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Abstract: The object of study of this research is to analyze the main characteristics of adolescents
from 12 to 16 years old, students of Compulsory Secondary Education as the target audience of various
advertising campaigns. To this end, a virtual community has been created among students, with the
intention of exploring the different levels of acceptance or rejection of different advertising issues,
both from the creation of content to the representation of adolescence in advertising formats. The
research uses a mixed methodology based on three pillars: digital ethnography, observation and sur-
vey. The results obtained will provide an accurate description of the characteristics, motivations, atti-
tudes and concerns of adolescents and the relationship they establish with technology and with the
creation of content, as well as contributing to the necessary advertising literacy.
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Resumen: El objeto de estudio de esta investigacidn consiste en conocer las principales caracteristicas
de los adolescentes de 12 a 16 afios, estudiantes de Educacion Secundaria Obligatoria, como publico
objetivo de diferentes campafias publicitarias. Con ese fin, se ha creado entre los estudiantes una
comunidad virtual con la intencion de explorar los diferentes niveles de aceptacién o rechazo de las
distintas cuestiones publicitarias, desde la creacion de contenidos hasta la representacion de la
adolescencia en los formatos publicitarios. La investigacion utiliza una metodologia de tipo mixto ba-
sada en tres pilares: la etnografia digital, la observacion y la encuesta. Los resultados obtenidos nos
van a permitir trazar una descripcién minuciosa de las caracteristicas, motivaciones, actitudes e in-
quietudes de los adolescentes y la relacion que establecen con la tecnologia y con la creacion de
contenidos, asi como contribuir a la necesaria alfabetizacion publicitaria.
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1. Introduction

The development and generalization of Information Technologies and Commu-
nications in the most recent years is a fact that has changed ways of being and
relating in society today.

As university professors, our academic obligation requires us to attempt
to respond to the needs of a student body immersed in a digital society that is
constantly changing, facilitating that everyone, independent of their circum-
stances and capacities, can access the innumerable opportunities that these
technologies afford in a responsible and constructive way. Media literacy may
seem like a basic solution in order to help adolescents to develop strategies that
permit them to logically disentangle digital webs as long as advertising contin-
ues to saturate social media content and to contribute decisively to the con-
struction not only of identity and personality, but also to the perception of re-
ality, the world, and culture. For this reason, the present study «Advertising and
Adolescence» situates us within the concrete reality of the uses and customs
that adolescents (the object of our study) make of these technologies and their
relationship with the different communicative formulas of advertising nature.
The data of the present study are especially directed toward families, institu-
tions, businesses, and society at large, and their ultimate purpose is to contrib-
ute to digital literacy in general and to publicity in particular so that digital tech-
nologies might be a powerful tool that contributes to the integral development
of Spanish adolescents.

It goes without question that advertising communication carries a spe-
cific and significant weight, as much in the development of models as in the
construction of messages, and that it significantly influences the publics to
which ads are directed. As such, our work is framed in the group of adolescents
whom we seek to understand the relationship they establish with publicity and
with brands, their acceptance or rejection of advertising formats, with the goal
of using this knowledge to develop basic competencies that allow them to
thoughtfully decode them in their lives now and in the future, improving their
level of comprehension and their capacity to critically interpret advertising
content in digital media.

2. Theoretical Framework

Our study is comprised of secondary school students, ranging in age from 12 to
16 years old, within the age of adolescence, which is the life stage between ages
10 through 19 years old (OMS), a period of transition between childhood and
adulthood (Souto-Kustrin, 2007).
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In this stage, various types of changes occur, including physiological
(stimulation and functioning of organs with masculine and feminine hor-
mones), structural (anatomical), psychological (personality integration and
identity), as well as adaptation to social and cultural changes.

Adolescence is considered the life stage characterized by rebellion, inter-
generational conflict (Bauman, 2007), and incomprehensible changes, but it is
also considered the stage of numerous opportunities that we must know how
to process adequately in order to help adolescents in their development pro-
cess. The general characteristics of adolescence are self-esteem, search for
friends, falling in love, relationships with parents and other adults, and the be-
ginning of social relationships.

There are many tasks that adolescents must confront in order to reach
adulthood with proper emotional regulation and with an enriching relationship
with themselves and with the people with whom they share their spaces and
time. The study of adolescents and their relationship with media communica-
tions and technology has generated significant interest among researchers
from the beginning of the Twentieth Century. In 1930, in the United States, the
first studies arose of infants and adolescents and their relationships to radio
and film. In 1950, this research extended to television, and in 1990, they ex-
panded again to include Information Technology (ITC).

From the turn of the past century, the media and technologies available
to adolescents has increased with other information technologies likely to con-
tain advertising (Bringé-Sala & Sadaba-Chalezquer, 2009) in different formats
such as computers, the internet, mobile phones, etc. (Sddaba & Feijoo, 2022).
Such technologies offer users many possibilities, with both positive and nega-
tive implications (Beck, 2008), and they produce as much uncertainty in the
family institution as in different public organisms.

If information technologies create such uncertainty with respect to the
risks and opportunities that they offer to the user, this situation is made even
more serious with regard to adolescents because of the unique characteristics
of this evolutionary stage in constant flux. For this reason, it is necessary to pay
attention to the scientific literature on digital literacy from a citizen’s perspec-
tive as a critical consumer. Particularly relevant for the contextualization of our
research are studies centered on advertising literacy (Murray, 2012) and those
on the transition from childhood to adolescence (Nufiez-Gémez et al, 2015). In
this same vein, it is prudent to point out that the studies on the need for literacy
specifically in minors, who by nature constitute a more vulnerable public, are
incipient but summarily interesting (Fernadndez-Gémez et al, 2023). The
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majority of studies on adolescents as media and technology consumers have
traditionally been propelled by an educational and protective spirit (Cardenas-
Garcia & Caceres-Mesa, 2019). As Livingstone explains: «It has always been
characteristic of children’s and New Media research that the political agenda
guides the academic agenda, at least in the first few years» (2003: 150).

This affirmation leads us to prove how studies on these questions have
been proposed by public institutions (European Commission) or by other non-
profit organizations (Pew Internet and American Life Project in the United
States) or by distinct business sectors, of which Telefénica’s Interactive Gener-
ations Forum stands out.

Many studies have been undertaken in the United States: The Kaisen
Foundation, 2005; Pew Internet and American Life Project, with studies fo-
cused on adolescents (Lenhart, 2005; Macgill, 2007; Lenhart & Madden, 2007;
Jones & Fox, 2009).

In the European sphere, Livingstone & Haddan'’s (2009) study of the use
that youths in the then 21 European Union member states made of the internet
and information technologies. This study focuses on the review of existing re-
search in Europe about these themes, and it allowed them to identify the situa-
tion in each country and the principal consumption traits of ITC on the part of
children and adolescents, as much as the risks and opportunities that they cur-
rently produce.

In Spain, the panorama of research studies into the field of adolescence
and their relationship with media and information technologies display certain
gaps. They have mainly been directed toward an adult-age public and have paid
little attention to adolescents as a life stage that presents special characteris-
tics. Nothwithstanding, studies do exist, like those carried out in the general
field of information technology by the National Observatory of Telecommuni-
cations and the Society of Information (ONTSI), by Red.es, and others more fo-
cused on a child and adolescent public. Specifically, the 2005 Report on Child-
hood and Adolescence in the Society of Information, perhaps one of the most
important studies realized up to the present moment, which presents the tech-
nological equipment in Spanish households and information on consumer hab-
its of different screens, as much by children and adolescents as by adults. Fur-
thermore, The National Institute of Youth (Injuve, 2007) also carries out studies
that cover a broader age group, from 15 to 29. An example of Injuve research is
the 2007 study on the use of ICE, leisure, and free time. The database and bibli-
ographical repertoire about youth and communications media by Alcoceba-
Hernando & Cadilla-Baz (2007) is of great value to future researchers, given
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that it provides data and sources about the analyzed public. It makes sense to
highlight Garitaonandia & Garmendia’s (2007) Spanish study centered on in-
ternet use. This study is a work of mixed character that, through group dynam-
ics of youths between ages 12 and 17, obtained information about the attitudes,
habits, competencies, and behaviors surrounding this tool, as much as the risks
to which they are subject when navigating the internet. The Association for Re-
search of Media Communications (AIMC) offers, through their General Media
Studies (EGM), statistics about the audiences of different Spanish communica-
tions media, and, has for years been carrying out research focusing on young
audiences. Valor & Sieber’s (2004) study offers significant data about the use
and attitude toward the internet and mobile phone from 14 to 22 year-olds.
Lastly, we have also extracted interesting data from the National Observatory
of Telecommunications and the Society of Information (ONTSI).

Adolescent internet users engage in a diverse and global utilization of the
many possibilities offered by the internet. However, their usage preferences are
hierarchically organized into four categories that reflect the pursuit of specific
goals aligned with the nature of adolescents. In other words, internet browsing
involves the following activities (Figure 1).

Figure 1. Dimensions of Internet Use

Entertainment

Sharing

Knowledge Acquisition

Communication

Source: Interactive Generation in Spain, 2009.
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1. Communication: Social interaction emerges as the primary purpose.

2. Knowledge Acquisition: The internet constitutes the most powerful in-
formation medium humanity has ever known. Seven out of ten respond-
ents acknowledge using the internet to download music, movies, soft-
ware, etc.

3. Sharing: The internet serves as a fundamental relational tool. The adoles-
cent internet user, in addition to being a receiver and medium, simulta-
neously becomes a content emitter. Notably, 56 % of adolescents report
using this service to share photos and videos with friends and peers
through platforms like YouTube, 25 % use blogs, and 33 % use pho-
toblogs to share content.

4. Entertainment: The multifaceted reality of the internet reveals one of its
most attractive aspects for adolescents: the recreational component. This
includes online games, racing games, sports strategies, and role-playing
games. The internet provides leisure moments as a support for television
and digital radio use. However, for this generation of adolescents, such
usage is infrequent, with only 15 % for television and 8 % for radio.

5. Consumption: The internet serves as a platform for acquiring or selling a
multitude of products or services. This activity is infrequent among ado-
lescents, as it requires commercial transactions over the internet. Never-
theless, despite these conditions, 8 % of adolescents use the internet for
shopping.

6. There is justified concern among families and educators about the exces-
sive use of screens at these ages, which translates into a lack of attention
to school tasks, memory loss, and significant irritability that hinders co-
existence and personal relationships. This situation leads us to propose
family models and educational methodologies that help address this de-
velopmental stage (Cataldi & Dominighini, 2015), debunking many mis-
conceptions and erroneous ideas, enabling quality education in this digi-
tal era so that, grounded in firmness and freedom, the use of screens by
current adolescents can be trusted and controlled.

7. Finally, regarding the field of advertising communication and its relation-
ship with adolescents, we are primarily interested in focusing on the role
adolescents play in and their relationship with social networks (Van-
Reijmersdal et al, 2020), in their dual roles as emitters and generators of
content (Espiritusanto-Nicolas, 2016) and as receivers of it (Zozaya et al.,
2022). Another perspective to consider is the use of underage adoles-
cents in network content generated by adults for advertising purposes
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(Van-den-Abeele et al, 2024). The dominance of content consumption
generated on social networks conditions companies and brands to focus
on the world of social networks and to gradually abandon the use of tra-
ditional media (Lara & Ortega-Chacén, 2016) in favor of building influ-
encers and social media stars (Hudders et al, 2021), some of digital na-
ture (Rodrigo-Martin et al,, 2021), the influence of which on adolescents
requires deep reflection (Hudders & Lou, 2022).

8. Given the need to connect with adolescents, consumer brands construct
digital identities (Tafesse & Wood, 2021) that avoid traditional media
and opt for the creation of brand content in digital media (Saavedra-Lla-
mas et al, 2020). All this strongly confirms the need for education in com-
municative and digital competencies and to undertake the profound la-
bor of increasing communicative literacy.

3. Objectives
General Objective:

- Toassessthelevel of acceptance of advertising communication and var-

ious types of content generated by brands for adolescents.
Specific Objectives:

- To determine the level of acceptance of advertising communication
based on the medium and format used to reach adolescents.

- To more precisely define the motivations, interests, and needs of cur-
rent adolescents.

— To understand the evaluation of different communicative proposals.

— To provide secondary education teachers with tools and activities that
enable them to effectively teach advertising communication, thereby
promoting advertising literacy among their students.

- Toanalyze the originality and creativity of new communicative formats
created by the adolescents participating in the study.

4. Methodology

Our research employs a mixed-methods approach, based on the triangulation
of three different but complementary instruments: digital ethnography, obser-
vation, and surveys.

Firstly, it is framed within the context of digital ethnography as described
by Pink et al, (2019). This digital ethnography is not merely a logical and natu-
ral evolution of traditional ethnography. It is a research method that allows us
to address the new realities emerging in virtual worlds. The contributions of



indexecomunicacién | n° 15(1), 2025 | Monographic

38

digital ethnography reveal the various cultural realities that arise in different
communities created through social interactions in the cultural context where
they occur, such as computers, tablets, or smartphones. This facilitates insight
into the relationship of adolescents with current advertising being generated,
consumed, and shared in digital environments.

The advent of the internet has led to a different experience in the world
of advertising and brands (Hine, 2008; Reyes-Reina, 2013), because adolescent
interaction creates frameworks of action and meanings that emerge through
these new social practices. This is precisely what brands aim to construct with
their content (Castell6-Martinez & Del-Pino-Romero, 2018) and advertising
communications (Waqas et al, 2021); the creation of a brand experience that
generates meanings and confers symbolic value to the products they launch in
the market (Eguizabal, 2007).

Considering all these aspects, our research involves creating a virtual
community that allows us to establish patterns in the relationships of commu-
nity members with the various creative outputs of advertising brands and the
content they generate and distribute, mainly on social networks, to improve
their market objectives. These interactions occur spontaneously among partic-
ipants and are also suggested by researchers when proposing content for view-
ing, debate, and discussion.

The virtual community created for this purpose, called «Current Adoles-
cents» follows the MUD (Multiple User Dialogue) type, allowing for online sur-
veys, forums, focus groups, and even reward programs to encourage participa-
tion. However, in this case, it was not necessary, as participation was
consistently satisfactory. It was designed, created, and managed under the aus-
pices of the Chair of Digital Communication in Childhood and Adolescence, in
collaboration with the ASOE Teaching Innovation Group, and specifically with
the teaching innovation project of the University of Valladolid: Social Advertis-
ing and Service Learning, as well as with the participation of the guidance de-
partment and tutors from the secondary education center that collaborated in
this research.

The community consisted of 95 minors from first to fourth year of sec-
ondary education. All participating students were aged between 12 and 16
years, without significant knowledge of the advertising world, and had ob-
tained the corresponding parental and guardian permission to participate in
the research.

For this research, four activities related to working on communication
pieces generated by different commercial brands were proposed to the digital
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community. Community members were required to express their opinions in
different formats: a forum, through a travel diary, and recorded in a blog. Fi-
nally, a survey was conducted from which the data reflected in the results and
conclusions of this article were extracted.

The activities carried out were:

Activity 1. Shared Space and Time: Community members were encour-
aged to freely exchange anything of interest: news, memes, advertisements,
campaigns, etc. They were invited to explain what they found most interesting
and motivating and to give their opinion on all new advertising formats. In this
activity, researchers moderated while introducing topics and news for the com-
munity to give their opinion and generate debates.

Activity 2. TikTok: Content and Brands: This activity was designed for
adolescents already familiar with TikTok to critically view the content pre-
sented to them and respond to various questions:

- Is TikTok an effective space for brands? Why?
- What should brands consider when communicating on TikTok?
— How do they think brands can innovate on this social network?

Finally, community members were asked to find examples of effective ad-
vertising and as well as examples of advertising they considered to be poor in
quality or harmful.

Activity 3. Branded Content: This activity provided explanation of this
new marketing technique for generating brand-related content, intended to
promote brand awareness rather than actually selling products or services.
This involves creating content for entertainment, ranging from video games,
street actions, to stories with a beginning, middle, and end. Once this concept
was presented and understood through some examples, participants were
asked to locate branded content from brands they follow that clearly connect
with their interests and tastes.

Activity 4. New Advertising Formats: This activity aimed to propose
new challenges. Participants were encouraged to use their creativity to imagine
new advertising formats: media, styles, platforms, messages, etc., that are yet
to be explored, conducting a reflective exercise by identifying the strengths and
weaknesses of their proposals.

A brainstorming session was also conducted on the values and interests
that connect with their lifestyle and whether they are represented in the differ-
ent brands they follow and consume.

The second instrument used in the methodological approach is observa-
tion. This is scientific observation as the researchers are in direct contact with
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the observed phenomenon, in this case, the members of the virtual community,
without intermediaries, and can record behavior concerning the object of
study. It is also participatory observation (Aguiar, 2015), allowing interaction
with the virtual community to resolve potential issues, stimulate debate and
participation, focus discussion, and introduce audiovisual content to comple-
ment that freely provided by community members. Finally, it is direct, as it de-
tails the phenomenon being pursued.

To conclude the study, a survey consisting of 15 closed-ended questions
was conducted, allowing for correlations between variables and the formula-
tion of significant conclusions (Lépez-Romo, 1998). The survey used was struc-
tured, and thus the questions were posed equally to all members of the virtual
community. In preparing the survey, the research objectives, the specific char-
acteristics of the virtual community members, and the appropriateness of the
wording to their level of understanding and language were considered. A pilot
test with 5 members was conducted to establish its validity.

The virtual community operated throughout the second trimester of the
2023-2024 academic year (from January to March), for 11 weeks. It is notewor-
thy that the months preceding the creation of the virtual community were ded-
icated to finding the center where the research would be conducted, explaining
the research project, training the collaborating teachers, and obtaining permis-
sion for the minors' participation.

This research was carried out in different phases (Table 1), ranging from
activity planning to drafting conclusions.

Table 1. Research Phases

Creation of the Virtual Community.
Planning the 4 Scheduled Activities.
Viewing Selected Content.

Phase 4 Developing the Blog and Forum.
Conducting the Survey.

Phase 6 Data Collection and Analysis.
Conclusions

Source: Own elaboration.

5. Results and Discussion

For the analysis of the results, it is most noteworthy that the virtual community
was operational, as previously mentioned, throughout the second trimester of
the 2023-2024 academic year (from January to March), lasting 11 weeks. [t was



Advertising and Adolescence... | Rodrigo-Martin, Rodrigo-Martin y Mufoz-Sastre

41

established as an open space for all participants to reflect on important aspects
of the relationship between advertising communication and adolescents.

The researchers intervened throughout the project through participatory
observation, encouraging participation, promoting and guiding debates, and
proposing content for viewing and discussion.

The results of these analyses and the data obtained from the survey allow
us to assert the following findings, divided into two sections: Elements that fa-
cilitate connection with adolescents and those that distort or hinder the con-
nection:

5.1. Elements Facilitating Connection with Adolescents
The results of this work allow us to assert that adolescents are in a complex
stage, seeking their own identity, characterized by the following aspects:

— They are predominantly technological, viewing technology as a trans-

formative tool that offers new ways to communicate and relate. They are
motivated to learn and explore these new forms.
They constitute the first group in constant contact with technology, inter-
acting with it naturally. This relationship allows for the creation of adver-
tising campaigns adapted to the contexts where adolescents are, such as
social media networks, giving campaigns greater acceptance and credi-
bility. This fact enables the cultivation of personalized experiences, a key
element in sparking interest and acceptance of content by technological
users who feel that brands address them personally rather than gener-
ally, unlike traditional media.

- Adolescents are very enthusiastic about these first personal experiences
they encounter (Wolf, 2020), valuing them very positively and feeling
connected to them, as they are outside the usual formats. They also feel
like protagonists of this advertising communication coming through so-
cial networks.

- Itis noteworthy that adolescents are very attracted to content related to
friendship, romantic relationships, and interactions with parents and
other adults, in other words, everything related to human interactions.
These topics constitute their main area of interest, where adolescents
must navigate properly in order to acquire emotional maturity.

— Creativity has always been a fundamental mechanism used in advertising
to connect with audiences. However, because adolescents are digital na-
tives who have grown up consuming and generating content, they are
very open to creative experimentation. Therefore, brands must make
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5.2,

their messages more original and differentiated in order to connect with
their audience and avoid being repetitive, which would likely lead to im-
mediate rejection.

Elements that Hinder Connection with Adolescents

When analyzing factors that impede the connection of advertising messages
with today’s adolescents, we primarily encounter three challenges: stereo-
types, identity construction information, and advertising methods employed to
relate to adolescents.

Stereotypes: Stereotypes have always been employed in advertising com-
munication. In fact, they are the basis of mass communication. However,
adolescents tend to reject them because they prefer to oppose estab-
lished norms. In this way, today’s stereotypical adolescent differs signifi-
cantly from that of previous generations.

Today’s adolescents are more independent, better educated, and freer
because they begin to master the channels where discourses are gener-
ated earlier. They are both content creators and consumers. They are be-
coming aware of social issues and feel co-responsible for behaviors such
as environmental conservation, nonhuman animal care, and immigra-
tion, among other significant social causes.

[t is important to note that, as a group with a wide age range, clear differ-
ences are observed between younger members aged 12 to 14 and those
a bit older, up to 16 years old.

In the first group, corresponding to the first cycle of secondary education,
technology use occupies 31 % of their leisure time, while in the second
group, this figure rises significantly to 45 %, making it the preferred lei-
sure activity for adolescents, relegating other activities like physical play-
ing, listening to music, reading, and talking with family to the background
(data obtained from the survey conducted).

It is also noteworthy that within the preferences for interactive leisure,
technology use is equally preferred to be enjoyed with friends, indicating
that interactive leisure at this age has a significant social component.
Regarding advertising, adolescents need to experience advertising com-
munication, both social and commercial, that considers and respects
them as a target audience capable of using services, acquiring consumer
products, and showing favorable or unfavorable attitudes towards
brands and their messages.
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- Importance in Identity Construction: Currently, adolescents frequently
interact with social networks, the internet, and other media through
smartphones (Pérez-Escoda, 2018). This exposure to a vast amount of in-
formation positively impacts their identity construction but also presents
challenges.

Media must reflect on how adolescents are portrayed. The first challenge

is finding a communication style that appeals to them while also focusing

on appropriate content.

Research often highlights violence and sex (Colas-Bravo & Quintero-

Rodriguez, 2020; De-Jesus-Sanchez, 2020), which, when presented inap-

propriately, negatively influence adolescents by endorsing aggressive be-

haviors and unsatisfactory sexual relationships, along with related harm-
ful issues such as sexually transmitted diseases and unwanted
pregnancies.

Other perjudicial content includes drugs, tobacco, alcohol, and glorifying

eating disorders. Aware of these difficulties, brands must strive to estab-

lish a positive relationship by understanding adolescents' needs, respect-
ing them, and offering products with positive values to gain their ac-
ceptance.

— Advertising Methods to Relate to Adolescents: Adolescents are a contin-

uously developing group (Duffy, 2022) to whom idealization, fantasies,
and promises of improvement are significantly appealing.
Their perception of reality is distorted, and they seek or want to create
their own reality.
Advertising and brands, if they wish to connect with adolescents, must
presentideas that, although distant from existing reality, are valid for cre-
ating their own reality and experimenting with these methods. This is of-
ten done through influencers who are highly attractive to them, necessi-
tating regulation (Ramos-Gutiérrez & Fernandez-Blanco, 2021). This is
not an easy task, as it can easily fall into exaggerated and unbelievable
communication, leading to immediate rejection.

Ultimately, adolescents expect brands to understand and listen to them,

establishing a more personal relationship rather than solely focusing on

product consumption.

These results demonstrate that the digital community members' compe-
tence in understanding advertising content presented in various activities is
high. In this regard, we align with studies by Scolari (2018) on transmedia com-
petencies and the need to improve advertising literacy among adolescents, as
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referenced by Cuervo-Sanchez & Medrano-Samaniego (2013) and Mufioz-Gue-
vara et al, (2021). This need is ongoing, as the advertising industry constantly
develops new strategies to capture adolescents' attention and persuade them
toward consumption, often including highly effective endorsers (Harrigan et al,
2021) to connect with them (Castell6-Martinez et al, 2016), and experimenting
with media, channels, and formats (Nufiez-Gémez et al,, 2020).

Despite the results indicating adolescents' natural competence in navi-
gating the media landscape (Bassiouni & Hackley, 2014), networks (Echegaray-
Eizaguirre, 2015), and understanding commercial content, their need for spe-
cial protection (Del-Moral-Pérez, 1998) as individuals in the personality devel-
opment stage (Paramo, 2008; Rodriguez-Clavel, 2022) requires a constant
commitment from various institutions to ensure the proper education (Garcia-
Aretio, 2019) of generations that understand the nature of advertising activities
in their different formats (Garcia et al,, 2018) and develop competencies to crit-
ically evaluate the creative commercial messages designed and produced for
them.

6. Conclusions

Throughout this study, we have observed that adolescents as screen consumers
involve interest from multiple aspects from distinct perspectives. Advertising
communication thus faces a significant challenge, as traditional methods are no
longer effective and need to create new communicative formats to connect with
adolescents, allowing brands to convey the values and aspirations adolescents
intensely seek.

If advertising messages do not offer engaging experiences, adolescents
will automatically reject them. However, if advertisers can establish dialogues
with their adolescent publics and provide them ways of interacting, empathiz-
ing, and enjoying advertising communication, these communicative discourses
will have high commercial value.

In conclusion, we can affirm that for advertising to be effective, it must
connect with this particular audience. To do so, it must understand adolescent
media behaviors, their ways of understanding life, the models that represent
them, and the stereotypes they reject.

In this complex and constantly changing media landscape, advertising
will not disappear, just as it did not fade during other technological transfor-
mations. However, to maintain significant levels of effectiveness, it must adapt
its content, messages, and formats to new realities, thus requiring creativity
more than ever. Advertising has consistently demonstrated an enormous
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capacity for adaptation throughout history; it is a communicative form capable
of reinventing itself to continue fulfilling its commercial functions. Wherever
there is a significant audience, there will be advertising. The current challenge
is to understand where adolescents are and how they want to be communicated
with.
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