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Abstract

Introduction: Alcohol-related content (ARC) on social media and drinking motives impact 

college students’ drinking. Most studies have examined peer-generated ARC on drinking 

outcomes but have yet to extend this relationship to other sources of influence. The current 

study explores the link between drinking motives, alcohol company ARC, celebrity ARC and 

alcohol-related problems among college students.

Methods: Students (N=454) from two US universities completed a cross-sectional online 

survey assessing demographics; drinking motives (Drinking Motives Questionnaire-Revised [1]); 

following/ awareness of alcohol company ARC; engagement with celebrity ARC; peak drinks 

(most drinks consumed on one occasion); and alcohol-related problems (e.g., passed out).

Results: Greater celebrity ARC was linked to coping, enhancement, and conformity motives, 

and peak drinks. Frequent engagement with celebrity ARC was associated with higher problems. 

Positive indirect effects were observed from celebrity ARC to problems through coping and 

conformity motives, and peak drinks. After having adjusted for the influence of celebrity ARC, no 

significant pathways were found between alcohol company ARC and any of the drinking motives, 

peak drinks or problems, nor were there any indirect effects between alcohol company ARC and 

problems.

Discussion and Conclusions: Results revealed a possible explanation for why students who 

engage with celebrity ARC experience problems was due to coping and conformity motives as 

well as peak drinks. Interventions targeting alcohol cognitions might assess engagement with and 

exposure to different sources of ARC given their potential to influence problems.
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Introduction

One-third of heavy drinkers are between the ages of 18 and 25 years [2]. In fact, college 

students and non-college students (29% vs. 25%) are more likely to have engaged in 

binge drinking (consuming five or more drinks at least once in the past two weeks [3]). 

Additionally, Schulenberg et al. [3] also found they are more likely to report having been 

drunk in the previous month. Heavy drinking among college students has been linked 

to many negative problems including poor academic performance, sexual assault and car 

accidents [4]. There is a great need to gain a deeper understanding of the etiology of heavy 

drinking and problems among college students.

Peer drinking behaviour influences college drinking [5]. This influence is usually from 

college students holding inaccurate perceptions of how much and how often their peers drink 

(i.e., descriptive drinking norms). The effects of descriptive drinking norms on drinking are 

supported by the theory of normative social behaviour and social norms theory [6, 7]. These 

theories suggest that when students incorrectly perceive how much alcohol typical students 

or close friends are drinking, these misperceptions can lead to increased consumption 

as students attempt to drink at similar levels to what they believe their campus norms 

are. Descriptive peer drinking norms consistently predict greater drinking among college 

students (for a meta-analytic review, see [8]). Another common source of influence on 

college drinking is mass media (e.g., TV; for systematic reviews see [9–11]) whereby greater 

exposure to alcohol references are associated both cross-sectionally and prospectively to 

greater drinking.

Social media is an interactive mix of viewing, sharing, and engaging with content. Young 

adults (18-29 years) are the largest demographic of social media users with 84% reporting 

they use at least one social media site [12]. In fact, greater social media use links to 

greater drinking and problems among adolescents and young adults over time [13–15]. 

Given the pervasiveness of social media usage, researchers recently postulated that social 

media is a super peer in that content typically features peer drinking that they may not have 

encountered in real life [16]. Further, when college students share social media posts, they 

often display or discuss alcohol [17]. More engagement with alcohol-related content (ARC) 

links to higher consumption and problems among college students (for systematic reviews, 

see [18,19]).

Most research examining the relationship between ARC and college drinking outcomes 

focuses on peer-generated content, neglecting other potential sources such as alcohol 

companies. One way in which alcohol companies exert influence is by associating 

themselves with desirable social identities from which consumers can construct their own 

identities around [20, 21]. Seeing and engaging with alcohol company ARC on social media 

associates with intentions to drink and heavy episodic drinking among young people [22, 

23]. These findings support that alcohol companies and brands build loyalty through online 

communities.

Another understudied source of ARC which may influence young people is celebrities. A 

prior study suggests that greater exposure to user-generated content (i.e., content generated 
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by social media users, such as celebrities) links to higher purchase intentions compared to 

a clearly disclosed advertisement or alcohol brand post [24]. One possible reason is that 

celebrities act as role models for consumer purchasing intentions and behaviours. According 

to the consumer doppelganger effect, there may be a unidirectional relationship between 

a consumer and their celebrity role model, in which the consumer intentionally seeks to 

mimic the consumption behaviours of the celebrity [25]. Celebrities posting ARC is also 

relatively common. Turnwald et al. [26] analysed 181 highly followed celebrity Instagram 

profiles for posts of foods and beverages. Alcoholic beverages were featured in over half of 

the posts. Given that many young people are preoccupied by celebrity culture, which is often 

propagated by social media [27], it is critical to examine how engagement with celebrity 

ARC is linked to drinking and problems.

ARC is associated with drinking motives [28, 29]. These include social (to make friends), 

enhancement (to increase positive emotions), coping (to reduce negative emotions) and 

conformity (to fit in with friends; [30, 31]). Engaging with celebrity ARC and viewing 

alcohol company ARC may activate these motives by making drinking more salient and 

appealing. For example, as it relates to social and enhancement drinking motives, celebrity 

and alcohol company ARC often depict a lavish lifestyle centred around social drinking. 

In terms of conformity, people may aspire to achieve popularity among peers by emulating 

what is depicted in celebrity or alcohol company ARC. Viewing celebrity ARC or alcohol 

company ARC that depicts drinking alone or needing to de-stress could relate to coping 

motives. All four drinking motives associate with college drinking and alcohol-related 

problems [32–34].

To date, two studies have explored these relationships with one finding that sharing ARC 

was a significant predictor of consumption and problems when controlling for all four 

drinking motives [35] and another finding that enhancement motives significantly mediated 

the relationship between exposure to ARC and drinking [29]. More recently, Ward et al. 

[28] found that college student ARC posters report greater peak drinks, more alcohol-related 

problems and higher drinking motives compared to non-posters. This limited research has 

focused on peer ARC, leaving other sources of ARC unexamined.

The current study

The current study examined a cross-sectional model whereby we hypothesized that college 

student engagement with celebrity and/or viewing of alcohol company ARC would be 

positively associated with drinking motives and peak drinks; greater drinking motives and 

peak drinks would be linked to more problems; and greater exposure to alcohol company 

ARC and engagement with celebrity ARC would be associated with more problems. Lastly, 

we explored the indirect effects of drinking motives and peak drinks on the relationship 

between exposure to alcohol company ARC and/or engagement with celebrity ARC and 

problems.
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Methods

Procedure

The online study received approval from institutional review boards from two large public 

US universities in the South and Midwest (N=1063). It consisted of a one-time, cross-

sectional survey. Participants were recruited from an online participant pool management 

system specific to each university (i.e., Sona Systems). Respondents had to be 18 years or 

older. Given the focus of the current study, our analytic sample consisted of participants 

who reported they drank alcohol and either followed alcohol companies, saw celebrities 

they follow post ARC, or both (final analytic sample n=454). Thus, from the original 1063 

participants, 442 were excluded because they did not endorse any alcohol consumption, and 

of these 621 drinkers, a further 167 were excluded because they reported not seeing any 

alcohol company or celebrity ARC. A series of independent samples t-tests and chi-square 

analyses were conducted to examine differences between participants who drank alcohol 

but reported not following alcohol companies or celebrities who post ARC versus those 

who drank alcohol and did report seeing this content. Overall, there were no significant 

differences for most demographic characteristics (i.e., age). However, there was a significant 

difference for sex with more females reporting they saw alcohol company or celebrity ARC 

and more males reporting they had never seen this content. It should be noted that a larger 

proportion of participants saw ARC from these sources than not. Additionally, participants 

who saw ARC endorsed greater coping and conformity drinking motives (but not social or 

enhancement motives), peak drinks, and alcohol-related problems. See Table 1.

Participants

Participants from both universities (N=454; M=22.04 years old; SD=4.84; Mdn=21.00; 

range: 18 to 68 years old; 71.1% female) were relatively diverse: 59.3% White; 20.5% 

Asian; 11.5% Black/African American; 3.3% American Indian/Alaskan; 1.3% Native 

Hawaiian/Pacific Islander; and 5.5% Other, with 38.3% self-reporting as Hispanic. See Table 

2.

Measures

Drinking motives.—The 20-item Drinking Motives Questionnaire-Revised [1] consists of 

4 subscales with 5 items each tapping into individuals’ social (‘Because it helps you enjoy a 

party’; α=0.89; M=3.16; SD=1.06), coping, (‘Because it helps you when you feel depressed 

or nervous’; α=0.87; M=2.21; SD=1.01 ), enhancement (‘Because you like the feeling’; 

α=0.87; M=2.75; SD=1.04), and conformity (‘So that others won’t kid you about drinking’, 

α=0.90; M=1.81; SD=0.96) drinking motives. All questions began with, ‘You drink …’, 

and items were rated on a 5-point scale ranging from 1 ‘Almost never/Never’ to 5 ‘Almost 

Always/Always’). The Drinking Motives Questionnaire-Revised has good reliability and 

validity (e.g., [30, 36]).

Peak drinks.—Peak drinks were measured using one question from the Quantity/

Frequency/Peak Index [37]: ‘Think of the occasion you drank the most this past month. 

How much did you drink?’ Participants selected a response from 1 = ‘0 drinks’ to 26 = ‘25+ 

drinks’.
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Social media use.—Several questions were developed by the researchers to assess what 

social media platforms participants used, whether they post ARC (1 = ‘Definitely yes’ to 5 = 

‘Definitely not’) and which platforms they post ARC on.

Alcohol company ARC.—Alcohol company ARC was comprised of two researcher-

generated questions (r=0.19, p=0.002). Participants were asked to self-report how many 

alcohol companies they followed, ‘Approximately how many alcohol-related companies/

products do you follow (e.g., types of alcohol, places which primarily serve alcohol such as 

clubs or bars)?’ with response options from 1 = ‘none’ to 4 = “6 or more’. If participants 

said they followed any alcohol-related companies/products they were then asked about their 

awareness of alcohol companies’ ARC, ‘How often do these companies post alcohol-related 

content?’ with response options from 1 = ‘never’ to 5 = ‘always’.

Celebrity ARC.—Engagement with celebrity ARC was encompassed using two 

researcher-generated items (r=0.44, p <0.001). Participants were asked, ‘How often do you 

‘like’ a celebrities’ alcohol-related post?’ and ‘How often do you comment on a celebrities’ 

alcohol-related post?’ with response options from 1 = ‘never’ to 5 = ‘always’

Alcohol-related problems.—Participants were asked to think about the number of 

problems that occurred due to their drinking over the past 3 years using the 25-item Rutgers 

Alcohol Problems Index (α=0.96; ‘Got into fights, acted bad, or did mean things’) [38]. 

Items were rated on a 5-point Likert scale ranging from, 0 = ‘Never’ to 4 = ‘More than 10 

times’, and responses were summed with a potential range of 0-92. Higher scores reflected 

experiencing more problems (M=11.48; SD=14.36; range: 0 to 92). No items were reversed 

scored.

Data analysis plan

Before fitting the structural equation model, correlations between variables and patterns 

of missingness were inspected. The data appeared to be missing at random (<5% missing 

overall). Structural equation models assessed the relationship between drinking motives, 

peak drinks, alcohol company ARC, celebrity ARC and alcohol-related problems. Alcohol 

company ARC and celebrity ARC were specified as predictors. Indirect effects of drinking 

motives and peak drinks were examined. Alcohol-related problems was the outcome 

variable. The models were run using maximum likelihood estimation in MPlus 8.8. The 

following criteria were used: (i) relevance to theory (i.e., being informed by the previous 

research); (ii) global fit indices (i.e., χ2, Comparative Fit Index and Tucker Lewis Index); 

(iii) microfit indices (i.e., Root Mean Square Error of Approximation); and (iv) parsimony. 

A non-significant chi-square suggests that the data do not significantly differ from the 

hypotheses represented by the model; for comparative fit index and Tucker-Lewis index, 

fit indices of above 0.90 indicate a well-fitting model, and a root mean square error of 

approximation of less than 0.05 indicates a well-fitting model.
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Results

Alcohol and social media consumption

On average, the highest number of drinks students consumed in a single occasion (i.e., peak 

drinks) was 6.19 (SD=4.87; range: 1 to 25 drinks). The average frequency for experiencing 

alcohol-related problems was 11.48 (SD=14.36). Instagram, Snapchat and Facebook were 

the most commonly used social media platforms. Almost 21% of students indicated they 

‘definitely’ or ‘probably’ post ARC. Snapchat was the predominant platform for sharing 

ARC (66%). Nearly 58% of participants followed at least one alcohol company while 93% 

followed celebrities who post ARC. Refer to Table 3 for additional information, and see 

Table 4 for zero-order correlations.

Structural equation model

The model examined associations between alcohol company ARC, celebrity ARC, drinking 

motives, peak drinks and alcohol-related problems. The model fit the data, χ2 (n=454, 

13)=45.28, comparative fit index 0.97, Tucker-Lewis index 0.91, root mean square error 

of approximation 0.07. Alcohol company ARC was not related to peak drinks (β=0.15, 

p=0.127), social (β=0.08, p=0.385), coping (β=0.01, p=0.872), enhancement (β=0.08, 

p=0.409) or conformity (β=0.02, p=0.750) drinking motives. Celebrity ARC was related to 

coping (β=0.39, p <0.001), conformity (β=0.40, p <0.001), enhancement (β=0.20, p=0.006), 

and peak drinks (β=0.16, p=0.022) but not social motives (β=0.10, p=0.173). More frequent 

engagement with celebrity ARC was directly linked to higher levels of alcohol-related 

problems (β=0.34, p <0.001) but greater exposure to alcohol company ARC was not 

(β=0.08, p=0.220). See Figure 1.

There were significant indirect effects for coping (0.06, p=0.012) and conformity motives 

(0.08, p=0.001), and peak drinks (0.03, p=0.031) on the path from celebrity ARC to 

alcohol-related problems. However, there were no significant indirect effects for social 

(−0.02, p=0.152) or enhancement motives (0.01, p=0.501) on the path from celebrity ARC 

to alcohol-related problems. In addition, there were no significant indirect effects for peak 

drinks (0.03, p=0.140), or social (−0.01, p=0.424), coping (0.002, p=0.872), enhancement 

(0.01, p=0.519), or conformity motives (0.01, p=0.751) on the path from alcohol company 

ARC to alcohol-related problems.

Discussion

The current study aimed to disentangle how engagement with celebrity ARC and 

exposure to alcohol company ARC as well as drinking motives influence college students’ 

alcohol-related problems. In terms of direct effects, engagement with celebrity ARC was 

significantly associated with enhancement, conformity, and coping motives, and peak drinks. 

Celebrity ARC may activate enhancement motives (e.g., ‘Because it’s exciting’) since 

celebrities often depict drinking as part of their lavish lifestyles [26]. However, only three 

significant indirect effects emerged.

There was a positive significant indirect effect of conformity motives on the pathway from 

engagement with celebrity ARC to problems. According to social comparison theory [39, 
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40], which conceptually overlaps with conformity motives (e.g., ‘To fit in with a group 

you like’) , the act of socially comparing oneself to another person or group often activates 

the need to conform to perceived behavioural norms. One study revealed that high social 

comparison orientation moderated the association between perceived peer descriptive norms 

and alcohol-related problems such that those high in social comparison who perceived their 

peers to drink more experienced more problems [41]. Relatedly, an experiment found that 

social media displays of older peers’ drinking (i.e., ARC) significantly increased young 

adolescents’ willingness to drink [42], presumably to conform to perceived older peer 

norms. Thus, students who are motivated to drink to conform – perhaps due to social 

comparison – could experience more problems.

Furthermore, there was a positive and significant indirect effect of coping motives on the 

pathway from engagement with celebrity ARC to problems. Literature suggests that young 

adults who rely on avoidant coping are more likely to drink to cope, experience more 

alcohol-related problems, [43–45] and exhibit signs of pathological internet use [46]. Thus, 

young adults who turn to celebrity social media content to escape may be comparing 

themselves to the perfectly curated lives of celebrities, resulting in feelings of inadequacy, 

which they quell by drinking to cope. Other young adults may drink to conform with 

their perceived celebrity drinking norms. Since alcohol is readily available to most college 

students, drinking may be an accessible and relatable method of embodying their venerated 

celebrities’ lifestyles compared to less attainable aspects, such as walking the red carpet.

Third, there was a positive and significant indirect effect of peak drinks on the pathway 

from engagement with celebrity ARC to problems. It could be that celebrity ARC boosts 

the salience of alcohol, increasing students’ peak drinks and leading to more problems. 

Recent research found that Instagram users’ desire to mimic a social media influencer 

was positively associated with their intentions to consume the same products shown in 

the influencer’s posts (i.e., consumer doppelganger effect). Although the researchers did 

not examine mainstream celebrities and alcohol consumption/purchase intentions, this 

study suggests that users may be influenced to mimic their perceptions of their favourite 

celebrities’ drinking behaviours (e.g., engaging in higher peak drinks) to emulate them [47].

Finally, the results partially supported our direct effect hypotheses that students with higher 

motives and peak drinks reported more problems. Surprisingly, we did not find a significant 

association with enhancement or social motives and problems. However, when looking at 

the bivariate correlations for the motives, the factors were highly correlated (r=0.35-0.74). 

Thus, it appears there might be a suppression effect occurring due to multi-collinearity. As 

expected, we found that peak drinks, coping, and conformity motives were positively and 

significantly associated with problems.

Our results did not find a significant direct effect between student following and awareness 

of alcohol company ARC and problems. However, we did not assess participants’ 

engagement with alcohol company ARC posts (e.g., likes). Engagement may indicate 

greater brand loyalty [48], which consequently may have more of an impact on participants’ 

alcohol-related problems. Moreover, greater student engagement with celebrity ARC was 
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associated with more problems. This aligns with previous research which has found that 

engagement with ARC in general is associated with more problems [18].

No indirect effects were found between following and awareness of alcohol company ARC 

and motives, peak drinks, or problems. Since both celebrity ARC and alcohol company ARC 

were entered into the model, celebrity ARC may explain more of the variance in terms of the 

association with problems. An aforementioned experimental study found negative indirect 

effects via persuasion knowledge and via negative affective reaction such that users who saw 

a brand’s posts as opposed to user-generated content reported lower purchase intentions 

[24]. Thus, celebrity ARC may be less likely to trigger negative affect as consumers 

do not feel that the celebrity is actively attempting to persuade them to buy alcohol as 

opposed to alcohol company ARC. Given the importance that many young people place on 

celebrity culture, they may be more influenced to drink after seeing celebrities’ ARC and 

consequently experience more problems.

Limitations and future directions

While existing research links coping and conformity motives to peak drinks and alcohol-

related problems [49, 50], our study is among the first to examine the relationship 

between students’ engagement with celebrity ARC and viewing of alcohol company ARC, 

motives and alcohol-related problems. However, several limitations should be acknowledged 

alongside the current study’s strengths. First, the study is cross-sectional; thus, temporal 

order and causality cannot be inferred. Another limitation is that a timeframe for alcohol 

company and celebrity ARC posts was not specified, which may have led to recall bias. 

We also did not include participants’ engagement with their peers’ ARC, which could have 

provided greater insight into how the disparate sources of ARC differentially influence 

alcohol-related problems. Additionally, how often participants viewed celebrity ARC was 

not assessed. It is possible that participants who saw celebrity ARC posts more often might 

have been influenced to drink and experience more problems. Conversely, engagement with 

alcohol company ARC was also not assessed. It is possible that engagement with alcohol 

company ARC is a stronger indicator of whether an individual is more likely to report higher 

peak drinks, motives and consequently, more problems. Furthermore, engagement with ARC 

may trigger algorithms to display more alcohol company ARC on users’ social media feeds. 

In the future, researchers may want to explore how often participants engage with ARC 

posted by alcohol companies.

Although there is a huge body of literature investigating celebrity influences on other health-

related behaviours [51–55], the current study contributes to the field by highlighting the 

potential impact of celebrity ARC on alcohol-related problems among college students and 

underscores the need for additional research in this area. One such factor which the literature 

has yet to investigate is parasocial relationships, which are defined as strong, one-sided 

emotional attachments to a celebrity [56, 57]. A student with a parasocial relationship with 

a celebrity may be using that relationship to cope with loneliness [58] which, in turn, may 

lead them to not only drink more to conform but also further their reliance on drinking to 

cope. There is strong evidence which suggests that college students who drink to cope may 

be especially vulnerable to experiencing long-term problems [30, 36, 59]. Studies indicate 
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that negative health consequences may result from parasocial relationships that involve a 

media figure who presents unhealthy behaviours such as vaping [60] and eating fast food 

[61]. A natural extension of this study may be to examine how parasocial relationships with 

celebrities affect the influence of celebrity ARC, and consequently, drinking outcomes. The 

pervasive nature of social media compounded by the intensity of a parasocial relationship 

may provide a unique environment in which individuals may continue to feel the need to 

conform to the celebrity’s ARC beyond their college years, which may lead to long-term 

problems.

Conclusions

The current study adds to the limited literature by exploring the indirect effects of motives 

on the association between ARC and alcohol outcomes among college students. Moreover, 

these findings emphasize the unique role that celebrity ARC may also play in creating an 

online drinking culture that could lead to problems among college students. To date, the 

extant literature has almost exclusively focused on peer ARC in relation to alcohol-related 

outcomes. Similar to peer ARC, celebrity ARC may be transforming young people’s thought 

processes surrounding alcohol as they feel compelled to drink to be analogous to their 

favourite celebrities, which consequently impacts their drinking. The present study also 

highlights that, in the digital age, it may be necessary to explore other online avenues of 

influence when designing alcohol interventions that target young people’s cognitions and 

drinking.
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Figure 1. 
The indirect effects of drinking motives and peak drinks on the association between alcohol 

company and celebrity ARC, and alcohol-related problems

Note. Standardised parameter estimates are provided. Significant findings are indicated with 

asterisks and black (vs. grey) lines for path coefficients. Direct effects are not pictured for 

clarity but were included. *p <0.05, **p <0.01, ***p <0.001.

ARC, alcohol-related content; CFI, comparative fit index; RMSEA, root mean square error 

of approximation; TLI, Tucker-Lewis index.
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Table 1.

Descriptive differences between participants who never saw versus saw alcohol company or celebrity ARC

Variable Never saw alcohol company or celebrity 
ARC (n = 133)

Saw alcohol company and/or celebrity 
ARC (n = 454)

p

Age, M (SD) 22.83 (6.70) 22.04 (4.84) 0.202

DMQ – Social, M (SD) 3.01 (1.19) 3.16 (1.06) 0.194

DMQ – Coping, M (SD) 2.01 (1.03) 2.21 (1.01) 0.048

DMQ – Enhancement, M (SD) 2.62 (1.15) 2.75 (1.04) 0.234

DMQ – Conformity, M (SD) 1.63 (0.79) 1.81 (0.96) 0.031

Peak drinks, M (SD) 5.05 (3.71) 6.19 (4.87) 0.004

Alcohol-related problems, M (SD) 7.25 (12.44) 11.48 (14.36) 0.002

Sex, n (%) 0.027

  Male 53 (39.8) 127 (28.0)

  Female 79 (59.4) 323 (71.1)

  Other 1 (0.8) 4 (0.9)

Ethnicity, n (%) 0.583

  Hispanic/Latino 54 (40.9) 171 (38.3)

  Non-Hispanic 78 (59.1) 276 (61.7)

Class standing, n (%) 0.570

  Freshman 18 (13.5) 56 (12.4)

  Sophomore 29 (21.8) 96 (21.3)

  Junior 40 (30.1) 149 (33.0)

  Senior 44 (33.1) 148 (32.8)

  Graduate student 1 (0.8) 0 (0.0)

  Other 1 (0.8) 2 (0.4)

Race, n (%) –

  White 71 (20.9) 269 (79.1)

  American Indian/Alaskan Native 4 (21.1) 15 (78.9)

  Black 16 (23.5) 52 (76.5)

  Asian 31 (25.0) 93 (75.0)

  Native Hawaiian/Pacific Islander 3 (33.3) 6 (66.7)

  Other 8 (24.2) 25 (75.8)

Note. N = 587. A total of 34 participants had not completed the questions assessing drinking or alcohol company or celebrity ARC exposure and 
thus are coded as system-missing in the above analyses. For sex, ethnicity, and class standing, percentages within each column for “never saw 
alcohol company or celebrity ARC” or “saw alcohol company or celebrity ARC” are reported for each response option. For sex and class standing, 
Fisher’s Exact Test 2-sided p-values are reported. For ethnicity, Pearson’s chi-square asymptotic 2-sided p-values are reported. As participants 
could select all that apply for race, chi-square analyses could not be computed and ns and percentages within each race selected are reported. Bold 
values indicate significant associations.

ARC, alcohol-related content, DMQ, Drinking Motives Questionnaire.
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Table 2.

Participant demographic characteristics

Variable M (SD) or n (%)

M (SD)

Age 22.04 (4.84)

n (%)

Gender

  Male 127 (28.0)

  Female 323 (71.1)

  Other 4 (0.9)

Ethnicity

  Hispanic/Latino 171 (38.3)

  Non-Hispanic 276 (61.7)

Race

  White 269 (59.3)

  American Indian/Alaskan Native 15 (3.3)

  Black 52 (11.5)

  Asian 93 (20.5)

  Native Hawaiian/Pacific Islander 6 (1.3)

  Other 25 (5.5)

Class standing

  Freshman 56 (12.4)

  Sophomore 96 (21.3)

  Junior 149 (33.0)

  Senior 148 (32.8)

  Other 2 (0.4)

Note. Participants could select more than one response for race; therefore the percentages do not sum to 100%
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Table 3.

Participant social media use characteristics

Variable n (%)

Social media platforms have accounts on

  Facebook 360 (79.3)

  Instagram 424 (93.4)

  Snapchat 415 (91.4)

  YouTube 249 (54.8)

  Twitter 295 (65.0)

  Other 13 (2.9)

Participants share ARC

  Definitely yes 33 (7.3)

  Probably yes 61 (13.5)

  Might or might not 107 (23.6)

  Probably not 99 (21.9)

  Definitely not 153 (33.8)

Platforms participants use to share ARC

  Facebook 43 (9.5)

  Instagram 129 (28.6)

  Snapchat 298 (65.6)

  YouTube 7 (1.5)

  Twitter 42 (9.3)

  Other 57 (12.6)

Number of alcohol-related companies followed

  None 193 (42.3)

  1-2 176 (38.8)

  3-5 67 (14.8)

  6 or more 19 (4.2)

Frequency of exposure to alcohol company ARC

  Never 13 (5.0)

  Sometimes 76 (29.1)

  About half of the time 59 (22.6)

  Most of the time 81 (31.0)

  Always 32 (12.3)

Frequency of exposure to celebrity ARC

  Never 27 (6.8)

  Sometimes 266 (67.0)

  About half the time 60 (15.1)

  Most of the time 40 (10.1)

  Always 4 (1.0)

Frequency of liking celebrity ARC

  Never 69 (17.4)
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Variable n (%)

  Sometimes 199 (50.1)

  About half the time 69 (17.4)

  Most of the time 47 (11.8)

  Always 13 (3.3)

Frequency of commenting on celebrity ARC

  Never 241 (61.0)

  Sometimes 98 (24.8)

  About half the time 31 (7.8)

  Most of the time 19 (4.8)

  Always 6 (1.5)

Note. Percentages do not sum to 100% for questions about what social media platforms participants use or post ARC to because participants could 
select more than one response.

ARC, alcohol-related content.
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