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Purpose: The consumption of alcoholic beverages and their exposure on social media is becoming more
common among teenagers. From an exhibition of youngsters showing alcoholic beverages in social media, we
analyzed the social, familiar, and attitudinal contexts related to the use of the said social media and the desire to
consume alcoholic beverages.

Method: Based on a sample of Brazilian teenagers, a survey was developed, in which part of the data collection
was made from an almost-experimental model.

Results: Results revealed that teenagers’ exposure to alcoholic beverages on social media stimulates the desire
to drink in those who see those posts, and this desire can increase when positive attitudes are depicted and
injunctive norms are high.

Theoretical contributions: This research aims to support the literature to confirm that social media tends to
have an influence on earlier alcoholism. Furthermore, the study advances by revealing that injunctive norms
influence more on the desire to consume alcoholic beverages by young people than extreme peer orientation.
Originality: Unlike previous studies, this research provides evidence that injunctive norms significantly
influence the behavior of adolescents, especially when the topic is alcohol consumption and self-display on social
media.

Management or social implications: The study provides several transformative proposals regarding media
education relevant to public and private organizations.
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1 Introduction

Due to its complexity, surveys about social media and the consumption of alcoholic
beverages by teenagers and young people are getting more attention among researchers.
Previous studies have confirmed the relationship between exposure to alcoholic beverages on
social media and the increase of its consumption by young people (Erevik et al., 2018; Boyle
etal., 2017; Hoffman et al., 2016). Other studies associated exposure to alcoholic beverages on
social media with changes in behavior (Beullens; Vandenbosch, 2015), personality (Erevik et
al., 2018), and identity (Thompson; Romo, 2016; Pegg et al., 2018). However, analysis of the
effects of these exposures on the desire to consume alcoholic beverages and its possible
moderators are still incipient. The study on the conditions under which desire becomes active
seems relevant, as this is a step prior to actual behaviour.

Social media are the expression of exhibitionism, pictured mainly by selfies, in which
individuals have the main goal self-promotion in order to receive popularity and social
recognition (Oeldorf-Hirsch; Sundar, 2016), specially during teenage years, period of life in
which young people search self-affirmation in their social relationships (Oh; Syn, 2015). What
teenagers choose to post on social media is mostly a reflection of how they want to be seen as
well as the result of what they receive from the environment they are in and the social interaction
they build (Boyd, 2014). Holmberg et al. (2016) show, for example, the frequency with which
the presence of alcoholic beverages is what makes an occasion to be considered special, as they
are considered to be one of the most important elements of festivities. Defoe, Dubas & Aken
(2023) have demonstrated the importance of cross-national studies and why caution must be
taken when generalizing results and theories across countries. In some countries, alcohol is
considered a legal drug only for adult consumption. However, teenagers have access to it both
in big supermarket chains and small popular markets, as well as at parties, pubs, and restaurants,
a bypass that may occur in non-developed countries.

It is during the teenage years that the first contact with alcohol occurs, the reason why
many researches on the topic are made considering this period of human development (Pegg et
al., 2018). In one of the strands, epidemiologic studies try to unravel which factors lead
teenagers to fast and abusive alcoholic consumption. Among them are the psychosocial ones,
since teenage years are considered a development character phase (Schoen-Ferreira; Aznar-
Farias; Silvares, 2003), in which teenagers start to search for identification and new

experiences.
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There are also factors related to attitudes (Fishbein; Ajzen, 1974) and social and familiar
contexts which might influence the relation between the exposure of alcohol in social media
and its consumption by teenagers. From a conditional process model, Beullens & VVandenbosch
(2015) have found positive associations between the use of social media by teenagers and its
injunctive norms and descriptive rules, attitudes and intentions related to the use of alcohol.
Hoffman et al. (2016), however, have explored teenagers’ experiences with posts related to
alcohol on social media, actions related to the use and problematic behaviors, concluding that
social media tend to influence consumption of alcoholic beverages behaviors.

On the same line of investigation, Pegg et al. (2018) have concluded that both content
exposed on social media and the intensity of the use are related to higher consumption of
alcoholic beverages. Although many relations were confirmed, studies so far have not shown
the effects of exposure to alcoholic beverages on social media (EACSM) over the desire to
consume, having as direct moderators variables related to attitude, social and familiar contexts.
Henceforth, drawing inspiration from the principles of Transformative Consumer Research
(TCR) as outlined by Mick (2006), we undertook an examination of the portrayal of teenagers
engaging with alcoholic beverages on social media. This analysis delved into their social,
familial, and attitudinal backgrounds about their utilization of social media platforms and
consumption patterns of alcoholic beverages.

The remainder of this paper is structured as follows: the next sections describe the
existing theory on the determinants of consumption of alcoholic beverages among
teenagers, including social media influence. After we discuss methodological aspects of the

empirical model, followed by results and conclusions which are presented in the final section.

2 Social media and the consumption of alcoholic beverages

Social media have strengthened the increase of social circles in which users are engaged,
since, nowadays, it is in the virtual environment where frequently friends, family and colleagues
are found. Social relationships are, thus, being taken to a virtual environment (Bargh; Mckenna,
2004). Either to search for a job (LinkedIn) or to arrange a date or new friendships (Tinder),
social media have brought new dynamics to interpersonal relationships. The internet also has
many opinion leaders, the so-called digital influencers, title given to designate people who have
a large number of followers on virtual environments and are opinion leaders on the area they

are part of (Uzunoglu; Kip, 2014). Among them, are youtubers and bloggers, besides other
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professionals who conquered relevance in the virtual environment, such as nutritionists,
personal trainers, chefs, teachers and many other specialists.

Since young people are huge fans of social media, it is possible that they are being
influenced by these personalities, given that it is known that adolescence is a period in which
peers have a great influence on individual’s behavior (Giordano, 2003; Sciglimpaglia; Tarr;
Brodowsky, 2020); Park; Jung; Choi, 2022). When taking the results of previous research that
focused on different age group segments, what can be seen is that social media have already
confirmed its influence in many decision spectrums, from politics (Zhang et al., 2009;
D’Angelo et al., 2014) to consumer (loanas; Stoica, 2014).

Specifically, about alcohol consumption, a campaign made in 2016 by Addict Aide has
called the virtual community's attention by alerting about the glamorization of alcohol
consumption on social media. The profile was very successful and quickly got many followers
and likes. Indeed, Russell et al. (2021) showcased that the most popular alcohol-related videos
on TikTok garner substantial viewership. These videos often encourage the swift consumption
of multiple drinks and portray alcohol use alongside positive themes like humour and
camaraderie, seldom depicting the negative consequences linked to risky alcohol consumption.
It is possible to say that such glamorization is a determinant factor for teenagers to start to
expose themselves to consuming alcohol, since such exposure is related to conquering
popularity among friends and building a reputation, besides meeting the need for self-
affirmation typical of the period (Nicholls, 2012; Oeldorf-Hirsch; Sundar, 2016).

Moreover, for young people who are closer to leaving adolescence, it has been
concluded that posts on virtual social media related to alcoholic beverages consumption tend to
increase with time inside Academic Institutions (Steinfield; Ellison; Lampe, 2008). For
example, Pumper & Moreno (2014) have discovered that the percentage of alcoholics who
posted about alcohol on Facebook have doubled from 39.1% to 90.4% in the first year of
college. Kurten et al. (2022) showed that online endorsement is a concern because alcohol posts
received more likes than non-alcohol posts. Since colleagues usually see such posts positively
(Beullens; Schepers, 2013), they can contribute to the perception of students that drinking is
normative (Fournier; Hall; Ricke; Storey, 2013), which in turn might increase consumption
probability (D'Angelo et al., 2014). Kurten et al. (2022) also proved that liking alcohol posts
significantly predicted participants' alcohol consumption on the same day In this sense, the
following hypothesis was formed: H1: Posts of teenagers showing alcoholic beverages on
social media generate desire to consume these drinks by young people.
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Through exposure and interaction that these media provide, social media may also be a
way for teenagers to satisfy their psychological needs (self-affirmation, self-esteem and desire
for popularity), which are characteristics of this stage of life. The questions about the influence
of alcoholic beverage consumption by the media and the glamorization of alcohol consumption

in these means are relevant aspects of this study.

3 Influencers of alcohol consumption among teenagers

There are many possible influencers on alcohol consumption among young people and
teenagers. In the accessed literature, it was noticed that the most common ones are related to
social, familiar, and attitudinal contexts, that go from the need to develop the character to self-
affirmation questions, personal acceptance, search for acceptance in reference groups, and
social status. Park, Jun & Choi (2022) claim that multidimensional interventions, including
those by individuals, parents, peers, and local communities, are needed to prevent sustainable
use of alcohol and the possibility of future drinking in adolescents. Here, the focus will be on
attitudes, specifically approval, and social and family contexts.

The adolescence period is made of many changes, in which the teenagers start to develop
their character (Schoen-Ferreira; Aznar-Farias; Silvares, 2003). Teenagers’ character
development is influenced by the social environment, which can be intrapersonal, interpersonal,
and cultural; all of them leading teenagers to search for identifications. According to Ferreira
& Fonte (2006), in the case when this character does not develop healthily, the teenagers might
have an identity crisis and, because of it, start having compromising attitudes, showing
behaviors that are deviant from those considered appropriate by society.

This deviant behavior could lead to drug consumption and alcohol use is the way into
these drugs. This transformation phase, especially in the initial years of adolescence, is a
turbulent period, since the person enter into a new reality of loss of references, stimulating
young people to search for new identifications and social circles which share closer ideas and
attitudes (Neves; Teixeira; Ferreira, 2015). The relationships in teenagers' social circles are
based on sharing information, interests and opinions which became their new references
(Schoen-Ferreira; Aznar-Farias; Silvares, 2003).

Litt & Stok (2011) have examined the impact of descriptive norms of social base over
the disposition to drink alcohol, prototype of favours among drinkers, affective alcoholic
attitudes, and perceived vulnerability. Results have provided evidence that descriptive norms

for alcohol usage, as shown on Facebook profiles, significantly affects the disposition of usage,
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the prototypes, the attitudes about the usage, and perceived vulnerability. A multiple mediation
analysis indicated that prototypes, attitudes, and use perceptions mediates the relation between
the use of Facebook and disposition to the use of it. These results indicate that teenagers who
notice that the use of alcohol is normative, as depicted on Facebook profiles, have a higher risk
of having cognitions that predict the use of alcohol than teenagers who do not see the use of
alcohol on social media frequently.

Based on theoretical support, it was proposed that the attitude of approval related to
posts with alcoholic content on social media might positively influence the teenager's behavior
on desiring to drink if they see posts with alcoholic content on social media. Thereby, the second
hypothesis was formulated: H2: Posts of teenagers exhibiting alcoholic beverages on social
media have a bigger positive impact on the desire to drink alcohol by young people when their
approval attitudes toward the post are high.

Friends and family stand out as important social cultural and behavioral influencers
(Ferreira; Fonte, 2006). This fact is corroborated by authors such as Hung et al. (2011) who
investigated influencing factors of alcohol consumption among teenagers and showed that
cognitives and social (friendships, kinship) aspects are relevant determinants. Therefore, it is
noticeable a narrow relationship between a teenager’s social circle and a propensity to consume
alcoholic beverages (Marques; Cruz, 2000; Soldera et al., 2004).

In an analysis of college students, Borsari & Carey (2003) verified that these young
people overestimate both the behavior of drinking alcohol (descriptive norms) and the approval
(injunctive norms) of their peers. Thereby, they have observed consistent self-other
discrepancies, in which self-perceptions of drinking behaviors and drinking approval are
generally lower when compared to others’ judgement. Beullens & Vandenbosch (2015) also
verified that the exposure to alcohol related content on virtual social media predicts descriptive
and injunctive norms over alcohol use. Then, they identified that the relation between injunctive
norms and intention is stronger to users who are more frequently exposed to alcohol related
messages on Facebook.

Nesi et al. (2017) also verified that the exposure of friends with alcohol related content
predicts the consumption of these drinks by teenagers, having episodes of intensive
consumption a year later. Furthermore, favorable to alcohol injunctive norms have mediated
the relation between exposure to alcoholic content on social media and each mark analyzed.
Results suggest that social media have a single role in contributing in the process of influencing
the peers that surround alcohol usage. Considering that injunctive norms are the degree that a
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person things that others approve alcohol consumption (Borsari; Carey, 2003), the third
hypothetical proposition was formulated: H3: Posts of teenagers exhibiting alcoholic beverages
on social media have a higher positive impact on the young people’s desire to drink beverages
when injunctive norms are high.

Another aspect that might influence beverage consumption is the extreme peer
orientation. The pressure can either have a positive or a negative side. The degree of peer
orientation displayed by adolescents is reflective of the adolescent-parent relationship (Fuligni;
Eccles, 1993). On the positive side, there is also parental monitoring which is the teenagers’
openness with their parents to tell what they do in their free time and outside home (Kerr;
Stattin, 2000). This study has also considered the orientation from a negative aspect in which
families offer alcoholic beverages to teenagers assuming that they can drink it (Fuligni; Eccles,
1993). Since it is a stimulus to use, it was verified that the rate of this explicit peer might
moderate the analysed relation. Thereby, the fourth hypothetical proposition was formulated:
H4: Posts of teenagers exhibiting alcoholic beverages on social media have a higher positive
impact on teenagers’ desire to consume drinks when the extreme peer orientation is high.

This study proposes that, when having an approval attitude of exhibiting alcoholic
beverages on social media, friends’ approval related to alcohol consumption and drunkenness,
and parents’ or family approval, teenagers tend to feel more comfortable to consume alcoholic
beverages and exhibit themselves on social media while doing so (see Figure 1). Next, the

method section deals with all the empirical investigations.

Figure 1

Effect of Posts Consuming Alcoholic Beverages, Moderated by Attitude,
Injunctive Norms and Extreme Peer Orientation, on Desire to Consume
Alcoholic Beverages
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Source: Authors (é024).
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4 Methodological aspects
4.1 Participants

The research was made with 226 Brazilian teenagers, residents of the State of Ceara
(51.3% men and 48.7% women) from two private schools, aged between 13 and 17 years old
(M=15.34 | s.d.=1.16). Only 37.6% of the participants have revealed their monthly family
income, which were of about M=R$ 8.344,20 | s.d.=R$ 9.365,20. Including the participant, the
average number of people living in the same house was M=4 | s.d.=1. 92.5% of the participants
have indicated to live with their both parents or with a single parent, most of which have
mothers (96.5%) and fathers (88.5%) alive.

When it comes to allowance, 70.4% do not receive any amount from their parents, while
29.6% have said that they do. About race, 46.5% have said to be caucasian, 36.3% pardos
(brown skinned), 9.3% blacks, 4.9% Asian and 3.1% natives. About religion, the most
mentioned were catholic (67.3%) and protestant (7.1%), while 18.1% have mentioned another

or no religion.

4.2 Scenario

By adapting pictures of social media posts, in which an experimental scenario was
composed of teenagers exhibiting alcoholic beverages (bottles and glasses on the tables and in
their hands) and the controlled scenario represented by teenagers without this exposure. Pictures
were selected randomly and inserted on pictures of Facebook and Instagram pages, simulating
real social media pages. Before data collection, the stimulus was checked by four research
experts in marketing and experiments, with a total percentage of conformity between what the

scenario represented and the image that was intended to be shown to participants.

4.3 Procedures and data collection

Data collection was made on-site during four weeks, according to the calendar proposed
by the schools that sent the formal authorization to take part in the experiment. After evaluating
the proposal with the purpose of the research, school directors have made a schedule to enter
into the classrooms according to the plan made with their teaching staff. Before applying the
closed questionnaires, teenagers were oriented about the answering of the items, to which
anonymity of them was guaranteed through non-identification of respondent, classroom, and

school.
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There were two stages of the data collection process: on the first, participants answered
a set of items according to their realities, and, on the second, they had to answer another set
from the observations of presented scenarios. In the end, they answered items including some
social demographic characteristics. Both groups of teenagers who took part in the experiment
groups received images with stimulus (exhibition of alcoholic content), and those who did not
receive stimulus (control) were randomly selected according to the age range of each group,
which guaranteed the randomness of the samples. School leaders consented to the research
being carried out and all ethical principles of the data collection and analysis process were

clarified.

4.4 Measuring and analysis techniques

There are many social and behavioral aspects related to the consumption of alcoholic
beverages and use of social media by teenagers. Thereby, some constructs were established to
evaluate from three categories of analysis: a) attitudes b) social contexts and ¢) family contexts.
Individual characteristics, social-demographic and other behaviors were also measured.
Descriptive statistics, multiple linear regressions and variance analysis were used. Tests such
as analysis of scale reliability (Cronbach ‘a’) and normality were also applied.

Attitude about posting and willingness to consume. The ‘attitude about posts with
EACSM was measured through two variants developed based on literature from a ten-point
likert scale (0=0.832). Participants analysed the presented images: the experimental group was
shown images of teenagers exhibiting alcoholic beverages while the control group did not see
them. It also measured general attitudes about consumption of alcoholic beverages and social
media and the ‘self-posting of alcoholic content’ (0=0.768). The desire to drink alcoholic
beverages was measured through a specific item measured on a ten-point likert scale.

Social contexts. This category deals with ‘problems with alcoholic beverages’ by
teenagers from a scale adapted from Hoffman et al. (2016) in which the degree of agreement
(low or high) was indicated on a ten-point likert scale. The analyses of these items were purely
descriptive. Furthermore, it was also verified the friends’ approval towards consumption of
alcoholic beverages, drunkenness and exhibitionism from a scale of ‘injunctive norms’
(0=0.815) based on Wood et al. (2004) work, which represent one of the moderators of the
proposed model. Participants have indicated friends’ approval and disapproval levels on a ten-

point likert scale. Recent study confirms the validity of this scale (Lac; Donaldson, 2020).
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Family contexts. The ‘extreme peer orientation’ (a=0.684) was analysed from a scale
adapted from Fuligni & Eccles (1993), in which participants indicated the degree of agreement
(low or high) on a ten-point likert scale. The measurement of ‘parental monitoring’ was inspired
by dichotomous items (yes or no) proposed by Kerr & Stattin (2000). To apply the scales, the
reverse translation process was carried out. Studies that are more recent also attest to the validity
of these scales (Rodriguez-Meirinhos et al., 2020; Raymaekers; Moons; Prikken, 2023).

5 Results and discussions

The results will be presented according to the aspects of the use of the media and
consumption of alcoholic beverages, these being related to the social contexts, family contexts,
and teenagers’ attitudes about the EACSM.

5.1 Usage of social media

It was already expected that almost all teenagers (98.2%) use social media. However, it
was impressive the number of hours they browsed on these media during the week (M=38 |
5.d.=36), the minimum was approximately 1 hour and the maximum was about 168 hours per
week, with the average of 5 hours and 42 minutes per day connected. The maximum amount of
weekly hours drew attention to checking of answers from the moment of handing the forms.
Thereby, the six declarant teenagers were asked to explain how this could happen, they
answered that they are connected 24 hours a day, sleep poorly, wake up many times during the
night to post, comment, and like posts when they hear their smartphone's notification.

About the use of social media and the practice of posting, commenting or sharing, it
was found that most of them use WhatsApp (M=8.4 | s.d.=2.8) and Instagram (M=8.0|s.d.=3.0).
Twitter (M=1.7 | s.d.=2.5) and Snapchat (M=1.6 | s.d.=2.3) have shown lower average use. On
the same order, the media in which teenagers interact with the posts, comments and sharing are
also WhatsApp (M=6.8 | s.d.=3.5 and Instagram (M=5.3 | 5.d.=3.8), followed by Twitter (M=1.7
| s.d.=2.5) and Snapchat (M=1.6 | s.d.=2,3) (See Chart 1).

Teenagers like and/or share on other people’s newsgroups, websites, blogs, or photosites
on average M=89 | s.d.=740 times per week. When it comes to their newsgroups, websites,
blogs or photo sites, the average of posting and/or commenting is about M=23 | s.d.=78 times
per week. One notices that teenagers have the habit of commenting and interacting more on
others’ virtual environments than on their profiles. The average frequency of use of virtual

social media websites and apps is M=83 | 5.d.=680 times per week.
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Chart 1

Comparative Average use and Interaction in Social Media by Teenagers

=2 8.0
6.8
5.3
3.3
1.8 1.7 1.6
1.4 :
I H B

WhatsApp  Instagram Facebook Twitter Snapchat
B Uses Post, Comment or Shares

5.2 Consumption of alcoholic beverages by teenagers

About the consumption of alcoholic beverages, it was observed that 76.1% of teenagers
have already consumed at least once and 36.3% consumes regularly. They drink on average
M=5.5 | s.d.=8.6 liters per month (30 days), drinking on average M=5.3 | s.d.=6.5 liters,
minimum of 0.5 and maximum of 30 liters monthly. It was also observed that teenagers that
spend more time browsing on social media tend to consume more alcoholic beverages (R2=0.55,
p=2.95, p<0.05).

5.3 Social contexts

Regarding the problems created by the consumption of alcoholic beverages, it was
observed that the ones who drink have indicated lower agreement about problems in their social
contexts. The higher averages observed were problems with friends and with fights, falls, and
accidents. By analysing these behaviors between genders, it was observed that male teenagers,
when drunk, tend to break more objects than females (Mmen = 3.7 | Mwomen = 2,0 | F(1. 86)=7.403;
p=0.01). These results are in line with Hoffman et al. (2016) results, who concluded that the
consumption of alcoholic beverages by teenagers might cause problematic behaviors in social

life. Although the averages are relatively low, this affirmation can be confirmed (see Table 1).
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Table 1

Social Contexts: Problems Due to Consumption of Alcoholic Beverages

The consumption of alcoholic beverages M s.d.
...have caused me financial problems 229 244
...have caused me problems at school 248 241
...have caused me problems with friends 433 3.30
...have caused me problems with family 3.75 3.40
...have made me break things 3.13 3.00
...have made me hurt myself (fights, falls, accidents) 3.92 3.05
...have made me hurt other people 288 2586

Regarding the injunctive norms, teenagers who consume alcoholic beverages indicated
that the behavior of most of their friends from the same age range is of approval of consumption
of alcoholic beverages (Mconsume=6.7 | Mdonotconsume=5.4 | F(1, 219)=10.52; p=0.001).This feeling
grows, because peers tend also to approve the condition of drunkenness of their teenager friends
(Mconsume=5.3 | Madonotconsume=4.2 | F(1, 219)=8.025; p=0.005) and the exhibition of this
consumption on virtual environments (Mconsume=6.0 Mdonotconsume=4.8 | F(1, 219)=9.471,
p=0.002). It is worth highlighting that from the exposure to alcoholic behaviors by friends and
family, teenagers might develop injunctive norms more favorable to the consumption of these
beverages, strengthening the approval of alcoholic behavior among young people (Borsari;
Carey, 2003; Beullens; Vandenbosch, 2015).

5.4 Family contexts

Extreme peer orientation is related to the fact that friends and family usually offer
alcoholic beverages to teenagers and think they can drink it, besides having the approval of
everyone around them. Therefore, it was verified that teenagers with high extreme peer
orientation feel more prone to drink alcoholic beverages when they see friends’ (Miow orientation
1.9 | Mhigh orientatio=2.8 | F(1, 176)=9.471; p=0.017) and family posts (Miow orientation=1.5 |
Mhigh_orientation=2.7 | F(1, 176)=12.426; p=0.001) on virtual social media. This type of orientation
tends to be harmful, since its essence is negative, as said by Fuligni & Eccles (1993).

Regarding parental monitoring, it was verified that 81.0% of teenagers reported that
their parents or guardians know what they do on their free time. And only 54.4% of the
participants tell their parents or guardians what they do when they are not at home. This

percentage decreases to 47.6% among those who consume alcoholic beverages. In essence, it
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can be inferred that generally, fewer than half of teenagers do not inform their parents about
their activities when they are away from home.

5.5 Attitudes about alcoholic beverages and posts on social media

The averages of attitudes about posts exposing alcoholic beverages were relatively low,
but the dispersion is expressive. Those teenagers who consume alcoholic beverages have
averages of attitudes significantly higher than those who do not. Table 2 shows these
differences, in which it is possible to observe that teenagers who drink tend to like and share
more posts of people consuming alcoholic beverages. They want to drink when they see friends,
family posts and advertisements related to alcoholic beverages and have a greater propensity to
drink just to post on social media.

Table 2

Attitudes About Alcoholic Beverages and Social Media Posts Between Consumers and Non-
Consumers of Alcoholic Beverages.

Do not Sig.
Consume  Consume ps0,0

Attitudes M(s.d.) M(s.d.) F 5
I like posts in which people are having fun 6.68 (3.17) 5.56(3.47) 5.741 0.017
I like posts in which people are drinking alcoholic beverages 4.58 (3.13) 2.99(2.73) 15.705  0.000
I share posts in which people are having fun 3.82(3.29) 2.89(2.86) 4.826 0.029
Lshare posts in which people are drinking alcoholic 2091(3.08) 1.82(195) 10618 0.001

everages

I feel like drinking alcoholic beverages when | see friends
posting drinks on social media

I feel like drinking alcoholic beverages when | see family
posts showing drinks on social media

I feel like drinking alcoholic beverages when | see drinks
advertisements on social media

I would drink alcoholic beverages to be able to post photos
on social media

I would drink expensive alcoholic beverages only to be able
to post photos on social media

2.98(2.77) 2.00(1.99) 9274  0.003
2.78(2.88) 167(L.75) 12.747  0.000
2.62(2.93) 178(2.05) 6.327  0.013
2.35(2,76) 167(1,92) 4.672  0.032

251(2,88) 1.80(2,06) 4513  0.035

Still on attitudes field, it was verified that, in relation to those who do not consume
alcoholic beverages, teenagers do tend to feel like drinking when they see posts from friends
exhibiting drinks on social media (Mconsume=4.75 | Mdo_not_consume=2.7 | F(1, 148)=14.976;
p=0,000). These teenagers had an average of M=3.8 | s.d.=3.2 for the attitude of posting photos
with alcoholic beverages and of M=4.0 | s.d.=3.2 indicating that they also post photos with

glasses and bottles when they are drinking.
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5.6 Exposure of consumption of alcoholic beverages on social media

The first hypothesis (H1) suggests that posts of teenagers showing alcoholic beverages
on social media generate a greater desire to consume these drinks by teenagers who see such
posts. Results have indicated that the ones who have seen pictures on social media exhibiting
alcoholic beverages had higher averages, statistically significant, related to desire to drink
(Muith_drinks=2.75 (5.d.=2.68) | Muithout_drinks=1.70 (5.d.=1.438) | F(1, 221)=10.989; p=0.001),
confirming H1. This result is in line with those found by Beullens & Schepers (2013).
Analysing only those who drink regularly, the averages were even higher (Muwith_drinks=3,61
(5.d.=3.11) | Muiithout_drinks=1.94 (s.d.=1.67) | F(1, 80)=7.594; p=0.007) when compared to the
group who have seen the posts without exposure to alcoholic beverages.

Those teenagers who have seen the images with exposure of young people consuming
alcoholic beverages also indicated to have the same habit (Mconsume=6.2 Mdo_not_consume=5.4 | F(1,
389)=9.471; p=0.05) and the drunkenness (Mconsume=4.9 Mdo_not onsume=4.1 | F(1, 219)=4.153;
p=0.043) are socially acceptable conditions. These results are aligned with Beullens &
Vandenbosch (2015) who conclude that teenagers who are exposed to content related to alcohol
on social media more frequently believe that a higher number of friends consume alcohol and

that its use is socially acceptable.

5.7 Interactive effects: attitude, injunctive norms, and extreme peer orientation

Regarding hypothesis H2, the interactive effect of attitude on the relation between posts
exhibiting alcoholic beverages on social media and the desire to consume was significant (F(1,
218)=7.193; p=0.008). In other words, when teenagers saw the posts of young people exhibiting
alcoholic beverages on social media and had a positive attitude (of approval), the desire to
consume alcoholic beverages was higher. Thereby, hypothesis H2 was accepted (see Chart 2).

On the hypothesis H3 was verified that injunctive norms had moderated the relation
between posts of teenagers exhibiting alcoholic beverages on social media and the desire to
drink (F(1, 214)=4.331; p=0.039). In other words, when injunctive norms are high, teenagers
show a stronger desire to consume alcoholic beverages when they see posts of young people
exhibiting alcoholic beverages on social media. Thus, hypothesis H3 was also accepted (see
Chart 3). These results are supported by the findings by Borsari & Carey (2003) e Nesi et al.
(2017). We highlight that the object of the attitude is posts by young people displaying alcoholic

drinks on social media.
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Chart 2 Chart 3

Interactive Effect of Attitude on the Relation Interactive Effect of Injunctive Norms on the
Between Teenagers’ Posts With/Without Alcoholic | Relation Between Teenagers’ Posts
Beverages Over the Desire to Drink With/Without Alcoholic Beverages Over the

Desire to Consume

Desire Desire
drink drink
4,0 Groups 3,5 Groups
Posting Teens Posting Teens
a — With Showing — With Showing
3.5 Alcoholic 3,07 Alcoholic
Beverages Beverages
3,0 Posting Teens Posting Teens
Without 2,57 Without
==*Showing ===Showing
2,5 Alcoholic Alcoholic
Beverages 2,0 Beverages
2,0
1,57
1,54
1,01
1,0 T T
T T Normas Injuntivas  Normas Injuntivas
Positive Attitude ~ Negative attitude Baixa Alta

Another aspect that was also analysed as a possible moderator of drinking behavior
among teenagers was extreme peer orientation. However, it was verified that these orientations
did not moderate the relation between posts exhibiting alcoholic beverages on social media and
teenagers’ desire to drink (F(1, 174)=1.398; p=0.239). In other words, even in the face of high
extreme peer orientation, a concept related to offering alcoholic beverages, and the belief that
teenagers can drink by their adult relatives, teenagers did not show a higher statistically
significant desire to drink when before posts of teenagers exhibiting alcoholic beverages on

social media; findings so far not observed on literature. Therefore, hypothesis H4 was rejected.

6 Conclusions
6.1 Main empirical findings

The use of social media is ubiquitous among teenagers, and the amount of time spent
browsing online is very representative, in the investigated sample. Considering that an average
person sleeps about eight hours a day, it was found that these teenagers spend at least,
approximately, 34% of the time awake browsing on social media, and can increase up to the
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maximum amount of hours in a day online. Since the sample is composed by student’s
teenagers, it is reasonable to suppose that this time might damage school performance.

In terms of alcohol consumption, it was observed in our empirical research, that slightly
over three-quarters of teenagers have consumed alcohol at least once in their lives, with an
alarming 36.3% actively engaging in drinking. This is particularly concerning considering the
critical phase of development these teenagers are in. It was also observed that the average time
spent browsing on social media influences the frequency of alcohol consumption among
teenagers. In other words, those who spend more time online tend to consume more alcoholic
beverages upon encountering posts of other teenagers exhibiting them on social media.
Furthermore, the desire to drink tends to increase, with this effect being more pronounced
among those who already consume alcohol regularly.

Also in our sample, male teenagers tend to have more deviant behaviors than females.
Despite that, when drunk, both males and females might show problematic behaviors, such as
fights with friends and family, hurting themselves, or breaking objects. However, it was seen
that in their friendship circles, this is not seen as a problem, since most of the closest friends
approve of the consumption of alcoholic beverages and its consequences. Therefore, those who
drink and go through embarrassing moments are not criticized or excluded from their groups.
Moreover, almost half of the participants have declared that they do not tell their parents or
guardians things they do outside home, especially those who drink alcoholic beverages.
However this implication might seem obvious, the study enforces the orientations that teenage
parents should pay attention to their children’s attitudes, always trying to know what they do,
with whom they go out, and what they are accessing, both in and out of the virtual environment.
This monitoring is fundamental since the influence of the environment in which the teenager
lives is very significant.

It was verified in our sample that teenagers who drink alcoholic beverages tend to like
and share more posts of people consuming them on social media and always post photos with
alcoholic beverages, exhibiting them on glasses and bottles. They feel more desire to drink
when they see this type of post from friends and family, as well as advertisements with alcoholic
content, and have, besides that, a higher propensity to drink only to exhibit themselves on social
media. This need to drink alcohol just to self-exhibit on social media is very intriguing since it
suggests that this desire might be a stimulus to consumption among teenagers.

In these terms, based on our results, it can be concluded that the exposure of teenagers
exhibiting alcoholic beverages on social media stimulates the desire to drink those teenagers
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who see these posts, and this desire tends to rise when they have positive attitudes about the
posts and when the injunctive norms (approval of the consumption, of drunkenness and
exhibition of alcoholic beverages by closest friends) are high. Besides that, it was also verified
that extreme peer orientation is not a strong moderator of this relation.

6.2 Academic Contributions

This study makes a significant social contribution to the existing literature by revealing
that social media exert considerable influence on early alcohol consumption. Additionally, it
unveils that injunctive norms play a more substantial role in shaping teenagers' desire to
consume alcoholic beverages compared to implicit peer pressure. It also contributes to the
dissemination of consumers’ transformative research, by investigating a context underexplored
by companies and the public sector, since precocious alcoholism is something that causes pain
and sorrow to the families that have dependents, both on child and adult age. This is relevant
because even though it is forbidden to sell, provide, serve or give alcoholic beverages or other
products that might cause addiction to teenagers, the consumption by teenagers is quite
common.

Based on previous studies (e.g. Erevik et al., 2018; Roberson et al., 2018, Russell et al.,
2021) and in our own results, with or without exposure to alcoholic content on social media, it
is possible to consider that injunctive norms, by themselves, are strong constraints on the feeling
of belonging to a group, since the environment in which teenagers live, usually, is of approval
of consumption of alcoholic beverages, and their exposure in social media is only a positive
stimulus to these norms and positive attitudes towards alcoholic behavior. Teenagers with high
extreme peer orientation might feel more need to consume alcoholic beverages when they see
posts of friends and family on social media. This occurs due to drink offering and belief that
teenagers can drink by those who are considered their guardians.

However, it was verified in our study that this orientation does not moderate the relation
between the exhibition of posts with alcoholic content on social media and the desire to drink.
In other words, the desire to drink alcoholic beverages does not rise when the extreme peer
orientation is high. This indicates that offering drinks and affirming that teenagers can drink by

their adult relatives might not be a very expressive influencer.

6.3 Social and transformative implications

Guardians and professionals involved in preventing early alcohol consumption among

young individuals must take into account the significant influence of social media during this
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phase of their lives. It's crucial to recognize that intervention efforts should commence in the
latter years of childhood, considering the susceptibility of teenagers to the impact of social
media on their behaviors and choices regarding alcohol consumption. Media literacy has been
an alternative suggested by many researchers, since, in some conditions, developing teenagers’
critical thinking is a useful strategy to decrease their intentions to get involved in risk behaviors
(Bergsma; Carney, 2008; Scull et al., 2010; Beullens; Vandenbosch, 2015). By activating this
critical thinking, it is believed that teenagers would also be able to deal with situations of
exposure and offering of alcoholic beverages by family and friends, inside and outside the
virtual environment.

Media literacy programs should be developed, especially, through social media
(Beullens; Vandenbosch, 2015). Ridout & Campbell (2014), for example, have built an
interventional project in which they would provide feedback of social norms about the use of
alcohol by college students. Participants of the group who received personalized messages
about consumption norms from colleagues via Facebook showed lower drinking attitudes after
the intervention. Therefore, it is believed that everyone involved in the cause should consider
social media as one of the main ways to reach teenagers.

It is also suggested that interventions focusing on the prevention of consumption of
alcoholic beverages are put forward into schools, churches, and public places through group
discussions, theatre plays with acts including risk situations scenes, and lectures that could
increase the comprehension of the problems that precocious alcohol consumption might cause
on teenagers’ lives now and in their future. This idea is valid as long as consciousness of non-
consumption could reduce injunctive norms. Schools could also host events aimed at assisting
parents and professionals in the process of raising awareness and prevention efforts.

In a more specific way, it is considered that companies that produce alcoholic beverages
must also include in their agendas prevention actions and fight against illegal sales among their
social responsibility practices since adolescence is a critical phase of human life. Another
crucial aspect is family dynamics. Parents and guardians should be mindful of avoiding the
exposure of alcoholic beverages in close proximity to teenagers. On the other hand, it is
necessary for governmental inspection actions to be more effective to also fight against the

selling of alcoholic beverages to children and teenagers on the market.
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6.4 Limitations, and suggestions for future research

One notable limitation to highlight is the composition of the sample, predominantly
consisting of teenagers from families with middle to lower-middle class incomes. This
demographic profile restricts the study's scope to the context of these specific socioeconomic
classes, potentially limiting the generalizability of the findings to broader populations. . Thus,
besides the general results being aligned with the accessed literature, it cannot be stated that
these findings would be similar for different social classes. There were difficulties with the
application due to the dispersion of the students with side conversations and interference with
jokes typical of their age range during the process, which might have influenced the answers.
However, all these were considered normal since they were teenagers.

As indications for future researchers, it is suggested that some analysis be taken in
schools where it would be possible to access teenagers of higher and lower social classes. It is
necessary to develop investigations through deeper triangular interviews between parents and
children to better explain some information about the excessive use of social media and details
about motivations for consumption of alcoholic beverages. Besides that, researchers
considering structural characteristics such as background of exposure of alcoholic content on
social media, such as wish for more likes, comments, and/or shares can advance in this field of

analysis.
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Obijetivo: O consumo de bebidas alcodlicas e sua exposicdo nas midias sociais esta se tornando mais comum entre
os adolescentes. A partir de um cenario de exposicdo de jovens exibindo bebidas alcodlicas nas midias sociais,
analisamos os contextos sociais, familiares e atitudinais relacionando-os ao uso dessas midias sociais e ao desejo de
consumir bebidas alcodlicas.

Método: Com base numa amostra de adolescentes brasileiros, foi realizado um survey, no qual parte da coleta de
dados foi feita a partir de um modelo quase-experimental.

Resultados: Os resultados revelaram que a exposicdo de adolescentes com bebidas alcodlicas nas midias sociais
estimula o desejo de beber naqueles que veem essas postagens, e esse desejo pode aumentar quando atitudes positivas
s8o retratadas e normas injuntivas sdo altas.

Contribuigdes tedricas: Esta pesquisa visa apoiar a literatura ao confirmar que contetidos relacionados ao consumo
de bebidas alcodlicas exibidos nas midias sociais influenciam no alcoolismo precoce. Além disso, o estudo avanga ao
revelar que as normas injuntivas influenciam mais no desejo de consumir bebidas alcodlicas por jovens do que a
orientagdo extrema dos pares.

Originalidade: Diferentemente de estudos anteriores, esta pesquisa traz evidéncias de que as normas injuntivas
influenciam significativamente o comportamento dos adolescentes, sobretudo quando o tema é o consumo de bebidas
alcodlicas e autoexibicdo nas midias sociais.

ImplicacBes para gestdo ou sociais: O estudo fornece diversas propostas transformativas relativas a educagdo
mididtica, relevantes para organizagdes publicas e privadas.
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1 Introdugéo

Devido a sua complexidade, pesquisas sobre midias sociais e 0 consumo de bebidas
alcodlicas por adolescentes e jovens estdo ganhando mais atencdo entre os pesquisadores.
Estudos anteriores confirmaram a relacdo entre a exposicdo a bebida alcodlica nas midias
sociais e 0 aumento do seu consumo por jovens (Erevik et al., 2018; Boyle et al., 2017; Hoffman
et al., 2016). Outros estudos associaram a exposicao a bebidas alcodlicas nas midias sociais
com mudangas de comportamento (Beullens; Vandenbosch, 2015), personalidade (Erevik etal.,
2018) e identidade (Thompson; Romo, 2016; Pegg et al., 2018). No entanto, a analise dos
efeitos dessas exposicdes sobre o desejo de consumir bebidas alcodlicas e seus possiveis
moderadores ainda é incipiente. O estudo sobre as condi¢gdes em que o desejo se torna ativo
parece relevante, pois esse é um passo anterior ao comportamento real.

As midias sociais sao a expressao do exibicionismo, retratado principalmente por selfies,
nas quais os individuos tém como objetivo principal a autopromocéo para receber popularidade
e reconhecimento social (Oeldorf-Hirsch; Sundar, 2016), especialmente durante a adolescéncia,
periodo da vida em que os jovens buscam autoafirmacdo em seus relacionamentos sociais (Oh;
Syn, 2015). O que os adolescentes escolhem postar nas midias sociais é principalmente um
reflexo de como eles querem ser vistos, bem como o resultado do que recebem do ambiente em
que estdo e da interacdo social que constroem (Boyd, 2014). Holmberg et al. (2016) mostraram,
por exemplo, a frequéncia com que as bebidas alcodlicas tornam um determinado momento
uma ocasido especial, pois sdo consideradas um dos elementos mais importantes nas
festividades. Defoe, Dubas e Aken (2023) demonstraram a importancia de investigacdes
transnacionais e porque € preciso ter cautela ao generalizar resultados e teorias entre paises. Em
alguns paises, 0 alcool e considerado uma droga legal apenas para consumo adulto. No entanto,
os adolescentes tém acesso a ele tanto em grandes redes de supermercados e pequenos mercados
populares, quanto em festas, bares e restaurants; um desvio de conduta que pode ocorrer em
paises ndo desenvolvidos.

E na adolescéncia que ocorre o primeiro contato com o alcool, razio pela qual muitas
pesquisas sobre o tema sdo feitas considerando esse periodo do desenvolvimento humano (Pegg
et al., 2018). Em uma das vertentes, estudos epidemioldgicos tentam desvendar quais fatores
levam os adolescentes ao consumo rapido e abusivo de alcool. Entre eles estdo 0s psicossociais,
jaque a adolescéncia é considerada uma fase do desenvolvimento do carater (Schoen-Ferreira;
Aznar-Farias; Silvares, 2003), na qual os adolescentes passam a buscar identificacdo e novas

experiéncias. Ha também fatores relacionados a atitudes (Fishbein; Ajzen, 1974) e contextos
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sociais e familiares que podem influenciar a relacdo entre a exposi¢do do alcool nas midias
sociais e seu consumo por adolescentes.

A partir de um modelo de processo condicional, Beullens & Vandenbosch (2015)
encontraram associacdes positivas entre o uso das midias sociais por adolescentes e suas normas
injutivas e regras descritivas, atitudes e intencdes relacionadas ao uso de &lcool. Hoffman et al.
(2016), no entanto, exploraram as experiéncias de adolescentes com postagens relacionadas ao
alcool nas midias sociais, acOes relacionadas ao uso e comportamentos problematicos,
concluindo que as midias sociais tendem a influenciar os comportamentos de consumo de
bebidas alcodlicas.

Na mesma linha de investigacdo, Pegg et al. (2018) concluiram que tanto o contetdo
exposto nas midias sociais quanto a intensidade do uso estdo relacionados ao maior consumo
de bebidas alcodlicas. Embora muitas relacdes tenham sido confirmadas, os estudos até o
momento ndo mostraram os efeitos da exposicdo a bebidas alcodlicas nas midias sociais
(EBAMS) sobre o desejo de consumir, tendo como moderadores diretos variaveis relacionadas
a atitude, contextos sociais e familiares. A partir de entdo, inspirando-nos nos principios da
Transformative Consumer Research (TCR) conforme delineado por Mick (2006), realizamos
um exame da autoexibicdo de adolescentes se envolvendo com bebidas alcodlicas nas midias
sociais. Esta analise investigou ainda seus antecedentes sociais, familiares e atitudinais, e a
utilizacdo de plataformas de midia social e padrfes de consumo de bebidas alcoolicas.

O restante deste artigo € estruturado da seguinte forma: as proximas secdes descrevem
ateoria existente sobre e os determinantes do consumo de bebidas alcodlicas entre adolescentes,
incluindo a influéncia da midia social. Depois, discutimos 0s aspectos metodoldgicos do

modelo empirico, seguidos pelos resultados e conclusdes que sdo apresentados na secao final.

2 Midias sociais e 0 consumo de bebidas alcodlicas

As midias sociais tém fortalecido o aumento dos circulos sociais nos quais 0s usuarios
estdo engajados, uma vez que, atualmente, € no ambiente virtual que frequentemente se
encontram amigos, familiares e colegas. Os relacionamentos sociais estdo, portanto, sendo
levados para o ambiente virtual (Bargh; Mckenna, 2004). Seja para procurar emprego
(LinkedIn) ou para marcar um encontro ou novas amizades (Tinder), as midias sociais
trouxeram novas dindmicas para os relacionamentos interpessoais. A internet também conta
com muitos formadores de opinido, os chamados influenciadores digitais, titulo dado para

designar pessoas que possuem um grande namero de seguidores em ambientes virtuais e sdo
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formadores de opinido na area em que atuam (Uzunoglu; Kip, 2014). Entre eles, estdo youtubers
e blogueiros, além de outros profissionais que conquistaram relevancia no ambiente virtual,
como nutricionistas, personal trainers, chefs, professores e muitos outros especialistas.

Como os jovens sdo grandes fds das midias sociais, € possivel que estejam sendo
influenciados por essas personalidades, visto que se sabe que a adolescéncia é um periodo em
que os pares tém grande influéncia no comportamento do individuo (Giordano, 2003;
Sciglimpaglia; Tarr; Brodowsky, 2020); Park; Jung; Choi, 2022). Ao analisar os resultados de
pesquisas anteriores que focaram em diferentes segmentos de faixas etarias, 0 que se pode
perceber é que as midias sociais ja confirmaram sua influéncia em muitos espectros de deciséo,
desde a politica (Zhang et al., 2009; D’ Angelo et al., 2014) até os habitos de consumo (Ioanis;
Stoica, 2014).

Especificamente, sobre o consumo de alcool, uma campanha feita em 2016 pela Addict
Aide chamou a atencdo da comunidade virtual ao alertar sobre a glamourizagdo do consumo de
alcool nas midias sociais. O perfil fez muito sucesso e rapidamente congquistou muitos
seguidores e curtidas. De fato, Russell et al. (2021) mostraram que os videos mais populares
relacionados a alcool no TikTok atraem uma audiéncia substancial. Esses videos geralmente
incentivam o consumo rapido de multiplas bebidas e retratam o uso de alcool ao lado de temas
positivos como humor e camaradagem, raramente retratando as consequéncias negativas
ligadas ao consumo de risco de alcool. E possivel dizer que tal glamourizacdo é um fator
determinante para que os adolescentes passem a se expor ao consumo de alcool, uma vez que
tal exposicdo estd relacionada a conquista de popularidade entre amigos e construcdo de
reputacdo, além de suprir a necessidade de autoafirmacédo tipica do periodo (Nicholls, 2012;
Oeldorf-Hirsch; Sundar, 2016).

Para os jovens que estdo mais proximos de deixar o periodo da adolescéncia, ja foi
constatado que as postagens em midias sociais virtuais relacionadas ao consumo de bebidas
alcoolicas tendem a aumentar com o tempo dentro das instituicdes académicas (Steinfield;
Ellison; Lampe, 2008). Por exemplo, Pumper & Moreno (2014) descobriram que a porcentagem
de alcodlatras que postaram sobre alcool no Facebook foi de 39,1% para 90,4% no primeiro
ano de faculdade. Kurten et al. (2022) mostraram que o endosso online é uma preocupagao
porque as postagens sobre alcool receberam mais curtidas do que as postagens sem alcool.
Como os colegas geralmente veem essas postagens de forma positiva (Beullens; Schepers,
2013), elas podem contribuir para a percepcdo dos alunos de que beber é normativo (Fournier;
Hall; Ricke; Storey, 2013), o que por sua vez pode aumentar a probabilidade de consumo
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(D'Angelo et al., 2014). Kurten et al. (2022) também comprovaram que curtir postagens sobre
alcool previu significativamente o consumo de alcool dos participantes no mesmo dia. Nesse
sentido, foi formulada a seguinte hipdtese: H1: Postagens de adolescentes mostrando bebidas
alcoolicas nas redes sociais geram desejo de consumo dessas bebidas pelos jovens.

Por meio da exposicdo e interacdo que essas midias proporcionam, as midias sociais
podem ser também uma forma dos adolescentes satisfazerem suas necessidades psicolégicas
(autoafirmacéo, autoestima e desejo de popularidade), que séo caracteristicas dessa fase da vida.
As questdes sobre a influéncia do consumo de bebidas alcoolicas pela midia e a glamourizagéo

do consumo de alcool nesses meios sdo aspectos relevantes deste estudo.

3 Influenciadores do consumo de alcool entre adolescentes

Existem muitos influenciadores possiveis no consumo de alcool entre jovens e
adolescentes. Na literatura acessada, percebeu-se que os mais comuns estdo relacionados aos
contextos sociais, familiares e atitudinais, que vdo desde a necessidade de desenvolver o carater
até questdes de autoafirmacdo, aceitacdo pessoal, busca por aceitagdo em grupos de referéncia
e status social. Park, Jun & Choi (2022) afirmam que intervenc¢des multidimensionais, incluindo
aquelas por individuos, pais, pares e comunidades locais, sS40 necessarias para prevenir 0 uso
sustentavel de alcool e a possibilidade de beber no futuro em adolescentes. Aqui, o foco estara
nas atitudes, especificamente aprovacao, e contextos sociais e familiares.

O periodo da adolescéncia é feito de muitas mudancas, nas quais os adolescentes
comecam a desenvolver seu carater (Schoen-Ferreira; Aznar-Farias; Silvares, 2003). O
desenvolvimento do carater dos adolescentes é influenciado pelo ambiente social, que pode ser
intrapessoal, interpessoal e cultural; todos eles levando os adolescentes a buscarem
identificacbes. Segundo Ferreira & Fonte (2006), caso esse carater ndo se desenvolva de forma
saudavel, os adolescentes podem ter uma crise de identidade e, por isso, passar a ter atitudes
comprometedoras, apresentando comportamentos desviantes daqueles considerados adequados
pela sociedade.

Esse comportamento desviante pode levar ao consumo de drogas e o uso de alcool é o
caminho para essas drogas. Essa fase de transformacéo, principalmente nos anos iniciais da
adolescéncia, € um periodo turbulento, pois a pessoa entra em uma nova realidade de perda de
referéncias, estimulando os jovens a buscar novas identificagdes e circulos sociais que
compartilhem ideias e atitudes mais proximas (Neves; Teixeira; Ferreira, 2015). Os

relacionamentos nos circulos sociais dos adolescentes sdo baseados no compartilhamento de
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informac0es, interesses e opinides que se tornam suas novas referéncias (Schoen-Ferreira;
Aznar-Farias; Silvares, 2003).

Litt & Stok (2011) examinaram o impacto de normas descritivas de base social sobre a
disposicao para beber alcool, prototipo de favores entre bebedores, atitudes afetivas alcodlicas
e vulnerabilidade percebida. Os resultados forneceram evidéncias de que normas descritivas
para o uso de &lcool, como mostrado nos perfis do Facebook, afetam significativamente a
disposicao de uso, os protétipos, as atitudes sobre o uso e a vulnerabilidade percebida. Uma
analise de mediacdo maultipla indicou que protétipos, atitudes e percep¢des de uso mediam a
relagdo entre o uso do Facebook e a disposicdo para o uso dele. Esses resultados indicam que
adolescentes que percebem que o uso de alcool € normativo, como retratado nos perfis do
Facebook, ttm um risco maior de ter cognicdes que preveem o uso de alcool do que
adolescentes que nao veem o uso de alcool nas midias sociais com frequéncia.

Com base no suporte tedrico, foi proposto que a atitude de aprovacao relacionada a
postagens com conteddo alcodlico nas midias sociais pode influenciar positivamente o
comportamento do adolescente em desejar beber se ele vir postagens com contetdo alcoolico
nas midias sociais. Assim, a segunda hipotese foi formulada: H2: Postagens de adolescentes
exibindo bebidas alcodlicas nas midias sociais tém um impacto positivo maior no desejo de
beber alcool por jovens quando suas atitudes de aprovacdo em relacdo a postagem sdo altas.

Amigos e familiares se destacam como importantes influenciadores sociais, culturais e
comportamentais (Ferreira; Fonte, 2006). Esse fato é corroborado por autores como Hung et al.
(2011) que investigaram fatores influenciadores do consumo de alcool entre adolescentes e
mostraram que aspectos cognitivos e sociais (amizades, parentesco) sdo determinantes
relevantes. Portanto, é perceptivel uma relacéo estreita entre o circulo social do adolescente e a
propensdo ao consumo de bebidas alcodlicas (Marques; Cruz, 2000; Soldera et al., 2004).

Em uma analise com estudantes universitarios, Borsari & Carey (2003) verificaram que
esses jovens superestimam tanto o comportamento de beber alcool (normas descritivas) quanto
a aprovacdo (normas injuntivas) de seus pares. Dessa forma, eles observaram discrepancias
consistentes entre si e outros, nas quais as autopercepcgdes de comportamentos de beber e a
aprovacdo do consumo de bebidas alcodlicas sdo geralmente menores quando comparadas ao
julgamento dos outros. Beullens & Vandenbosch (2015) também verificaram que a exposicao
a contetdo relacionado ao alcool em midias sociais virtuais prediz normas descritivas e

injuntivas sobre o uso de alcool. Entdo, eles identificaram que a relagdo entre normas injuntivas
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e intencdo é mais forte para usuarios que sdo mais frequentemente expostos a mensagens
relacionadas ao alcool no Facebook.

Nesi et al. (2017) também verificaram que a exposicdo de amigos com conteudo
relacionado ao alcool prediz o consumo dessas bebidas por adolescentes, tendo episodios de
consumo intensivo um ano depois. Além disso, normas injuntivas favoraveis ao alcool
mediaram a relacdo entre a exposicao ao contetido alcodlico em midias sociais e cada marca
analisada. Os resultados sugerem que as midias sociais tém um Gnico papel em contribuir no
processo de influenciar os pares que cercam o0 uso de &lcool. Considerando que normas
injuntivas sdo 0 grau em gque uma pessoa pensa que 0s outros aprovam o consumo de alcool
(Borsari; Carey, 2003), a terceira proposicdo hipotética foi formulada: H3: Postagens de
adolescentes exibindo bebidas alcodlicas nas midias sociais tém um impacto positivo maior no
desejo dos jovens de beber bebidas quando as normas injuntivas séo altas.

Outro aspecto que pode influenciar o consumo de bebidas é a orientacdo extrema dos
pares. A pressao pode ter um lado positivo ou negativo. O grau de orientacdo dos pares exibido
pelos adolescentes reflete o relacionamento adolescente-pais (Fuligni; Eccles, 1993). No lado
positivo, ha também o monitoramento parental, que é a abertura dos adolescentes com seus pais
para contar o que eles fazem em seu tempo livre e fora de casa (Kerr; Stattin, 2000). Este estudo
também considerou a orientacdo de um aspecto negativo em que a familia oferece bebidas
alcodlicas aos adolescentes, supondo que eles podem beber (Fuligni; Eccles, 1993). Como é um
estimulo ao uso, verificou-se que a taxa desse par explicito pode moderar a relacdo analisada.
Assim, a quarta proposicdo hipotética foi formulada: H4: Postagens de adolescentes exibindo
bebidas alcoolicas nas midias sociais tém um impacto positivo maior no desejo dos adolescentes
de consumir bebidas quando a orientacdo extrema do par é alta.

Este estudo propde que, ao ter atitude de aprovacdo de exibir bebidas alcodlicas nas
midias sociais, aprovacdo dos amigos relacionada ao consumo de alcool e embriaguez, e
aprovacao dos pais ou familiares, os adolescentes tendem a se sentir mais confortaveis para
consumir bebidas alcoolicas e se exibir nas midias sociais enquanto o fazem (ver Figura 1). Em

seguida, a se¢do de método trata de todas as investigacOes empiricas.
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Figural

Efeito de Postagens Consumindo Bebidas Alcodlicas, Moderadas por Atitude,
Normas Injuntivas e Orientacdo Extrema do Par, no Desejo de Consumir
Bebidas Alcoolicas

Midia
social

Normas
injuntivas

Desejo de
consumir

bebidas
alcodlica

Postagens de
adolescentes
consumindo
alcool

H2

H1

Orientacéo
extrema
dos pares

Fonte: Autores (2024).

4 Aspectos metodoldgicos

4.1 Participantes

A pesquisa foi realizada com 226 adolescentes brasileiros, moradores do Estado do
Ceara (51,3% homens e 48,7% mulheres) de duas escolas particulares, com idades entre 13 e
17 anos (M=15,34 | d.p.=1,16). Apenas 37,6% dos participantes revelaram a renda familiar
mensal, que foi de cerca de M=R$ 8.344,20 | d.p.=R$ 9.365,20. Incluindo o participante, a
média de pessoas morando na mesma casa foi de M=4 | d.p.=1. Do total, 92,5% dos
participantes indicaram morar com ambos 0s pais ou com um dos pais, a maioria dos quais tem
mée (96,5%) e pai (88,5%) vivos.

Em relacdo a mesada, 70,4% ndo recebem nenhum valor dos pais, enquanto 29,6%
disseram que recebem. Sobre a raga, 46,5% disseram ser brancos, 36,3% pardos, 9,3% negros,
4,9% asiaticos e 3,1% indigenas. Sobre religido, as mais citadas foram catdlica (67,3%) e

protestante (7,1%), enquanto 18,1% mencionaram outras ou nenhuma religido.

4.2 Cenério

Foram adaptadas imagens de postagens de midias sociais. O cenario quase-experimental
foi composto por adolescentes exibindo bebidas alcoolicas (garrafas e copos nas mesas e nas

méos) e, o de controle, representado por adolescentes sem essa exposicao. As imagens foram
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selecionadas aleatoriamente e inseridas em imagens de péaginas do Facebook e Instagram,
simulando ambiente virtuais reais de midias sociais. Antes da coleta de dados, o estimulo foi
checado por quatro especialistas em pesquisa em marketing e experimentos, com um percentual
total de conformidade entre 0 que o cendrio representava e a imagem que se pretendia mostrar

aos participantes.

4.3 Procedimentos e coleta de dados

A coleta de dados foi realizada presencialmente durante quatro semanas, conforme
calendario proposto pelas escolas que enviaram autorizacdo formal para participacdo no survey
e quase-experimento. Apds avaliagdo da proposta com o objetivo da pesquisa, os diretores das
escolas elaboraram um cronograma de entrada nas salas de aula conforme planejamento feito
com seus docentes. Antes da aplicacdo dos questionarios fechados, os adolescentes foram
orientados sobre o preenchimento dos itens, aos quais foi garantido o anonimato dos mesmos
por meio da ndo identificacdo do respondente, da sala de aula e da escola.

Houve duas etapas do processo de coleta de dados: na primeira, 0s participantes
responderam a um conjunto de itens de acordo com suas realidades e, na segunda, tiveram que
responder a outro conjunto a partir das observacbes dos cenarios apresentados. Ao final,
responderam a itens que incluiam algumas caracteristicas sociodemograficas. Ambos 0s grupos
de adolescentes que participaram do quase-experimento receberam imagens com estimulo
(exibicdo de teor alcodlico), e aqueles que ndo receberam estimulo (controle) foram
selecionados aleatoriamente de acordo com a faixa etaria de cada grupo, o que garantiu a
aleatoriedade das amostras. Os lideres escolares consentiram que a pesquisa fosse realizada e

todos os principios éticos do processo de coleta e analise de dados foram esclarecidos.

4.4 Técnicas de mensuracao e andlises

Existem muitos aspectos sociais e comportamentais relacionados ao consumo de
bebidas alcodlicas e uso de midias sociais por adolescentes. Assim, alguns construtos foram
estabelecidos para avaliar a partir de trés categorias de analise: a) atitudes b) contextos sociais
e ¢) contextos familiares. Caracteristicas individuais, comportamentos sociodemograficos e
outros também foram medidos. Estatisticas descritivas, regressdes lineares maltiplas e analise
de variancia foram usadas. Testes como andlise de confiabilidade de escala (Cronbach ‘a’) e

normalidade também foram aplicados.
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Atitude sobre postagem e disposi¢do para consumir. A ‘atitude sobre postagens com
EBAMS foi mensurada por meio de duas variantes desenvolvidas com base na literatura a partir
de uma escala likert de dez pontos (0=0,832). Os participantes analisaram as imagens
apresentadas: 0 grupo quase-experimental viu imagens de adolescentes exibindo bebidas
alcodlicas, enquanto o grupo controle ndo as viu. Também mensurou-se atitudes gerais sobre o
consumo de bebidas alcodlicas e midias sociais e a ‘autopostagem de contetido alcodlico’ (o =
0,768). O desejo de beber bebidas alcoolicas foi mensurado por meio de um item especifico
medido em uma escala tipo likert de dez pontos.

Contextos sociais. Essa categoria trata de ‘problemas com bebidas alcoolicas’ por
adolescentes a partir de uma escala adaptada de Hoffman et al. (2016) na qual o grau de
concordancia (baixo ou alto) foi indicado em uma escala tipo likert de dez pontos. As analises
desses itens foram puramente descritivas. Além disso, também foi verificada a aprovacao dos
amigos em relacdo ao consumo de bebidas alcodlicas, embriaguez e exibicionismo a partir de
uma escala de ‘normas injuntivas’ (0=0,815) baseada no trabalho de Wood et al. (2004), que
representam um dos moderadores do modelo proposto. Os participantes indicaram os niveis de
aprovacao e desaprovacdo dos amigos em uma escala tipo likert de dez pontos. Estudo recente
confirma a validade desta escala (Lac; Donaldson, 2020).

Contextos familiares. A ‘orientagdo extrema de pares’ (0=0,684) foi analisada a partir
de uma escala adaptada de Fuligni & Eccles (1993), na qual os participantes indicaram o grau
de concordancia (baixo ou alto) em uma escala tipo likert de dez pontos. A mensuracdo do
‘monitoramento parental’ foi inspirada em itens dicotomicos (sim ou nao) propostos por Kerr
& Stattin (2000). Para aplicacdo das escalas, foi realizado o processo de traducdo reversa.
Estudos mais recentes também atestam a validade dessas escalas (Rodriguez-Meirinhos et al.,
2020; Raymaekers; Moons; Prikken, 2023).

5 Resultados e discussoes

Os resultados serdo apresentados segundo 0s aspectos do uso da midia e consumo de
bebidas alcodlicas, sendo esses relacionados aos contextos sociais, familiares e atitudes dos
adolescentes sobre 0 EBAMS.

5.1 Uso de midias sociais

Ja era esperado que quase todos os adolescentes (98,2%) utilizassem as redes sociais.

No entanto, impressionou a quantidade de horas que eles navegaram nessas midias durante a
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semana (M=38 | d.p.=36), o minimo foi de aproximadamente 1 hora e 0 maximo foi de cerca
de 168 horas semanais, com a média de 5 horas e 42 minutos por dia conectados. A quantidade
méaxima de horas semanais chamou a atencao para a checagem das respostas desde 0 momento
da entrega dos formularios. Assim, os seis adolescentes declarantes foram solicitados a explicar
como isso poderia acontecer, j& que eles responderam que ficam conectados 24 horas por dia.
Afirmaram que dormem mal e acordam muitas vezes durante a noite para postar, comentar e
curtir postagens quando ouvem a notificacdo do smartphone.

Sobre 0 uso das redes sociais e a pratica de postar, comentar ou compartilhar, constatou-
se que a maioria deles utiliza o WhatsApp (M=8,4 | d.p.=2,8) e o Instagram (M=8,0 | d.p.=3,0).
O Twitter (M=1,7 | d.p.=2,5) e 0 Snapchat (M=1,6 | d.p.=2,3) apresentaram menor utilizacdo
média. Na mesma ordem, as midias em que os adolescentes interagem com as postagens,
comentarios e compartilhamentos também sdo WhatsApp (M=6,8 | d.p.=3,5 e Instagram
(M=5,3|d.p.=3,8), seguido pelo Twitter (M=1,7 | d.p.=2,5) e Snapchat (M=1,6 | d.p.=2,3) (Ver
Gréfico 1).

Os adolescentes curtem e/ou compartilham em grupos de noticias, sites, blogs ou sites
de fotos de outras pessoas em media M=89 | d.p.=740 vezes por semana. Quando se trata de
seus grupos de noticias, sites, blogs ou sites de fotos, a média de postagens e/ou comentarios é
de cerca de M=23 | d.p.=78 vezes por semana. Percebe-se que os adolescentes tém o habito de
comentar e interagir mais nos ambientes virtuais dos outros do que em seus perfis. A frequéncia

média de uso de sites e aplicativos de midia social virtual € M=83 | s.d.=680 vezes por semana.

Gréfico 1
Uso Médio Comparativo e Interacdo em Midias Sociais por Adolescentes
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5.2 Consumo de bebidas alcoolicas por adolescentes

Sobre o consumo de bebidas alcodlicas, observou-se que 76,1% dos adolescentes ja
consumiram pelo menos uma vez e 36,3% consomem regularmente. Bebem em média M=5,5 |
d.p.=8,6 litros por més (30 dias), bebendo em média M=5,3 | d.p.=6,5 litros, minimo de 0,5 e
méaximo de 30 litros mensalmente. Observou-se também que os adolescentes que passam mais
tempo navegando nas redes sociais tendem a consumir mais bebidas alcoodlicas (R?=0,55,
p=2,95, p<0,05).

5.3 Contextos sociais

Em relacdo aos problemas gerados pelo consumo de bebidas alcodlicas, observou-se
que os que bebem indicaram menor concordancia sobre problemas em seus contextos sociais.
As maiores médias observadas foram problemas com amigos e com brigas, quedas e acidentes.
Ao analisar esses comportamentos entre 0s sexos, observou-se que os adolescentes do sexo
masculino, quando bébados, tendem a quebrar mais objetos do que as do sexo feminino
(Mhomens = 3,7 | Mmulheres = 2,0 | F(1,86)=7,403; p=0,01). Esses resultados estdo em linha com
os resultados de Hoffman et al. (2016), que concluiram que o consumo de bebidas alcodlicas
por adolescentes pode causar comportamentos problematicos na vida social. Embora as médias

sejam relativamente baixas, essa afirmativa pode ser confirmada (ver Tabela 1).

Tabela 1

Contextos Sociais: Problemas Devido ao Consumo de Bebidas Alcoodlicas

O consumo de bebidas alcodlicas M s.d.
...me causaram problemas financeiros 229 244
...me causaram problemas na escola 248 241
...me causaram problemas com amigos 433 3,30
...me causaram problemas com a familia 3,75 3,40
...me fizeram quebrar coisas 3,13 3,00
...me fizeram machucar a mim mesmo (brigas, quedas, acidentes) 3,92 3,05
...me fizeram machucar outras pessoas 288 2,86

Em relacdo as normas injuntivas, os adolescentes que consomem bebidas alcoolicas
indicaram que o comportamento da maioria dos seus amigos da mesma faixa etaria é de
aprovacdo do consumo de bebidas alcodlicas (Mconsumo=6,7 | Mndoconsumo=5,4 | F (1,
219)=10,52; p=0,001). Esse sentimento cresce, pois 0s pares tendem também a aprovar a

condicé@o de embriaguez dos seus amigos adolescentes (Mconsumo=5,3 | Mndoconsumo=4,2 |
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F(1, 219)=8,025; p=0,005) e a exibi¢do desse consumo em ambientes virtuais (Mconsumo=6,0
Mnéoconsumo=4,8 | F(1, 219)=9,471; p=0,002). Vale destacar que a partir da exposicdo a
comportamentos alcodlicos por amigos e familiares, os adolescentes podem desenvolver
normas injuntivas mais favoraveis ao consumo dessas bebidas, fortalecendo a aprovacao do
comportamento alcodlico entre os jovens (Borsari; Carey, 2003; Beullens; Vandenbosch,
2015).

5.4 Contextos familiares

A orientacdo extrema dos pares estd relacionada ao fato de que amigos e familiares
costumam oferecer bebidas alcodlicas aos adolescentes e acham que eles podem beber, além de
terem a aprovacdo de todos ao seu redor. Portanto, verificou-se que adolescentes com alta
orientacdo extrema de pares se sentem mais propensos a beber bebidas alcoolicas quando veem
postagens de amigos (Mbaixa_orientacdo 1,9 | Malta_orientacdo=2,8 | F (1, 176) =9,471,
p=0,017) e familiares (Mbaixa_orientagdo=1,5 | Malta_orientagdo=2,7 | F(1, 176)=12,426;
p=0,001) nas midias sociais virtuais. Esse tipo de orientacdo tende a ser prejudicial, pois sua
esséncia é negativa, conforme afirmam Fuligni & Eccles (1993).

Em relacdo ao monitoramento parental, verificou-se que 81,0% dos adolescentes
relataram que seus pais ou responsaveis sabem o que eles fazem no tempo livre. E apenas 54,4%
dos participantes contam aos pais ou responsaveis o que fazem quando ndo estdo em casa. Esse
percentual cai para 47,6% entre os que consomem bebidas alcoolicas. Em esséncia, pode-se
inferir que, geralmente, menos da metade dos adolescentes nao informam os pais sobre suas

atividades quando estdo fora de casa.

5.5 Atitudes em relacéo a bebidas alcodlicas e postagens nas midias sociais

As médias de atitudes sobre postagens exibindo bebidas alcoolicas foram relativamente
baixas, mas a dispersdo é expressiva. Aqueles adolescentes que consomem bebidas alcoodlicas
tém médias de atitudes significativamente maiores do que aqueles que ndo consomem. A Tabela
2 mostra essas diferencas, na qual é possivel observar que os adolescentes que bebem tendem
a curtir e compartilhar mais postagens de pessoas consumindo bebidas alcodlicas. Eles querem
beber quando veem amigos, postagens de familiares e propagandas relacionadas a bebidas
alcoolicas e tém maior propensao a beber apenas para postar nas redes sociais.
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Tabela 2

Atitudes Sobre Bebidas Alcodlicas e Postagens em Redes Sociais entre Consumidores e ndo
Consumidores de Bebidas Alcodlicas

Do not
Consume  Consume Sig.
Attitudes M(s.d.) M(s.d.) F p=<0,05

Gosto de postagens em que as pessoas estdo se divertindo 6,68 (3,17) 556 (3,47) 5,741 0,017
E(jg;‘gigzsposts em que as pessoas estdo bebendo bebidas 458(313) 2,99 (273) 15705 0,000
Compartilho postagens em que as pessoas estao se
divertindo

Compartilho postagens em que as pessoas estdo bebendo
bebidas alcodlicas

Sinto vontade de beber bebidas alcodlicas quando vejo
amigos postando bebidas nas redes sociais

Sinto vontade de beber bebidas alcodlicas quando vejo
postagens de familiares mostrando bebidas nas redes sociais
Sinto vontade de beber bebidas alcodlicas quando vejo
anuncios de bebidas nas redes sociais

Eu beberia bebidas alcodlicas para poder postar fotos nas
redes sociais

Eu beberia bebidas alcodlicas caras apenas para poder postar
fotos nas redes sociais

382(329) 289(286) 4,826 0,029
2,91(3,08) 182(195) 10618 0,001
2,98(2,77) 200(1,99) 9,274 0,003
278(2,88) 167(1,75) 12,747 0,000
262(2,93) 178(205 6327 0,013
235(2,76) 167(1,92) 4,672 0,032

2,51(2,88) 1,80(2,06) 4513 0,035

Ainda no campo das atitudes, verificou-se que, em relacdo aos que ndo consomem
bebidas alcodlicas, os adolescentes tendem a sentir vontade de beber quando veem postagens
de amigos exibindo bebidas nas redes sociais (Mconsome=4,75 | Mnao_consome=2,7 | F(1,
148)=14,976; p=0,000). Esses adolescentes apresentaram média de M=3,8 | d.p.=3,2 para a
atitude de postar fotos com bebidas alcodlicas e de M=4,0 | d.p.=3,2 indicando que também
postam fotos com copos e garrafas quando estédo bebendo.

5.6 Exposicdo do consumo de bebidas alcodlicas nas redes sociais

A primeira hipotese (H1) sugere que postagens de adolescentes exibindo bebidas
alcoolicas nas redes sociais geram maior desejo de consumo dessas bebidas por parte dos
adolescentes que veem tais postagens. Os resultados indicaram que aqueles que viram fotos nas
redes sociais exibindo bebidas alcoolicas apresentaram maiores médias, estatisticamente
significativas, relacionadas ao desejo de Dbeber (Mcom_bebidas=2,75 (d.p.=2,68) |
Msem_bebidas=1,70 (d.p.=1,438) | F (1, 221) =10,989; p=0,001), confirmando H1. Esse resultado
estd em linha com os encontrados por Beullens & Schepers (2013). Analisando apenas aqueles
que bebem regularmente, as médias foram ainda maiores (Mcom_bebidas=3,61 (d.p.=3,11) |
Msem_bebidas=1,94 (d.p.=1,67) | F (1, 80) =7,594; p=0,007) quando comparado ao grupo que

viu as postagens sem exposi¢do de bebidas alcoodlicas.
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Os adolescentes que viram as imagens com exposi¢do de jovens consumindo bebidas
alcodlicas também indicaram ter o mesmo héabito (Mconsumir=6,2 Mnzo_consumir=5,4 | F (1, 389)
=9,471; p=0,05) e a embriaguez (Mconsumir=4,9 | Mnéo_consumir=4,1 | F (1, 219)=4,153;
p=0,043) séo condi¢bes socialmente aceitaveis. Esses resultados estdo alinhados com Beullens
& Vandenbosch (2015) que concluem que os adolescentes que sdo expostos a conteldos
relacionados ao alcool nas redes sociais acreditam com mais frequéncia que um maior nimero

de amigos consome alcool e que seu uso é socialmente aceitavel.

5.7 Efeitos moderadores: atitude, normas injuntivas e orientacéo extrema dos pares

Em relagdo a hipotese H2, o efeito moderador da atitude na relagdo entre postagens
exibindo bebidas alcoolicas nas redes sociais e 0 desejo de consumir foi significativo (F(1,
218)=7,193; p=0,008). Quando os adolescentes viam as postagens de jovens exibindo bebidas
alcoolicas nas midias sociais e tinham uma atitude positiva (de aprovacdo), o desejo de
consumir bebidas alcodlicas foi maior. Dessa forma, a hipotese H2 foi aceita (ver Quadro 2).

Na hipétese H3 foi verificado que as normas injuntivas moderaram a relacdo entre
postagens de adolescentes exibindo bebidas alcodlicas nas redes sociais e 0 desejo de beber
(F(1, 214)=4,331; p=0,039). Ou seja, quando as normas injuntivas sdo altas, os adolescentes
demonstram um desejo mais forte de consumir bebidas alcodlicas quando veem postagens de
jovens exibindo bebidas alcodlicas nas redes sociais. Dessa forma, a hipétese H3 também foi
aceita (ver Quadro 3). Esses resultados sdo corroborados pelos achados de Borsari & Carey
(2003) e Nesi et al. (2017). Destacamos que o0 objeto da atitude sdo as postagens de jovens

exibindo bebidas alcodlicas nas redes sociais.
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Graéfico 2 Quadro 3

Efeito Interativo da Atitude na Relagéo entre Efeito Interativo das Normas |njuntivas na

as Postagens dos Adolescentes com/sem Relagéo entre as Postagens de Adolescentes
Bebidas Alcoolicas sobre o Desejo de Beber | com/sem Bebidas Alcodlicas sobre o Desejo

4.0 o3 Groups de Consumo
Posting Teens
3.5 e With Showing 3,5 Groups
, Alcoholic Posting Teens
Beverages — With Showing
3,0— Posting Teens 3,07 Alcoholic
Without Beverages
==*Showing Posting Teens
2,5 Alcoholic 2,5 Without
Beverages ==+ Showing
2 0 1,94 Alcoholic

Beverages

I I
Positive Attitude ~ Negative attitude T T
Normas Injuntivas  Normas Injuntivas
Baixa Alta

Outro aspecto que também foi analisado como possivel moderador do comportamento
de beber entre adolescentes foi a orientacdo extrema para os pares. No entanto, verificou-se que
essas orientacbes ndo moderaram a relacdo entre postagens exibindo bebidas alcodlicas nas
redes sociais e 0 desejo de beber dos adolescentes (F(1, 174)=1,398; p=0,239). Nesse sentido,
mesmo diante da alta orientacdo extrema dos pares, conceito relacionado a oferta de bebidas
alcodlicas e a crenca de que os adolescentes podem beber por seus parentes adultos, 0s
adolescentes ndo demonstraram maior desejo estatisticamente significativo de beber quando
diante de postagens de adolescentes exibindo bebidas alcodlicas nas redes sociais; achados até

0 momento ndo observados na literatura. Portanto, a hipotese H4 foi rejeitada.

6 Conclusoes
6.1 Principais descobertas empiricas

O uso de midias sociais € onipresente entre adolescentes e a quantidade de tempo gasto
navegando online € muito representativa na amostra investigada. Considerando que uma pessoa
dorme em media cerca de oito horas por dia, foi descoberto que esses adolescentes passam pelo
menos, aproximadamente, 34% do tempo acordados navegando em midias sociais e pode

aumentar até a quantidade maxima de horas online em um dia. Como a amostra € composta por
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adolescentes estudantes, € razoavel supor que esse tempo pode prejudicar o desempenho
escolar.

Em termos de consumo de alcool, foi observado que pouco mais de trés quartos dos
adolescentes consumiram alcool pelo menos uma vez em suas vidas, com alarmantes 36,3% se
envolvendo ativamente em beber. Isso € particularmente preocupante considerando a fase
critica de desenvolvimento em que esses adolescentes estdo. Também foi observado que o
tempo médio gasto navegando em midias sociais influencia a frequéncia de consumo de alcool
entre os adolescentes. Logo, agqueles que passam mais tempo online tendem a consumir mais
bebidas alcodlicas ao encontrar postagens de outros adolescentes exibindo-as em midias
sociais. Além disso, a vontade de beber tende a aumentar, sendo esse efeito mais evidente entre
aqueles gue ja consomem alcool regularmente.

Ainda em nossa amostra, vimos que adolescentes do sexo masculino tendem a ter mais
comportamentos desviantes do que as do sexo feminino. Apesar disso, quando bébados, tanto
homens quanto mulheres podem apresentar comportamentos probleméticos, como brigas com
amigos e familiares, se machucar ou quebrar objetos. No entanto, foi visto que em seus circulos
de amizade isso ndo é visto como um problema, ja que a maioria dos amigos mais proximos
aprova o consumo de bebidas alcodlicas e suas consequéncias. Portanto, aqueles que bebem e
passam por momentos constrangedores ndo sao criticados ou excluidos de seus grupos. Quase
metade dos participantes declarou que ndo conta aos pais ou responsaveis coisas que fazem fora
de casa, principalmente aqueles que bebem bebidas alcodlicas. Por mais que essa implicacdo
possa parecer 6bvia, o estudo reforca as orientacoes de que os pais de adolescentes devem ficar
atentos as atitudes dos filhos, sempre tentando saber o que eles fazem, com quem saem e 0 que
estdo acessando, tanto dentro quanto fora do ambiente virtual. Esse monitoramento &
fundamental, pois a influéncia do ambiente em que o adolescente vive é muito significativa.

Foi verificado em nossa amostra que adolescentes que consomem bebidas alcodlicas
tendem a curtir e compartilhar mais postagens de pessoas consumindo-as nas redes sociais e
sempre postam fotos com bebidas alcodlicas, exibindo-as em copos e garrafas. Eles sentem
mais vontade de beber quando veem esse tipo de postagem entre amigos e familiares, bem como
propagandas com conteldo alcodlico, e tém, além disso, maior propensdo a beber apenas para
se exibir nas redes sociais. Essa necessidade de beber alcool apenas para se autoexibir nas redes
sociais € muito intrigante, pois sugere que esse desejo pode ser um estimulo ao consumo entre

os adolescentes.
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Nesses termos, pode-se concluir que a exposicdo de adolescentes exibindo bebidas
alcodlicas nas redes sociais estimula o desejo de beber naqueles adolescentes que veem essas
postagens e esse desejo tende a aumentar quando eles tém atitudes positivas sobre as postagens,
e quando as normas injuntivas (aprovacao do consumo, da embriaguez e exibicao de bebidas
alcodlicas por amigos mais proximos) sao altas. Além disso, também foi verificado que a

orientacdo extrema entre pares ndo é um moderador forte dessa relagéo.

6.2 ContribuicGes académicas

Este estudo faz uma contribuicdo social significativa para a literatura existente ao
revelar que as midias sociais exercem influéncia consideravel no consumo precoce de alcool.
Além disso, revela que as normas injuntivas desempenham um papel mais substancial na
formacdo do desejo dos adolescentes de consumirem bebidas alcodlicas em comparacdo a
pressdo implicita dos colegas. Também contribui para a disseminacdo de pesquisas
transformativas de consumidores, ao investigar um contexto pouco explorado por empresas e
setor publico, uma vez que o alcoolismo precoce € algo que causa dor e tristeza as familias que
tém dependentes, tanto na infancia quanto na idade adulta. Isso é relevante porque, embora seja
proibido em varios paises vender, fornecer, servir ou dar bebidas alcoolicas ou outros produtos
gue possam causar dependéncia aos adolescentes, o consumo por parte deles é bastante comum.

Com base em estudos anteriores (por exemplo, Erevik et al., 2018; Roberson et al., 2018,
Russell et al., 2021) e em nossos proprios resultados, com ou sem exposicdo a contetdo
alcoolico nas redes sociais, é possivel considerar que normas injuntivas, por si so, sao fortes
influenciadores do sentimento de pertencimento a um grupo. Isso tende a ocorrer uma vez que
0 ambiente no qual os adolescentes vivem, geralmente, é de aprovacéo do consumo de bebidas
alcoolicas, e sua exposi¢do nas redes sociais é apenas um estimulo positivo a essas normas e
atitudes positivas em relagdo ao comportamento alcoolico. Adolescentes com alta orientacéo
extrema de pares podem sentir mais desejo de consumir bebidas alcodlicas quando veem
postagens de amigos e familiares nas redes sociais. 1sso ocorre devido a oferta de bebidas e a
crenca de que os adolescentes podem beber por aqueles que sdo considerados seus responsaveis.

No entanto, foi verificado em nosso estudo que essa orienta¢cdo ndo modera a relagéo
entre a exibi¢do de postagens com conteudo alcodlico nas redes sociais e 0 desejo de beber. Ou
seja, 0 desejo de consumir bebidas alcodlicas ndo aumenta quando a orientacdo extrema de

pares é alta. Isso indica que oferecer bebidas e afirmar que os adolescentes podem beber por
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meio de seus parentes adultos pode ndo ser um influenciador muito expressive quando

comparado a norma injuntiva.

6.3 Implicacdes transformativas e sociais

Os responsaveis e profissionais envolvidos na prevenc¢do do consumo precoce de alcool
entre jovens devem levar em consideracédo a influéncia significativa das midias sociais durante
essa fase de suas vidas. E crucial reconhecer que os esforgos de intervencdo devem comecar
nos Gltimos anos da infancia, considerando a suscetibilidade dos adolescentes ao impacto das
midias sociais em seus comportamentos e escolhas em relacdo ao consumo de alcool. A
alfabetizacdo midiatica tem sido uma alternativa sugerida por muitos pesquisadores, pois, em
algumas condicdes, desenvolver o pensamento critico dos adolescentes € uma estratégia util
para diminuir suas intengdes de se envolverem em comportamentos de risco (Bergsma; Carney,
2008; Scull et al., 2010; Beullens; Vandenbosch, 2015). Ao ativar esse pensamento critico,
acredita-se que os adolescentes também seriam capazes de lidar com situacdes de exposicdo e
oferecimento de bebidas alcodlicas por familiares e amigos, dentro e fora do ambiente virtual.

Programas de alfabetizacdo midiatica devem ser desenvolvidos, especialmente, por
meio das midias sociais (Beullens; Vandenbosch, 2015). Ridout & Campbell (2014), por
exemplo, construiram um projeto intervencionista no qual forneceriam feedback de normas
sociais sobre o uso de alcool por estudantes universitarios. Os participantes do grupo que
receberam mensagens personalizadas sobre normas de consumo de colegas via Facebook
mostraram menores atitudes de consumo ap0s a intervencao. Dessa forma, acredita-se que todos
os envolvidos na causa devem considerar as midias sociais como uma das principais formas de
atingir os adolescentes.

Tambeém é sugerido que intervengdes com foco na prevengdo do consumo de bebidas
alcoolicas sejam apresentadas em escolas, igrejas e locais publicos por meio de discussées em
grupo, pecas de teatro com atos incluindo cenas de situagdes de risco e palestras que possam
aumentar a compreensdo dos problemas que o consumo precoce de alcool pode causar na vida
dos adolescentes agora e no futuro. Essa ideia € valida desde que a consciéncia do ndo consumo
possa reduzir normas injuntivas. As escolas também podem sediar eventos com o objetivo de
auxiliar pais e profissionais no processo de conscientizacao e esforcos de prevencao.

De forma mais especifica, considera-se que as empresas produtoras de bebidas
alcoolicas também devem incluir em suas agendas acOes de prevencdo e combate a venda ilegal

entre suas praticas de responsabilidade social, uma vez que a adolescéncia é uma fase critica da
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vida humana. Outro aspecto crucial € a dindmica familiar. Pais e responsaveis devem estar
atentos para evitar a exposicdo de bebidas alcoodlicas em proximidade com adolescentes. Por
outro lado, é necessario que as agdes de fiscalizacdo governamental sejam mais efetivas para

também combater a venda de bebidas alcoodlicas para criancas e adolescentes no mercado.

6.4 LimitacOes e sugestdes para pesquisas futuras

Uma limitacdo notavel a destacar é a composicdo da amostra, predominantemente
constituida por adolescentes de familias com rendas de classe média a média-baixa. Esse perfil
demogréafico restringe o escopo do estudo ao contexto dessas classes socioecondmicas
especificas, potencialmente limitando a generalizagdo dos achados para popula¢fes mais
amplas. Assim, além dos resultados gerais estarem alinhados com a literatura acessada, ndo se
pode afirmar que esses achados seriam semelhantes para diferentes classes sociais.

Na coleta de dados, houve dificuldades com a aplicagdo do questionario devido a
dispersdo dos alunos com conversas paralelas e interferéncias com piadas tipicas de sua faixa
etaria durante o processo, 0 que pode ter influenciado as respostas. No entanto, todas esses
aspectos foram considerados normais por serem adolescentes.

Como indicacOes para futuros pesquisadores, sugere-se que algumas analises sejam
feitas em escolas nas quais seja possivel acessar adolescentes de classes sociais mais altas e
mais baixas. E necessario desenvolver investigacdes por meio de entrevistas triangulares mais
profundas entre pais e filhos para melhor explicar algumas informagdes sobre 0 uso excessivo
de midias sociais e detalhes sobre motivacdes para o consumo de bebidas alcodlicas. Além
disso, pesquisadores que considerem caracteristicas estruturais como historico de exposi¢do de
conteddo alcoolico nas redes sociais, como desejo por mais curtidas, comentarios e/ou

compartilhamentos, podem avancar nesse campo de analise.
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