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  Abstract 

This study explores the power of language used in the headlines, advertisements and 

images in running magazines through the lens of feminist standpoint theory. This research 

analyzes how this rhetoric plays a role in the power dynamics between men and women in 

the sport. Previously, many researchers focused on analyzing content in women’s magazines 

and the role they play influencing a woman’s body image. However, instead of focusing on 

the role media plays on body image alone, this research aims to specifically analyze the 

content in running magazines, using feminist standpoint theory, for relevancy to mothers who 

are runners. This research uncovers themes and gaps in current coverage in running 

magazines for mother runners. The findings of this research highlight gaps in content within 

running publications for mother runners. The website, onemotherrunner.com, will fill the 

gaps and reinforce positive messaging for mother runners. This study provides the foundation 

for understanding how running magazine headlines, images and advertisements contribute 

towards how mother runners construct their identity. Using feminist standpoint theory, this 

study will evaluate how running is marketed differently to women than men. This study will 

also explore and analyze the potential implications of communications in running magazines 

for mother runners.  

Keywords: running, women’s running, mother runners, feminist standpoint theory 

  



ONE	  MOTHER	  RUNNER	   3	  

One Mother Runner: A content analysis of running magazines using feminist standpoint 

theory and digital project, creating onemotherrunner.com  

Introduction 

Women’s running has continued to grow dramatically in the U.S. Since 1987, female 

race finishers rose five-fold (Competitor Group, 2014). Last year more than 7.6 million 

women ran a road race (Logan, 2013) and the total number of women runners in the U.S. 

increased to more than 20 million (Competitor Group, 2014, p. 11). Women now represent 

more than 50 percent of participants at marathons. Ryan Lamppa, research statistician at 

Running USA predicts that women could make up to 60 percent of race finishers in the near 

future (Logan, 2013). The increase in women entering the sport demonstrates the importance 

of research aimed at understanding how running is communicated to women. 

Women’s running and feminism are intertwined. In the 1950’s women were held 

back from running due to messaging that claimed running would hurt their reproductive 

health. Over the years it was found that this was only a myth and research did not back up 

these claims (Bunce, 2014). Bunce (2014) says, “As more and more women participate and 

succeed in sports, more women are also put into power in the sports world,” (p. 1). This 

demonstrates the importance that women’s running has on the lives of women.  

In 1960, after 32 years of women being banned, the women’s 800-meter race was 

reintroduced in the Summer Olympics (The History of Women’s Running, n.d.). However, 

even with this groundbreaking moment for women in the sport, all was not overcome. In 

1967, Kathrine Switzer was the first woman to run the Boston Marathon. But it almost did 

not happen. At mile four, race director, Jock Semple, tried to knock her off the course. 

Semple yelled at Switzer, “Get the hell out of my race and give me those numbers!” (Switzer, 
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2007, p. 168). Semple charged at Switzer and repeatedly tried to knock her off the course 

while her two male companions fought him off. Semple was outraged at the audacity of a 

woman running in “his” race (Switzer, 2007, p. 169). It was not until 1972 that the Amateur 

Athletic Union (AAU) allowed women to register for marathons, but they were required to 

start at separate time. Since then women have entered running in increasingly large numbers 

(The History of Women’s Running, n.d.). 

The research on this topic is limited despite the quantity of women running. Ample 

research exists on the effect of content and photos in magazines on female body image. 

Studies exist related to how fitness magazines contribute to the well-being and body 

perception for pregnant women. Scholars have conducted research on how running and 

athletics can improve body image, self-esteem and physical, social and mental well-being 

among girls. However, limited research specifically evaluates how communications to 

mother runners differs from communication to male runners.  

The purpose of this study is to highlight how running is communicated differently to 

women than to men through the headlines, images and advertisements in running magazines. 

This study also seeks to understand how running magazines contribute to the devaluing and 

marginalization of females in the sport, resulting in a negative impact on their self-esteem 

and body image and subordinate women in the sport of running. This research is critical to 

describe, summarize, evaluate and clarify the literature related to the topic of mother runners. 

Culture, context and historical time will all be considered in the analysis of running 

magazines. This study will uncover any gaps in the current coverage of women’s running and 

then create a digital platform for mother runners, OneMotherRunner.com. Mother runners 

will benefit from this research, as OneMotherRunner.com will promote content that depicts 
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women as a worthy athlete in the sport and creates unique content that fulfills the current 

gaps in messaging to mother runners. 

  Literature Review 

Methods of critical analysis will be applied to understand how running is 

communicated to mother runners. This literature review will explore the research related to 

this field of study, including feminist standpoint theory, body image, portrayal of pregnancy 

and post-pregnancy bodies in media, representation of motherhood in magazines and running 

communities of practice.  

Feminist Standpoint Theory  

As an epistemological theory, feminist standpoint theory focuses on how one’s 

gender shapes her knowledge. “A feminist standpoint grows out of (that is, it is shaped by, 

rather than essentially given) the social location of women’s lives. Feminist standpoint can, 

but does not necessarily arise from being female,” (Wood, 2012, p. 62). The feminist 

standpoint theory identifies the cultural values and power dynamics that continue to 

subordinate women. The theory also highlights the conditions and experiences that are 

common to women, which are experienced through typical female activities, such as 

domestic work and caregiving (Wood, 2012).  

Feminism is divided into segments, including, but not limited to: liberal feminism 

against gender inequality, radical feminism against women’s oppression by men, socialist 

feminism against the exploitation of women’s and men’s labor postmodernist feminism 

against the mystification of gender narratives and postcolonial feminism, which is against the 

colonization of the third-world woman (Rakow and Nastasia, 2009, p. 254). Liberal feminism 

is the predominant feminist viewpoint of the Western world. Both women and men can 
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derive value from understanding feminist standpoint theory and patriarchal hierarchies. The 

feminist standpoint theory aims to promote understanding that a “woman” is not just a body, 

but also is an unheard voice in a “man’s world” (p. 267). The overall problem is that 

historically, scholars have focused on how women can speak in “fathertounge” rather than 

finding a way to ensure there is value in “mothertounge” (p. 268). This is referred to as the 

bifurcated consciousness. This discourse has created a patriarchal point of view, in which 

women speak from unknowingly. The bottom line is that this theory believes it’s a man’s 

world, in which men’s language is preferred (Rakow and Nastasia, 2009). 

The feminist standpoint theory takes a cue from Marxist ideas. Marxist theory 

evaluates how capitalism naturalizes class divisions. Similarly, feminist standpoint theory 

analyzes how women are subordinate to men, and how the patriarchy between men and 

women makes this division seem natural and unremarkable (Wood, 2009).  

O'Brien (1999) asserts feminist standpoint theory is socially located and is structured 

by power relations. O’Brien provides a real-life example of the application of the feminist 

standpoint theory with Vicki Iovine’s book, The Girlfriend’s Guide to Pregnancy: Or 

Everything Your Doctor Won’t Tell You (1995). O’Brien asserts Iovine occupies the 

“outsider within position”, which is a component of feminist standpoint theory (p. 37). The 

“outsider within position” draws upon real experiences to tell the “truth” about an issue from 

the insider’s perspective. 

The feminist standpoint theory is rooted in feminism political movements. The 

women’s rights movement occurred between the 1960s and the 1980s. The feminist narrative 

is tied with feminist movement. Feminism is not only political, but also helps us understand 

power, gender, injustice and change (Rakow and Nastasia, 2009). The feminist theory of 
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public relations views things from a shift from “women’s assimilation into patriarchal 

systems” to a “genuine commitment to social restructuring,” (p. 262). This means society 

should change their viewpoint from women having to adapt into the male social structure to a 

social restructuring to accommodate women and men. Chris Weedon (1987) believes 

feminism is a politics. According to Weedon (1987), the patriarchal structure of society is the 

starting point. Weedon defines patriarchal as, “power relations in which women’s interests 

are subordinated to the interests of men” (p.2). Weedon believes that girls and boys are 

taught how to behave like a women and men respectively from a young age.  

The feminist theory of public relations from Hon’s (1995) perspective defines a shift 

from “women’s assimilation into patriarchal systems” to a “genuine commitment to social 

restructuring,” (p. 262). Basically this means that we should change our viewpoint from 

women having to adapt into the male social structure to a social restructuring which 

accommodates women and men. 

A marginalized group is more likely is to acknowledge inequalities than the 

privileged group (Schneider & Remillard, 2013). One reason this occurs is because 

privileged groups have a vested interest in not seeing inequality. Additionally, less powerful 

groups are more inclined to see the social advantage of the privileged rather than the inverse. 

Schneider and Remillard discuss social inequality and the relation to stigma. They state 

stigma is not an expression of one individual’s point of view, but rather the dividing practice 

that shapes social order. As it relates to women’s running, gender shapes society’s viewpoint 

of women in the sport of running.  

While the research pertaining to feminist standpoint theory has not specifically 

targeted women’s running, researchers have successfully applied to the theory to evaluating 
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how body image is influenced by content in magazines, motherhood and running 

communities. The overarching theme to the feminist standpoint research is that women are 

only valued by their ability to provide sexual satisfaction. This research can be extended to 

women’s running to evaluate if the images and content for women runners are geared 

towards weight loss, improvement of body and sexuality rather than general fitness. 

Body image through images in magazines  

A plethora of research exists on how body image is constructed through images in 

magazines. Lorber and Moore (2011), authors of Gendered Bodies, explore the social 

construction of our bodies and assert that the differences between women and men’s bodies 

are not natural, but socially produced, creating a gendered social order. According to Lorber 

and Moore, racial, social, economic and class intersect to make the human body a social 

body. Through their research, they found that the “white” ideal of beauty affects all races to 

feel pressured to adhere to this beauty standard. They found that as early as childhood, boys 

and girls are taught to believe that men are more the powerful and the dominant sex. They 

provide examples of how this is evident in many forms, including the image of a male sperm 

winning the race to create life. Their belief is that this messaging and social construction 

allows for boys and men to achieve a wider range of physical and mental activities. Lorber 

and Moore argue that women’s bodies are sexually exploited to bring economic dependency.  

Women are constantly subjected to unrealistic body images and expectations of how 

they should diet and exercise more than men. Bordo (1993) analyzes a range of issues 

relating to how the female body is interpreted in Western society. Using feminist theory, 

Bordo says women are only valued by their body and ability to provide sexual pleasure to 

men. This contributes to keeping women in a subordinate position. Bordo also explores how 
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the female body is viewed as alien, threatening, passive and false. She analyzed the content 

in movies, advertisements and other mainstream media to demonstrate how the female body 

is portrayed and interpreted. Bordo demonstrates how advertisers continue to perpetuate this 

disordered view of the female body through advertisements that show men eating hearty 

meals, while women nibble on bite sized chocolates (p. 481). 

Armitage’s (2012) research also found that boys and girls are taught about how to feel 

about their body from a young age.  Armitage conducted research on body image among 

boys and girls and found that boys do not have the same issues with self-esteem as girls. 

Girls who were self-affirmed had greater self-esteem and body satisfaction than girls whose 

self-esteem was based solely on body image. Armitage defines self-affirmation as self-

esteem based on factors other than body weight and shape. Self-affirmation did not affect 

boys because their self-esteem was based on factors other than their body.  

Lynn, Hardin and Walsdorf (2004) evaluate the images of women portrayed in four 

different women’s sports and fitness magazines to evaluate the sexual and advertising 

differences. The researchers stated that since 1972 women’s participation in sports has 

surged, which in turn has increased revenue for women’s sports apparel industry. Lynn, 

Hardin and Walsdorf noted that magazines have largely ignored women or framed them in 

terms of their sexual differences. The researchers also asserted that the magazines they 

studied framed women as sex objects, less competitive, passive and emotional. They found 

that the act of framing women differently strips them of power in both the sport and society. 

Lynn, Hardin and Walsdorf (2004) say, “Advertising serves a primary role in the 

maintenance of hegemonic order; gender roles and consumerism are reinforced,” (p. 336). 

The researchers used Goldman’s (1991) theory of commodity feminism. Goldman, Heath 
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and Smith (1991) explore the reframing of feminist discourse and state, “commodity 

feminism is market motivated,” (p. 333). The bottom line of this research is that 

advertisements are vehicles for self-identity that is influenced by commodity. Advertising 

serves to create an idealistic image for women to influence them to purchase products.    

Using this theory, Lynn, Hardin and Walsdorf (2004) believe that the reinforcement 

of the sexual difference of women serves to keep women “inside the box” (p. 338). Lynn, 

Hardin & Walsdorf suggest, “The idea that sport/fitness could serve any other purpose other 

than that of feminizing the female body (to make it sexually desirable to men) is outside 

hegemonic bounds, and thus, has been framed in U.S. culture as deviant,” (p. 345). This 

statement was made in specific reference to Shape, a popular women’s fitness magazine, as 

this magazine overtly portrays women in sexual, rather than sporty, context.  

Conlin and Bissell (2014) conducted a study that examined a total of 789 separate 

artifacts that appeared in women’s fitness and beauty/fashion magazines. Through their 

research they found that health and fitness magazines reinforce the values of thinness and 

celebrity. The researchers noted that both women’s beauty and fashion magazines and 

women’s fitness and health magazines placed more of an emphasis on appearance than 

general health and wellness. Conlin and Bissell also suggested that both fashion and health 

magazines place a high value on thinness, even though the model may not represent a healthy 

body weight. Interestingly, the fitness magazines and fashion magazines use the same 

models, however fitness magazines frame the models in a way that “reinforce the norms of a 

health industry that values stereotypically thin ideals,” (p. 12). The researchers also found 

that women are consistently exposed to fitness being framed as thinness, which may not be 

the reflection of women who actually participate in sports to maintain a healthy lifestyle. 
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Overall they found that mass media reflects attitudes and values towards female beauty.  

A semiotic study of athletic advertisements featuring runners studied advertisements 

featuring runners from two years worth of Runner’s World magazines. Martinez (2007) 

found that the advertisements fell into two main categories, including “codes of excellence” 

and “codes of cosmic significance” (p. 35). The “codes of excellence” include messages of 

self-mastery, such as sweating away the worries of the world through running, triumph, 

dedication and envy. This is communicated through images of runner’s smiling, despite 

experiencing pain and exhaustion. Advertisements also communicate the message that 

running, contrary to other sports, such as tennis or basketball, offers an intrinsic reward. 

Runners are also portrayed as a co-culture that is the “envy” of “others” (p. 36). Another 

theme uncovered was cosmic significance. Signs of history and nature were present in many 

ads. Runners are shown drenched in rain or running through the desert, signifying “rugged 

individualism” (p. 38). The overarching theme to this research is that the symbolism of what 

it means to be a runner is communicated through advertisements in running magazines. 

These themes separate runners from “others” and demonstrate a unique culture. 

Spurgin (2003) analyzes the impact of advertisers creating computer-generated 

images to generate unrealistic human body ideals. He argues that the creation of these 

“computer-generated images of perfection” is unethical, as advertisers are ethically obligated 

to avoid aesthetic results that are produced artificially (p.266). The definition of “computer-

generated image of perfection” is an image modified by computer technology to remove 

unwanted traits from models to portray an ideal human body (p.260). Advertisers have an 

obligation to provide relevant information about a product to provide consumers with 

adequate information to make a rational decision about the purchase of a product. 



ONE	  MOTHER	  RUNNER	   12	  

Advertisements that include computer-generated images of perfection place consumers in a 

virtual reality in which they must make a choice. The real problem, Spurgin conveys, is that 

consumers are unaware of the virtual reality in which they are subjected. 

Prividera, Howard and Gates (2014) conducted a study using the framing analysis to 

examine the content in two popular African-American magazines, Essence and Ebony, to 

evaluate body image, excessive weight, health, fitness and exercise. Prividera, Howard and 

Gates found four themes in the content analysis, including race and identity, wellness, faith 

and connection (p. 1). The researchers found that race was used as a key factor in 

communications about health-related issues, particularly in framing how weight loss is a 

critical issue for the African-American community. Typically weight loss was framed 

differently for Caucasian audiences than African-American audiences.  

Wang (2010) focuses on body image the potential positive effects from the exposure 

to a variety of media outlets. While most research on body image focuses on the negative 

effects of the mass media’s use of thin and muscular models, this research looks at the 

positive effects. Wang states that while the media can contribute to an individual’s body 

dissatisfaction, it does not advocate unhealthy dieting or steroid use. Results from Wang’s 

study revealed that both female and male participants demonstrated a positive correlation 

between their intention to engage in physical activity and their self-efficacy and attitude. It 

also found that media exposure could have a positive impact on one’s intention to participate 

in physical activity and their attitudes toward attractive body image.   

Mothers’ body image in magazines 

Researchers have conducted studies that demonstrate how mainstream magazines use 

images to degrade mothers. During the 1990s the pregnancy fitness industry expanded and 
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began to market directly to pregnant women. Jette (2006) evaluated the content and images 

in Oxygen magazine to understand the impact it had on the body image of pregnant women. 

Jette specifically analyzed the “Fit for Two” column and advertisements marketed to 

pregnant women in Oxygen magazine (p. 331). Jette found that the “Fit for Two” column in 

Oxygen depicts the “Fit Mama” image, which is Caucasian, young, attractive and middle 

class (p. 342). Jette also found that the advertisements, such as the one for a stretch mark 

remover cream, messaging that urges women to “get your body back” and the “yummy 

mummy” column, reinforces the message that women should fear weight gain during 

pregnancy and must fight to lose pregnancy weight (p. 346). The images of the pregnant 

women in the “Fit for Two” column depict women who are toned and thin, with only their 

belly bump as evidence of their pregnancy (p. 347). Jette states that by the magazine 

reinforcing the fear women have to gain weight during pregnancy, they are capitalizing on 

this fear by selling them fitness products. Jette argues that Oxygen magazine imposes fear of 

weight gain associated with pregnancy to women and reinforces the belief that women are 

not exempt from the expectations of the “fit” body norm during pregnancy (p. 346). Jette also 

argues that Oxygen has conflicting messaging, as on one hand they promote that a pregnant 

woman should “be fit for two”, however this communication is at odds with the messaging 

that a pregnant woman should be fit for her own outward appearance “mastery of self” (p. 

346). Jette believes that by communicating these two conflicting messages, Oxygen is 

playing on the vulnerabilities of new mothers and is not only promoting an unhealthy body 

image, but is doing so for the purpose of monetary gain for the repurchase of their magazine 

and products advertised.  
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One study by Bedor and Tajima (2012), evaluated how People magazine uses famous 

mothers’ bodies, particularly their postpartum weight loss, as a method to communicate their 

competency as a mother. The researchers study how the emerging fitness narrative places 

tremendous pressure on new mothers to lose weight after their pregnancy. They used critical 

media studies and the feminist perspective to study this topic. Bedor and Tajima suggested 

that the content in People perpetuates an ideology that affirms the importance of losing 

weight post pregnancy. People promotes post-baby weight as excess “fat”, rather than the 

natural state of a woman’s body after giving birth. The content in People sent mixed 

messages to readers, as celebrities who were deemed “too thin” were ostracized and deemed 

imbalanced. People consistently published narratives that reinforced the view that fat is 

synonymous with “lazy” and thin is synonymous with “self discipline and hard work” (p. 1).  

A poignant piece on the topic of mother’s body image, “A tale of 10 tummies” by 

Edelman (2015) is about body acceptance for mothers. Edelman posted 10 different pictures 

of bellies of mothers, along with their stories. Some bellies were scared from a C-section, 

some bellies were marked with stretch marks, others were overweight, others were 

underweight, some were tattooed and others were adorned with belly rings. The stories 

behind the bellies demonstrated that a mother’s story is not understood solely through the 

appearance of her body. Edelman demonstrated this by providing a story under the picture of 

each belly, some of the stories were contrary to societal expectations. For example, the belly 

of one overweight mother provided a story that the mother had healthy pregnancies and 

carried her twins to full term, forty-weeks. Another belly, which was flat and reflected the 

societal ideal for a woman, as Edelman stated, “Her body is the epitome of "perfection" by 

western standards”, however, she had been raped suffered from an STD and had to endure 
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countless exams, interviews and anti-retrovirals to recover (p.1). While her belly does not 

show the scars, her soul does.  

Representation of motherhood in magazines 

Johnston and Swanson (2003) conducted a study that explores the conflict between 

mothers, particularly stay-at-home mothers and working mothers. They conducted a content 

analysis that studies the messages that bombard mothers, including mothers are 

selfish/selfless, women should encourage independence/dependence in their children, 

mothers who either succeed or fail in the domestic front, succeed/fail in the public sector and 

mothers are instinctive and/or need help (p. 243). Using feminist theory to evaluate women’s 

desire to be women and feminists, they found maternal double binds that undermine 

women’s confidence and create feelings of guilt and inadequacy. Johnston and Swanson use 

the research of Kuiken and Hill (1985) to identify double binds according to four criteria, 

including; the receiver is motivated enact the behavior identified in the message, messaging 

with two mutually exclusive self-presentations, implicit content in the message that makes it 

difficult for the receiver to see the contradiction and a receiver is unwilling to avoid the 

double bind. It was discovered that mothers often have a double bind between their 

professional lives versus being a good mother. Messaging to women reinforces the double 

bind that tells women that they cannot be successful in their profession and as mothers. 

Research demonstrated that Good Housekeeping and Parents’ magazines were most likely to 

present women as being competent in both domestic and pubic spheres.  

The book, The Mommy Myth, also explores the topic of mothers in society and they 

discuss over thirty years of media images about mothers. In it, Douglas and Michaels (2005) 

provide a point of view of how in the United States, motherhood is marketed to make 
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mothers feel guilty and as if they should “do it all”. Douglas and Michaels state, “The recent 

spate of magazines for "parents" (i.e., mothers) bombard the anxiety-induced mothers of 

America with reassurances that they can (after a $100,000 raise and a personality transplant) 

produce bright, motivated, focused, fun-loving, sensitive, cooperative, confident, contented 

kids just like the clean, obedient ones on the cover,” (p. 8). This unrealistic image makes 

mothers feel as if they are never good enough. The media makes mothers feel as if they 

should happily work outside the home, as well as maintain household duties, however, the 

realities of working motherhood are not communicated. Douglas and Michaels assert that 

magazines, such as Working Mother, Family Life and Child are supported by advertisements 

and editorial that false construct the image of the “good mother” (p. 6). The largest challenge 

with the marketing of the “good mother” is the contradiction that positions both working 

mothers and stay-at-home mothers as failures (p. 12). Douglas and Michaels believe, “the 

you can have it all ethos of these pieces made the rest of us feel like failures while 

dramatizing that we could do it all if we just had the right attitude” (p. 119). The media has 

manufactured the mommy wars and created the ethos of intensive mothering with a lower 

status, but a higher moral ground by positioning working mothers as neglectful.  

Running community 

The running community has undergone tremendous transformation in recent years, 

not only with the increase of women in the sport, but also with the advent of computer 

mediated communication channels. Chalmers, Price and Jensen (2013) evaluates how 

heterogeneous communities interact, specifically looking at the distance running community 

and the transformation the running community has experienced over the past 30 years. 

Chalmers, Price and Jensen remark, “heterogeneity has emerged in terms of the actors 
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present within the community with mass participation,” (p. 1010). One long-time distance 

runner comments that he longs for the old days and feels that the sport is too popularized 

now. However, this mindset is one of the challenges that women face as they enter the sport 

of running. Some runners are elitists and feel that if a runner is not in a race to win it or if 

they just enjoy the free t-shirt, goodie bag or concert after the run, they are not a true runner. 

Chalmers, Price and Jensen found “ heterogeneity’s role in the running community 

demonstrates that a heterogeneous, mainstream consumption community preserves 

continuity,” (p. 1017). They studied various members motivation for running and found a 

variety, ranging from general fitness to strategy development. The researchers also found 

“the most fundamental and emotionally charged strain stems from how members determine 

what constitutes the practice of running,” (p. 1019). Mother runners are often viewed as not 

as serious from male competitive runners just because they have different goals with running. 

The researchers found that the running community has several sources of tension, many from 

a concern of belonging arise from heterogeneity.  

Workman and Coleman (2014) conducted a study to evaluate how the content sharing 

site, Reddit, is used among women to share experiences and information with other like-

minded women. The research found that these online communities fulfill a specific need for 

members. This online community is a user-generated content site; therefore the members 

create the content. Workman and Coleman discovered the motivations for using the Internet 

are different for women and more females are online than males. “Knowledge sharing” is the 

primary motivation for women online (p. 5). The researchers also found that women use the 

online content sharing site to find a sense of community, particularly with other women who 
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are experiencing similar issues. Workman and Coleman also state that they found that 

Computer Mediated Communication (CMC) could form closer bonds than face-to-face. 

Girls on the Run/Track (GOTR/T) is a program that aims to educate young girls about 

the sport of running. This program is also designed to prevent girls from engaging in at-risk 

activities, including eating disorders, substance abuse and sexual activity. Researchers found 

that girls who participate in physical activity are less likely to engage in dangerous activity 

and they report higher levels of satisfaction with their life and their body. These girls also 

report higher body satisfaction. The Girls on the Run/Track (GOTR/T) program trains girls 

for a 5K while improving their self-esteem and associated positive social, emotional, physical 

and mental development (Sifers & Shea, 2013). The researchers sought to fill a gap in current 

research towards girls, physical activity and positive body image/self-esteem. The 

researchers filled this gap with the Girls on the Run/Track (GOTR/T) program. The research 

showed that the (GOTR/T) program did not actually improve their perception of ability for 

physical activity even though the program focused on improving athletic ability through 

training for runs (Sifers & Shea, 2013).   

As related to an online running community, it is helpful to understand how similar 

bonded online communities function. Ginossar (2008) studied the differences in online 

communities for health communication between men and women. This study evaluated two 

online cancer communities to explore the communication need differences between men and 

women. This study used the Uses and Gratifications model to evaluate the usage of these 

health related Internet sites. The Uses and Gratifications theory is rooted in the fact that 

audiences are active in media consumption. This study found that more women than men 
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participate in online cancer communities. This study also used theories that examine how 

genders communicate and how men and women communicate support.  

Sanford (2010) explores how individuals who are obese use blogging as a form of 

computer mediated social support in four ways, including enabling empathy, accountability 

to others, venting and advice seeking and validation of the weight loss experience. Sanford 

(2010) uses the media richness theory to explore how media-rich environments, such as blogs 

and social networks enable this social support system. Sanford says, “blogging adds to the 

richness of computer-mediated social support,” (p.569). Sanford focuses on the morbidly 

obese, which Hurd (2007) defines as those who are more than 100 pounds overweight or has 

a body mass index (BMI) of 40 or more. Sanford evaluated 50 obese bloggers. Through 

Sanford’s research he found that those who receive social support are more likely to lose 

weight and maintain their weight loss. Many of the bloggers did not feel as if they had 

emotional support and they felt alone in their weight loss journey prior to starting their blog. 

However, the bloggers felt that they had empathy and support from the readers of their blog. 

Many of the bloggers felt that they had more support among their online friends than their 

face-to-face friends. The bloggers also felt accountability to their readers. They did not want 

to let their readers down and therefore felt more pressure to meet their weight loss goals. The 

bloggers also received validation on their weight loss through comments on their posts about 

weight loss, creating an environment of reward and recognition. 

 Athlete elitism exists within the running community. A post from a triathlete, Trifuel 

[Screen Name] (2010) on the Trifuel online community is a rant because he is offended at 

seeing “13.1” half marathon stickers on cars. Trifuel (2010) says, “Seriously? It’s 13.1 miles, 

it is not really that big a deal. People have become so fat and lazy it is suddenly an epic feat 



ONE	  MOTHER	  RUNNER	   20	  

just to finish a 13.1 mile distance, no matter how long it might take you,” (p.1). Trifuel 

berates athletes who compete at the half marathon distance because he does not deem the 

distance as worthy as “true” athletes who complete an Ironman distance. 

Eichkorn (2008) evaluates 490 postings to analyze the social support on discussion 

forums, including the type of social support provided, strategies used to solicit support, and 

the top five Yahoo! eating disorder discussion boards. Eichkorn categorized the messages 

from the eating disorder groups into the following categories: informational, emotional, 

network, instrumental and esteem. The results find that information support is the most 

frequent, with 29.7 percent of the responses. While this research is related to eating disorder, 

it can help me better understand computer-mediated communications. 

McCabe analyzes 12 pro-ana (pro-eating disorder) message boards to examine how 

members of the pro-ana groups conduct their social reality. McCabe found that the rhetoric 

and discourse among the members fell into one of two categories, which she defines as 

“positive” and “negative”. The positive interactions reinforced the eating disorder lifestyle 

and the negative interactions extended the negative public expression of disdaining those 

with the disorder. The positive interactions were used to provide humor to the eating 

disordered behavior, which was interpreted as humanizing and normalizing the behavior. The 

“positive” rhetoric also personifies anorexia and bulimia with the characters “Ana” and 

“Mia”, as real people; anorexia and bulimia respectively. The negative interactions are those 

in which the members discuss their challenges with the disease and the guilt they feel. 

McCabe uses Symbolic Convergence Theory (SCT) as the framework to evaluate the pro-ana 

websites, as this theory evaluates how individuals share a common conscious by 

communicating their fantasies, dreams and meanings. The bottom line of McCabe’s research 
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is that the pro-ana sites create an environment that enables acceptance and a social reality for 

a group of individuals with an eating disorder that reinforces the behavior. 

Overall, the research on feminist standpoint theory, body image, representation of 

motherhood in magazines and the running community, have similar themes that tie these 

topics together. On the whole, scholars agree that boys and girls are taught from childhood 

how to feel about their bodies. From a young age girls derive their self-esteem from their 

body weight and shape, while boys pull from a variety of attributes. That is why programs, 

such as Girls on the Run, are so important. Girls on the Run not only teaches girls about 

running, but it builds their self-esteem by teaching them characteristics to love about 

themselves outside of their body and physical attributes. These beliefs of body image and 

shape create a socially constructed ideal of beauty from a young age. This socially 

constructed ideal of beauty is portrayed in unrealistic images of women’s bodies in 

mainstream magazines. This, in turn, perpetuates the belief that women are only valued by 

their body and sexual satisfaction they can provide men. The research studied in this 

literature review also found that advertising in women’s fitness portrays women in a sexual 

manner, which strips women of power and reinforces commodity feminism. The advertising 

serves to create an unrealistic and idealistic image of women, for the sole purpose of 

influencing them to purchase products, which is referred to as commodity feminism. This 

unrealistic body image portrayed in magazines carries over into images and content depicting 

pregnancy and motherhood as well. Fitness magazines tell mothers they need to get their 

body back after pregnancy and they depict images of fit pregnant women with only a small 

belly bump as evidence of their pregnancy. This transcends into running, as many mothers 

begin running after pregnancy, however, women are often devalued in the sport and only 
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communicated to in the sense of how running can affect their body and beauty. Scholars have 

found that the running community has several sources of tension, many originating from a 

concern surrounding a sense of belonging in this male dominated sport. This transcends into 

the development of an online running community, as many individuals join an online 

community to solicit support. This literature review serves to tie these related topics of body 

image, motherhood, running and online communities together and apply these common 

themes to this research. 

  Methodology 

The method for this study will focus on two different types of analyses that will 

inform the creation of the digital outlet for mother runners. It will include a content analysis 

of running magazines and a gap analysis of coverage in running magazines.  

Content Analysis 

I will conduct research on women’s running by engaging in an extensive content 

analysis of both Runner’s World and Women’s Running magazines. I chose Runner’s World 

and Women’s Running because these two magazines are the top two running magazines. 

Runner’s World, the most successful running magazine, has a total audience of 2,594,000. 

More than half of their reader base is men (52 percent) and 48 percent of reader’s are women. 

Women’s Running, has a circulation of 72,000 and their magazine is 100 percent dedicated to 

women. Women’s Running magazine is a publication of Competitor Group, Inc. (CGI), 

which is a leading active lifestyle media and event entertainment company. The core business 

of CGI is their 50+ races, which include the popular Rock ‘n’ Roll Marathon Series and 

Women’s Running Series. CGI publishes Competitor, Triathlete, Velo and Women’s Running 

magazines and manages their digital platforms. CGI states they created the running magazine 
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address the growing community of women runners. CGI (2015) says, “Women’s Running 

leads the charge in empowering these women to run more and lead healthy and active 

lifestyles,” (p. 18). They also stated they their publication is able to capture the attention of 

female consumers in a way that mainstream women’s fitness magazines cannot.  

I will examine the headlines, images and advertisements in both magazines and 

compare and contrast the findings. I will also evaluate the 2015 editorial calendar for both 

magazines. The following method will be used to analyze each category: 

• Editorial calendar: I will document the headlines for Runner’s World and Women’s 

Running from January 2015 to December 2015. I will compare and contrast the 

headlines and divide them into categories, including: Beauty products and clothing, 

inspirational story, performance, body image, nutrition, tips, beginner, gear and 

social. I will then analyze the editorial calendar headlines and themes to understand if 

and how running is communicated differently between the two magazines.  

• Headlines: I will document the headlines for Runner’s World and Women’s Running 

from July 2014 to July 2015. I will then compare and contrast the headlines and 

divide them into categories, including: Beauty products and clothing, inspirational 

story, performance, body image, nutrition, tips, beginner, gear and social. I will then 

analyze the quantity and frequency of the categories.  

• Advertising: I will count the quantity of advertisements in both Runner’s World and 

Women’s Running from July 2014 to July 2015. I will I will then compare and 

contrast the headlines and divide them into categories, including direct advertising, 

product placement, races (by type), gear, shoes, watches, sunglasses, clothing, books, 
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cars, insurance, food and other. I will then analyze the quantity and frequency of the 

categories.  

• Running websites: I will evaluate the Women’s Running website to analyze the 

content provided to women runners and engagement of the women’s’ running 

community.  

• Images: I will count the quantity of images depicting male/female in both Runner’s 

World and Women’s Running from July 2014 to July 2015. I will then further analyze 

the quantity of male vs. female runners, the body composition of the male/female 

image, further dividing into categories: underweight, fit, average or overweight. I will 

also evaluate if the runner’s body is digitally altered.  

• Participants: I will engage mother runners via the online community Women’s 

Running Community (WRC). I will also interview mother runners to ask them what 

content they would like to see featured in running magazines and communities. I will 

also interview mother runners to understand their story and why they run. I will ask 

the mother runners two questions relating to the research for this project: 

o Content: I will ask the mother runner’s for what content they wish running 

magazines provided, that they currently do not cover. 

o Images: I will ask the mother runners for images depicting them running in a 

race, as well as their personal story/experience as a runner. I will use this 

content on the onemotherrunner.com website. 

Gap analysis 

I will conduct a gap analysis of the content reviewed in Runner’s World and Women’s 

Running magazines to understand what content is not covered. I will also compare and 
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contrast the content in both Runner’s World and Women’s Running to determine if any of the 

content is similar or different, and what those commonalities and differences mean. 

 Challenges and Limitations 

The challenges for this research include the ability to deep dive in the content 

analysis, researcher bias and conflicting evidence between what participants say that want 

and what is needed. The research will cover one year’s worth of running magazine content, 

but this is a limitation because this offers a content analysis of only a snapshot in time. 

Additionally, this research will analyze headlines, advertisements and images, but this is a 

limited viewpoint of the possibilities to explore in the content of running magazines. For 

example, there are studies that focus on the details within one particular advertisement and 

the meaning behind the facial expression of the model, body parts emphasized in the 

advertisement, scenery in the advertisement and word choice. Given the amount of 

advertisements this research will explore, there will not be a deep dive conducted on each 

advertisement. This study will derive themes based on a broad analysis, but will not conduct 

a deep dive on one particular component. This is a limitation to the study. Additionally, there 

is a risk of author bias in evaluating the content and deriving meaning from the headlines, 

images and advertisements. Another challenge to this research is the analysis of personal 

interviews. There is a discrepancy between what individuals say they want to see in running 

magazines and what is already covered. For example, in the interviews I conducted with 

women runners, they say that they want to see product reviews. However, in conducting a 

content analysis of the running magazines for women, there is already a plethora of 

advertisement and review of products for women runners. In fact, based on my initial content 
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analysis, the majority of content in running magazines geared towards women is advertising 

and promotion of products. 

Conclusion 

This research seeks to answer the following questions: what gaps currently exist in 

literature available for mother runners? How is running marketed differently to women than 

men? What do mother runners really want to hear about? Using feminist standpoint theory, 

how does the coverage on women’s running that exists today contribute towards the 

continuing subordination and marginalization of women in the sport? I’m proposing an 

online digital community, OneMotherRunner.com, with a social media presence that will 

provide articles, images, event calendar and product reviews for mothers who are runners. 

The site, OneMotherRunner.com is dedicated to mother runners. This site provides unique 

content for mother runners that covers the gap in current coverage in running magazines. 

This site will also feature content that resonates with this audience.  
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Appendix A 

One Mother Runner Website Project Plan 

One	  Mother	  Runner	  Website	  Project	  Plan	  
Task	   Date	   Status	   Notes	  
Buy	  Domain	   6/3/15	   Complete	   	  	  
Find	  Host	   6/3/15	   Complete	   	  	  
Redirect	  Name	  Server	   6/3/15	   Complete	   	  	  
Determine	  Web	  Design	  Program	   6/3/15	   Complete	  

	  Design	  my	  website	  banner	   6/10/15	   Complete	   	  	  
Design	  my	  Facebook	  banner	   6/10/15	   Complete	   	  	  
Design	  my	  blog	  graphic	   6/10/15	   Complete	   	  	  
Get	  Graphic	  Designed	   6/25/15	   Complete	   	  	  
Reach	  out	  to	  runners	  to	  ask	  if	  they	  will	  
participate	  in	  Runner	  Body	  series	   6/9/15	   Complete	   	  	  
Reach	  out	  to	  mother	  runners	  to	  ask	  them	  if	  
they	  will	  participate	  in	  horrible	  racing	  
photos	   6/9/15	   Complete	   	  	  
Ask	  runners	  what	  is	  missing	  from	  women's	  
running	  mags	   6/10/15	   In	  Progress	   	  	  
Sign	  up	  for	  Anti-‐Spam	  Service	   6/11/15	   Complete	   	  	  
Create	  Grab	  my	  Blog	  Button	   6/25/`5	   Complete	   	  	  
Social	  Media	   	  	   Complete	   	  	  

Create	  Facebook	  Site	   6/3/15	   Complete	  

https://www.face
book.com/onemo
therrunner	  

Create	  Twitter	  Site	   6/3/15	   Complete	   onemotherunner	  
Pinterest	   6/11/15	   Complete	   	  	  

Create	  Event	  Calendar	   6/11/15	   Complete	   	  	  
Add	  Star	  Wars	  Marathon	   6/11/15	   Complete	   	  	  
Add	  Princess	  Marathon	   6/11/15	   Complete	   	  	  
Add	  Disney	  Marathon	   6/11/15	   Complete	   	  	  
Add	  Wine	  and	  Dine	  Marathon	   6/11/15	   Complete	   	  	  
Add	  Disneyland	  Marathon	   6/11/15	   Complete	   	  	  

Creating	  Coding	  Spreadsheet	   6/27/15	   Complete	   	  	  
Define	  codes	   6/27/15	   Complete	   	  	  

Conduct	  Content	  Analysis	   	  	   	  	   	  	  
Runner's	  World	  July	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
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Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  Aug	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  Sept	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  Oct	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  Nov	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  Dec	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  Jan/Feb	  2015	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  March	  2015	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
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Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  April	  2015	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  May	  2015	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Runner's	  World	  June	  2015	   6/10/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/10/15	   Complete	   	  	  
Images	   6/10/15	   Complete	   	  	  
Advertisements	   6/10/15	   Complete	   	  	  
Runner	  Profile	   6/10/15	   Complete	   	  	  
Content	   6/10/15	   Complete	   	  	  

Running	  World	  July	  2015	   6/10/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/10/15	   Complete	   	  	  
Images	   6/10/15	   Complete	   	  	  
Advertisements	   6/10/15	   Complete	   	  	  
Runner	  Profile	   6/10/15	   Complete	   	  	  
Content	   6/10/15	   Complete	   	  	  

Runner's	  World	  Dec	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  July	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  Aug	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
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Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  Sept	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  Oct	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  Nov	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  Dec	  2014	   	  	   	  	   	  	  
Cover	  Story	  Headlines	   	  	   	  	   	  	  
Images	   	  	   	  	   	  	  
Advertisements	   	  	   	  	   	  	  
Runner	  Profile	   	  	   	  	   	  	  
Content	   	  	   	  	   	  	  

Women's	  Running	  Jan	  2015	   6/11/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/11/15	   Complete	   	  	  
Images	   6/11/15	   Complete	   	  	  
Advertisements	   6/11/15	   Complete	   	  	  
Runner	  Profile	   6/11/15	   Complete	   	  	  
Content	   6/11/15	   Complete	   	  	  

Women's	  Running	  Feb	  2015	   6/12/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/12/15	   Complete	   	  	  
Images	   6/12/15	   Complete	   	  	  
Advertisements	   6/12/15	   Complete	   	  	  
Runner	  Profile	   6/12/15	   Complete	   	  	  
Content	   6/12/15	   Complete	   	  	  

Women's	  Running	  March	  2015	   6/4/15	   Complete	   	  	  
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Cover	  Story	  Headlines	   6/4/15	   Complete	   	  	  
Images	   6/4/15	   Complete	   	  	  
Advertisements	   6/4/15	   Complete	   	  	  
Runner	  Profile	   6/4/15	   Complete	   	  	  
Content	   6/4/15	   Complete	   	  	  

Women's	  Running	  April	  2015	   6/12/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/6/15	   Complete	   	  	  
Images	   6/6/15	   Complete	   	  	  
Advertisements	   6/6/15	   Complete	   	  	  
Runner	  Profile	   6/6/15	   Complete	   	  	  
Content	   6/6/15	   Complete	   	  	  

Women's	  Running	  May	  2015	   6/11/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/11/15	   Complete	   	  	  
Images	   6/11/15	   Complete	   	  	  
Advertisements	   6/11/15	   Complete	   	  	  
Runner	  Profile	   6/11/15	   Complete	   	  	  
Content	   6/11/15	   Complete	   	  	  

Women's	  Running	  June	  2015	   6/11/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/11/15	   Complete	   	  	  
Images	   6/11/15	   Complete	   	  	  
Advertisements	   6/11/15	   Complete	   	  	  
Runner	  Profile	   6/11/15	   Complete	   	  	  
Content	   6/11/15	   Complete	   	  	  

Women's	  Running	  July	  2015	   6/10/15	   Complete	   	  	  
Cover	  Story	  Headlines	   6/10/15	   Complete	   	  	  
Images	   6/10/15	   Complete	   	  	  
Advertisements	   6/10/15	   Complete	   	  	  
Runner	  Profile	   6/10/15	   Complete	   	  	  
Content	   6/10/15	   Complete	   	  	  

Determine	  Themes	   	  	   	  	   	  	  
Determine	  Gaps	   	  	   	  	   	  	  
Write	  Introduction	  DRAFT	   5/28/15	   DRAFT	   	  	  
Write	  Literature	  Review	  DRAFT	   6/4/15	   DRAFT	   	  	  
Write	  Methodology	  DRAFT	   6/12/15	   DRAFT	   	  	  
Write	  References	  DRAFT	   5/28/15	   Ongoing	   	  	  
Write	  Analysis	   	  	   	  	   	  	  
Determine	  Content	  to	  Include	   6/25/15	   Complete	   	  	  
Race	  Calendar	   6/25/15	   Complete	   	  	  
Inspirational	   6/25/15	   Complete	   	  	  
Gear	   6/25/15	   Complete	   	  	  
Recipes	   6/25/15	   Complete	   	  	  
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Race	  Reviews	   6/25/15	   Complete	   	  	  
Trends	   6/25/15	   Complete	   	  	  
Humor	   6/25/15	   Complete	   	  	  
RunDisney	   	  	   Complete	   	  	  
Tips	   	  	   Complete	   	  	  

Plan	  Fun	  Run	   	  	   	  	   	  	  
Create	  Site	  Map	   6/25/15	   Complete	   	  	  
Logo	  Products	   	  	   	  	   	  	  
Stickers	   	  	   	  	   	  	  
T-‐Shirts	   	  	   	  	   	  	  

Enewsletter?	   	  	   	  	   	  	  
Search	  Feature	   6/27/15	   Complete	   	  	  
Social	  Media	  Sharing	   	  	   	  	   	  	  
Set	  up	  social	  media	  feature	  on	  site	   6/4/15	   Complete	   	  	  
Write	  article	  recapping	  Asheville	  race	   6/9/15	   Complete	   	  	  
Disney	  race	  recap	   	  	   	  	   	  	  
Sign	  up	  for	  Insider	  Track	   6/4/15	   Complete	   	  	  
Test	  Insider	  Track	   	  	   	  	   	  	  

Blood	  work	  overview	  article	   	  	   	  	   	  	  
Air	  Fit	  Overview	  Article	   6/27/15	   Complete	   	  	  
Scan	  my	  blog	  for	  running	  content	   	  	   	  	   	  	  
Find	  products	  that	  relate	  to	  mother	  runners	   	  	   	  	   	  	  
Network	  with	  companies	  willing	  to	  offer	  
products	  to	  readers	   	  	   	  	   	  	  
Research	  conducting	  5K	   	  	   	  	   	  	  
Research	  companies	  offering	  5K	  Services	   5/28/15	   Complete	   	  	  
Interview	  Melissa	  Boyd	   5/29/15	   Complete	   	  	  

Write	  Inspirational	  Stories	   	  	   	  	   	  	  
Interview	  Kim	  Dillen	   6/12/15	   Complete	   	  	  
Interview	  Amy	  McGrade	   6/12/15	   Complete	   	  	  
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Appendix B 

Coding Spreadsheet – Example 
 
 

May	   	  	  
Women's	  Running	   Runner's	  World	  

Cheers	  to	  running:	  5	  
healthy	  cocktails	   N	   Beginner's	  Special	   B	  

Get	  fit,	  stay	  fit	   BI	  
Expert	  Answers	  to	  12	  
key	  questions	   T	  

Start	  or	  restart	  with	  
our	  run/walk	  plan	   B	  

Late-‐Night	  Snacks	  
That	  Won't	  Make	  You	  
Fat	  (Crazy	  Tasty	  
Power	  Meals)	   BI	  

Stronger	  core	  in	  3	  
moves	   P	   Run	  Smooth	   P	  

New	  recipes	  for	  
runners	   N	  

Hot	  Data!	  Best	  New	  
Fitness	  Trackers	   G	  

Sole	  mate	  awards:	  12	  
hot	  new	  shoes	   G	  

8	  Quick	  Core	  
Exercises:	  Stronger	  
Hips,	  Abs	  and	  Glutes	  
in	  Just	  5	  Minutes	   P	  

Coconut,	  maple,	  
artichoke?	  The	  dirt	  on	  
fancy	  waters	   N	  

The	  secrets	  of	  perfect	  
form	   P	  

Do	  compression	  socks	  
really	  work?	   G	  

Get	  faster	  go	  longer	  
avoid	  injury	   P	  

Aloha!	  Runcation	  in	  
Kauai	   S	   and	  Run	  Happier	  Too	   P	  
Happy	  Mother's	  Day,	  
All	  You	  Running	  
Moms!	   S	   	  	   	  	  
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Female	   	  	   Male	   	  	  
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Appendix C 

One Mother Runner Coding Spreadsheet - Results 

Category	   Women’s	  Running	  	   Runner's	  World	   Total	  
Beauty	  Products	  &	  Clothing	  (BP)	   4	   6.35%	   3	   4.05%	   7	   5.11%	  
Inspirational	  Story	  (IS)	   4	   6.35%	   4	   5.41%	   8	   5.84%	  
Performance	  (P)	   18	   28.57%	   22	   29.73%	   40	   29.20%	  
Body	  Image	  (BI)	   7	   11.11%	   13	   17.57%	   20	   14.60%	  
Nutrition	  (N)	   9	   14.29%	   9	   12.16%	   18	   13.14%	  
Tips	  (T)	   4	   6.35%	   5	   6.76%	   9	   6.57%	  
Beginner	  (B)	   7	   11.11%	   7	   9.46%	   14	   10.22%	  
Gear	  (G)	   7	   11.11%	   8	   10.81%	   15	   10.95%	  
Social	  (S)	   3	   4.76%	   3	   4.05%	   6	   4.38%	  
Total	   63	   100.00%	   74	   100.00%	   137	   100.00%	  
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Appendix D 
Advertising Analysis 

 
	  	   Jul-‐15	   Jun-‐15	   May-‐15	  

	  	  
Women's	  
Running	  

Runner's	  
World	  

Women's	  
Running	  

Runner's	  
World	  

Women's	  
Running	  

Runner's	  
World	  

#	  Pages	   80	   112	   	  	   	  	   	  	   	  	  
#	  Ads	   29	   65	   32	   70	   0	   74	  
Product	  
Placements	   69	   37	   53	   	  	   0	   8	  
Races	   	  	   13	   	  	   	  	   0	   20	  

Rock	  n	  
Roll	  
Marathon	   7	   0	   7	   13	   0	   0	  

runDisney	   	  	   	  	   	  	   	  	   	  	   3	  
Gear	   	  	   0	   	  	   	  	   0	   	  	  

Shoes	   11	   31	   6	   9	   0	   5	  
Watches	   2	   3	   1	   1	   0	   1	  
Sunglasses	   7	   7	   0	   0	   0	   	  	  
Clothing	   30	   5	   23	   5	   0	   6	  
Other	   10	   16	   5	   22	   0	   1	  

Books	   8	   	  	   	  	   	  	   0	   	  	  
Diet	   4	   0	   4	   0	   0	   2	  
Running	   2	   2	   1	   2	   0	   1	  
Car	   1	   1	   2	   2	   0	   1	  
Insurance	   1	   1	   0	   1	   0	   	  	  
Food	   8	   9	   21	   13	   0	   3	  
Other	   2	   8	   3	   6	   0	   23	  
Injury	  

Prevention	   0	   5	   4	   0	   0	   4	  
Capital	  

One	   0	   1	   0	   0	   0	   1	  
Vitamins	   	  	   	  	   	  	   2	   0	   4	  
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Appendix E 

One Mother Runner Website Site Map  

One Mother Runner Site Map Date Status Notes 
About One Mother Runner 6/10/15 Complete   

Write -up: Real, Raw, One Bad 
Mother Runner. 6/11/15 Complete   

Photo 6/12/15 Complete   
Race Reviews        

Race Review Asheville 6/10/15 Complete   
Race Review Biltmore 6/9/15 Complete   
Race Review Goofy 6/10/15     
Race Review Princess       
Race Review Dopey       

Gear for Mother Runners       
Jogging Strollers       
Nursing Jogging Bras       
Write-up on Apple Watch       
Write-up on Garmin       
Hand Towel Thingy       

REAL Mother Runner Pictures       
Kristel Rabideau       
Kristie Shelton       
Christine Tisi        

Nutrition       
Benefits of running that have 

nothing to do with losing weight       
Write-up of Inside Tracker       
Recipes for Runners  6/20/15 Complete   

Inspirational Stories       
Leanne Tomola       
Tracy Wanatowitz       
Amy McGrade       
Kim Dillen  6/13/15 Complete   

Tips for Mother Runners       
Top Five Tips for Running 

While Traveling       
The Best Disney World 

Jogging Trails  6/20/15 Complete   
Disney Marathon Weekend 

Schedule       
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Cross Training       
Air Fit       

Event Calendar 6/11/15     
Disneyland Half 6/11/15  Complete   
Disney Wine and Dine 6/11/15  Complete   
Avengers Half 6/11/15  Complete   
WDW Marathon 6/11/15  Complete   
Star Wars Half 6/11/15  Complete   
Princess Half 6/11/15  Complete   
Social Media Presence       
Facebook 6/9/15 Complete   
Twitter 6/9/15 Complete   
Pinterest       
Tumblr 6/9/15 Complete   
PodCast       
RRCA       
RRCA Certification Overview       
Humor       

Awful Stock Photos 

http://www.runnersworld.c
om/fun/10-awful-stock-
photos-of-women-running     

 

 

 


