BEER ADS ON BRAZILIAN TELEVISION: AN EVALUATION OF VIOLATIONS OF THE SELF-REGULATED CODE 
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INTRODUCTION

Recent studies indicate that alcohol advertising can be detrimental to adolescents, as they may be vulnerable to the content depicted in them (Institute of Medicine, 2003; Babor et al., 2003; Babor et al., 2004). Several studies have found an association between exposure to alcohol advertising and early initiation of alcohol use and heavier drinking (Stacy, 2004; Snyder et al., 2006). In order to protect the youth potentially exposed to them, alcohol ads are subject to restrictions that in great part govern the actual content of advertising messages.

There are two main ways in which alcohol ads can be regulated: legal regulation (for instance, as in France and Holland) and self-regulation or ethical control, such as in the USA, Australia and United Kingdom (Jones et al., 2000). Brazil has placed self-regulation under the responsibility of the National Advertising Self-Regulation Committee (CONAR). Rules and restrictions in this code arise from two principles: to protect children and adolescents (forbidding advertising aimed at these groups) and to prohibit encouragement of abusive and irresponsible alcohol use. Therefore, the code imposes a series of limitations to restrict the content of publicity messages.

In the context of the present investigation, several studies suggest that self-regulation does not prevent the violation of these advertising code restrictions (Jones et al, 2000; Babor et al, 2005). Although self-regulation is being questioned in Brazil and has been a target of extensive national debate (including the National Congress, which is responsible for elaborating the law), there have been no studies to verify its effectiveness (Narchi, 2005) and little is known if the rules are actually followed.

The aim of this study is to document the extent and nature of content violations of the Brazilian Code for Self-regulation in Advertising through the evaluation of five TV beer advertisements broadcast in 2006 to exposure markets likely to contain large numbers of adolescents and children. 

METHODOLOGY

The beer ads were chosen during a prior phase of this research when 132 adolescents watched 33 beer and alcopop TV ads, which were broadcast in May of 2006 and during FIFA Worldcup 2006 games (Vendrame et al, 2007). The adolescents attributed scores to these ads from 0 to 10 indicating how much they liked these ads.  They also answered questions about how many times they had seen the ads before. The five ads receiving the highest scores were considered those mostly appreciated by teenagers and the ones they had been most exposed to.  The following is a description of the mostly highly rated ad. The average score attributed to the other 4 ads varied from 6.95 to 9.23. 

1ª – Beer name: Skol (average score = 9.24 / standard deviation = 1.84): During a Brazilian team football game a naked supporter enters the field and prevents the other team from scoring a goal. A young man then appears onscreen and says “If the guy that invented Skol had invented the European supporter, he wouldn’t be like that. He would be like this....” Then it shows the naked man going in the field and scoring goals for the Brazilian team. The police try to arrest him, but he manages to escape. In the end, he runs towards the players and tries to hug them, but they run away from him.

The teenage judges used in the present study were students from two public schools in São Bernardo do Campo, a city that is part of the São Paulo metropolitan area. The total number of participants was 282, aged 14 to 17 years old, in a total of 10 classes the 1st and 2nd years of high school. Their participation was preceded by passive consent from parents and written consent from school directors.

The judges were 282 teenagers with an average age of 15.8 years; 45.5% were male and 189 (67%) declared having drank before.  The average age for their drinking initiation was 13.8 years. Among the drinkers, 84 reported drinking on a few occasions in a year, 19 on one occasion per month, 38 on 2 or 3 occasions in a month, 23 on one day in a week, 23 on 2 or 3 days in a week and 2 declared drinking 3 to 6 days in a week. Regarding binge episodes, 33.6% of the boys and 39.7% of the girls declared that they had had at least one episode in the last 30 days. 

We developed a questionnaire based on the guidelines from the Brazilian Code for Self-regulation in Advertising. For each of the items in the code we developed at least one corresponding question. The 16 items covered all of the content guidelines of the Code (the others being restrictions on exposure markets, which were not the subject of this study).   In many items, we selected more than one question to cover that specific rule. The questionnaire was based on one used by Babor et al. (2005) and was tested on focus groups with teenagers from two schools in São Paulo, ages 12 to 16 years old.

In order to avoid evaluation bias, the five ads were grouped into three different sequences of presentation. The ads were numbered 1 to 5, and the order of presentation consisted of: (Version 1) from 1 to 5, (V2) from 5 to 1 and V3 in random order. 

The judges were divided into 10 groups based on their respective classes. Each group watched the 5 ads (each in one of the 3 presentation sequences).  Each ad was seen twice by the groups. After they answered the questions on one ad, the next ad was shown until they had seen all 5. Each session lasted approximately 70 minutes.

Most of the questions offered two alternatives (yes or no) to the teenagers in order to determine whether it was perceived in a way suggesting that a violation had occurred. For instance, the first guideline was measured as follows:
The slogan (for instance.“casas Bahia, dedicação total a você”) of this add suggests that alcohol consumption is appealing. (   ) yes                                                         (   ) no

71,8% of the teenagers answered "yes" to this question, indicating that the majority perceived a violation to the code rule. 

The exceptions were the questions about the actors’ perceived ages: the alternatives were: a) less than 18 years-old, b) until 25 years-old c) 25-30 y, d) 30 years-old or more. In this case, responses a or b were considered violations (yes) and responses c or d were considered no violation (no). The occurrence of a code violation was determined by examining the confidence interval of the difference between the percentage of positive answers (the ones that indicated violation) and negative answers on each question of each ad. The ones in which more than 50% of the sample reported a positive answer and the confidence interval did not contain the value “zero” were considered violations.

In order to control for possible differences in judgment due to demographic, socio-economic, beer use on previous 30 days and other individual difference characteristics, we selected 2 rules that were violated in all the ads – rules number 1 and 2. Adolescents were then divided into 2 groups: 1) the ones that pointed to violation of rules 1 and 2 on 3 or more ads, 2) the ones that pointed to violation of rules 1 and 2 in less than 3 ads. Once the new variables were defined, univariate analyses were performed. 

RESULTS
In order to investigate whether teenage judges’ personal characteristics influenced their judgments regarding violations, we carried out univariate analysis for each new response variable (violation of rules 1 and 2 in 3 or more ads) with the various independent variables. We performed t-test (Student) to access association between age and the new variable. The average age for the 37 adolescents that answered “no” was 16.05 (Std.D.: 1.2), and for those 245 that answered “yes”, 15.8 (Std.D.: 0.8.). The t-test showed that the difference was not statistically significant.  We computed Pearson’s test (Chi-square) for other variables, like gender and working status, as described on table 1. None of the variables indicated a significant association.

Tabela 1 – Results from univariate analysis.

	Independent variables
	Response Variables*

	
	Yes
	No
	Sig.(Pearson) 

	Gender
	Male
	109
	19
	0.435

	
	Female
	136
	18
	

	Race
	White
	156
	22
	0.620

	
	Other
	89
	15
	

	Working status
	Yes
	76
	12
	0.863

	
	No
	169
	25
	

	Religion
	Catholic
	141
	23
	0.596

	
	Other
	104
	14
	

	Alcohol use on previous 30

days
	Yes
	111
	15
	0.587

	
	No
	134
	22
	

	Binge drinking on previous 

30 days 
	No
	73
	12
	0.745

	
	Yes
	172
	25
	

	Father’s alcohol use
	Yes
	183
	26
	0.567

	
	No
	62
	11
	

	Mother’s alcohol use
	Yes
	135
	15
	0.098

	
	No
	110
	22
	


*3 or more ads violated rules 1 and 2.

Table 2 shows which rules were violated in each ad. The evaluation by the teenage judges is that all 5 ads violated the Brazilian Code for Self-regulation in Advertising  

For example, rule number 2 was accessed by questions 2, 3, 4, 7 and 17. For ad number 1, 74,9% of the teenagers answered “yes” to question number 2, that asked if they felt the images on the ad were intended for underage people. In this case, we concluded there was a violation because the confidence interval for the difference between those who answered “yes” and those who answered “no” (49.8%) was not zero: CI = 0.43 – 0.55, allowing for the assumption that the number of people that answered “yes” was significantly higher than those that answered “no”.

Question 17 was about whether or not there were celebrities in the ad who were attractive to underage people. Only ad number 5 obtained a higher level of “yes” answers (80.4%) than “no”. Since the confidence interval was 0.54 – 0.66, we concluded that there had been a violation. 

Table 2 - Violations in each of five advertisements identified by 282 viewers across 39 rating items and 16 guidelines (percentage).

	(Guideline number) Item description¹
	Average rating: positive response for Brazilian self-regulation code violation² (%)

	
	Question
	Ad 1
	Ad 2
	Ad 3
	Ad 4
	Ad 5

	(1) General Rule: Shall be structured with the major purpose of promoting the brand of the product and its features in a socially responsible manner.  Accordingly, it is recommended that the slogan does not contain any consumption appeal.
	1
	71.8
	77.8
	72.6
	68.4
	73.6

	(2)  Protection of Children and Adolescents: Shall not be addressed to children and adolescents by virtue of the legislation in force and of the ethical obligation of protecting such public. The most restrictive construction shall apply to all rules provided in this Exhibit.
	2
	74.9
	62.5
	56.9
	79.7
	70.9

	
	3
	73
	62.5
	68
	69.5
	71.5

	
	4
	73.9
	53.9
	67
	75.2
	68

	
	7
	64.1
	60.5
	66.7
	59.8
	75.1

	
	17
	-
	-
	-
	-
	80.4

	(2.a) children and adolescents shall not appear, in any manner, in the advertisements; any person appearing in the ad shall be and look older than 25.. 
	5
	84.7
	-
	-
	72.4
	80.7

	
	36
	87.4
	-
	-
	86
	71.6

	(2.b) ads shall not  favor acceptance of the product as proper for minors.
	10
	58.9
	-
	61
	67
	67.7

	(2.c) in order to be broadcast in radio and TV, including in pay TV, in the period between 6:00 a.m. and 9:30 p.m. (local time), the ads shall not use language, graphic and audiovisual resources of the child universe, such as "humanized" animals, characters or animations that may call the attention or curiosity of minors and contribute to the adoption of moral values or habits incompatible with their condition.
	11
	77.2
	54.5
	70.2
	81.5
	85.8

	(2.c.1) shall avoid exploitation of eroticism. 
	6
	-
	-
	72.2
	68.5
	75.2

	
	12
	-
	-
	66.7
	55.7
	69.4

	
	13
	-
	52.5
	53.9
	64.9
	61.6

	(2.c.2) shall not contain any scene, illustration, audio or video that presents immoderate consumption of the product.

The media planning shall consider that the ad is intended to an adult public and, therefore, shall reflect the recommended technical and ethical restrictions.  Accordingly, the ad shall be inserted in programming, publication or web site especially intended to persons of age. 

. 
	                     16
	84
	-
	97.5
	88.3
	95.4

	(3) Responsible consumption: The advertising shall not induce, in any manner, abusive and irresponsible consumption of alcoholic beverages.  Therefore, the ads:  


	8
	-
	-
	86.8
	68.8
	69.4

	
	9
	51.4
	-
	80
	65.5
	70

	
	18
	-
	-
	73.8
	51.8
	53.7

	(3.a) shall not make consumption of the product look like a challenge or despise those who do not drink. 
	22


	-
	-
	62.6
	-
	52.7

	(3.b) shall not give the impression that the product is being recommended or suggested by virtue of its effect on the senses. 
	23


	57.8
	-
	71.2
	61.3
	61.2

	(3.c) shall not use the alcoholic content of the product as the major appeal; specific references to reduction of the alcoholic content of a product are acceptable, provided that there are no implications or conclusions concerning safety or quantity that may be consumed by virtue of such reduction; 


	24
	-
	-
	51.8
	-
	-

	(3.h) shall not use images, language or ideas that suggest that consumption of the product is an indication of maturity or contributes to the professional, social or sexual success.
	14
	-
	-
	-
	-
	61.4

	
	20
	-
	-
	68.8
	-
	73



 Only the rules that were violated are described above..

2 Only positive for violation answers were included, that is, those whose CI for the difference between positive and negative answers did not contain zero.
DISCUSSION

All five ads violated a series of rules on the Brazilian Code for Self-regulation in Advertising. There were 12 out of 16 possible violations. The only ones that were not violated were rules 3d, 3e, 3f and 3g, which were very specific about the prohibitions. 

Rule number one has been violated in all of the 5 ads. That means that the slogan on each one of them contained "consumption appeal."

The most surprising results were those concerning the parts of the code destined to protect children and teenagers. Although there are not as many rules as the parts about “responsible use”, the rules that were supposed to protect the underage public were the most violated ones in all 5 ads, when analyzed individually, compared to the other parts of the code.

In this study, we included the five most popular ads selected by Brazilian adolescents.  The findings question the effectiveness of the Brazilian self-regulation code. Our data show that all the ads were perceived as attractive and aimed at children and teenagers because they used language and graphic resources that, according to the teenage judges, not only arouse the curiosity of underage youth but also contained sexual references. Furthermore, with the exception of beers Nova Schin and Bavaria, all of the others did not respect age limits for actors and characters: a significant percentage of positive answers indicated violation of the rule that determines that no one on the ad should be or appear to be under 25 years of age.

The fact that the teenage judges identified more with Skol’s ads may lie in the fact that this brand is self-described as a beer that pursues identification with the “young spirit” (http://www.ambev.com.br/pro_20.htm). In fact, its ads feature actors that look very young and attempt to make it funny, attractive and irreverent. The results show that the highest levels of violation of the rule that imposes an age limit were found specifically on Skol’s ads.

The Antarctica beer ad featured Bussunda and Juliana Paes. Bussunda was a famous humorist, very popular among children and teenagers, and Juliana Paes is an actress who has always made use of her sensuality as means of gaining popularity. This ad features a “beer admirers’ club” in a funny, pleasant way.  

Many violations also occurred on the part of the code that is intended to prevent ads from encouraging abusive and irresponsible alcohol use, with the exception of Nova Schin beer. The ones that most violated these rules were Antártica and Bavária. They both featured young people at parties, girls dancing in a sexy way and almost all the characters holding glasses full of beer. In the Bavária ad there is an implicit message that the prerequisite for a good party is the consumption of beer. Without beer, the party is cheerless and people do not have fun.  

This study did not find that the adolescents’ judgments were significantly affected by individual characteristics. There were no significant differences between those that detected greater or lesser violations. Babor et al. (2005) found that some variables related to alcohol use by the subjects influenced their judgments, and they attributed higher levels of consumption to the characters on the ads. These variables were included in our questionnaire, but were not analyzed in the present study. 

The results of this research are significant considering the present Brazilian alcohol advertising context. The National Sanitary Vigilance Agency (ANVISA), an organ of the federal government, has promoted a series of public hearings on beer advertising. A consensus was reached so as to prohibit beer ads to be broadcasted on TV from 8am to 8pm, with the intent to protect children and adolescents from the influence of the messages in those ads (www.anvisa.gov.br). In the next 180 days, it is expected that ANVISA will edit a resolution containing the prohibition.. 

Although the regulation coming from ANVISA is a positive attempt by the Brazilian government to discipline beer advertising, our results suggest that regardless of the time of broadcasting, the content of the ads was not only seen as attractive to adolescents, but also as encouraging abusive and irresponsible alcohol use. Apparently, the limitation of broadcasting to a certain period of the day does not necessarily avoid exposing children and teenagers to those ads, especially after 8pm.

The findings suggest that the requirement of rules without appropriate monitoring has diminished the effectiveness of the resolution proposed by the Brazilian self-regulation. The Brazilian Code for Self-regulation in Advertising is much more thorough than the federal law and imposes a series of limitations to alcohol ads. However, our study has shown that 12 out of 16 rules have been violated, indicating low ethical control. 

In the last few months, there have also been several  debates on the National Congress (which has legislative powers). Some congressmen support total prohibition of alcohol advertising, while others support partial restrictions. These restrictions would have to be imposed by laws and submitted to judiciary control. The alcoholic beverage industry and sectors of marketing and advertising industry claim there is no need for laws,  public or judicial,  to control alcohol ads since, in their opinion, self-regulation is effective (Narchi, 2005).

However, the results of this study show another reality. In fact, it is evident that beer ads have significantly violated the two main principles of the Brazilian Code for Self-regulation in Advertising regarding the content of the ads: protect children and adolescents and prohibit  the encouragement of alcohol consumption in an abusive and irresponsible manner. There is no reason to assume that the violations found in this study are exclusive to these five ads. As a matter of fact, most of these ads were part of larger campaigns of their respective beer brands with similar content which continue being broadcasted to the present day.  
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