
Introduction 
In this paper I take a look at how women’s health 
issues are portrayed and discussed on the social 
media site Twitter. I explore how Twitter account 
users interact with women and their health. 
Through this qualitative research I hope to answer 
the following questions: 
 How is women’s fitness/health portrayed in the 
media?  
What do Twitter account users think will motivate 
women to be healthy?  
This research focuses specifically on how Twitter 
accounts portray the healthy woman and healthy 
habits. Hashtags and Twitter Accounts are used to 
find the tweets that are relevant to women’s 
health.  
It’s important to explore the information that is 
shared through social media. 
 The majority of  people today use some form of  
social media for sharing, learning and staying in 
contact. I am studying the information that social 
researchers can gather through what is shared on 
social media sites. Optimistically, my research will 
be the start of  what researchers will do with the 
information shared on Twitter.   

Methods  
I began by using Trackur.com to follow different hashtags. Using a number of  different hashtags I looked up tweets related to issues of  
women’s body image- #diet, #skinny, #bodyimage and #motivation. I chose these four because these hashtags were the greatest in 
volume. To collect even more tweets on women’s health I followed five different verified Twitter accounts. I chose these five accounts 
after a Twitter search for “women’s health” - Fitness & Nutrition @FlTNESS, Women's Health Mag  @WomensHealthMag, Everyday 
Health @weightloss, and womenshealth.gov @womenshealth are the five chosen accounts. Connected to media outlets to show how 
media sources view women’s health and what these media believe will motivate women to be healthy. I took two months worth of  tweets 
from each account. I read the tweets and coded them for the information that they gave and what types of  health focuses they took. 
Three frames were developed to encompass all the tweets within the chosen hashtags and Twitter accounts. The final frames were:  
1. Disease and illness prevention frame 
2. Weight loss, Aesthetic frame 
3. Fitness, strength and healthy body image frame. 

Results/Findings 
@EatThisNotThat was dominant in the weight loss aesthetic frame The account describes 
itself  as “the no-diet weight loss solution! Learn thousands of  easy food swaps that can 
save you 10, 20, 30 pounds” , so it can be seen that the focus of  the account is on losing 
weight through food. Many of  the tweets , even though they were found in a self-labeled 
women’s health account, did not have connections to health as much as they had a 
connection to weight loss. 

 @EatThisNotThat: RT @fitbie: 20 weight loss foods you should be eating: 
 http://ow.ly/qHk2E 

The #diet tweets were not within the weight loss frame but were more present in the other 
two frames. “Diet” promotion is more often done when there is a health issue to treat or 
ward off  or it supports fitness routines. 

 @EatThisNotThat : RT @fitbie: Fend off winter weight gain with this 
 metabolism-revving workout: http://ow.ly/rp027 

 The fitness, strength and healthy body image frame includes tweets that focus on being a 
physically fit woman and having healthy eating habits to support the regular working out.  

 @FlTNESS: fit is the new skinny, definition and muscles are the new sexy 
 pic.twitter.com/6ZbxCm8uJ1 

@FlTNESS uses images of  women to promote fitness and motivate women to workout 
and love their body but the images, though muscular, are still very slender; a thin fit body 
is their ideal. Through my sample of  tweets related to women’s health I can say that even 
with perspectives that aren’t directly about thinness there are strong undertones through 
out much of  the tweets that women should be skinny.  
The government run account @womenshealth (womeshealth.gov) discusses health issues 
outside of  thinness, strength and weight management.   

Conclusion 
One idea that is present in many of  
the sample tweets is that these 
Twitter accounts believe women are 
interested in “skinny”. The tweets 
suggest getting skinny as a motivator 
for being healthy. It seem that it is 
not only an occurrence in the tweets 
that fill the weight loss, aesthetic 
frame but is also present in tweets 
about fitness. When tweeting about 
working out there was much less of  a 
focus on longevity and keeping your 
body healthy, instead there is a focus 
on workouts for quick and visible 
results. In the five accounts I’ve 
looked at there is an emphasis on 
calories, fitness, and weight loss; 
gaining them followers. Showing that 
women are interested in these health 
related topics. Often tweets included 
statements about quick workouts and 
quick results.  
The frames I developed do not 
encompass all health related topics, 
only the topics that were addressed 
by the tweets in my sample.  
The women’s health tweets assume 
most women are concerned about 
their physical appearance. Even if  
women are interested in other 
aspects of  their health by following 
these women’s health accounts they 
are exposed to tweets that promote 
ideas of  health as they relate to being 
thin.  
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