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Abstract

Background: Alcohoal isoften consumed in social contexts. An emerging social context inwhich alcohol isbecoming increasingly
apparent is social media. More and more young people display a cohol-related posts on socia networking sites such as Facebook
and Instagram.

Objective: Considering theimportance of the social aspects of alcohol consumption and social mediause, this study investigated
the social content of alcohol posts (ie, the evaluative social context and presence of people) and social processes (ie, the posting
of and reactions to posts) involved with acohol posts on socia networking sites.

Methods: Participants (N=192; mean age 20.64, SD 4.68 years, 132 women and 54 men) gave researchers access to their
Facebook and/or Instagram profiles, and an extensive content analysis of these profiles was conducted. Coders were trained and
then coded all screenshotted timelinesin terms of evaluative social context, presence of people, and reactions to post.

Results: Alcohol posts of youth frequently depict alcohol in a positive socia context (425/438, 97.0%) and display people
holding drinks (277/412, 67.2%). In addition, alcohol posts were more often placed on participants’ timelines by others (tagging;
238/439, 54.2%) than posted by participants themselves (201/439, 45.8%). Furthermore, it was revealed that such social posts
received more likes (mean 35.50, SD 26.39) and comments than nonsocial posts (no people visible; mean 10.34, SD 13.19,
P<.001).

Conclusions: Interms of content and processes, alcohol posts on social media are social in nature and a part of young people’'s
everyday socia lives. Interventions aiming to decrease alcohol posts should therefore focus on the broad social context of
individual sin which posting about alcohol takes place. Potential intervention strategies could involve making young people avare
that when they post about social gatheringsin which acohol isvisibleand tag others, it may have unintended negative consequences
and should be avoided.

(J Med Internet Res 2018;20(6):€226) doi: 10.2196/jmir.9355
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Introduction

Alcohol and Youth

Alcohol consumption and binge drinking among adolescents
and young adults have been consistently linked with negative
consequences such as accidents, harassment, vandalism, sexual
abuse, impaired brain development, and disease [1-3]. Alcohol
abuse is therefore regarded as a major cause of preventable
death and morbidity [4]. Many young people, however, consume
alcohal frequently and often excessively. Recent studies in
Europe and the United States showed that 35% of youth who
consume acohol had at least 1 binge drinking episode (ie,
drinking 5 or more drinks on 1 occasion [5]) in the past month
[5-7]. This high prevalence of acohol use and the multitude of
negative consegquences increase the need to gain more insight
into the context in which this behavior takes place. Research
has shown that al cohol isoften consumed in social contexts[8].
An emerging social context in which acohol is becoming
increasingly apparent is that of social media. Young people
increasingly display a cohol-related posts on socia hetworking
sites such as Facebook and Instagram [9]. This study
investigated those al cohol posts on social media, and how social
those posts actually were, by conducting a content analysis of
alcohol posts on Instagram and Facebook among 192
adolescents and young adults.

Social Context of Alcohol

Young peopl e often consume acohol in social contexts such as
dinners and parties, and alcohol consumption is often referred
toasasocial activity [8,10,11]. Research has shown that alcohol
consumption plays a large part in young people’s social lives
and social identity exploration [12]. Furthermore, many studies
have shown that social norms are strongly related to adol escent
alcohol use, especially when these norms originate from peers
[2]. The importance of the social environment for alcohol
consumption is also apparent from the vast amount of research
demonstrating the effects of peer influence and social networks
on alcohol consumption [13-16]. Rosenquist et a [17], for
example, showed that when close friends within a person’s
socia network drink alcohol, this greatly increases the chance
that the person drinks alcohol as well. Taken together, alcohol
use should be seen as part of the social context inwhichitisso
strongly embedded.

Alcohol and Social Media

Recent technol ogical changes have drastically changed theway
in which young people shape their social lives, and new socid
contexts have emerged as a consequence. Adolescents and young
adultsincreasingly spend their time communicating with others
in online settings [18,19]. Social networking sites such as
Facebook and Instagram play an important role in young
peopl€e'sdaily lives, accounting for alarge portion of their time
[20-22]. Research has shown that these social networking sites
are frequently used by young people to communicate about
alcohol, and multiple studies have demonstrated that many
adolescents and young adults (percentages vary between 36%
and 96%) display a cohol-rel ated posts on Facebook (eg, photos
in which young people hold alcoholic beverages [9,23-24]).
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Alarmingly, studies have found positive associations between
alcohol posts on social media and self-reported alcohol
consumption. For example, Moreno et a [25] found that posting
about alcohol use on Facebook was associated with increased
offline drinking behavior. Similarly, Boyle et a [26] observed
that exposure to acohol posts on Facebook, Instagram, and
Snapchat predicted more alcohol consumption 6 months later
(see also Geusens and Beullens [27]). Thus, there is evidence
suggesting a relation between both posting and being exposed
to alcohol posts on social media and actual drinking behavior.

A few studies have examined the content of acohol posts in
more detail, usualy by employing a clinical framework to
evaluate individuals' alcohol posts. These studies have found
that alcohol posts suggesting problematic alcohol use are more
exceptional than posts showing regular use (ie, posts about
alcohol but not about problem drinking or intoxication) but are
more predictive of alcohol abuse [9,23-24,28-29]. However,
these studies focus on the individual rather than the individual
inasocia context, and in-depth knowledge on the social aspects
of these postsis lacking. Considering the importance of social
aspectsfor both al cohol consumption and social mediause, this
study aimsto provide insight into the social content of alcohol
posts (ie, the evaluative social context and the presence of
people) and the social processes (ie, the posting of and reactions
to posts) involved with alcohol posts on social networking sites.

Social Content of Alcohol Posts

Alcohol consumption and social mediause areinherently social
[10]. Although some studies have emphasized the socia nature
of alcohal posts [12,30], few studies to date have focused on
the exact socia content displayed in these posts. Having more
insight on the extent to which and how the content of alcohol
posts are socia can greatly increase our understanding of
alcohol-related social media use and provide valuable
information for intervention strategies (eg, whether an
individualistic or social intervention strategy would work better).
In this study, we examined 2 social aspects of alcohol-related
content: the social eval uative context toward alcohol (ie, whether
alcohal is portrayed in a negative, neutral, or positive context)
and the presence of peoplein apost (eg, whether alcohol posts
show a close-up of acocktail, display 1 person drinking wine,
or depict groups of people at aparty drinking beers). With regard
to the socia evaluative context, research has shown that the
valence of socia interactions about alcohol can determine
conversation effects [31,32]. For example, Hendriks et al [33]
showed that when interpersonal interactions are positive toward
alcohal, this can lead to increased acohol consumption, and
when conversations are mainly negative toward alcohal, this
can reduce drinking behaviors. It is therefore important to
illuminate the socia evauative context of acohol-related
content on socia media. In this study, we investigated whether
alcohol posts on social media show a negative social context
(eg, someone looking disapprovingly at a drunk person) or
positive social context (eg, people toasting and laughing), in
line with research by Beullens and Schepers[23].

With regard to the presence of peoplein apost, it hasbeen found
that people are easily persuaded to engage in a specific behavior
merely by observing other people portraying that behavior.
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Examples of such studies range from recent experiments
showing that healthy social norms in health campaigns (eg,
many people in a health ad displaying healthy conduct) can
encourage the uptake of healthy behaviors [34-36] to classic
studiesby Asch [37] demonstrating the powerful impact of other
people on participants’ willingness to engage in similar
behaviors. In addition, there are indications that the social
conformity effects found by Asch [37] are afunction of group
size [38]. These findings are in line with the idea of a basic
human need to belong—people have astrong need to fitin with
a group [39]. Given this evidence, we investigated the extent
to which people are displayed in alcohol posts. We pose the
following research questions about social content (RQ1):

RQla: Do acohol posts reflect anegative or positive
social evaluative context?

RQ1b: To what extent are people present in alcohol
posts?

Social Processes | nvolved With Alcohol Posts

In addition to the social content of alcohol posts, it is also
important to understand the social processes involved with the
posting of alcohol-related content on social media because this
can further enhance our understanding of the social nature of
alcohol posts. Two factors related to social processes are
explored in this study: how alcohol posts get posted and how
peopl e respond to these posts. Firgt, it isunclear whether people
actively post about acohol themselves or whether this is part
of asocial processin which they aretagged (mentioned) in posts
by others. Whether people actively post about alcohol or are
passively tagged in acohol postsisimportant because research
has suggested that active (ie, talking) versus passive (ie,
listening) interpersonal communication can lead to different
effects of this communication. For example, Janis and King
[40] asked people to either deliver a speech advocating for a
certain issue or listen to that same speech and showed that
people who talked were more persuaded by the speech than
people who listened. Who posts acohol posts is relevant to
understand for practical reasons because knowing this can
provide important information for future interventions aiming
to decrease the posting of such content or its negative impact
ontheindividual. If people are mostly tagged in posts by others
this requires a different intervention strategy (by encouraging
tagged people to ask to be removed or not included in the
alcohol post) than if people post about alcohol themselves (by
directly discouraging people to post about alcohol).

Second, it is not yet clear whether and how negatively or
positively others respond to acohol posts on social media. Do
alcohol posts receive likes and are comments supportive of the
posts? Research has revealed that approval of a behavior (ie, a
supportive injunctive norm) encourages the behavior [34,36].
Likes (and supportive comments) on social mediacanillustrate
such asocia norm and are therefore important factors potentially
determining apost’sinfluence. Thiswas suggested by Alhabash
et al [41], who investigated the effects of alcohol posts and
found that posts with many likes had especialy strong
persuasive effects. It is therefore important to provide insight
into the reactions that alcohol poststrigger.
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An additional relevant question addressed in this study is
whether reactionsto alcohol posts depend on the social content
of the post. For example, do alcohol posts with people in them
get more likes than posts with no people in them, and do posts
with apositive social evaluative context receive more supportive
comments than less positive social posts? This seems likely
given the abovementioned studies on the importance of social
norms and the need to belong [34,39]; acohol posts showing
people may portray alcohol-supportive norms, especially when
people are holding a coholic beverages, that could cause viewers
to behave in linewith their need for bel ongingness and approve
of such norms by giving supportive reactions. By liking social
alcohol posts, people can express their feelings of friendship
and need to belong to the people depicted in the pictures. We
pose the following research questions about social processes
related to alcohol posts (RQ2):

RQ2a: Who posts alcohol posts (do participants
themselves post or are participants tagged)?

RQ2b: What are the responses of others to alcohol
posts?

RQ2c: Do responses to alcohol posts depend on
whether the content of the post is socia ?

In sum, this study aimed to provide insight into the social
content of acohol posts and the social processesinvolved with
alcohol postson social networking sites. Thisaim was addressed
through a content analysis of alcohol posts on Facebook and
Instagram.

Methods

Participantsand Design

Thisstudy was part of alarger data collection during which 561
participants filled out a questionnaire regarding social media
use (questionnaire data are not the focus of this study). For the
purposes of this paper, participants were asked whether we
could access (friend) their Instagram and Facebook profiles,
and 214 of these participants gave their consent to do so. Of
these participants, 22 were excluded from later analyses because
they did not fall into theintended age category (12 to 30 years),
resulting in a total of 192 participants to be anayzed (mean
20.64, SD 4.68 years, 132 women and 54 men). Dueto technical
problems, 6 participants could not be successfully linked to
their questionnaire data. Their profiles could be coded, however,
and are included in the analyses. Of the participants (N=192),
106 had only a Facebook profile, 15 had only an Instagram
profile, and 70 had both.

Procedure

The participants who agreed to give accessto their profileswere
asked to accept a friend request from a research profile on
Facebook and/or Instagram, allowing all participant poststo be
accessed by the researchers. Participantswereinformed that all
data would be stored anonymously; al persona information
(ie, names and faces) would be removed from the posts so that
these could not be traced back to the participants. Screenshots
were made of al timelines on profiles for the period of the
previousyear (April 2015to April 2016), after which friendships
on Facebook and Instagram were cancelled and the research
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profile was deleted. For participants younger than 18 years,
consent was required from the parents aswell asthe adol escents.
This study was approved by the university’s ethics committee.

Content Analysis

Coder Training

Two coders were trained in 3 sessions led by the first author,
during which several example profiles were coded and
inconsistencieswere discussed. After thetraining wasfinished,
10% of the profiles were coded in order to assess coder
reliability, after which all profileswere coded. Coder agreement
was acceptable (kappa=.683-.912). Please note that we could
not calculate agreement for variables with alow n (eg, posts
with anegative social evaluative context or Instagram posts).

Coding Procedure

A codebook described the coding process. Coders were asked
to scroll down thetimeline for the past year and to look at each
post. Once an alcohol post wasidentified, several variableswere
recorded in Excel (Microsoft Corp). The profiles were coded
by 1 of 2 coders. When coders were unsure how to code a post,
they discussed it with the first author after which a choice for
coding was made.

Coding Variables

Occurrence and Frequency

An acohol post was defined as* apost about a cohol or inwhich
alcohal isvisible” Coders were asked to take the whole post
(ie, the photo/video including headings/texts) into account.
Coders coded whether there were any alcohol posts visible
(occurrence: nolyes) on the profile, and if so, how many they
identified on the profile (frequency). If no alcohol posts were
present, no further information for that profile was needed. If
an alcohol post was identified, however, the coder was asked
to code the additional variables (see below). Most Facebook
alcohol posts (410/442, 92.8%) consisted of a photo
accompanied by a caption; 7.2% (32/442) consisted solely out
of text.

Social Evaluative Context

Coderswere asked to describe whether the context was negative,
neutral, or positive toward alcohol. Social evaluative context
was based on Beullens and Schepers [23]; in line with their
coding book, we coded whether an alcohol post showed a
negative context (eg, someonelooking disapprovingly at adrunk
person), a neutral context (eg, no explicit judgment or emotion
isshown), or apositive context (eg, people laughing and toasting
with alcoholic drinks). The context could also be inferred from
acaption (eg, when a photo showed a close-up of adinner table
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including a glass of wine with the caption “Having a lovely
time!”). Text-only posts were coded in a similar manner:
negative if alcohol was described with negative words (“drank
too much; headache!”), positive if alcohol was described with
positive words (“I’m looking forward to boozing tonight!”).

People Present in Post

Given research [34-39] showing that the presence of people can
affect persuasion, we coded whether people were present in the
post (no peopl e visible/tagged [text-only posts], participant only,
othersonly, or participant with others). We also coded whether
someone was holding an al coholic beverage, and if so, who (no
one, participant, others). The reason we measured the latter
variable is because holding a beverage can be seen as a clear
indication of descriptive norms (person is drinking) as well as
injunctive norms (person must like drinking [42]). Figures 1
and 2 show examples of how a post would be coded in terms
of evaluative context and presence of people.

Placer of Post

We coded whether the post was placed by the participant or by
others (with participant tagged) based on previous studies
suggesting different effects of active versus passiveinterpersonal
communication [40].

Reactionsto Posts

We coded how many likes and comments the post received and
whether the comments were mainly negative (“Pathetic!” or
“You're not looking too well”), neutral (“Where is this?’ or
“What are you drinking?’), or positive (“Nice shot!” or
“Looking good!") toward the participants and/or post. Valence
of comments was adjusted from Beullens and Schepers[23].

Data Analysis

To investigate the socia content (RQ1a/RQ1b) and processes
(RQ2a/RQ2b) involved with alcohol posts we first described
thefrequencies and descriptives of the coded variables. In order
to address whether the likes and comments on alcohol posts
depend on the content of the posts (RQ2c), we conducted
analyses of variance with the social content of the post as
independent variable (presence of people, holding of beverages,
and placer of post) and likes, comments, and valence of
comments as dependent variables.

Because n was too low, we did not investigate the influence of
a negative (2 Facebook posts) versus positive (11 Facebook
posts) context on reactions, and we decided not to analyze
Instagram posts (posted by only 24 participants). We consider
differences with P<.01 as significant in order to compensate
for multiple comparisons [43].
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Figure1l. Exampleof apost that would be coded as having a positive eval uative context, showing the participant with others, and showing the partici pant
holding a drink.

n 7 anderen

7 augustus - At

ik Vind ik leuk M Reageren ~ Delen

Figure 2. Example of a post that would be coded as having a positive evaluative context and no people visible. The caption trandates as "Lovely
relaxing time with abook and drink!".
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Heerlijk relaxen met een boek en een drankje!
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Results

Occurrence and Frequency of Alcohol Posts

Results showed that 51.1% (90/176) of participants with a
Facebook profile had at least 1 alcohol post on their profile
during the past recorded year. On Instagram, 28% (24/85) of
participants had a profile with at least 1 alcohol post. The
participants who had an alcohol post on their Facebook profile
posted on average 5 alcohol posts during the past recorded year
(mean 5.02, SD 6.32). On Instagram, among the participants
who posted an alcohol post, the average number of alcohol posts
was4 (mean 3.91, SD 4.21).

The following section focuses solely on the acohol-related
posts by participants on Facebook (n=90) or on Instagram
(n=24). Participants with Facebook or Instagram profiles who
posted about alcohol (20 men, 73 women, mean age 21.92, SD
3.94 years) differed dightly from those who did not post about
alcohol (34 men, 59 women, mean age 19.35, SD 5.01 years)
in terms of age (Fy15,=15.12, P<.001) but not significantly in

terms of gender (x%,=5.1, P=.02). In total, we analyzed 442
alcohol posts on Facebook and 94 alcohol posts on Instagram.

Please note that the total number of posts described sometimes
varies—thetotal number of posts mentioned at social evaluative
context is 438, whereas the total number of posts mentioned at
placer of post is 439 because coders sometimes had to code a
variable as missing (eg, when the context of the post could not
beinferred or when the valence of comments could not be coded
because there were none). The percentages shown are based on
the total number of posts that were coded for that variable.

RQ1: Social Content

Social Evaluative Context

The majority of the alcohol posts on Facebook depicted al cohol
in a positive context (425/438, 97.0%), afew showed a neutral
context (11/438, 2.5%), and almost none depicted a negative
context (2/438, 0.5%). On Instagram, these percentages were
similar (see Table 1).

Presence of People

Most Facebook alcohol posts (277/412, 67.2%) displayed a
social context with other people visiblein the posts, but 16.3%
(67/412) of alcohol posts did not show any people. Similar
patternswere seen on Instagram (Table 1). Beverageswere held
by participants as opposed to appearing on a table. Thus, on
both platforms, most alcohol posts displayed a socia context
with the participant and other people shown.

RQ2: Social Processes

Placer of Post

Alcohol posts were often placed by participants themselves on
Facebook (201/439, 45.8%), but, more frequently, the posts
were placed by others (238/439, 54.2%) with the participant
tagged (Table 2). Tagging was not yet possible on Instagram
in 2015.
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Reactions to Alcohol Posts

On average, an acohol post on Facebook received 29 likes
(mean 29.67, SD 26.15) and 3 comments (mean 3.41, SD 5.36).
Almost al acohol posts on Facebook got at least 1 like
(421/442, 95.9%), and most got at least 1 comment (309/442,
71.9%). Thiswas similar on Instagram (see Table 2).

Although not all acohol postsreceived comments; of those that
did, the responseswere mostly positive (243/297, 81.8%) toward
the post and/or participant (neutral: 49/297, 16.5%; negative:
5/297, 1.7%). The pattern was similar on Instagram (see Table
2).

RQ2c: Do the Responsesto Alcohol Posts Depend on
the Content of the Post?

Presence of People

First, there was a significant effect of presence of people (no
one vs only participant vs only others vs participant together
with others) on the number of likes (F3406=18.96, P<.001).
Posts without any people present in them yielded significantly
fewer likes (mean 10.34, SD 13.19) than posts in which the
participant was shown alone (mean 30.63, SD 21.21, P=.002),
posts in which only others were displayed (mean 25.71, SD
28.98, P=.001), or posts in which others were shown together
with the participant (mean 35.50, SD 26.39, P<.001). Posts in
which others were shown together with the participant yielded
more likes than posts with only others (P=.01). Posts without
any people present resulted in significantly fewer comments
(mean 2.22, SD 3.20) than posts displaying others without the
participant (mean 4.47, SD 7.13, P=.01). Posts in which the
participant was alone (mean 3.68, SD 5.25) did not differ from
the other posts in terms of comments (P>.22). The valence of
comments was not influenced by presence of people
(F3267=0.47, P=.70). Thus, social postsyielded more responses
and more positive reactions than posts without people in them.

Holding of Beverages

A significant effect of holding of beverages (no one versus
participant versus others) on likes was revealed (F; 3,,=14.36,
P<.001). That is, posts without someone explicitly holding an
alcohalic beverage resulted in significantly fewer likes (mean
19.20, SD 23.86) than posts in which the participant (mean
30.94, SD 22.97, P=.001) and/or others (mean 37.34, SD 29.94,
P<.001) were holding drinks in their hands. There were no
significant effects on the number or valence of comments, all
F<0.92, dl P>.40.

Placer of Post

A significant effect of placer of post (participant vs others) on
likeswas found (F 43,=8.50, P=.004). That is, posts placed by
othersyielded significantly more likes (mean 33.02, SD 25.05])
than posts placed by the participants themselves (mean 25.77,
SD 26.80). There were no significant effects on the number or
valence of comments (all F<1.55, all P>.21). Thus, in general,
more socia posts (eg, in which others are present, which are
posted by others, and in which people hold drinksin their hands)
resulted in more reactions, in particular more likes. For an
overview of the effects of social content on likes, see Table 3.
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Table 1. Socia content of alcohol-related posts on Facebook and | nstagram.

Variable Facebook (n=442), n (%) Instagram (n=94), n (%)

Social evaluative context

Negative 2(0.5) 0(0)
Neutral 11(2.5) 0(0)
Positive 425 (96.1) 94 (100)

People present

No one 67 (16.3) 28 (29.8)
Only participant 19 (4.6) 10 (10.6)
Participant and others 277 (67.2) 49 (52.1)
Only others 49 (11.9) 7(7.4)
Beveragesin hand

No one 116 (35.4) 25 (43.1)
Participant 98 (29.9) 19 (32.8)
Others 114 (34.8) 14 (21.4)

Table 2. Social processes involved with the posting of alcohol-related posts on Facebook and Instagram.

Variable Facebook (n=442) Instagram (n=94)

Placement of post, n (%)
Participant 201 (45.8) 94 (100)
Others 238 (54.2) —

Valence of post reactions, n (%)

Negative comments 5(1.7) 1(2.3)
Neutral comments 49 (16.5) 6 (13.6)
Positive comments 243 (81.8) 37 (84.1)

Number of post reactions, mean (SD)
Number of likes 29.67 (26.15) 43.12 (52.11)
Number of comments 3.41 (5.36) 3.82 (3.01)

Table 3. Significant differencesin likes of alcohol-related posts on Facebook based on socia content.

Variable Number of likes on Facebook

Mean (SD) Median

People present

No one 10.34 (13.19) 5.00

Only participant 30.63 (21.21) 27.00

Participant with others 35.50 (26.39) 32.00

Only others 25.71 (28.98) 18.00
Beveragesin hand

No one 19.20 (23.86) 11.00

Participant 30.94 (22.97) 25.00

Others 37.34(29.94) 34.00
Placement of post

Participant 25.77 (26.80) 18.00

Others 33.02 (25.05) 28.50
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Discussion

Principal Findings

The goal of this research was to investigate the social content
(ie, evaluative social context and presence of people) and social
processes (ie, posting of and reactions to posts) involved with
alcohol posts on social networking sites. Two main findings
were revealed: interms of content and processes, alcohol posts
on social mediaare social in nature and these social aspectsare
related to reactions—the more social elements to the post, the
more (positive) reactions the post receives.

The first main finding that alcohol posts are socia in terms of
content was illustrated in 2 ways. First, acohol posts showed
alcohol in a positive socia context, with people approving of
the drinking behaviors pictured in the post (eg, by laughing or
toasting). Thisisin line with Beullens and Schepers[23], who
found that the context of alcohol consumption on social media
isoften positive. Thisapprova by othersof acohol consumption
in alcohol posts is alarming, as ample studies show that a
positive injunctive social norm (the perception that others
approve of this conduct) leads to increased drinking behaviors
[35,36,42]. Alcohal posts may thus, by enhancing positive socia
norms, lead to more excessive alcohol consumption. Thisidea
was also suggested in arecent study about cigars and cigarillo
imageson Instagram in which it was observed that these images
are relatively common and could add to the normalization of
tobacco in everyday life [44]. More research is needed to
investigate this potential mediating effect of social media posts
on norms and subsequent drinking behavior.

In addition, alcohol postsare social in the sensethat most reflect
asocia setting (eg, dinners or parties) that display (groups of)
people. These groups of people can potentially further increase
the effect of the portrayed positive social horms by showing
that many approve of drinking alcohol and display thisbehavior
themselves (eg, by holding acoholic beverages) thereby
enhancing descriptive norms (ie, the perception that many others
engage in this behavior [42]). This suggests a strong impact of
alcohol posts, especially when many people appear in theimage.
Furthermore, it is possible that positive injunctive norms are
especially triggered by apositive social context in alcohol posts
and that positive descriptive norms are more strongly affected
by whether people are holding these beverages in the picture.
Given theimportance of social normsfor alcohol consumption,
this role of social norms within the effects of alcohol posts
should be investigated in more detail.

Not only are alcohol posts social in terms of content, they are
also social intermsof the processesinvolved with posting them.
That is, alcohol posts receive many likes and comments, and
these comments are mostly positive about the post. This is
consistent with our findings regarding the social evaluative
context: people from the social network appear strong in their
approval of alcohol posts. This is important to keep in mind
when addressing the issue of acohol posts; they seem to be
posted in avery proalcohol context. Furthermore, this study is
the first to reveal that tagging plays an important role in the
posting of alcohol-related posts. Many participants had al cohol
posts on their profile that they did not post; they had ssimply
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been tagged in these posts. This tagging has very relevant
implicationsfor interventions aiming to decrease alcohol posts.
An individualistic approach (eg, intervention planners asking
people to not post an alcohol post on their profile) may not be
sufficient. Thus, reducing these tagged posts may require a
different strategy by taking into account the social environment
(eg, intervention planners asking people to deny tagging, or by
asking people not to tag others in such posts).

The second main finding is that social aspects of acohol posts
arerelated to the responses to these posts. Posts that displayed
people, posts in which others were holding drinks, and posts
posted by others yielded more likes and often more comments
than posts without people in them, posts in which no one was
holding adrink, or posts posted by the participants themselves.
This further strengthens the idea that alcohol posts are part of
asocial process, in which the social aspects common to alcohol
posts trigger social interactions that show further appreciation
of the post and help spread the message even further. Because
often-liked posts are featured higher in Facebook’s newsfeed,
this can further increase the chance the post will get liked,
commented on, or shared.

An explanation for why social posts triggered more, and more
positive, interpersonal communication could be that human
beings have a strong need to connect with and belong to groups
[39]. Many studies have shown the preference that humans have
for social stimuli (eg, faces) over nonsocial stimuli (eg,
geometrical shapes [45,46]). That social posts get liked more
seemsthereforeto bein linewith thisfundamental human need
for belongingness. The question, however, is how generic or
specific thiseffect is. Do all postswith peoplein them or posted
by others receive more likes and comments? Or isthis only, or
especialy, the case with alcohol consumption, a very social
behavior? As this study does not compare alcohol posts with
posts regarding other unhealthy behaviors, this remains a
guestion. Research exists, however, showing that young people
also post about other health behaviors such as physical activity,
snacking, smoking, marijuana use, waterpipe use, and sexual
behaviors[44,47-51]. Although they do not always depict groups
of people, some of these posts elicit a lot of responses when
posted in like-minded fora, such as postsrelated to “fitspiration”
(ie, arecent social mediatrend designed to motivate people to
eat healthily and exercise [52]). Thus, it appears that social
aspects of a post are not the only factor influencing post
responses. Some recent research suggests that certain posts
(such as certain types of active selfies [53]) trigger more
responses by increasing narrative involvement. It is possible
that the social setting often visible in alcohol posts may also
increase involvement in the narrative (eg, being part of adinner
or party) and may therefore lead to more likes and comments.
The processes through which social acohol postslead to more
reactions and whether these processes are distinct for alcohol
postsis an important avenue for future studies.

Taking these findings together suggests that alcohol posts on
social mediaare apart of young peopl€e's everyday social lives,
inwhich drinking at dinners or parties and posting and tagging
about these social events go hand in hand. This normalcy of
alcohol posts not only strengthens the idea in young people’s
minds that alcohol isnormal and a part of daily life [54,55] but
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also increases the idea that a lot of people are positive about
alcohol and consume alcohol regularly. This can increase
pluralistic ignorance (ie, peopleincorrectly assuming that many
peopl e engage in a specific behavior such asa cohol abuse [56])
and lead to more drinking behaviors (in line with Moreno et al
[25] and Boyle et a [26]). Although a lot of research exists
showing that alcohol use in traditional media (movies or
commercias[57-59]) can increase alcohol use of viewers, recent
evidence suggests that alcohol use on social media has even
stronger effects because it is more closely linked to descriptive
and injunctive norms that consequently leads to a stronger
impact on drinking behaviors[60]. Therole of acohol postson
social media should not be underestimated and should be
incorporated in interventions that aim to decrease excessive
alcohol use.

Limitations and Future Research

Somelimitations should be noted. A complication of interpreting
the effects of social postsisthat the audience size of posts may
differ between social and nonsocial posts (more people are
tagged in social posts, thereby increasing the number of people
who seethe post), potentially explaining part of the relationship
between socia posts and increased responses. However, the
fact that not only the number of people but aso whether
someone was holding the acoholic beverage influenced the
number of likes suggests that something al cohol-specific may
further increase theimpact of social featureson likes. To answer
the questions whether and why social alcohol posts|ead to more
reactions with more certainty, future studies are necessary
comparing social versus nonsocial a cohol posts and contrasting
those with similar neutral posts and posts about other unhealthy
behaviors (eg, smoking or snacking).

Another limitation lies in the fact that we coded the alcohol
posts from an outsider viewpoint—coders |ooked at an alcohol
post and decided whether it was social (if people werevisible).
However, another worthwhile method may beto ask participants
to describe and interpret alcohol posts (in line with Hebden et
a [61], for example) to see whether any differences arise
between our coding and participant interpretations. For example,
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it is possible that athough the alcohol post in Figure 2 was
coded as having no person visible, when participants see this
post they may infer that the poster is probably not alone while
enjoying this drink. Such interpretations are an interesting
avenue for future research.

Conclusions and Potential I mplications for
I nterventions

This study investigated the social content and social processes
involved with acohol posts on social networking sites. Findings
revealed that in terms of content and processes, alcohol posts
on social media are socia in nature. Furthermore, these social
aspects are related to responses to these posts: the more social
elementsin the post, the more (positive) reactions (eg, likesand
comments). Taken together, these findings suggest that al cohol
posts on social media are a part of young peopl€’s everyday
socid lives, and interventions aiming to decrease alcohol posts
should includeafocuson theindividual inasocia (networking)
context.

Potential implications for interventions arise from this study.
First, the comparison between the participants who did and did
not post about alcohol showed that, asagroup, more older young
adult women post alcohol content on social media. This may
illustrate an important target group for future interventions
addressing the posting of alcohol-related posts. Second, our
findings support viewing the posting of alcohol postsasasocial
behavior. Therefore, attempts to reduce this behavior should
not take an individualistic approach but should focus on the
individual in a socia context. It may be worthwhile to make
people aware that they post about social gatherings in which
alcohal is visible and tag others in these posts and such posts
may have unintended negative consequences and should be
avoided by not posting these pictures or by hiding alcoholic
beverages when a photo istaken. Adolescents and young adults
can be motivated to not alow tagsin such postsand to stimulate
others to not post alcohol posts or tag them in it. Whether and
which of thesetacticswill be successful isan important avenue
for further research.

Data collection wasfacilitated by L eiden University. Thiswork was supported by aVeni grant (451-15-022) from the Netherlands
Organization for Scientific Research awarded to the first author (HH).

Conflictsof Interest
None declared.

References

1.  HughesK, AndersonZ, Morleo M, BellisMA. Alcohoal, nightlife and violence: therelative contributions of drinking before
and during nights out to negative health and criminal justice outcomes. Addiction 2008 Jan;103(1):60-65. [doi:

10.1111/j.1360-0443.2007.02030.x] [Medline: 17996008]

2. Perkins HW. Surveying the damage: areview of research on conseguences of alcohol misusein college populations. J Stud

Alcohol Suppl 2002 Mar(14):91-100. [Medline: 12022733]

3. RehmJ, RoomR, Graham K, Monteiro M, Gmel G, Sempos CT. The relationship of average volume of a cohol consumption
and patterns of drinking to burden of disease: an overview. Addiction 2003 Sep;98(9):1209-1228. [Medline: 12930209]

4.  Cherpitel CJ. Alcohol and injuries: areview of international emergency room studies since 1995. Drug Alcohol Rev 2007
Mar;26(2):201-214. [doi: 10.1080/09595230601146686] [Medline: 17364856]

http://www.jmir.org/2018/6/e226/

JMed Internet Res 2018 | vol. 20 | iss. 6 | €226 | p. 9
(page number not for citation purposes)


http://dx.doi.org/10.1111/j.1360-0443.2007.02030.x
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=17996008&dopt=Abstract
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=12022733&dopt=Abstract
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=12930209&dopt=Abstract
http://dx.doi.org/10.1080/09595230601146686
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=17364856&dopt=Abstract
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH Hendriks et al

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

Naimi TS, Brewer RD, Mokdad A, Denny C, Serdula MK, Marks JS. Binge drinking among US adults. JAMA 2003 Jan
1;289(1):70-75. [Medline: 12503979

Bréker AB, Soellner R. Alcohol drinking cultures of European adolescents. Eur J Public Health 2016 Aug;26(4):581-586.
[doi: 10.1093/eurpub/ckw033] [Medline: 27037330]

EMCDDA-ESPAD Joint Publication. ESPAD Report 2015: results from the European School Survey Project on Alcohol
and Other Drugs. Luxembourg: Publications Office of the European Union; 2015. URL : http://www.espad.org/sites/'espad.org/
filessESPAD_report 2015.pdf [accessed 2018-05-30] [WebCite Cache ID 6znvQBf1G]

Beck KH, Arria AM, CaldeiraKM, Vincent KB, O'Grady KE, Wish ED. Socia context of drinking and alcohol problems
among college students. Am J Health Behav 2008;32(4):420-430 [FREE Full text] [doi: 10.5555/ajhb.2008.32.4.420]
[Medline: 18092902]

Moreno MA, Christakis DA, Egan KG, Brockman LN, Becker T. Associations between displayed alcohol references on
Facebook and problem drinking among college students. Arch Pediatr Adolesc Med 2012 Feb;166(2):157-163 [FREE Full
text] [doi: 10.1001/archpediatrics.2011.180] [Medline: 21969360]

Christiansen M, Vik PW, Jarchow A. College student heavy drinking in social contexts versus alone. Addict Behav
2002;27(3):393-404. [Medline: 12118627]

Pavis S, Cunningham-Burley S, Amos A. Alcohol consumption and young people: exploring meaning and social context.
Health Educ Res 1997;12:311-322 [FREE Full text]

Ridout B, Campbell A, EllisL. “Off your Face(book)”: alcohol in online social identity construction and its relation to
problem drinking in university students. Drug Alcohol Rev 2012 Jan;31(1):20-26. [doi: 10.1111/j.1465-3362.2010.00277.X]
[Medline: 21355935]

Bot SM, Engels RCME, Knibbe RA, Meeus WHJ. Friend's drinking behaviour and adolescent acohol consumption: the
moderating role of friendship characteristics. Addict Behav 2005 Jun;30(5):929-947. [doi: 10.1016/j.addbeh.2004.09.012]
[Medline: 15893090]

Goodwin L. Explaining alcohol consumption and related experiences among fraternity and sorority members. J College
Student Developm Sep 1989;30(5):448-458.

Maxwell KA. Friends: therole of peer influence across adolescent risk behaviors. J Youth Adolesc Aug 2002;31(4):267-277.
[doi: 10.1023/A:1015493316865]

Urberg KA, Luo Q, Pilgrim C, Degirmencioglu SM. A two-stage model of peer influence in adolescent substance use:
individual and relationship-specific differences in susceptibility to influence. Addict Behav 2003 Sep;28(7):1243-1256.
[Medline: 12915166]

Rosenquist N, Murabito J, Fowler JH, ChristakisNA. The spread of alcohol consumption behavior in alarge social network.
AnnIntern Med 2010 Apr 06;152(7):426-433 [FREE Full text] [doi: 10.7326/0003-4819-152-7-201004060-00007] [Medline:
20368648]

Baym N, Zhang Y, Lin MC. Socia interactions across media: interpersonal communication on the internet, telephone and
face-to-face. New Media Soc 2004 Jun 30;6(3):299-318. [doi: 10.1177/1461444804041438]

Moreno MA, D'Angelo J, Whitehill J. Social mediaand acohol: summary of research, intervention ideas and future study
directions. Media Commun Jun 2016;4(3):50-59. [doi: 10.17645/mac.v4i3.529]

Muise A, Christofides E, Desmarais S. More information than you ever wanted: does Facebook bring out the green-eyed
monster of jealousy? Cyberpsychol Behav 2009 Aug;12(4):441-444. [doi: 10.1089/cpb.2008.0263] [Medline: 19366318]
Tong ST, Van der Heide B, Langwell L, Walther JB. Too much of agood thing? The relationship between number of
friends and interpersonal impressions on Facebook. J Comput Mediat Commun Apr 2008;13(3):531-549. [doi:
10.1111/j.1083-6101.2008.00409.X]

Carrotte ER, Prichard I, Lim MSC. “Fitspiration” on social media: a content analysis of gendered images. JMed Internet
Res 2017 Mar 29;19(3):€95 [FREE Full text] [doi: 10.2196/jmir.6368] [Medline: 28356239]

Beullens K, Schepers A. Display of alcohol use on Facebook: a content analysis. Cyberpsychol Behav Soc Netw 2013
Jul;16(7):497-503. [doi: 10.1089/cyber.2013.0044] [Medline: 23617225]

van Hoof JJ, Bekkers J, van Vuuren M. Son, you're smoking on Facebook! College students' disclosures on socia networking
sitesasindicators of real-life risk behaviors. Comput Hum Behav 2014 May;34:249-257. [doi: 10.1016/j.chb.2014.02.008]
Moreno MA, Cox ED, Young HN, Haaland W. Underage college students' alcohol displays on Facebook and real-time
alcohol behaviors. J Adolesc Health 2015 Jun;56(6):646-651 [FREE Full text] [doi: 10.1016/j.jadohealth.2015.02.020]
[Medline: 26003580]

Boyle SC, LaBrie JW, Froidevaux NM, Witkovic YD. Different digital paths to the keg? How exposure to peers
alcohol-related social media content influences drinking among male and femal e first-year college students. Addict Behav
2016 Jun;57:21-29. [doi: 10.1016/j.addbeh.2016.01.011] [Medline: 26835604]

Geusens F, Beullens K. The association between social networking sites and alcohol abuse Among Belgian Adolescents.
JMedia Psychol 2016 Dec 30:1-10. [doi: 10.1027/1864-1105/a000196]

Hendriks H, Gebhardt WA, van den Putte B. Alcohol-related posts from young people on social networking sites: content
and motivations. Cyberpsychol Behav Soc Netw 2017 Jul;20(7):428-435. [doi: 10.1089/cyber.2016.0640] [Medline:
28650223]

http://www.jmir.org/2018/6/e226/ JMed Internet Res 2018 | vol. 20 | iss. 6 | €226 | p. 10

(page number not for citation purposes)


http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=12503979&dopt=Abstract
http://dx.doi.org/10.1093/eurpub/ckw033
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=27037330&dopt=Abstract
http://www.espad.org/sites/espad.org/files/ESPAD_report_2015.pdf
http://www.espad.org/sites/espad.org/files/ESPAD_report_2015.pdf
http://www.webcitation.org/

                                            6znvQBf1G
http://europepmc.org/abstract/MED/18092902
http://dx.doi.org/10.5555/ajhb.2008.32.4.420
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=18092902&dopt=Abstract
http://europepmc.org/abstract/MED/21969360
http://europepmc.org/abstract/MED/21969360
http://dx.doi.org/10.1001/archpediatrics.2011.180
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=21969360&dopt=Abstract
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=12118627&dopt=Abstract
https://doi.org/10.1093/her/12.3.311
http://dx.doi.org/10.1111/j.1465-3362.2010.00277.x
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=21355935&dopt=Abstract
http://dx.doi.org/10.1016/j.addbeh.2004.09.012
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=15893090&dopt=Abstract
http://dx.doi.org/10.1023/A:1015493316865
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=12915166&dopt=Abstract
http://europepmc.org/abstract/MED/20368648
http://dx.doi.org/10.7326/0003-4819-152-7-201004060-00007
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=20368648&dopt=Abstract
http://dx.doi.org/10.1177/1461444804041438
http://dx.doi.org/10.17645/mac.v4i3.529
http://dx.doi.org/10.1089/cpb.2008.0263
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=19366318&dopt=Abstract
http://dx.doi.org/10.1111/j.1083-6101.2008.00409.x
http://www.jmir.org/2017/3/e95/
http://dx.doi.org/10.2196/jmir.6368
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=28356239&dopt=Abstract
http://dx.doi.org/10.1089/cyber.2013.0044
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=23617225&dopt=Abstract
http://dx.doi.org/10.1016/j.chb.2014.02.008
http://europepmc.org/abstract/MED/26003580
http://dx.doi.org/10.1016/j.jadohealth.2015.02.020
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=26003580&dopt=Abstract
http://dx.doi.org/10.1016/j.addbeh.2016.01.011
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=26835604&dopt=Abstract
http://dx.doi.org/10.1027/1864-1105/a000196
http://dx.doi.org/10.1089/cyber.2016.0640
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=28650223&dopt=Abstract
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH Hendriks et al

29.

30.

31.

32.

33.

35.

36.

37.

38.

39.

40.

41.

42.

43.

45,

46.

47.

48.

49,

50.

51.

52.

53.

Moreno MA, Briner LR, Williams A, Brockman L, Walker L, Christakis DA. A content analysis of displayed alcohol
references on a social networking web site. J Adolesc Health 2010 Aug;47(2):168-175 [FREE Full text] [doi:
10.1016/j.jadoheal th.2010.01.001] [Medline: 20638009]

Moewaka Barnes H, McCreanor T, Goodwin I, Lyons A, Griffin C, Hutton F. Alcohol and social media: drinking and
drunkenness while online. Crit Public Health 2016;26(1):62-76. [doi: 10.1080/09581596.2015.1058921]

Dunlop SM, Kashima'Y, Wakefield M. Predictors and consequences of conversations about health promoting media
messages. Communication Monographs 2010 Dec; 77(4):518-539. [doi: 10.1080/03637751.2010.502537]

Hendriks H, de Bruijn GJ, van den Putte B. Talking about alcohol consumption: health campaigns, conversational valence,
and binge drinking intentions. Br J Health Psychol 2012 Nov;17(4):843-853. [doi: 10.1111/].2044-8287.2012.02080.X]
[Medline: 22646524]

Hendriks H, van den Putte B, de Bruijn GJ. Changing the conversation: theinfluence of emotions on conversational valence
and alcohol consumption. Prev Sci 2014 Oct;15(5):684-693. [doi: 10.1007/s11121-013-0418-2] [Medline: 23812888]
Cialdini RB, Trost MR. Social influence: social norms, conformity and compliance. In: Gilbert DT, Fiske ST, Lindzey G,
editors. The Handbook of Social Psychology. New York: McGraw-Hill; 1999:151-192.

Haines M, Spear SF. Changing the perception of the norm: a strategy to decrease binge drinking among college students.
JAm Coll Health 1996 Nov;45(3):134-140. [doi: 10.1080/07448481.1996.9936873] [Medline: 8952206]

Mollen S, Rimal RN, Ruiter RAC, Kok G. Healthy and unhealthy social norms and food selection. Findings from a
field-experiment. Appetite 2013 Jun;65:83-89 [FREE Full text] [doi: 10.1016/j.appet.2013.01.020] [Medline: 23402712]
Asch SE. Studies of independence and conformity: a minority of one against a unanimous majority. Psychol Mon Gen
Applied 1956;70(9):1-70. [doi: 10.1037/h0093718]

Gerard HB, Wilhelmy RA, Conolley ES. Conformity and group size. J Pers Soc Psychol 1968 Jan;8(1):79-82. [Medline:
4866675]

Baumeister RF, Leary MR. The need to belong: desire for interpersonal attachments as a fundamental human motivation.
Psychol Bull 1995 May;117(3):497-529. [Medline: 7777651]

JanisIL, King BT. Theinfluence of role playing on opinion change. J Abnorm Psychol 1954 Apr;49(2):211-218. [Medline:
13151774]

Alhabash S, McAlister AR, Quilliam ET, Richards JI, Lou C. Alcohol's getting a bit more social: when alcohol marketing
messages on Facebook increase young adults intentions to imbibe. Mass Commun Soc 2015 Dec 20;18(3):350-375. [doi:
10.1080/15205436.2014.945651]

Cialdini RB, Kallgren CA, Reno RR. A focus theory of normative conduct: atheoretical refinement and reeval uation of
the role of norms in human behavior. Adv Exp Soc Psychol 1991;24:201-234. [doi: 10.1016/S0065-2601(08)60330-5]
Lang TA, Secic M. How to Report Statistics in Medicine: Annotated Guidelines for Authors, Editors, and Reviewers.
Philadel phia: ACP Press; 2006.

Cavazos-Rehg PA, KraussMJ, Sowles SJ, Bierut LJ. Marijuana-related posts on Instagram. Prev Sci 2016 Dec;17(6):710-720
[FREE Full text] [doi: 10.1007/s11121-016-0669-9] [Medline: 27262456]

Riby DM, Hancock PJB. Viewingit differently: social scene perceptionin Williams syndrome and autism. Neuropsychologia
2008 Sep;46(11):2855-2860. [doi: 10.1016/j.neuropsychologia.2008.05.003] [Medline: 18561959]

Sasson N, Tsuchiya N, Hurley R, Couture SM, Penn DL, Adolphs R, et al. Orienting to socia stimuli differentiates social
cognitive impairment in autism and schizophrenia. Neuropsychologia 2007 Jun 18;45(11):2580-2588 [FREE Full text]
[doi: 10.1016/j.neuropsychologia.2007.03.009] [Medline: 17459428]

Moreno MA, van der Stoep A, Parks MR, Zimmerman FJ, Kurth A, Christakis DA. Reducing at-risk adolescents' display
of risk behavior on asocia networking web site: a randomized controlled pilot intervention trial. Arch Pediatr Adolesc
Med 2009;163(1):35-41. [doi: 10.1001/archpediatrics.2008.502]

Carrotte E, VellaA, Lim M. Predictors of “Liking” Three Types of Health and Fitness-Related Content on Social Media:
A Cross-Sectional Study. JMed Internet Res 2015 Aug 21;17(8):€205 [FREE Full text] [doi: 10.2196/jmir.4803] [Medline:
26297689]

Chu KH, Allem JP, Cruz TB, Unger JB. Vaping on Instagram: cloud chasing, hand checks and product placement. Tob
Control 2016 Sep;26(5):575-578 [FREE Full text] [doi: 10.1136/tobaccocontrol-2016-053052] [Medline: 27660111]
Allem JP, Chu KH, Cruz TB, Unger JB. Waterpipe promotion and use on Instagram: #hookah. Nicotine Tob Res 2017 Oct
01;19(10):1248-1252. [doi: 10.1093/ntr/ntw329] [Medline: 28077449]

Allem JP, Escobedo P, Chu KH, Cruz TB, Unger JB. Images of little cigars and cigarillos on Instagram identified by the
hashtag #swisher: thematic analysis. JMed Internet Res 2017 Jul 14;19(7):e255 [FREE Full text] [doi: 10.2196/jmir.7634]
[Medline: 28710057]

Holland G, Tiggemann M. “ Strong beats skinny every time”: disordered eating and compulsive exercise in women who
post fitspiration on Instagram. Int J Eat Disord 2017 Jan;50(1):76-79. [doi: 10.1002/eat.22559] [Medline: 27302867]
Farace S, van Laer T, de Ruyter K, Wetzels M. Assessing the effect of narrative transportation, portrayed action, and
photographic style on the likelihood to comment on posted selfies. Eur J Market 2017 Nov 14;51(11/12):1961-1979. [doi:
10.1108/EIM-03-2016-0158]

http://www.jmir.org/2018/6/e226/ JMed Internet Res 2018 | vol. 20 | iss. 6 | €226 | p. 11

(page number not for citation purposes)


http://europepmc.org/abstract/MED/20638009
http://dx.doi.org/10.1016/j.jadohealth.2010.01.001
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=20638009&dopt=Abstract
http://dx.doi.org/10.1080/09581596.2015.1058921
http://dx.doi.org/10.1080/03637751.2010.502537
http://dx.doi.org/10.1111/j.2044-8287.2012.02080.x
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=22646524&dopt=Abstract
http://dx.doi.org/10.1007/s11121-013-0418-2
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=23812888&dopt=Abstract
http://dx.doi.org/10.1080/07448481.1996.9936873
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=8952206&dopt=Abstract
https://linkinghub.elsevier.com/retrieve/pii/S0195-6663(13)00049-4
http://dx.doi.org/10.1016/j.appet.2013.01.020
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=23402712&dopt=Abstract
http://dx.doi.org/10.1037/h0093718
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=4866675&dopt=Abstract
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=7777651&dopt=Abstract
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=13151774&dopt=Abstract
http://dx.doi.org/10.1080/15205436.2014.945651
http://dx.doi.org/10.1016/S0065-2601(08)60330-5
http://europepmc.org/abstract/MED/27262456
http://dx.doi.org/10.1007/s11121-016-0669-9
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=27262456&dopt=Abstract
http://dx.doi.org/10.1016/j.neuropsychologia.2008.05.003
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=18561959&dopt=Abstract
http://europepmc.org/abstract/MED/17459428
http://dx.doi.org/10.1016/j.neuropsychologia.2007.03.009
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=17459428&dopt=Abstract
http://dx.doi.org/10.1001/archpediatrics.2008.502
http://www.jmir.org/2015/8/e205/
http://dx.doi.org/10.2196/jmir.4803
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=26297689&dopt=Abstract
http://europepmc.org/abstract/MED/27660111
http://dx.doi.org/10.1136/tobaccocontrol-2016-053052
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=27660111&dopt=Abstract
http://dx.doi.org/10.1093/ntr/ntw329
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=28077449&dopt=Abstract
http://www.jmir.org/2017/7/e255/
http://dx.doi.org/10.2196/jmir.7634
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=28710057&dopt=Abstract
http://dx.doi.org/10.1002/eat.22559
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=27302867&dopt=Abstract
http://dx.doi.org/10.1108/EJM-03-2016-0158
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH Hendriks et al

54.

55.

56.

57.

58.

59.

60.

61.

Litt D. Social networking sites and adolescent alcohol use: the role of social images, social horms, and social comparison
(doctoral dissertation). Washington: The George Washington University; 2010.

Flaudias V, de Chazeron |, Zerhouni O, Boudesseul J, Begue L, Bouthier R, et al. Preventing a cohol abuse through social
networking sites: afirst assessment of atwo-year ecological approach. JMed Internet Res 2015;17(12):e278 [FREE Full
text] [doi: 10.2196/jmir.4233] [Medline: 26681577]

Katz D, Allport F. Student Attitudes: A Report of the Syracuse University Research Study. Burlington: Craftsman Press;
1931.

Hastings G, Anderson S, Cooke E, Gordon R. Alcohol marketing and young people's drinking: areview of the research. J
Pub Health Pol 2005 Sep;26(3):296-311. [doi: 10.1057/palgrave.jphp.3200039] [Medline: 16167558]

Wills TA, Sargent JD, Gibbons FX, Gerrard M, Stoolmiller M. Movie exposure to alcohol cues and adolescent alcohol
problems: alongitudinal analysisin anational sample. Psychol Addict Behav 2009 Mar;23(1):23-35 [FREE Full text] [doi:
10.1037/a0014137] [Medline: 19290687]

Waylen A, Leary S, NessA, Sargent J. Alcohol usein films and adolescent alcohol use. Pediatrics 2015 May;135(5):851-858
[FREE Full text] [doi: 10.1542/peds.2014-2978] [Medline: 25869367]

Yang B, Zhao X. TV, social media, and college students’ binge drinking intentions: moderated mediation models. JHealth
Commun 2018 Dec;23(1):61-71. [doi: 10.1080/10810730.2017.1411995] [Medline: 29265924]

Hebden R, Lyons AC, Goodwin |, McCreanor T. “When you add acohoal, it gets that much better”. J Drug Issues 2015
Mar 22;45(2):214-226. [doi: 10.1177/0022042615575375]

Abbreviations

RQ: research question

Edited by G Eysenbach; submitted 07.11.17; peer-reviewed by E Seabrook, JP Allem, L Thompson; comments to author 03.12.17;
revised version received 30.01.18; accepted 08.05.18; published 22.06.18

Please cite as.

Hendriks H, Van den Putte B, Gebhardt WA, Moreno MA

Social Drinking on Social Media: Content Analysis of the Social Aspects of Alcohol-Related Posts on Facebook and Instagram
J Med Internet Res 2018;20(6): €226

URL: http://mww.jmir.org/2018/6/€226/

doi: 10.2196/jmir.9355
PMID: 29934290

©Hanneke Hendriks, Bas VVan den Putte, Winifred A Gebhardt, Megan A Moreno. Originally published in the Journal of Medical
Internet Research (http://www.jmir.org), 22.06.2018. This is an open-access article distributed under the terms of the Creative
Commons Attribution License (https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and
reproduction in any medium, provided the original work, first published in the Journal of Medical Internet Research, is properly
cited. The complete bibliographic information, alink to the original publication on http://www.jmir.org/, aswell asthis copyright
and license information must be included.

http://www.jmir.org/2018/6/e226/ JMed Internet Res 2018 | vol. 20 | iss. 6 | €226 | p. 12

RenderX

(page number not for citation purposes)


http://www.jmir.org/2015/12/e278/
http://www.jmir.org/2015/12/e278/
http://dx.doi.org/10.2196/jmir.4233
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=26681577&dopt=Abstract
http://dx.doi.org/10.1057/palgrave.jphp.3200039
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=16167558&dopt=Abstract
http://europepmc.org/abstract/MED/19290687
http://dx.doi.org/10.1037/a0014137
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=19290687&dopt=Abstract
http://pediatrics.aappublications.org/cgi/pmidlookup?view=long&pmid=25869367
http://dx.doi.org/10.1542/peds.2014-2978
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=25869367&dopt=Abstract
http://dx.doi.org/10.1080/10810730.2017.1411995
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=29265924&dopt=Abstract
http://dx.doi.org/10.1177/0022042615575375
http://www.jmir.org/2018/6/e226/
http://dx.doi.org/10.2196/jmir.9355
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=29934290&dopt=Abstract
http://www.w3.org/Style/XSL
http://www.renderx.com/

