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MESSAGE FRAMING
 How information is delivered can influence how receptive the 

person/audience is

 For Example:

 Gain-framed: “Participating in exercise may improve your quality 
of life”

 Loss-framed: “Not participating in exercise may decrease your 
quality of life”

(Salovey, Schneider & Apanovitch, 2002).



How do you educate clients?
Can you improve education delivery to increase participation?

 Benefits of physical activity are extensive including: maintaining 
healthy weight, improving mental health, preventing chronic disease 
and chronic pain

(Eime, Harvey, Charity & Nelson, 2018; Hodges & Smeets, 2015) 

Only 25% of Australian adults met the physical activity guidelines 
2014 – 15 (AIHW, 2017)

INTRODUCTION
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AIM & RESEARCH QUESTIONS

What factors influence physical activity participation?

To what extent does message framing influence motivation to participate in 
physical activity?

Explore the usability of an online survey to investigate how health or 
appearance and negative or positive framed messaged are perceived 
and how they may influence physical activity participation.

Aim

Research Questions

Presenter
Presentation Notes
What factors influence physical activity participation? * Factors investigated – further analysis could be done * Motivators and barriers To what extent does message framing influence motivation to participate in physical activity? * * 



Design: Self-administered 
questionnaire-based survey 

 Subject recruitment:
 Staff at Bond Institute of 

Sport and Health via email 

 Students recruited via social 
network 

 Researchers personal 
networks via social media 
and email

 Inclusion criteria:
 Over 18 years of age

 Exclusion criteria:
x Under the age of 18 years 

old

x Unable to understand 
written English

 Data analysis:
 Quantitative data

 Qualitative data

METHODS



QUESTIONNAIRE
ONNAIRE
Demographics
Godin Leisure Time Exercise
questionnaire (Godin & Shephard, 1997)

Exercise motivators/barriers
Message framing
Manipulation check
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28 questionsElectronic questionnaire using QualtricsOpen and closed questionsGodin leisure time questionnaire- strenuous (9), moderate (5), mild (3), 24+ active, 23 and less = insuffiently active. Message framing – 7 point likert scale: strongly agree to strongly disagreeManipulation check – 5 point likert scale: very positive to very negative; very health based to very appearance based



MESSAGES

OPTION 1: Positive + Health OPTION 2: Positive + Appearance

Benefits of regular physical activity 
include:
• Decreased risk of chronic disease
• Decreased risk of depression
• Improved immune system
• Improved sleep quality
• Increased self-esteem
• Increased quality of life

Benefits of regular physical activity 
include:
• Improved skin appearance
• Look skinnier/stronger/more athletic
• Clothes look good and fit better
• Prevent weight gain and assist in 

weight loss
• Increase muscle bulk and more lean
• Feel confident in summer outfits

OPTION 3: Negative + Health OPTION 3: Negative + Appearance

Risks of regular physical inactivity 
include:
• Increased risk of chronic disease
• Increased risk of depression
• Impaired immune function
• Decreased self-esteem
• Decreased quality of life

Risks of regular physical inactivity 
include:
• Skin blemishes
• Look weaker/less athletic
• Clothes don’t look good or fit as well
• Unhealthy weight gain
• Decreased muscle bulk and increased 

unwanted fat
• Feel less confident in summer outfits

Figure 1. Message Framing Options
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RESULTS

N = 213 participants

51 (23.9%) Male

161 (75.6%) Female

19 - 76 years old 
(Median = 36.0yrs; Mean = 38.8yrs)

United Kingdom
United States
Australia
Canada



RESULTS

N = 213 participants

109 (51.2%) 
Health profession

104 (48.8%) 
Non-health profession

182 (85.4%) Active
31 (14.6%) Inactive
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Predominantly movement based professions * Physio = 46 (21.6%)* Exercise Science = 31 (14.6) Others included: OT, Dietetics, Personal training, Medicine and Nursing (main groups)



Most likely Least likely
Option 1 132 (62.0) 11 (5.2)
Option 2 66 (31.0) 26 (12.2)
Option 3 12 (5.6) 59 (27.7)
Option 4 3 (1.4) 117 (54.9)

RESULTS
Table 1. Messages most likely and least likely to motivate



RESULTS
Table 2. Binary logistic regression comparing positive/health and positive/appearance
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Logistic regressionAnalyses between option 1 and option 2 as limited responses for option 3 and option 4N=198Participants 36 years and older were 53% less likely to choose appearance over health framed messages (OR:0.47, 95% CI: 0.24, 0.91, p=0.03)Female participants were 1.42 times (42%) more likely to choose appearance over health framed messages (OR:1.42, 95%CI: 0.65, 3.11, p=0.38)Participants with no health qualification were 1.77 times (77%) more likely to choose appearance over health framed messages (OR:1.77, 95% CI 0.90, 3.48, p=0.10)Participants who were categorised as inactive on the Godin Leisure Score Questionnaire (score <24) were 2.78 times (178%) more likely to choose appearance over health framed messages (OR: 2.78, 95% CI 0.29, 26.68, p=0.36)



RESULTS

Barriers to exercise:
1.Lack of time (52%)
2.Injury (21%)
3.Fatigue/soreness 

(14%)
4.Weather (10%)

Motivators to exercise:
1.Health (83%)
2.Enjoyment (42%)
3.Appearance (24%)
4.Social interaction (20%)
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8% say barrier to exercise is lack of motivation



DISCUSSION
Motivators: health (83%), enjoyment (42%), appearance (24%),

social interaction (20%)
 18-25 years old males: appearance (45%), health (41%) 

(Ashton et al., 2017)

Barriers: lack of time (52%), injury (21%), fatigue/soreness (14%), 
weather (10%)

 18-25 years old males
 lack of motivation (66%) 
 lack of time (58%)
 lack of facilities (33%)
(Ashton et al., 2017)

 45-59 years old 
 lack of time (47%)
 lack of facilities (33%) 

 >59 years old
 lack of time (48%) 
 lack of facilities (35%)
 lack of motivation (38%) 
(Justine et al., 2013)
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middle-aged (age 45-59 years, n = 60) or elderly (age ≥ 60 years, n = 60) – Justine et al, 2013Cost 8.5%Lack of motivation 8.5%Lack of facilities/cost 8.5%Laziness 0.5%



DISCUSSION
 A positive health-based message is most motivating for physical 

activity participation

 A negative appearance-based message is least motivating for 
physical activity participation

 Participants 36 years+ were 53% less likely to choose appearance 
over health framed messages (OR:0.47, 95% CI: 0.24, 0.91, 
p=0.03)

 Consistent with findings regarding positively/negatively framed 
messages in systematic review by Williams et al. (2019)



LIMITATIONS
 Respondent population not representative of global demographics

 Over representation of females is common finding in message framing 
questionnaires (Gallagher & Updegraff, 2011; Gray & Harrington, 2011; De 
Bruijn et al., 2014).

 51.6% participants with a health based qualification, predominantly 
movement based, which may explain an over representation of active 
participants

 Schnell & Cox = 4.4%

 Social media main distribution method



CONCLUSION & KEY PRACTICE POINTS

This is the first study to explore the usability of an online survey to investigate how health or 
appearance and negative or positive framed messaged are perceived and how they may influence 
physical activity participation. 

To what extent does message framing 
influence motivation to participate in 
physical activity?

 Positive messages most motivating
 Negative messages least motivating
 Participants 36 years+ were 53% less 

likely to choose appearance over health 
framed messages

What factors influence physical activity 
participation?

 Motivators to exercise: Health (83%), 
Enjoyment (42%), Appearance (24%), 
Social interaction (20%)

 Barriers to exercise: Lack of time (52%), 
Injury (21%), Fatigue/soreness (14%), 
Weather (10%)

Assist your clients by promoting motivators and overcome barriers!
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REFERENCES
AIHW. (2017). A picture of overweight and obesity in Australia. Retrieved from 

https://www.aihw.gov.au/getmedia/172fba28-785e-4a08-ab37-2da3bbae40b8/aihw-phe-
216.pdf.aspx?inline=true

Australian Bureau of Statistics (2018). National Health Survey: First Results, 2017 - 18. Retrieved 
from http://www.abs.gov.au/ausstats/abs@.nsf/mf/4364.0.55.001 

Ashton, L. M., Hutchesson, M. J., Rollo, M. E., Morgan, P. J., & Collins, C. E. (2017). Motivators and 
Barriers to Engaging in Healthy Eating and Physical Activity. American Journal of Mens Health, 
11(2), 330–343. doi: 10.1177/1557988316680936

Borah, P., & Xiao, X. (2018). The Importance of 'Likes': The Interplay of Message Framing, Source, 
and Social Endorsement on Credibility Perceptions of Health Information on Facebook. J Health 
Commun, 23(4), 399-411. http://dx.doi.org/10.1080/10810730.2018. 1455770

Eime, R. M., Harvey, J. T., Charity, M. J., & Nelson, R. (2018). Demographic characteristics and 
type/frequency of physical activity participation in a large sample of 21,603 Australian people. 
BMC Public Health, 18(1), 692. http//dx.doi.org/10.1186/s12889-018-5608-1

Gallagher, K. M., & Updegraff, J. A. (2011). When 'fit' leads to fit, and when 'fit' leads to fat: how 
message framing and intrinsic vs. extrinsic exercise outcomes interact in promoting physical 
activity. Psychol Health, 26(7), 819-834. http://dx.doi.org/10.1080/08870446.2010.505983

https://www.aihw.gov.au/getmedia/172fba28-785e-4a08-ab37-2da3bbae40b8/aihw-phe-216.pdf.aspx?inline=true
http://www.abs.gov.au/ausstats/abs@.nsf/mf/4364.0.55.001
http://dx.doi.org/10.1080/08870446.2010.505983


REFERENCES
Godin, G., Shephard, R. (1997) Godin Leisure-Time Exercise Questionnaire. Medicine

and Science in Sports and Exercise. 29(Supplement), 36-38. doi:10.1097/00005768-199706001-
00009

Hodges, P. W., & Smeets, R. J. (2015). Interaction Between Pain, Movement, and Physical Activity. The 
Clinical Journal of Pain, 31(2), 97-107. http//dx.doi.org/10.1097/ajp.0000000000000098

Jones, L., Sinclair, R., & Courneya, K. (2003). The Effects of Source Credibility and Message Framing on 
Exercise Intentions, Behaviors, and Attitudes: An Integration of the Elaboration Likelihood Model and 
Prospect Theory. Journal of Applied Social Psychology, 33(1), 179-196. [1}

Jones, L. W., Sinclair, R. C., Rhodes, R. E., & Courneya, K. S. (2004). Promoting exercise behaviour: An 
integration of persuasion theories and the theory of planned behaviour. . Br J Health Psychol, 9(4), 
505-521.

Justine, M., Azizan, A., Hassan, V., Salleh, Z., & Manaf, H. (2013). Barriers to participation in physical 
activity and exercise among middle-aged and elderly individuals. Singapore Medical Journal, 54(10), 
581–586. doi: 10.11622/smedj.2013203

Salovey, P., Schneider, T. R., & Apanovitch, A. M. (2002). Message framing in the prevention and early 
detection of illness. The persuasion handbook: Developments in theory and practice, 391-406.

Williams, J., Saken, M., Hing, W. & Gough, S. (2019). The Effects of Message Framing Characteristics on 
Physical Activity Education: A Systematic Review. Cogent Medicine, 
http://doi.org/10.1080/2331205X.2019.1666619



APPEARANCE-BASED OR HEALTH-
BASED MESSAGE FRAMING: WHAT 
MOTIVATES PHYSICAL ACTIVITY 

PARTICIPATION? 

Melissa Saken, Jayde Williams, 
Evelyne Rathbone, Wayne Hing and Suzanne Gough

Contact: melissa.saken11@gmail.com 
Faculty of Health Sciences & Medicine, Bond University, QLD, Australia


	Slide Number 1
	OVERVIEW
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	   METHODS
	QUESTIONNAIREONNAIRE
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	RESULTS�
	Slide Number 14
	Slide Number 15
	Slide Number 16
	LIMITATIONS
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21

