic − uses logic arguments to support claims or persuade individuals (i.e. history has 

shown time and again that animals were not born in cages and they should be free) 
 
 
 
The types of logical appeals used by the message: 

1. Rhetorical Question – “How would you feel if you were a pig” 
2. Self-reference – “relating information to ones self” (I’m a vegan so we should not be 

raising animals to eat) 
3. Gain-Loss – “focuses on desirable end states” (gain), “focuses on undesirable end 

states” (loss), (i.e. if you vote yes animals will no longer suffer) 
4. Informative – increases audiences knowledge (factual, more than opinion) 
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5. Social Modeling – “This approach emphasizes modeling and portrayal of 
reinforcement of desirable behavior in messages in order both to teach relevant 
skills…and to increase self-efficacy or confidence in one’s ability to enact such 
behaviors (i.e. “Here’s what Brian Green’s doing, we applaud you”) (i.e. Lead by 
example) 

6. Irony – “any statement that conveys meaning different from the one it professes to 
give…; a discrepancy exists between what the words say and what they mean.”  

 
 
 
Promotes a move to action: 

Tell people to spread the word, have a party, protest etc. 
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