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INTRODUCTION: Alcohol advertising in Brazil is subjected to ethical restrictions through a self-regulated code organized by the advertising industry. This study has as its main aim to verify the existence and level of code violations of beer advertisements as judged by adolescents. 

METHODOLOGY: 5 recently aired television beer ads were selected from a total of 32, using criteria related to the level of exposition and appreciation of the ads. A questionnaire was developed using the Brazilian self-regulated code and another instrument accessed socio-demographic information as well as alcohol consumption and vulnerability factors. The questionnaires were applied to a sample of 282 adolescent (14-17 years-old) high school students from three public schools in São Bernardo (state of São Paulo). 

ANALYSIS AND DISCUSSION: Logistic and multivariate regression models were used to access the frequency and kind of violation of the self-regulatory code. The association between the violations in general (including the ads’ attractiveness in particular) and alcohol consumption and other vulnerability factors were analyzed. Several violations were found, in particular connected to subgroups of adolescents. The violations suggest that the Brazilian self-regulated code with regard to beer advertisements have not been respected as assessed by a vulnerable public, namely the teenagers. 

