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ABSTRACT 

The majority of existent scientific studies take for granted the passive status of so-called user 

generate content. Our research goal is to explain the variables underlying the active dimension of 

digital production (not by the professional but by the user).  Firstly, we theoretically developed the 

concept of “digital content activity” relying more on the process of creation/production rather than 

on outcome. Secondly, we focus on a specific group of content producers: teenagers. Thirdly, 

Latin America is the ideal setting for understanding this phenomenon within a less 

conventional/structured educational environment, which fosters more creative pedagogical 

practices.  

 

Two stages of the fieldwork were carried out. The qualitative component comprised fourteen 

focus groups involving teenagers (boys, girls and mixed), parents and teachers. As much of the 

literature integrates a western approach, thus our analyses provided a realistic Latin American 

(Peru) perspective and framework about the relations, degree of engagement and meaning of 

Internet and digital tools on students’ life. In the quantitative component, three models were 

estimated based on 1150 interviews corresponding to three adolescents’ age groups. 

 

The structural equation model support directly or indirectly the influence of the following 

constructs on Digital Creation Content Activity (passive/active Information, Entertainment and 

Transactional): Teenager Life Satisfaction, Teenager Interpersonal Influence, Friends, Parents, 

and school, Teenager Attitude Towards Internet, Group Influence on Teenager, Social Media 

Engagement. 

 

Keywords: Digital Content Activity; Teenagers; Social Media Engagement; Structural Equation 

Model; Peruvian Context 
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RESUMO 

A generalidade das pesquisas existentes assume apenas o estatuto mais passivo do utilizador 

que gera conteúdos. O objetivo da nossa investigação consistiu em explicar as variáveis 

subjacentes a uma dimensão mais ativa da produção digital. Em primeiro lugar, contribuímos 

para o enquadramento teórico do conceito de “atividade de produção de conteúdos digitais pelo 

utilizador” apoiando-nos mais no processo de criação/produção do que nos resultados. Em 

segundo, consideramos como o nosso público alvo criadores de conteúdos: os jovens. Em 

terceiro, optamos como cenário da nossa pesquisa a América latina. Trata-se de uma região 

mais aberta à criatividade e com uma abordagem menos convencional e estruturada nas suas 

práticas pedagógicas. 

 

Aplicamos duas abordagens de método de investigação. Na componente qualitativa, realizamos 

14 focus group envolvendo adolescentes (raparigas, rapazes e misto), pais e professores. A 

literatura oferece uma perspectiva demasiado ocidentalizada. Esta fase permitiu obter um 

enquadramento mais ajustado à realidade da América latina (Peru) para aprender quais as 

relações, envolvimento e significado da Internet e as ferramentas digitais têm na vida dos 

adolescentes naquele contexto da América do sul. Na componente quantitativa estimamos 3 

modelos baseados em inquéritos envolvendo 1150 entrevistas distribuídos por três grupos 

etários. 

 

O sistema de equações estruturais confirmou direta e indiretamente a influência na atividade de 

produção de conteúdos (passiva/ativa-informativa, entretenimento e transacional) dos seguintes 

constructos: nível de satisfação existencial do adolescente, influencia interpessoal, amigos, 

família e escola, atitude para com a Internet, influência do grupo no adolescente e grau de 

envolvimento nos medias sociais. 

 

 

 

Palavras-chave: Atividade de Conteúdo Digital; Adolescentes Social Media Engagement; 

Análise de Equações Estruturais; Contexto Peruano
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CHAPTER I INTRODUCTION 

We present the following study "Teenagers Digital Content Activity: Antecedents and 

Measurement in Cusco-Peru Context" to achieve the PhD degree. For four years, we developed 

an explanatory model of the Teenagers Digital Content Activity that determines the main 

antecedents that intervene in teenagers digital content activity in the Cusco-Peru context. This 

research also developed and validated scales to measure the variables that influence and 

determine the digital activity of the teenager in the various social platforms and assessed what 

level of influence they receive from parents, family, friends, school, and the different advertising 

that determine a certain level of digital activity in social networks and their digital social media 

engagement. 

It is important to mention the importance of this research because no similar study aims to 

measure the teenagers digital content activity (DCA). With this motivation in mind, we reviewed 

basic concepts and developed new ones, such as the definition of digital activity and instruments 

to measure it. For this purpose, the present research also designed the parameters to measure 

the various activities carried out by teenagers/adolescents when generating content in the various 

social media. 

The relevance of this research is also related to the generational group it studies, i.e., the new 

generation of teenagers belonging to Generation Z, which is oftenly neglected in the Cusco-Peru 

region. Also, the limited knowledge is general because this new generation Z (Loveland, 2017) 

lives in a world of constant updates (Beall, 2016), moving easily through social media 

(Domínguez, G., Jaén, A., Ceballos, M., 2017). The individuals that form this new generation of 

teenagers are complex, demanding groups, difficult to understand and in recent years they have 

become a key challenge especially for marketing scholars (Batat, 2008; Chantrey, 2005), 

because it is difficult to predict a behavior pattern for them (Williams, 2015), hence the increased 

interest to study them. 

Therefore, the efforts of this research to study and measure the teenagers' digital behavior is 

important since digital behavior may influence the purchase decision of family and friends 

(Freeman & Shapiro, 2014; Lindstrom, 2004). Moreover, the regional context of this study is 

unique, because it focuses on the teenagers from the urban part of the city of Cusco, which is 

considered as a middle point of information of Peru. Hence, the research study is carried out in 

Cusco because it is a point of approximation to the statistical average regarding Internet 

penetration in Peru. This value is only surpassed by Lima, where the level of Internet access for 
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2017 was 7 out of 10 inhabitants (Álvarez, 2017); while in the city of Cusco the level of internet 

access for 2016 was 55% (G. Abad, 2016), i.e., almost 6 out of 10 inhabitants have access to the 

internet. 

We also emphasize the pioneering feature of this study as is no other study in South America that 

measures the teenagers digital content activity. Moreover, at a global scale, we only find studies 

that can contribute to developing our theory, whereas it cannot be found a specific one that 

tackles the measurement of the level of teenager digital content activity. Therefore, this research 

study is a challenge that contributes to scientific knowledge with the development of a new theory 

that begins with the definition of digital content activity (DCA) and the diverse categories we 

propose for this activity proposed, such as the digital activity of information, entertainment, 

transaction, production and creation. 

To conduct the study, we followed a mixed methods approach. At first, a qualitative research 

study was used, in which we carried out three focus groups with teenagers, parents and teachers 

in order to obtain real information about the field of study in Cusco-Peru. These allowed 

discovering that teenagers from Cusco have an intense digital activity. This initial information 

served as the basis to conduct the quantitative study and to generate the scales of measurement 

in the five categories of digital content activity. It is also important to mention that a research 

ethics strategy was developed, in order to safeguard all ethical standards in research. Secondly, 

in order to develop the second part of the quantitative research, we divided the teenagers into 

three study groups to be able to achieve a better research model:  

(1) Group 1: Teenagers aged 14 to 15 years old; 

(2) Group 2: Teenagers aged 16 to 17 years old, and a 

(3) Group 3: Adolescents aged 18 to 19 years old. 

Likewise, in research development, we validated the proposed model in each of the three 

proposed research groups, using the technique of structural equations modeling. This method is 

a statistical instrument (Anderson & Gerbing, 1988; Marôco, 2014a) for general modeling 

techniques used to measure the validity of the theoretical model (Marôco, 2014a). It also allowed 

us to relate all the variables and determine the variables that precede the model. We proposed 13 

hypotheses to prove and corroborate the variables’ validity. We tested the composite reliability 

and validity of the proposed model by eliminating variables that did not fit the model, to try to 

improve it. We followed the same technique in the three groups of teenagers, which were suited 

to the model. The first group of 14 & 15 years-old teenagers was the one that fits better the 

proposed theoretical model. 
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Teenagers Digital Content Activity: Antecedents and Measurement in Cusco-Peru Context 

1.1 Definition of the Problem 

In recent years, the development of Information and Communication Technologies (ICT) has 

been high-speed and unpredictable, reaching a widespread use in all areas of society (Kraemer & 

King, 2017; Riel, 2017). Therefore, the amount of information generated by means of digital 

media is growing exponentially (Quisbert, Korenkova, & Ha ̈gerfors, 2009), originating massive 

databases (Big-data) that allow manipulation, classification for convenience, and increasing the 

speed of reaction from enterprises in businesses that enable user digital content (Malthouse & Li, 

2017; Martin, 2017). Subsequently, the digital age is transforming almost every aspect of life, 

such as work, study, politics, economy, finance, business, education, culture, lifestyle, or social 

life (Kraemer & King, 2017), and mainly new ways of doing business. 

This transformation is especially crucial for the new generation of teenagers, to whom the 

information technologies have become part of their daily life (Chou et al., 2009; Oprea & Stan, 

2012; Loveland, 2017). Also, it should be noted that teenagers are in a stage of personal 

development, surrounded by a series of social, physical, biological, and psychological changes, 

characterized by a permanent search for independence, autonomy, and affirmation of their own 

identity (Lozano-Vicente, 2014; Berger, 2006;  Gowers, 2005;  Marcia, 2001). Hence, during 

adolescence, teenagers face several interconnecting tasks, i.e., they multitask, using various 

skills simultaneously (CSEH-PAPP et al., 2017). These skills are developed under the influence 

of family (Steinberg, 2001b) and later of friends who will influence each other reciprocally. Among 

teenagers there is namely an increased desire for freedom, increasing the importance of issues 

such as self-esteem, self-identity, peer-pressure, self-absorption and self-consciousness (Shifflet-

Chila et al., 2016). 

Furthermore, it should be highlighted that one of the characteristics of this new generation of 

teenagers is that they were born in a digital age, thus being true digital natives (TREN #3, 2017; 

Prensky, 2011). They grew up naturally and intuitively among social media, effortlessly moving 

through social networks and virtual platforms (Domínguez, Jaén & Ceballos, 2017), experiencing 

and quickly changing new digital practices, reformulating new concepts (Rutherford et al., 2017) 

and mastering the use of digital technologies (Shifflet-Chila et al.,2016). Additionally, the 

relationship between teenagers and digital media takes on new shapes and allows new learning 

opportunities in education, entertainment and communication (Kraemer & King, 2017; Tsitsika et 

al., 2014), subsequently underlining the value and potential of formal, informal and non-formal 
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learning (Eshach, 2007) through digital media. This tool thus constitutes a new practical way to 

pursue different activities of interest to the teenager (Ito et al., 2010).   

Moreover, since pre-adolescence, this new generation differs more from the previous generations 

because they have had the ability to influence their parents as never seen before; additionally, 

they developed highly persuasive skills and generally well-planned arguments, excuses, and 

ideas to help ensure that family purchases are to their convenience, ultimately influencing their 

parents purchase decisions (Freeman & Shapiro, 2014; Lindstrom, 2004). Around 11 years-old 

they need to feel they belong to a group, and often the group affects and pressure their purchase 

behavior, decision-making and brand choices (Chantrey, 2005). Therefore, it is not surprising that 

brands help pre-teens to feel part of the group (Chantrey, 2005). The need for belonging is even 

more true for girls, who are more aware of fashion trends and have the money to spend on their 

different tastes and whims, because of the partnerships established by influential brands with 

fashion celebrities, pop and sports idols, and famous artists (Grant & Stephen, 2005).  

However, upon reaching adolescence, this new generation of teenagers, also called the Post-

millennial generation or Gen Z (Loveland, 2017), is a group to reckon with, because they are 

complex, demanding and challenging to understand, and are becoming, in recent years, vital and 

a major challenge for sellers (Chantrey, 2005; Batat, 2008). Generation Z teenagers live in a 

world of constant updates. Therefore they process information very fast, and their level of 

attention is lower than previous generations. For this reason, brand specialists recommend 

communication in less than five words in large font size; otherwise it fails to draw their attention 

(Beall, 2016). However, this is not enough to success among teenagers, who are a challenge due 

to their influence in the digital media (Batat, 2008).   

Market researchers managed to succeed with this segment before, formulating correct 

parameters for market strategies. However, a pattern of behavior is more difficult to engineer for 

this new Gen Z teenagers, because they are instantaneous, taking an interest in something and 

quickly losing it (Williams, 2015). This is why there is no consensus about the parameters to the 

study of this consumer segment, although market scholars keep their research to improve 

knowledge on Gen Z teenagers (TREN #3, 2017), and subsequently their market strategies. 

Whereas there are many studies regarding European and North American Post-millennial 

teenagers, there is no specific research about this generation in South America. There are 

studies on Millennial or Generation Y teenagers; however, despite all similarities between the two 

generations, Y and Z, they are significantly different (Bencsik, Horváth-Csikós & Jubász, 2016). 

This information concerning Y or Millennial Generation highlighted that Peruvian Millennial 



21 

 

 

teenagers, belonging to economic levels in classes A, B, and C, are quite similar to the European 

and North American Millennial teenagers, and even more similar regarding digital technology 

trends and some habits (Begazo & Fernandez, 2016).   

Regarding technological trends, South American teenagers have also evolved due to increased 

Internet use, accelerated over the last fifteen years. 55% of the inhabitants used the network in 

2015, 20% more than in 2010, and broadband connections grew mainly in the mobile sector, from 

7 to 58% in 2015 (CEPAL, 2016). We find the same trend in Peru, where Internet users 

duplicated between 2006 and 2014, from 20% to 40% (CEPAL, 2015), with a growth rate of 10% 

per year, becoming one of the highest in the region. This increase is due to the mobile phones 

revolution, assuming this trend will endure at least for the next five years, reaching for the level of 

the leading countries in consumption of technologies, according to Ivan Marchan, expert from 

ComScore South America (El Comercio, 2016). Accordingly, this penetration of access to 

information technologies is slower in Sub-America than in developed countries, causing a slower 

digital literacy in this part of the continent, where most Internet users are teenagers. For example 

in Peru, the majority of internet users (78%) are 18-24 years old, i.e. 8 out of 10  teenagers use 

the internet (Gonzalo Abad, 2015). 

However, no specialized market studies examine the Peruvian teenagers’ digital content activity, 

or even a scientific document measuring and establishing teenager digital content activity in the 

world or Peru. This highlights the relevance of the present study, since it constitutes an 

opportunity to study this new generation of Peruvian Gen Z teenagers and their ability to have a 

digital content activity, which constitutes fundamental market information, such as online 

behavior, habits, attitudes, shopping preferences, brands related to the DCA of the Peruvian 

teenager. 

 

1.2 Objective 

The primary objective of this thesis is to develop an explanatory model of the Digital Content 

Activity of the teenagers from Cusco (Peru) aged between 14 and 19 years old. Many of the 

teenagers are in school, some are beginning college, and this study aims to determine the 

background to measure the DCA in the Context of Peru-Latin America. It aims to develop and 

validate scales to measure the variables that influence and determine the digital activity of 

teenagers. Additionally, it intends to identify the different habits of teenagers among the different 

social platforms. This research also tries to understand the influence of parents, family, friends, 

school, and the different advertisements that determine a specific digital engagement with social 
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media and brands in general. It also identifies the manipulation of the digital content of original 

brands, logos, and daily advertising related to the development and digital activity of the 

adolescents’ daily lives. 

 

1.3 Methodology  

The object of study of this research is 14 to 19 years-old teenagers from the urban area of the city 

of Cusco, in Peru. Hence, the research study of “Teenagers/ Adolescents Digital Content Activity: 

Antecedents and Measurement in Cusco-Peru Context” employs a multi-methodological and 

sequential approach in two stages. The first stage comprises a qualitative approach, whereas the 

second regards a quantitative (Saunders, Lewis & Thornhill, 2016), 

The first part of the study is qualitative and sequential because it allows understanding and 

exploring the real field and simultaneously allows access to primary data. For this purpose, we 

employed the focus group technique (Quinn, 2015). Data collection targeted teenagers, parents 

and teachers of teenagers, and for the data analysis we use the software NVivo 11, which allows 

the interpretation of the initial part, and helps designing the fieldwork for the second part, 

facilitating the formulation of constructs to study. 

In the second moment, the methodological approach is quantitative, which allows the 

measurement of the “Teenagers/ Adolescents Digital Content Activity” through the development 

of measurement scales, using questionnaires as the technique for data collection (Saunders, 

Lewis & Thornhill, 2016). We analyzed the data using the statistical software SPSS 23 and Amos 

24. 

 

1.4 Results  

The analysis carried out corroborates the theory proposed in the theoretical framework related to 

the diversity of the teenagers’ digital content activity. We demonstrate that the three study groups 

corroborate the theory, especially the theoretical model is a better fit for the group aged 14 to 15 

years old. 

1st Group aged 14 to 15- years old:  The discriminant validity (AVE) is 0.5, and the average 

composite reliability (CR) is 0.9, which confirms the validity of our theoretical model (Cupani, 

2012; Hair, Black, Babin, & Anderson, 2010; Marôco, 2014a). 

2nd Group aged 16 to 17- years old: The discriminant validity of the second group of teenagers 

shows that the Average Variance Extracted (AVE) is 0.44 which is considered moderately 
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acceptable, and a composite reliability (CR) is 0.895, which indicates a very good adjustment 

despite presenting a slightly low AVE (Cupani, 2012; Hair et al., 2010; Marôco, 2014a).  

3rd Group aged 18 to 19- years old: The discriminant validity of the third group of teenagers in 

which AVE is 0.435, is considered moderately acceptable, and the CR is 0.869, indicating a very 

good adjustment, despite having a slightly low AVE (Cupani, 2012; Hair et al., 2010; Marôco, 

2014a). 

 

1.5 Contribution  

The main contribution of the “Teenagers Digital Content Activity: background and measurement 

in the context of Cusco-Peru” is academic, as it broadens the existing knowledge and improves 

academic debate, because to the best of our knowledge, it is the first study of the kind. There are 

both theoretical and practical contributions: 

a) Theoretical Contributions  

• Allows measuring the DCA of teenagers through various scales elaborated with the 

structural equation modeling technique, while establishing a measurement instrument as 

a valid formalized tool. 

• Contributes academically with the research topic to the university community. 

• Contributes to nuture potential new theories about the digital behavior of teenagers. 

b) Practical Contribution 

• Contributes to expand market knowledge about this important market segment, which 

teenagers represent. 

• Contributes to knowledge information to improve the relationship between companies 

and this group of individuals. 

 

1.6 Structure of the Thesis 

The organization of this thesis is defined in two stages as shown in Figure 1. The first part 

reviews the relevant literature regarding the characteristics of teenagers and technological 

information on the activity carried out by them, as well as the leading influencers in the teenager's 

digital behavior. Finally, it describes the context where the study takes part, the Cusco-Peru 

reality.  

The second part of the thesis is the empirical study. It starts with the theoretical framework that 

supports the theory and structural model of the teenagers’ DCA. It is followed by the research 
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hypothesis and the methodological strategy adopted. Then, we present the results obtained from 

the proposed research model, the discussion of the proposed model, and it ends with the 

conclusions and recommendations. 

Chapter II is the literature review focusing on the critical stage of adolescence, its main 

characteristics as changes in the physical-biological, social, cognitive change, search for identity, 

self-esteem and the influence of the family, such as parents and siblings. We also focus on the 

influence of school friends, teachers, social media and advertising on the digital content activity of 

the teenager. 

In chapter III, we carry out a review of the literature on the relationship between information 

technologies and teenagers, and their implications for education, formal, informal and non-formal 

learning in teenager students. It also includes the new digital literacy, attitude towards the internet 

and engagement to digital media. 

Chapter IV determines the main antecedents that influence the adolescents’ DCA, in which we 

analyzed and identified family (parents and siblings, cousins, uncles and grandparents), school 

(friends and teachers) as the primary influencers. 

Chapter V contains the main statistical data on the geographical scope of the Cusco-Peru region, 

information regarding the evolution of the population that accesses the Internet by age groups, as 

well as the primary electronic devices used, and leading social networks used by teenagers from 

Cusco-Peru. 

Chapter VI presents the theoretical framework of the thesis, where it is defined what is ‘digital 

activity’ and what are the different forms of digital activity (the digital activity of information, 

entertainment, transaction, production and creation) that can be found in teenagers. From here, 

we developed the research model, more precisely a structural model designed to measure the 

teenagers’ digital content activity. Moreover, this proposed model tries to explain the primary 

influencers in teenagers and their engagement to digital media that make teenagers create 

specific digital content activity in social media. 

Chapter VII shows that from the proposed structural model we derive 13 hypotheses. Seven of 

the variables of the model independent and are related to six dependent variables, through an 

intermediary variable (as seen in Figure 18). Finally, all these hypotheses try to prove the 

proposed research model. 

Chapter VIII explains the methodology used in the research process, from the philosophical 

assumptions, type of research, techniques and tools used in the development of the research. It 

also exposes the criteria for measurement and use of the evaluation indices of the model. The 
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present chapter also develops the strategies used in the research study to assure ethical 

standards throughout the research process.  

Chapter IX presents the development of research, starting with the data collection, ordering, data 

coding, and structural analysis of the model proposed in the different groups of teenagers in 

which we measure the DCA of the teenager from Cusco-Peru. In the next step, we validate the 

proposed research model, which corroborates the hypotheses in each of the study groups. 

Finally, we discuss the results reached for each variable and per groups of teenagers, which 

corroborates of the proposed model. 

Chapter X This chapter identifies the main conclusions reached by this study, identifying future 

research and recommendations as well as identifying the main limitations of the study. 

 

Figure 1 Structure of the Thesis 
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Our investigation was guided and inspired by several articles. In the following tables (see Table 1 

to Table 6) we summarize the research goals and the main findings of the selected papers. The 

relevant topics considered comprised: Teen Behavior, Advertising Influence in Teenagers (ADI), 

Teenager Attitude towards the Internet (TATI), Social Media Engagement (SME), and Teenagers/ 

Adolescents Digital Content Activity (DCA). 

 

Table 1 Teen Behavior 

Author Research goals Main Findings 
1.(Berger, 
2006) 

It studies teenagers’ behavior 
during their development and 
combines various existing 
theories about the different 
changes from childhood to 
adolescence. 

The teenager is characterized by the constant 
search for independence and identity; they are 
concrete in their thinking prefer to imagine the 
possible, the probable and even the impossible, 
instead of focusing on the real. They are also able 
to develop hypotheses and explore, using 
deductive reasoning and explaining theory. 

2.(Batat, 2008) The study explores teenagers’ 
behavior, habits and consumer 
skills. It also focuses on the 
perception and awareness 
developed by teenagers 
towards market informants. 

The author found that the teenager is the most 
competent consumer due to the market 
knowledge and management of digital technology. 
Moreover, teenagers are more skilled consumers 
than their parents and other users. They have the 
habit of exploring; therefore, they are the most 
informed consumers in the market. Teenagers are 
always in a consumption mode, learning, looking 
for novelties, and subsequently, their behavior and 
habits are often analyzed by market researchers. 

 
3.(Hill, Beatty 
& Walsh,  
2013) 

 
It is possible to improve the 
understanding of teen 
behavior as an online 
consumer and digital user, as 
well as to see their primary 
motivations for online 
purchasing. 
 
 
 

 
This study found an essential characteristic of the 
teenager behavior: the adolescent is very 
influential in the family when making purchases on 
the internet. Also, they enjoy the experience of 
making purchases online. 
Scales of Variables  
It was possible to identify five types of motivations 
for teenagers to buy online,  three profiles of 
teenager users: 
Motivating Variables 
1. - Online social motivation. 
2. - Online play motivation. 
3. - Online escapism motivation. 
4. - Online discovery motivation. 
5. - Online utility motivation. 
User profiles according to use and purchase 
habits: 

1. Internet conqueror 
2. Virtual pragmatic 
3. Recreational buyer. 

4.(Rial, et al. 
2015) 

 

To understand in depth the 
teenager and be able to 
identify the different profiles of 

The main findings concern the different styles and 
levels of teen users, such as the specialist in 
social networking, the video game player, and 
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Author Research goals Main Findings 
1.(Berger, 
2006) 

It studies teenagers’ behavior 
during their development and 
combines various existing 
theories about the different 
changes from childhood to 
adolescence. 

The teenager is characterized by the constant 
search for independence and identity; they are 
concrete in their thinking prefer to imagine the 
possible, the probable and even the impossible, 
instead of focusing on the real. They are also able 
to develop hypotheses and explore, using 
deductive reasoning and explaining theory. 

2.(Batat, 2008) The study explores teenagers’ 
behavior, habits and consumer 
skills. It also focuses on the 
perception and awareness 
developed by teenagers 
towards market informants. 

The author found that the teenager is the most 
competent consumer due to the market 
knowledge and management of digital technology. 
Moreover, teenagers are more skilled consumers 
than their parents and other users. They have the 
habit of exploring; therefore, they are the most 
informed consumers in the market. Teenagers are 
always in a consumption mode, learning, looking 
for novelties, and subsequently, their behavior and 
habits are often analyzed by market researchers. 

 
 
 
 
 
 
 
 

behavior regarding the 
attitudes and perceptions of 
the teenager before the 
Internet and social networks. 

those with some level of risk of mental disorder. 
This study provides insights to conduct a better 
market segmentation, and to find our study 
objective. 
Variable found: the scale of attitudes regarding the 
internet 
Profiles of teen internet users: 

1) First steppers; 
2) Trainees 

Sensible users 
3) Heavy users. 

5.(Gleason, 
2016) 

To observe the self-expression 
of personality, identity, 
communication and 
information shared in a 
particular group of a social 
platform. 

All teens seek, adopt and create their personality 
style, self-expression and identity in the 
conversations held with other teens with their age, 
within a specific group of a social platform. In 
many cases, this platform helps them to establish 
their popularity among peers, adopting their 
communication language. 

6.(Shifflet-
Chila et al., 
2016) 

To show teen mastery and 
experience with digital 
technology. 

There is a generational gap between teens and 
their parents regarding the use of technology. 
Therefore, the natural domain of technology 
influences teen behavior by increasing their 
autonomy and helping to adopt their own identity. 

 

Table 2 Peer, Parent, Family (PPF) Influence in Teens’ Behavior 

Author Research goals Main Findings 
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7.(Kaare, 
Brandtzæg, 
Heim, & 
Endestad, 
2007) 
 
 
 
 
 
 
 

 
This research identifies the 
interrelations between teens, 
their parents, family and their 
environment, and the pattern 
of communication between 
these interrelations that 
determines the virtual 
communicational content of 
the teenager. 
 

Technology is changing the form of teens’ 
communication. Thus, it is accelerating their family 
individualization, which creates different patterns of 
behavior among both teens and parents. 
The connections among teen changes tend to be 
more virtual than physical, which in turn is 
determining. The authors found that friends and peers 
influence them more than their parents. 
It was possible to identify six types of categories of 
content mediated communication: 
1. Communication mediating practical information and 
messages; 
2. Communication mediating interests and hobbies; 
3. Communication seeking to establish contact with 
others; 
4. Communication with a strong symbolic and/or 
emotional content; 
5. Communication with or about the opposite sex. 
6. Communication intended as bullying and 
harassment. 

8. (Minahan 
& 
Huddleston, 
2013) 
 

This study aims to observe 
mothers’ influence in the 
daughters’ purchase 
patterns of purchase 
throughout their 
development (childhood, 
adolescence and adulthood), 
as well as the influence of 
the daughters. 

The authors found that parents influence children 
from an early age concerning tastes and purchase 
preferences. 
Mothers in specific influence the purchasing habits of 
their daughters, such as some rituals, patterns and 
values, passed on from generation to generation, 
especially in the first years of childhood, puberty and 
the transition to adolescence where daughters seek 
independence. This mother’s influence lasts for the 
rest of their lives.  
Moreover, daughters influence mothers with their 
different tastes and preferences. This two-way 
influence develops over time. 

 
9. (Paff, 
Hyllegard  y 
Yan, 2014) 
 

 
This investigation compared 
behavioral variables of brand 
preferences, trends and 
styles of fashion trends, and 
online clothing brands, 
between mothers and 
daughters. 

 
The researchers found that the influence of mothers 
on their preteenager daughters is stronger than the 
fathers’, sisters’ or any other relative regarding 
fashion trends, brands, and choice of clothing in 
general. 
On the other hand, the authors concluded that 
teenagers use closeness to clothing to develop their 
style, identity, self-esteem and self-confidence, which 
helps them build and show their personality. 
Compared variables: 
1. Importance of clothing product characteristics; 
2. Past socially responsible clothing purchasing 
behavior; 
3. Clothing involvement; 
4. Proximity of clothing to self; 
5. Educational engagement; 
6. Evaluation of an intelligent brand of clothing; 
7. Evaluation of the website of an intelligent brand of 
clothes; 
8. Attitude toward an intelligent clothing brand; 
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Author Research goals Main Findings 
 
 
7.(Kaare, 
Brandtzæg, 
Heim, & 
Endestad, 
2007) 
 
 
 
 
 
 
 

 
This research identifies the 
interrelations between teens, 
their parents, family and their 
environment, and the pattern 
of communication between 
these interrelations that 
determines the virtual 
communicational content of 
the teenager. 
 

Technology is changing the form of teens’ 
communication. Thus, it is accelerating their family 
individualization, which creates different patterns of 
behavior among both teens and parents. 
The connections among teen changes tend to be 
more virtual than physical, which in turn is 
determining. The authors found that friends and peers 
influence them more than their parents. 
It was possible to identify six types of categories of 
content mediated communication: 
1. Communication mediating practical information and 
messages; 
2. Communication mediating interests and hobbies; 
3. Communication seeking to establish contact with 
others; 
4. Communication with a strong symbolic and/or 
emotional content; 
5. Communication with or about the opposite sex. 
6. Communication intended as bullying and 
harassment. 
9. Intent to purchase an intelligent clothing brand. 

 

Table 3 Digital Advertising Influence in Teenagers (DAI) 

Author Research goals Main Findings 
10.(Monteiro, 
2011) 
 
 

This study identified the 
teenagers’ degree of 
engagement with e-brands 
on Facebook. 

It was found that: 
Brands on Facebook influence teenagers formally 
and informally, they are identified with different 
groups and brands that help them to project their 
image via their profiles. 
Adolescents present their engagement to some 
brands through the internet, influencing each other 
through Facebook, generating a group identification 
and self-esteem. 
The variables that modulate the brand e-engagement 
via Facebook are: 
1) Brand Love 
2) Product Category Involvement 
3) Information Exchange 
4) Collective Self-Esteem (Social Identity) 

11.(Oliveira, 
Zuniga, Lin, 
2016) 
 
 

This research aims to 
understand brand 
engagement of young 
teenagers in an online 
page (Facebook). 

Teens identify themselves with a page or social web 
site if their friends do the same. This motivation of 
belonging allows them to improve social acceptance, 
which generates an affection towards the page. 
Teens often use interpersonal connectivity to have 
fun through Facebook. 
Factors found to establish engagement with a brand: 
H1: Social Norms. 
H3: Social Identity  
H6: Maintenance of interpersonal interconnectivity 
H8: Entertainment value 
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Table 4 Teenager Attitude towards the Internet (TATI) 

Author Research goals Main Findings 
12. (Chou,  et 
al., 2009) 

To identify the different 
types of factors of the 
engagement of pre-
teenagers with the Internet. 

Five types of pre-teenager engagement with the 
internet factors were studied: 
1) As a tool: the primary use of the internet is as an 
indispensable tool for work. 
2) As a toy: the internet is perceived as an 
indispensable and inseparable toy. 
3) As a territory: it is perceived as a place of comfort 
and a channel to express (Grant & Stephen, 2005) 
feelings, to share ideas from school, to keep in touch 
with friends. 
4) As a treasure of information: perceived as a search 
engine for information on multiple topics. 
5) As a telephone: primarily used to keep contact with 
all friends especially outside the school. 
The factors that generate higher levels of 
engagement are the internet as a tool and as a toy. 

 

Table 5 Social Media Engagement (SME) 

Author Research goals Main Findings 
13. (Asghar, 
2015) 
 

To validate a scale that 
measures information 
seeking using the social 
media platforms Facebook. 
 
 
 

One of the social media platforms most used 
worldwide is Facebook; this is generally used as a 
favorite source of communication and sometimes for 
information. 
The variables measured for this study were: 

1) Social searching; 
2) Hedonic Proclivity; 
3) Social Browsing; 
4) Consumer Trends Information; 
5) General Erudition. 

14. (Bodroža,  
& Jovanović, 
2016) 

To understand the process 
of peoples’ behavior and 
their connection with a 
social network platform in 
this specific case 
Facebook. 
 
 

Facebook (FB) creates, in some cases, 
communication dependence for the individual and 
some groups.  
This ‘dependence’ makes this social media an 
essential part of life, e.g.:  

• Many people use their profile to create 
their personal or group identity, share 
ideas, thoughts, likes, which makes it 
possible to influence among the users of 
this platform;  

• The platform is used as a new way to 
search for new friends and social groups. 

The negative side of this dependence is that 
excessive exposure creates addiction and social 
anxiety in some people. 
The study’s variables were: 

1) Compensatory use of FB; 
2) Self-Presentation on FB; 
3) Socializing and seeking sexual partners 
4) through FB; 
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5) Facebook addiction; 
6) Facebook as the virtual self. 

15. (Mugahed,  
Shahizan & 
Alhaji, 2014) 

To understand how social 
media can improve 
academic performance. 

Social media platforms (SMP) such as Facebook, 
Twitter and LinkedIn can improve collaborative 
learning among friends and can sometimes include 
teachers in the network. This makes SMPs a potential 
useful pedagogical tool to improve academic 
performance: 
SMP helps and facilitates the engagement to 
collaborative learning of the student within a particular 
topic or activity. This engagement will depend on the 
level of personal interest. 
The authors found that the following variables 
improve collaborative learning: 
1) Interactive with peers 
2) Interactive with the supervisor 
3) Engagement  
4) Perceived ease of use 
5) Perceived usefulness 

 

Table 6 Teenagers/ Adolescents Digital Content Activity (DCA) 

Author Research goals Main Findings 
16. (Schradie, 
2013) 

To caution readers to the 
importance of the subjects in 
the study, namely variations 
due to between-country 
variations, age differences, 
Internet usage and timing of 
the studies. 

Schradie contends Grant Blanks findings on the 
paper ‘Who Creates Content?’ published by iCS, 
specifically regarding: 

• The role of social inequality (like 
education and income) in content 
creation 

• Blank’s content categories: Schradie 
sees them more as activities’ 
categories  

• Blank’s argument that there is no 
inequality among online content and 
digital access; 

The extrapolation of Blank results (Blank uses a 
younger than 14 years old population to compare 
with other studies whose population is older) 

17. (Blank, 2013) 
 

To identify the different 
types of content creation 
activity. 
To classify the different types 
of content creation by level 
of instruction. 

The creation of content depends on the level of 
instruction, age, and cultural level. 
It identifies three different types of content 
creation: 
1) Skilled Content: write a blog, keeping a 
personal web site and others with creative 
content. 
2) Entertainment and Social Content: using social 
networks, uploading photos, downloading videos. 
3) Political Content: political, social, economic 
comments. 

18.(Lu, Hao, & 
Jing, 2016) 

To identify teen digital 
activity inside and outside 
the school. 

It was found that: 
Teens produce three types of digital content in 
the school and outside: 

1. Consuming digital content 
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2. Share digital content 
3. Create digital content 

The authors found that teens have higher levels 
of consumption and sharing digital content 
(especially entertainment) outside the school. 
Conversely, their activity inside the school is 
more sophisticated and with more digital content 
creation. 
Also, the activity of digital content varies 
according to age and gender. 
The variable that significantly predicts the outside 
school social media model is sharing digital 
content. 

19. (Dodds, 
2017) 
 

To define digital activity in 
social media in a dynamic 
environment. 

Dodds found that social media is a tool that helps 
to create creative content if and only if coaches 
and teachers guide and teach students to take 
advantage of the potential of these tools that they 
generally use to share entertainment content and 
social communication. 

20. (Harlan, 109 
Bruce, & Lupton, 
2012) 

To identify the type of 
information shared by a 
single group of teenagers 
U.S.A. chosen for their 
activity in social media. 
 
 
 

It was found that: 
Teens learn through attempt and error in the 
social networks they participate. Besides, this 
group uses the information to create content and 
share it through their social networks online. 
Also, this group presents a high level of 
engagement to personal, shared learning and 
engagement with the social networks they 
participate in.  
(*) Limitation: small study group difficult to infer 
result to teenager population, that is, the chosen 
group has high-performance characteristics in 
social networks. 

21. (Schivinski, 
Christodoulides, 
& Dabrowski, 
2016) 
 

The purpose is to measure 
the level of consumer 
engagement with brand-
related social-media content. 
 
 

The authors found: 
Consumers have different levels of consumer 
engagement in social media. 
Also, these levels are weak or medium when the 
brand is seen or read on the internet by the 
content generator. The content generator has 
higher levels of brand engagement when there is  
contribution or creation in the content 
There are three levels of digital content 
concerning brand: 
a) Consumption - reading and watching the 
brand online; 
b) Contribution - commenting, sharing, or 
positively evaluating ‘(liking’) the brand; 
c) Creation - the user writes a post or initiates 
content related to the brand. 
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CHAPTER II TEENAGERS (LITERATURE REVIEW) 

2.1 Teenagers 

The controversial stage of adolescence is the second decade of the life cycle in human 

development. It is a period of transition bordering childhood and adulthood (Steinberg, 2001a; 

Furstenberg, 2001; De Jong Gierveld, 2001; Berger, 2006; Gowers, 2005; Lozano-Vicente, 

2014). This stage of transition is multifaceted (Steinberg, 2001a) because the teenager develops 

mainly in three aspects: biosocial, cognitive, and psychosocial (Berger, 2006; Pineda & Aliño., 

2002).  

Teenagers are characterized by the constant search for emotional and economic 

independence (De Jong Gierveld, 2001), as well as the search for their own identity (Marcia, 

2001). Another trait inherent to adolescents is their concrete thinking, their preference to imagine 

the possible, the probable and even the impossible, instead of focusing on the real (Berger, 

2006). Teenagers are also able to develop hypotheses and explore, using deductive reasoning 

and theoretical explaining (Berger, 2006; Pineda & Aliño, 2002). 

 

 2.1.1 Definition of Teenagers and Pre-Teenagers according to different authors 

Although the term ‘teenager/adolescent’ had not been theoretically defined (Pineda & Aliño., 

2002; Lozano-Vicente, 2014),  this concept emerged in the early XX century, (Steinberg, 2001a; 

Furstenberg, 2001). So far, the term ‘teenager’ does not have a unified concept. However, it is 

addressed by different fields of knowledge, such as Anthropology, Psychology, Developmental 

Biology, Sociology, History, and transversally in educational issues, family context, and public 

policies (Lozano-Vicente, 2014). Concerning the definition of this concept: 

- According to the official Oxford Dictionary, adolescence is the process of development 

between childhood and adulthood (Simpson & Weiner, 2008). 

- According to the World Health Organization (WHO), adolescence is the period from 10 to 

19 years old, that represents a complex stage of life and the transition from childhood to 

adulthood, with physical, psychological, biological, intellectual and social changes (WHO, 

2017) 

Also according to the WHO, adolescence is classified in two stages (cited in Pineda & Aliño, 2002 

p.16): 

i) First adolescence, early period, from 10 to 14 years-old. 
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ii) Second adolescence, late period, between 15 and 19.  

According to Berger (2006), technically, the teenager is neither an adult nor a child; adolescence 

is the period between childhood and adulthood and is generally sub-divided into two stages: 

i) Pre-adolescence: stage, between 10 and 13. 

ii) Adolescence: between the ages of 13 and 18 years old. 

This stage is characterized by the following: 

� Presence of physical changes and biological development of the teenager (Pineda & Aliño., 

2002; Steinberg, 2001a). 

� Development of sexual identity and maturation of sexual organs. It is marked by the initiation 

of reproductive ability (Pineda & Aliño, 2002; Steinberg, 2001a).  

� Psychosocial changes integrated into social development and search for group identification, 

as well as the search for their independence and identity (Pineda & Aliño, 2002; Steinberg, 

2001a). 

� Manifestations contradicting behaviors and constant mood changes (Pineda & Aliño, 2002; 

Steinberg, 2001a). 

� Growth and evolution of thought, from concrete to abstract, with the ability to use knowledge 

for better expression (Pineda & Aliño, 2002; Steinberg, 2001a). 

� At this stage, they become more analytical and able to formulate theories (Pineda & Aliño., 

2002; Steinberg, 2001a).  

� Some teenagers tend to have conflicting relationships with their parents because of the urge 

for their independence (Pineda & Aliño, 2002; Steinberg, 2001a). 

� Choice of activities and training development to improve their performance in life (Berger, 

2006; Pineda & Aliño, 2002; Steinberg, 2001a). 

� The need for training and planning a life project (Pineda & Aliño, 2002; Steinberg, 2001a). 

 

2.1.2 Main Approaches and Theories of Teenager Development 

The topic of adolescence is an extensive one; it remains in a state of confusion and discussion; 

subsequently, it remains an open field for research (Lozano-Vicente, 2014). However, the existing 

theories and approaches can help us to understand better the scope of our research. 
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2.1.2.1 Physical-Biological Development 

The physical change is a crucial feature in the adolescence stage, as well as the biological 

development, development of the sexual organs until their maturation and reproductive capacity 

(Gowers, 2005; Pineda & Aliño., 2002; Steinberg, 2001). Concurrently, the teenager/adolescent 

also seeks a sexual identity of gender (Marcia, 2001).  

The changes in girls are the presented in Table 7, whereas the boys’ changes can be seen on 

Table 8. 

 

Table 7 Main Changes during the Adolescence Stage - girls 

Changes experienced by 11-18-year-old girls during this stage. 

 

 Pubic hair appears, the weight surge begins and later the final pattern of pubic hair is 

established. 

 The peak of height and muscle growth and organs occurs (also the hips become more evident). 

 They experience the first menstruation and ovulation. 

 Voice change. 

 Complete breast growth. 

Source: (Berger, 2006)  Table 14.1 

 

Table 8 Main Changes during the Adolescence Stage - boys 

 

11-18-years-old boys experience the following changes during this stage. 

 Pubic hair appears and simultaneous growth of the penis. Finally, the pattern of pubic hair is 

established. 

 The first ejaculation occurs and also weight gain. 

 There is a peak of height and maximum growth of muscles and organs (also the shoulders 

become noticeable). 

 Voice change. 

 Visible facial hair. 

Source: (Berger, 2006) Table 14.1 
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2.1.2.2 Development of Identity  

Another characteristic of the development in adolescence is the development and search of an 

own identity. The identity-seek takes places in three aspects: occupation, ideology and 

interpersonal values (Marcia, 2001); this process may last until adulthood (Gowers, 2005; Marcia, 

2001). 

An identity is a declaration of ‘who one is.’ It is formed since childhood, questioned and defined 

during adolescence with environmental exploration in different areas of life. The ‘self’ establishes 

who one is, and the ‘superego’ determines ‘how one should be.’ A ‘self’ and a ‘superego’ are 

necessary but not sufficient conditions for the formation of the personal identity (Marcia, 2001). 

One of the most profound crises of human development occurs in the stage of adolescence, 

when young people ask themselves: ‘Who am I?’– after a vast search, teenagers finally find their 

answer to the question (Gowers, 2005; Berger, 2006). 

 

2.1.2.3 Development of Self-Esteem  

The beginning of adolescence is characterized by frequent egocentrism, a self-centered way of 

thinking (Berger, 2006); they seem to have a strong and autonomous sense of ‘self,’ they can 

establish secure relationships, and are finally great in self-esteem and ‘superego’ (Marcia, 2001). 

During adolescence, there are significant physical changes, often determined by culture, so it 

differs between men and women and concerning friends and colleagues, these changes have a 

substantial impact on teenagers’ self-esteem (Gowers, 2005). Therefore, the achievement of 

individual identity has been found as resistance to increase or decrease self-esteem, which 

allows adolescents to act under peer pressure and to think efficiently under stressful conditions 

(Marcia, 2001). 

2.1.2.4 Cognitive Development 

The teenagers’ cognitive process involves mechanisms of change in the specific reasoning. 

Cognitive development generally includes analogical reasoning, attention, working memory, 

selection and use of strategies, and domain-specific knowledge (Bauer & Burch, 2001). At this 

stage, the adolescence is a period of mental development, with changes and improvements in 

thinking and reasoning skills (Berger, 2006; Pineda & Aliño, 2002). According to the Piaget's 

Cognitive Theory, this phase is characterized by the structure and development of thinking 

processes, thoughts shape behavior, attitudes and beliefs of the human being  (Berger, 2006; 

Bauer & Burch, 2001). Since they are 12, teenagers go through a formal operational phase, i.e., 

the teenager can perform formal operations, practice abstract reasoning, growing logical and 
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scientific reasoning that is reflected in mathematics and science problems they can solve, and 

they can also reason analytically and not only emotionally (Steinberg, 2001; Gowers, 2005; 

Berger, 2006). They can think logically about events they have never experienced and acquire 

the ability to understand phenomena (Steinberg, 2001; Gowers, 2005). 

 

2.1.2.5 Social Development 

Socialization is the behavioral process through which teenagers tend to share activities, 

attitudes, and values between people and social institutions to which they are exposed, as well as 

the preparation of the various roles they will assume as adults (Steinberg, 2001b). In general, all 

teenagers develop at home and outside. School, friends and social groups in the neighborhood 

and vicinity typically represent the outside (Steinberg, 2001a; Gowers, 2005; Berger, 2006). This 

development requires that the teenager understands and acts within the social environment, 

which is limited by several rules from past generations, that control the teenager and help 

him/her to increase and develop social and communicative skills (Gowers, 2005; Berger, 2006). 

Often the teenager is strongly identified with his classmates and is usually committed to his 

family (Gowers, 2005; Berger, 2006). It is remarkable that youngsters often choose friends with 

similar opinions to their parents (although they will never admit these similarities) (Gowers, 2005). 

Moreover, the development experienced during adolescence is also full of intergenerational 

conflicts, commonly known as the ‘generation gap’ (Steinberg, 2001a). According to Karl 

Mannheim (1952) and James Coleman (1961),  there are differences between adults and 

teenagers because they grow in different social circumstances and consequently acquire 

different attitudes, values, and beliefs, which intensifies the inter-generational tension between 

teenagers and adults (cited in Steinberg, 2001a, p. 104).    

While it is true that socialization is fundamental and necessary in teenagers’ development 

process, it can also have a negative impact. The negative impact is why society often questions 

some television forces, popular music, cinema, and some media, which are considered 

responsible for a variety of teenagers’ negative behaviors, such as bad habits, smoking, 

alcoholism, irresponsible sexual promiscuity, prostitution, the use of drugs, crime, and violence 

(Steinberg, 2001b). However, all teenagers face the socialization process, and it may have both 

positive and negative outcomes, depending on the individuality of acquisition of ethical values 

and common sense by each teenager, as well as parental control and monitoring of teenagers. 
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2.1.2.6 Influence of the Family  

By the end of the XX century, with the advances in behavioral genetics, it was demonstrated 

there was a genetic influence in the process of socialization, as part of the parental influence, and 

not merely a reflection of shared genetic background (Plomin, 1990). Also, the first studies about 

adolescents’ socialization revealed the influence of parental discipline and its impact on children 

personality development, as well as the influence of some genetic traits,  shared between parents 

and children (Steinberg, 2001b).  

The influence of the family in teenagers also depends on the generation gap. The smaller is the 

gap; the higher is the influence. In turn, the arguments about setting limits are numerous. In 

functional families, teenagers may agree with these rules and accept family values without 

reproaches (Gowers, 2005).  Conversely, families with a dysfunctional structure and absent 

parents are more likely to foster conflict (Furstenberg, 2001). Many of these studies show that the 

conflict between parents and children increase during adolescence, which comes as no surprise 

given the multiple changes they endure. Most of these conflicts involve parents, siblings, friends, 

and other adults (Gowers, 2005; Berger, 2006). 

� Frequent reasons why teenagers generate conflict 

Teenagers are considered economically and emotionally non-independent citizens (Lozano-

Vicente, 2014; Pineda & Aliño, 2002), and generally, they argue more with their parents about 

autonomy, authority, and responsibility (Lozano-Vicente, 2014; Gowers, 2005). They also argue 

exceptionally with siblings (Gowers, 2005); and finally with friends about interpersonal and 

complicated relationships (Gowers, 2005; Pineda & Aliño, 2002). 

Finally, the family structure and their support are essential for the development of the teenager 

(Furstenberg, 2001), especially regarding the motivation and encouragement that will help them 

reach a full youth. 

 

2.1.2.7 Influence of the School 

Educational institutions are the main socialization centers for teenagers. Schools are the primary 

place for teenagers to interact with peers, teachers, and the entire organization. In this 

circumstance, the teenager will actively choose a school according to the school requirements 

(Gowers, 2005). Also, this is a center where they will train and prepare to follow undergraduate 

studies to allow independence and autonomy (Berger, 2006; Pineda & Aliño, 2002). A 

motivational strategy to increase performance in school is to address the teenager as an 

autonomous, intelligent, sensitive individual, providing understanding and care for teachers and 
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the educational system (Gowers, 2005). Simultaneously, an appropriate environment is crucial for 

the success and academic performance of the adolescent.  

 

2.1.2.8 Influence of Friends 

Teenagers select their classmates based on shared focal attributes such as school performance, 

ideas, values, beliefs, tastes, and preferences (Silbereisen, 2001). Once found this shared 

ground, peer relationships become increasingly crucial in adolescence (Gowers, 2005).  Hence 

the large amount of time spent together is particularly significant for the development of 

teenagers (Silbereisen, 2001). 

Friends usually constitute a social network that supports teenagers against stress, helping them 

in the development of autonomy, which is why young “teenagers” carry out a series of activities 

outside the home, often providing social support among them, which constitutes an alternative 

point of social skills development (Gowers, 2005; Silbereisen, 2001). 

 

2.1.2.9 Group Identity 

At this stage, the teenager is concerned about the social acceptance and search for identity in 

his group, as well as popularity among peers (Gowers, 2005). Friends or peers help the teenager 

to face the conflicts in school, in the family, with companions, physical-biological changes, 

although this help may be positive or negative, depending on the teenager orientation (Berger, 

2006).  

 

2.1.2.10 Main Teenagers’ Free-Time 

We consider ‘free-time activities’ all those activities that take place outside of the school which 

are not compulsory (Silbereisen, 2001). They may range from practicing sports, playing music, 

getting together and socializing with friends, watching television, connecting online, reading, 

listening to music, working on a hobby, among other activities. Presently, teenagers are involved 

in multiple systems, including cyberspace, as a system or means of interaction with other 

systems through which are used multiple channels of technology and information (Shifflet-Chila et 

al., 2016).  

According to several research studies, new generations access the Internet in their daily lives 

from any point, like home, school, libraries, friends’ houses, and using any technological media, 

such as cell phone, tablet, computer, laptop or others (Hill et al., 2013). Although some activities 

may represent a waste of time from the perspective of the teenager development (Silbereisen, 



40 

 

 

2001), this use of adolescents’ free time depends on their habits, ideas, and values of the new 

generations. 

 

2.1.2.11 Influence of Advertising on Teenagers 

The purpose of advertising targeting teenagers is to influence through advertising messages and 

publicize a good or bad product, trying to persuade the audience (Story, M., French, 2004). It is 

not surprising that unlike adults this new generation has intense internet activity (Batat, 2008). 

Therefore, marketing researchers search aim to study the media platforms used by teenagers, 

since they represent a group of sophisticated consumers with the ability to influence their parents’ 

purchase decisions (Lindstrom, 2004; Shifflet-Chila et al., 2016). Consequetly, it is both a dream 

and a nightmare for marketing scholars to be able to influence teenagers (Lindstrom, 2004). A 

dream because teenagers are often vulnerable to advertisements, but a nightmare due to their 

growing skepticism regarding advertising, subsequently leading to opposing marketing strategies 

in search of effectiveness via the advertising communication channels with teenagers (Freeman 

& Shapiro, 2014). 

 

2.1.3 Definition of Teenagers and Pre-Teenagers for this Study 

Although there is no widespread consensus among researchers concerning the definition of 

adolescence, for the present work and study, the teenager is defined as: 

A teenager is anyone who is in the process of development between the final stage of childhood 

and the initial stage of youth; ranging from 13 years old to 19 years old. This development 

involves a series of physical-biological, cognitive and psychosocial changes in the individual, who 

seeks in life his/hers identity and his/hers emotional and economic independence. 

 

2.1.3.1 Segmentation of the Study of the Teenager 

There are different marketing studies that segments pre-teenagers and teenagers by generational 

groups of critical ages like dramatic events or changes that comprises a value system shared 

within an age group (Prince & Martin, 2012). Other marketing studies regard pre-teenagers are 

all subjects between 8 and 14 years old (Lindstrom, 2004), and other marketing professionals 

define pre-teenagers between 9 and 12 years old (Prince & Martin, 2012). However, there is also 

a stream of research that consider teenagers the individuals aged between 12 and 15 years old 

(Hill et al., 2013). According to the World Health Organization (WHO) convention, teenagers 

those people aged between 10 and 19 years old (World Health Organization, 2017). 
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Hence, for the present study teenagers will be segmented as all those with ages between 

14 and 19 years old. 

Adolescents will be further divided in three groups: 

• First Group of Teenagers: will consist of teenagers with 14 & 15 years old. 

• Second Group of Teenagers: will consist of teenagers with 16 & 17 years old. 

• Third Group of Teenagers: will consist of young teenagers with 18 & 19 years old. 
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CHAPTER III INFORMATION TECHNOLOGIES (LITERATURE REVIEW) 

3.1 Information Technologies Technological Advancement  

In the last 25 years, information technologies have changed new generations (Martin, 2017) and 

permeated all activities in society, thus increasing their impact and importance, being present in 

all fields of life, such as economy, business, markets, or politics, with psychological, sociological, 

and in general developmental impacts (CEPAL, 2015). This is reflected in several versions of 

technological device brought to market, from small GPS units, cell phones becoming lighter, 

smart phones, satellite phones, personal satellite-based locators (PLB), drones with miniature 

cameras, Google Earth, Google Trekker, and more innovative devices (Martin, 2017), that in 

recent years have played a significant role (CEPAL, 2015). As a consequence, large marketing 

companies cannot hit the market using repeated versions of devices (Martin, 2017). Hence, large 

marketing companies tend to handle technology, both Hardware and Software, able to store huge 

amounts of customer information, stored in a large database named ‘Big Data’ (Malthouse & Li, 

2017). This allows companies to reach their customers more effectively (Malthouse & Li, 2017; 

Martin, 2017). 

On the other hand, in the field of education, information technologies have changed concepts and 

perspectives (US Department of Education, 2017), now the knowledge stored long ago in books 

and texts to memorize no longer make sense, in view of this immense availability of information. 

The essential is to know how to manage, store, reflect, communicate, apply and share it 

(Domínguez & Ceballos, 2017). Therefore, the teacher has a fundamental role in the adaptation 

to these new technologies (Estrada & Ovide, 2011), and most teachers are the so-called 'digital 

migrants’ (Prensky, 2010),. They take on the challenge of integrating digital technology into 

learning and teaching (Passey et al., 2016) the so-called ‘Native Digital’ or ‘Google Generation’ 

because this generation googles everything. This is why they are also called the ‘Net Generation’ 

(Prensky, 2010).  Finally, there is no doubt that information technology has changed everything. 

However, these changes are not static, they are in constant daily evolution. 

 

3.2 The Information Technologies implication in Education. 

The use of information technologies requires a new design for teaching and learning practices 

(Estrada & Ovide, 2011), because older teachers usually refuse to make pedagogic changes 

(Pöntinen et al., 2015); However, the new Universal Learning Design (ULD) improves the 

concomitant technologies, making it easier than ever to provide supports that connect students to 
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contents (Sánchez et al., 2014). Although it is a challenge for teachers to keep up with these 

constant innovations, they are widely accepted by students (Fisher & Frey, 2017).  

Among the conditions for a successful adaptation of Information Technology in schools, apart 

from good teacher training, there is also an aspect of financial sustainability, along with the 

development of meaningful, relevant and sufficient digital content (Domínguez et al., 2017); For 

example, adaptive learning programs in reading and mathematics are widely used in primary and 

secondary schools, although their purposes are not always well understood (Fisher & Frey, 

2017). Good training, learning and understanding of teacher is therefore essential (Bautista 

Sánchez et al., 2014) for the success of the application of information technologies. 

 

3.3 Formal, informal and non-formal learning in students 

In the sea of information technologies, learning is often presented in three ways, formal, informal 

and non-formal (Eshach, 2007). To this we must add the changing context in which the debate 

takes place regarding the use of digital technology, studied and learned by student populations in 

and outside the school (Pöntinen et al., 2015). The nature of formal learning occurs in a formal 

structured environment and is directed by the teacher to the student, unlike informal learning that 

is poorly structured and usually occurs spontaneously (Eshach, 2007; Pöntinen et al., 2015) Non-

formal education occurs in a planned but highly adaptable way in institutions, organizations and 

situations that are beyond the formal education circle (Eshach, 2007). 

The results obtained by technological improvements and learning centered on instruction includes 

the development of thinking skills and digital media skills in students of different levels. This 

learning happens at all times, in any place, in any subject. It is not always taught in the 

classroom. Due to the potential of the emerging digital technologies, the increasing use of student 

learning is positive as long as there are extrinsic and intrinsic motivations to learn (Pöntinen et al., 

2015). 

 

3.4 Information Technologies and Millennial and Post-Millennium Generation. 

Technological advancement has developed through various generations such as Baby Boomers, 

Generation X, Generation Y or Millennial, Post-Millennial or Generation Z or Gen Z (Turner, 

2015), and the latest Alpha Generation, with children born since 2010  (Bencsik et al., 2016). 

Technology has clearly marked the different generations, characterizing the last generations for 

the natural and ease of use of information technologies when compared to their predecessors. 



44 

 

 

The Baby Boomers, born between 1944 and 1964 (U. S. Census Bureau, 2014)  and two years 

later for others, according to Zemke et al. (2000), born between 1946 and 1960 (mentioned by 

Bencsik et al., 2016) or between 1946 and 1964 (Zickuhr, 2011), is one of the generations that 

endured longer and the ones growing up in a post-war era (TREN #3, 2017;U. S. Census Bureau, 

2014), This generation is characterized by being able to live without connecting to the internet 

and according to the U.S. Department of Labour the boomers generally spend their money easily 

on things that generate happiness (TREN #3, 2017, p.18). 

Generation X is composed by those born between 1961 and 1981 (Twenge & Campbell, 2008), 

or 1960 and 1984 (Begazo & Fernandez, 2016), according to other authors are those born 

between 1965 and 1980 (U. S. Census Bureau, 2014), or those born between 1965 and 1981 

(TREN #3, 2017). This generation is also known as the MTV Generation, growing up after the 

Vietnam War and Watergate. This generation was a great driver of technology since it witnessed 

the shift from electrical to electronic devices (Begazo, J., Fernandez, 2016). This generation on 

average between the ages of 37 and 55 are now the parents of the Millennial and some of the 

Post-Millennial, and were probably the children of the Baby-Boomers or the older Generation of 

Silence (Begazo, J., Fernandez, 2016; TREN #3, 2017). According to the US Department of 

Labor, Generation X spends less money at home than Boomers and less money on clothing than 

the Millennial, so they are very careful with their expenses (TREN #3, 2017, p. 19).  

The Generation Y (or Generation Me), known as the Millennial, refers to people born between 

1982 and 1999 (Twenge & Campbell, 2008; TREN #3, 2017), and according to other authors are 

those born between 1981-2000 (Begazo & Fernandez, 2016). They were born during the first 

wave of the digital generation with internet popularization. They are called the ‘Digital Natives’ 

(Prensky, 2010). They have high technological qualifications that facilitate the acquisition of 

knowledge through digital tools and technological devices. They use modern digital devices and 

generally they use virtual communication. They are always connected online and accept changes 

very quickly (Bencsik et al., 2016). This generation is characterized by multitasking, multilayered, 

high self-esteem, high level of narcissism, selfishness, anxiety and depression. They don’t value 

much social approval (Twenge & Campbell, 2008; Weirich, 2017) and are considered a growing 

workforce very difficult to retain in a single company in a single work class (Weirich, 2017). It 

should be noted that this generation experienced the great terrorist attacks and worldwide 

financial crisis of 2000 and 2008, so they avoid financial costs and don’t assume large debts 

when buying houses and cars. They mostly rent their houses and they own less cars that 

previous generations (TREN #3, 2017). 
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The Generation Z or Gen Z, also called the Post-Millennial generation was born between 1995 

and 2010 (Loveland, 2017; Bencsik, Horváth-Csikós & Jubász, 2016) or born between 1995 and 

2009 (CSEH-PAPP et al., 2017), or also born between 2000 and 2017 (TREN #3, 2017). This 

young group is a net or network generation because they were born in a highly developed digital 

age (Bencsik et al., 2016), so these would be the true digital natives (TREN #3, 2017). They feel 

at ease in this digital world, and they surround themselves with that environment. They are 

always online in any virtual technical device, nonstop, and relate to their environment through 

their technical devices as a means of communication or tool. Other forms of communication are 

therefore difficult for this generation (Bencsik et al., 2016).  

According to Tom Richmond, Executive Director of Enrollment Marketing Bradley University in 

Peoria, Illinois, the Generation Z uses social media and digital marketing, and also uses multiple 

screens of the world to obtain content, generally from social networks. They don’t pay attention to 

something that is not good and can even find improved images online. This generation conveys 

everything through social media, music, TV, moments in their lives; they interact among different 

groups, and subsequently are very familiar with digital marketing, commenting on good or bad 

brands or affinity of ideas. This generation is keen on applications and their rules are different 

from the previous generations (quoted by Loveland, 2017, p. 37). Despite some similarities 

between these last two generations, Y and Z have significant differences (Bencsik et al., 2016). 

Table 9 shows some differences between these two generations. 

 

Table 9 Generational differences between Millennial and Post-Millennial 

Area Gen Y Gen Z Author 
Objective Rivalry for leadership Live the present (Bencsik et al., 2016) 

 
General 

Self-centered. 
Egocentric 

Self-conscious, 
Conscious 

    
      (TREN #3, 2017) 

Titled Persistent 
Idealistic Realistic 
Creative  Innovative 
Independent Self sufficient 

IT Part of the daily life. Intuitive (Bencsik et al., 2016) 
Training, learning and 

development 
Fast, individual, IT-
based, alternative, just 
in time 

Based on interest, 
informal learning. 

(Bencsik et al.,, 2016) 

 

3.5 Teen Digital Literacy 

The study of new digital practices of teenagers is a dynamic field that changes and renovates 

quickly and continues to reformulate new concepts and generates new practices in young people 
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(Rutherford et al., 2017). Simultaneously it is known that to understand how digital media change 

the different activities of teens (Tripp, 2011), such as for instance the new ways of 

communicating, new ways of learning, new ways to spend time and to develop, allowing the 

understanding of the digitalization process of teenagers and their level of ‘Digital Literacy’. 

Therefore, it is necessary to understand the concept of ‘Digital Literacy’. According to the Digital 

Literacy working group of the American Library Association, Digital Literacy is the ability to use 

Information and Communication Technologies ICT to search, evaluate, create, communicate 

information, that requires technical and cognitive skills (Visser, 2011); This concept should be 

highlighted in a positive sense in order to take full advantage of the possible usefulness of the 

new Information and Communication Technologies ICT. 

According to Subrahmanyam & Greenfield (2008), teenagers tend to use 11 forms of digital 

activity in social communication, such as email, instant messages, text messages, chat groups, 

bulletin boards, blogs, social networking pages such as Facebook, video sharing on YouTube, 

photo sharing on Instagram, the massive multiplication of internet games such as World of 

Warcraft, and the virtual world as a second life is the second life of teenagers. 

However, these 11 new ways of communicating are evolving and changing as technology 

advances, generating many skills and weaknesses in new teenagers. This new generation of 

teenagers has special characteristics in terms of analytical, social development, necessary and 

creative skills for the use of technology (Domínguez et al., 2017). They share knowledge and 

information in a responsible way, as well as hang out in training and fun activities 

(Subrahmanyam & Greenfield, 2008). However, these changes may also generate complications 

in some of the teenagers, as addiction to technologies (games), violence, cyber bullying and 

victimization (Domínguez et al., 2017; Areepattamannil & Swe, 2017), depending on parent 

control, education, and the responsibility of the teenagers. 

Subsequently, ICTs are not good or bad. Rather they may be used to leverage the cognitive 

development of teenagers and to increase the possibilities of socialization, self-development, and 

to improve academic engagement (Areepattamanni & Swe, 2017), as creating a virtual life or a 

second life (Subrahmanyam & Greenfield, 2008). Therefore, this is a new dilemma faced by  a 

new society: to identify if the virtual world of new technologies is real or fictitious (Domínguez et 

al., 2017). 

Summarizing the new features of the new generation of Post-Millennial teenagers, they are 

characterized by (Domínguez et al., 2017): 
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«First the Numerization, as possibility to reduce language, image and sound to 

algorithms that can be reproduced and transmitted; Second, Virtuality, which is nothing 

more than making possible a world that is not real, in which we can navigate and 

explore; Third and last the immediacy whose slogan is: "everything, immediately, for 

all". Information no longer obeys to a specific place or space.» (p. 197) 

 
3.6 Engagement and Aptitude of Teenagers towards the Internet  

According to the information of the Organization for Economic Cooperation and Development 

OECD 2015, Internet traffic in the world has increased by 20% in 2015. In fact the number of 

people using the Internet reached 2,900 million worldwide, and most of the internet users are 

teenagers and young people (cited in Areepattamannil & Swe, 2017). The use of internet has 

become the most common activity for teenagers (O’Keeffe & Clarke-Pearson, 2011), to the extent 

that usually young teenagers sleep with their smart phones or tablets by the bed (Begazo & 

Fernandez, 2016). Therefore nowadays the internet and digital technologies play an important 

role in the life of every teenager (Batat, 2008). 

According to Chou et al. (2009) the internet is used by young people in many functional purposes 

such as: 

"1) A work tool to perform tasks; as 2) favorite toy to play and for entertainment; as 3) 

teenager territory to feel at ease and considered a channel to express feelings, to 

share ideas with friends; as a source of 4) information because it is possible to find 

different information; as 5) telephone or main means of communication and for 

personal contacts". 

Therefore, this diversity of Internet uses turns it into an essential element in the daily life of 

teenagers, generating an Internet engagement beyond the simply functional use (Chou et al., 

2009). 

                                                                                                                                                                                                                                                                       

3.7 Engagement of Teenagers to Social Media 

The past generations were developed with traditional media such as television, newspapers, 

radio and magazines in a single technological way of static transmission in which there was paid 

advertising distributing information to the consumer and commercials in each interval (Zarrella, 

2009). While the rapid changes in technology and Internet are revolutionizing the media that gave 

way to the social medias, the growth and popularity of these online social media created a new 

world of collaboration and communication (Chiu & Lee, 2007). The customer engagement has 
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now become fundamental for the success of virtual environments in the market (Verhagen, Swen, 

Feldberg, & Merikivi, 2015). The strength of customer engagement may contribute to value the 

motivational force of an experience valued with intensity (Higgins, 2006), that as a result creates 

an engagement bond with a certain goal of the user generating engagement. 

It should also be noted that the concept of social media also evolved. At the beginning it 

represented a platform facilitating the exchange of information between users and then there 

were two technical specifications and differences between two entities such as the ‘Web 2.0’ and 

the platform where the social media and the user generated content are developed ‘User 

Generation Content’ UGC (Kaplan & Haenlein, 2010), complementing the concept of social 

media. 

Social Media is a group of applications around the internet, based on Web 2.0 technological and 

ideological foundations, that allows the creation and exchange of ‘user generation content’ 

(Kaplan & Haenlein, 2010).  This tool was later refurbished and used by different companies to 

assist the diversity of market strategies, designated ‘Marketing in Social Media’ which has 

become a multidisciplinary and multifunctional tool, using social media (Reto et al., 2017), and 

ultimately replacing the traditional media. On the other hand, the new users that generate content 

are teenagers who developed amidst the social media (Mugahed et al., 2014). For them it is very 

easy and intuitive to handle electronic devices of any kind. They easily navigate the network, 

using social networks and virtual platforms (Domínguez et al., 2017).  

Therefore, to understand and explain why teenagers are frequent users of social medias, as his 

peers or friends who become very important in his daily life (Subrahmanyam & Greenfield, 2008),  

it is probably because social medias keeps them connected and connected all the time with their 

peers and groups of friends (Oliveira et al., 2016). They also use the social media profiles to 

create their personal profiles, including their personal identity and their group identity (Bodroža & 

Jovanović, 2016). They simultaneously use social medias to share ideas, thoughts, and tastes 

that often make them fashionable (Harlan et al., 2012; Bodroža & Jovanović, 2016). 

Subsequently, these activities influence the different users of the platforms, and often those same 

platforms are used as a way of making new friends in different social groups, such as through 

Facebook (Bodroža & Jovanović, 2016), YouTube, or Twitter.  

However, social medias are also used by teenagers as a helping tool to facilitate learning and 

increase the likelihood of engagement of the student collaborative learning concerning a specific 

topic or activity (Mugahed et al., 2014), as for instance Wikipedia or YouTube. Ultimately, the 
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engagement of teenagers in social media is due to the intensity of the experience in social 

networks, across all the different activities they perform. 
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CHAPTER IV INFLUENCES ON THE DIGITAL BEHAVIOR OF THE TEENAGER 

4.1 Family influence on the digital behavior of the teenager 

New families are now shorter with fewer members (CSEH-PAPP et al., 2017). Their members are 

changing the usual ways to connect among each other using technology, allowing to keep all the 

family members connected through virtual groups, such as WhatsApp, Messenger or Facebook, 

keeping real time connections (kamal et al., 2016). They live in an unprecedented digital age in 

this environment, where mothers often delay their motherhood until they are 30 or 40 years in 

order to develop professionally (CSEH-PAPP, et al., 2017). Using technology allows connection 

with family members, using technology to look after, to control and to influence their family, 

becoming a necessary media for the family the operate and communicate (kamal et al, 2016) 

Therefore, good family operations impacts how teenagers reach their goals and challenges, and 

also affects habits, the sort of and satisfaction of tangible and intangible needs (Lee et al., 2016). 

Subsequently, teenagers born in the Post-millennium period were influenced by the digital 

technology since very young and were kept interconnected through several technological 

devices. This constitutes an essential lifestyle media, a significant influence on the family lifestyle 

and even more in teenagers. 

On the other hand, according to Bandura (1986), author of the vicarious learning, which is the 

learning that occurs by simply observing, the teenager can learn from the family by the simple 

fact of watching the family environment, his parents, brothers, grandparents and other members. 

This observation of behavior, attitudes, skills, customs, norms and skills is learned firsthand or in 

symbolic or electronic form (Bandura, 1986). Therefore, parents and family influence on 

teenagers may be ‘automatic’ according to this theory of teenager vicarious learning. As a result, 

what the family shares at home with the teenager is being learned by default. In summary, this 

constitutes the family influence on the teenager behavior. 

 

4. 2 Teachers Influence on the Digital Development of the Teenager 

Teachers will probably influence students through their multiple interactions, in the motivation and 

configuration of the personal identity of their students (Bernal & Cárdenas, 2009). Whenever 

there is a good relationship between the students and the teacher this is more so, and if the 

teachers are well-prepared and high-quality, they can make a difference for their students 

(Hwang, 2014).  However, teenagers remain in school for a long time. The school hence 
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becomes the closest context after family. Sometimes even more than family, it is the school that  

provides rules, routines and potential resources such as the social capital of supporting teachers 

and friends (Gerard & Zoller, 2015). Also, during this period teenagers require external support 

and the orientation from an older adult, which is often a teacher (Domínguez et al., 2017), and 

that is  indispensable for the teenager development. Some research has shown that supportive 

relationships with teachers have a healthy effect on the school performance of teenagers, as well 

as on their emotional well-being (Roeser, R., Eccles, 1998). 

 

4.3 Influence of Friends on the Digital Development of the Teenager 

The social learning theory by Bandura (1986), explains that most teenagers learn from social 

behaviors. They can learn rules, skills, strategies, beliefs and attitudes as a result of observation 

(Bandura, 1986).  

According to Bandura’s theory (1986), teenagers learn from their friends and colleagues. The 

influence on their behavior is mutual, between groups of friends and within the group. The most 

valued and admired are those with more influence on groups. Especially the teenagers of this last 

generation Z, who are experts in technology, and some of them very educated, multicultural and 

often alone, since parents generally work all day (Domínguez et al., 2017). It is in these moments 

that teenagers learn more from their social environment, being closer to friends and physical and 

virtual colleagues. 

It should be considered that the stage of adolescence is a moment of heightened sensitivity to the 

influence from friends and colleagues, which creates opportunities for healthy pro-social 

development, learning and positive social adjustment. Nevertheless, this influence can also 

generate vulnerability in the stage of adolescence (Van Hoorn et al., 2016). For instance, the use 

of social networks, reporting face-to-face the activities and behaviors of friends, colleagues and 

groups may affect the digital behavior of the teenager. 

 

4.4. Generation gap between Digital Natives and Teachers 

This generation of teenagers was born with the web growth, which is why it is designated the 

Google Generation or Net Generation (Rowlands et al., 2008; Domínguez, et al, 2017). They 

may answer their doubts and curiosity assessing the most famous search engine Google 

(Rowlands et al.,  2008). Sociologists have identified that today’s youngsters live constantly 

online in different virtual groups such as WhatsApp (Domínguez et al, 2017), which is why they 

are also designated the Digital Natives (Prensky, 2011). 
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In general, these new digital native students don’t want theoretical talks. On the contrary, they 

want to follow their interests and passions. They want to create using new technologies, and 

make their own decisions, taking control of everything. This requires an education that is 

connected to reality, with respect and trust (Prensky, 2013). Likewise, the teachers of the young 

digital natives are called Digital Immigrants, specialized in the New Digital Information 

Technologies to effectively teach teenagers (Prensky, 2011). However, there is usually a 

generation-technology gap between teachers and students, in which teachers, especially from 

older generations, still rely on paper and pen (Domínguez et al., 2017). On the other hand, 

students and the new technologies stay connected as long as possible, and they prefer doing 

school work online, communicating through this media and moving easily in the social media 

(Domínguez et al., 2017). 

The digital immigrant teachers (Prensky, 2011) were educated by memory. They stored large 

amounts of text in books (Domínguez et al., 2017). They had to adapt quickly and migrate to the 

new trends to reduce the existing technological gap between students and teachers, from 

confrontation to collaboration (Piscitelli, 2006). 

 

4.5 Digital Advertising Influence on the Digital Behavior of the Teenager 

Digital advertising employs social media platforms on the internet to persuade the public. 

Marketing experts prepare strategies to persuade this new generation of teenagers who are 

constant users of social media (Barrientos et al., 2012). These social platforms where teenagers 

constantly surf are bombarded by advertising spots from different brands that consequently 

influence teenagers and their relationship with the brand, creating a spontaneous brand 

engagement. This engagement reaches loving an object. The user develops feelings, antipathy or 

sympathy or love for the brand (Shimp & Madden, 1988; Monteiro, 2011). Therefore, in case of 

sympathy or engagement with the brand, it is the result of good communication with the user, with 

a precise and adequate message content, in order to influence the behavior of the teenager (De 

Mooij & Hofstede, 2010). It generates a relationship between the teenager and the brand. For 

example, platforms such as Facebook (Monteiro, 2011), YouTube (Dehghani et al., 2016) 

influence teenagers formal and informally,  especially while helping them improve their profile, 

project a better image and identify among a popular group. This increases the personal self-

esteem of the teenager, and subsequently generates an attachment of the teenager user to that 

platform (Monteiro, 2011). 
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The relationship between brands and teenagers may stem from the simple fact of network 

exploration. The effect is generated by navigation, finding the bombing of spot and digital 

advertising on social networks the teenager is browsing. Hence, it is inferred that advertising 

influences the teenager directly or indirectly. 

 

4.6 Interpersonal Influence of Teenagers 

The strong increase in loneliness during adolescence is associated with lower satisfaction with 

global life (Kapikiran, 2013). As a result, the grouping of teenagers is a normal routine, for 

example shopping with peers (Lin & Chen, 2012). The research by Lin & Chen (2012) identified 

that teenagers are very vulnerable to the effects of interpersonal influence from their peers, being 

afraid of rejection and refusal from their peers, which affects teenager impulsive buying 

tendencies. 

On the other hand, it is also true that opinion leadership describes the tendency of an individual to 

informally influence the attitudes and behaviors of others (Batinic, Appel, & Gnambs, 2016). 

Subsequently, based on the findings from the studies by Lin & Chen (2012) and Batinic et al. 

(2016), the routine grouping of teenagers, in which opinion leaders influences the informal 

attitudes and behaviors of peers characterizes exceptionally influential people, regardless of 

specific topics (Batinic et al., 2016). 

 

4.7  Group Influence on the Teenager 

People tend to treat people within their group or endo-group more favorably than people from 

outside their own group or circle (Chiang & Wu, 2015). This almost natural propensity among 

human beings also occurs in teenagers, who influence homogenously their peers, within their 

group and their general atmosphere, sharing several norms, patterns and customs that influence 

the members (Siman, 1977).  

According to the abovementioned theories, group influence in teenagers among peers is mutual. 

Therefore, groups have an important role of influence on the life and development of the 

teenager. 
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CHAPTER V CONTEXT (LITERATURE REVIEW) 

5.1 Digital Development in South America 

At the beginning of the nineties, the internet presence in Latin America was limited to a minority of 

economically privileged (Bitar, 2014). However, this changed very fast along the last three 

decades, with the accelerated technological development and economic advances in this region. 

The democratization of that technological tool facilitated internet access to all citizens of this part 

of the American continent (Bitar, 2014; CEPAL, 2015). Currently, data traffic in Latin America and 

the Caribbean has been growing growing significantly (Katz & Flores-Roux, 2011; Economic 

Commission for Latin America ECLA, 2016): 

“In the last five years the growth in Latin America was very noticeable, from 20% in 

2010 to 55% in 2015 in inhabitants using the network; simultaneously, the penetration 

of band connection in mobile mode also increased very rapidly from 7% in 2010 to 58% 

of the population in 2015; consequently, the number of connected households in Latin 

America also grew at an annual average of 14.1% since 2010, reaching 43.4% of the 

total number of households.” 

This trend will continue to increase in the region (ComScore, 2016). In parallel, the report "Digital 

Future Focus and Cross Media Insights for Latin America” by ComScore (2016) highlights: 

“That the Desktop connections in the different countries of Latin America like Argentina, 

Brazil, Chile, Colombia, Mexico, Peru keep strength and validity; so the digital users are 

distributed as follows: 29% of users are 15 to 24 years old, 25% are 25 to 34 years old, 

22% are 35 to 44 years old and 14% are 45 to 55 years old, and 10% are over 55 years 

old; this information indicates that the group that consumes the most technology is the 

group of young people and teenagers. Finally, the study concludes that the Mobile is 

more used in the morning, the Desktop in the afternoon and Tablet at night”. 

5.2 Digital Development Context in Peru 

The reality of Peru is no stranger to Latin American reports. The growth trend in Information 

Technology (IT) also occurs with great intensity according to the official data from the Instituto 

Nacional de Estadística (National Statistics Institute), INEI (2017), showing growth during the last 

decade. This trend is detected in all the departments of the country, although more intense in the 

capital Lima-Peru. For more detail see Table 10, indicating that by 2015, 41% of the population of 

Peru had access to the internet, and the largest use is in Lima, with 60% of the population with 
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access to the internet. Also, considering the city of Cusco, 32.4% of the population has access to 

the internet. This city is in the middle range of Internet access in Peru (INEI, 2017). 

Table 11 shows that by 2015 the population with more access to the Internet is composed by 

teenagers and young adults from 17 to 24 years-old, representing 69% of the population, followed 

by children from 6 to 16 years-old, accounting for 45% of the population. It should be underlined 

that this number is higher in urban areas, where in the same year of 2015 the population with 

access to the Internet from 17 to 24 years-old represents 78.2%, higher than average. Similarly, 

the number of boys with access to the Internet from 6 to 16 years-old from urban areas increases 

to 58.6% (INEI, 2017). 

Ipsos’ study showed Peru, the population that purchases online is composed of adults, and they 

are generally connected to the internet through a PC or Smartphone. Unlike teenagers, who 

generally access the internet through Smartphone, and 9 out of 10 belong to a social network 

(Álvarez, 2016). Table 12 to Table 17 show trend of internet access in different modalities 

increasing until 2015. It reaches maturity between 2014 and 2015, as explained below in more 

detail. 

5.2.1 Main Statistical Data in Peru 

5.2.1.1 Population with Access to the Internet 

According to Peruvian Institute of Statistics (Instituto Peruano de Estadística), INEI (2017), in 

Peru there was an increase in Internet access from 2007 to 2015, increasing from 31.1% to 41% 

of the total population. This increase takes place in rural and in urban areas. In the urban areas 

the growth is more interesting, from 40.1% in 2007 to 50% in 2015. Also, the increase in Internet 

access is verified in all departments of Peru. As an example, in the city of Cusco, the increase 

was from 21.7% to 32.4% from 2007 to 2015. More intense, in Lima the growth was from 45.8% 

in 2007 to 60% in 2015. For more detail see Table 10 (INEI, 2017). 

The Marketing Research Company Gfk, analyses this increase in Internet penetration to 

September 2016 also occurs in the south of Peru in the cities of Cusco; Arequipa, Moquegua, 

Tacna, Puno and Puerto Maldonado, increasing to 55% (Abad, 2016). Also, according to the 

Marketing Research Company Ipsos, Internet penetration in Peru continued to increase in 2017 

to 65%, in urban areas among people aged 8 to 70 (Álvarez, 2017). That is, approximately 7 out 

of every ten people have access to the internet. It should be noted that this increases by 15% the 

internet penetration vis a vis the years of 2015-2016 to 2017. This demonstrates the growth of 

access to the Internet for Peruvians, especially in urban areas. 
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Table 10 Percentage of the Population of 6 and more years-old using the Internet, 
according to the Geographic Area 2007-2015 

Geographic area 2007 2008 2009 2010 2011 2012 2013 2014 2015 

Total  31.1 31.6 33.9 34.8 36 38.2 39.2 40.2 41 

Metropolitan Lima 45.8 46 50.3 50.4 53 57 58.3 60 60 

Rest of the Country 24.6 25.2 26.5 27.7 28.3 29.6 30.4 31 32 

Urban area 40.1 40.2 42.8 43.5 44.9 47.3 48.3 49.1 50 

Rural area 7.4 8.5 9.2 9.9 10 10.4 10.9 11.5 12 

Department                   

Cusco 27.1 25.2 27.7 28.3 29.6 31.8 34.7 31.9 32.4 

Lima and Callao 2/ 44.3 44.4 48.7 48.9 51.4 55.3 56.8 58.4 57.7 

Lima Provinces 3/ 29.6 28.4 33 32.9 34.7 37.6 39.8 40.5 39.7 

Source: National Institute of Statistics and Informatics - National Household Survey. 
Technical note: Refers to the population with access to the Internet in public spots, study centers, work, home, etc. 

Regarding the access to the Internet of the population by social class, the report by the Market 

Research Company Ipsos 2017, identifies three classes of users: 

First: Heavy Users, representing class A and B users who have Internet access in their homes, 

93% and 90% respectively, use more social networks and purchase online (Álvarez, 2017). 

Second: Medium Users representing the middle class population with internet access at home, 

75% (Álvarez, 2017);  

Third: Light Users representing classes D and E with 56% and 38% respectively, composed by 

users with less internet access at home and also connect through public spots and use 

smartphones (Álvarez, 2017). 

 

5.2.1.2 Population with access to the Internet by Age Group 

The age group of the Peruvian population that uses more Internet is the age group from 17 to 24 

(56.6%) in 2007, increasing to 69% in 2015. They are followed by the age group of the population 

from 6 to 16 years-old (36%) in 2007 and increasing to 45% in 2015. Considering the same age 

groups in Metropolitan Lima, internet access is higher than any department in Peru, from 61.1% 

in 2007 to 74.3% in 2014. Table 11 shows the internet use in different areas of Peru (INEI, 2017). 

However, the highest growth of internet penetration is in the age group 18-24 in urban areas, with 

an increase in September 2016 reaching 82% (Abad, 2016). 

Also, according to Ipsos, in 2017 the age group that connects most to the internet is composed by 

teenagers and adults, accessing the Internet 5 to 7 times a week and using mainly Smartphones 
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(Álvarez, 2017). Therefore, it is possible to conclude that Internet access is more intensified 

among teenagers. 

Table 11 Population using the Internet, by Age Group and Geographic Area, 2007-2015  

Age group/ 
2007 2008 2009 2010 2011 2012 2013 2014 2015 

Geographic area 

Total 31.1 31.6 33.9 34.8 36 38.2 39.2 40.2 41.0 

6-16 years old 36 37.4 39.7 41.6 43 44 45.1 45 45.0 

17-24 years old 56.6 56.3 59 59.8 61.3 64.4 66.2 68.2 69.0 

25 and older 21.1 21.6 23.9 24.5 25.7 28.2 29.1 30.4 31.8 

Metropolitan Lima 1/ 45.8 46 50.3 50.4 53 57 58.3 60 60.0 

6-16 years old 61.1 62.5 66.7 68.8 70.4 73.2 74.2 74.3 70.5 

17-24 years old 74.4 71.9 77 76.5 79 84.2 85.6 85.4 83.5 

25 and older 32.6 33 37.4 37.1 40 44.4 45.9 48.6 49.7 

Rest of the Country 24.6 25.2 26.5 27.7 28.3 29.6 30.4 31 32.2 

6-16 years old 27.6 29.1 30.4 32.2 33.4 33.8 34.8 34.5 35.7 

17-24 years old 49 49.3 51.1 52.3 53.1 55.4 57.1 60 61.4 

25 and older 15.3 15.7 17 18 18.5 19.9 20.5 21.1 22.6 

Area of Residence                   

Urban 40.1 40.2 42.8 43.5 44.9 47.3 48.3 49.1 49.6 

6-16 years old 50.7 51.8 54.7 56.4 58.5 59.2 60.3 59.9 58.6 

17-24 years old 69.3 67.7 70.2 70.4 71.8 75.3 76.5 78.1 78.2 

25 and older 27 27.4 30.1 30.7 32.1 35 35.9 37.3 38.8 

Rural 7.4 8.5 9.2 9.9 10 10.4 10.9 11.5 12.0 

6-16 years old 7.7 9.6 9.9 12 11.9 12.3 12.5 12.4 13.5 

17-24 years old 21.2 23.1 25.7 26.4 26.8 28.5 30.6 33 33.9 

25 and older 2.9 3.1 3.6 3.5 3.9 3.9 4.2 4.8 4.8 

Source: National Institute of Statistics and Informatics - National Household Survey, 2017. 

 

5.2.1.3 Population with access to the Internet by Level of Education  

The use of internet in high-schools in 2007 had 34.7%, increasing the population with access to 

Internet in 2015 to 42.5%. Table 12 also shows that internet use increases in all levels from 2007 

to 2014, especially in university, to 85.9% by 2015 (INEI, 2017). 

Table 12 Population of 6 and older using the Internet, by Education Level and Geographic 
area, 2007-2015  

Education Level/ 
2007 2008 2009 2010 2011 2012 2013 2014 2015 

Geographic area 
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Total 31.1 31.6 33.9 34.8 36 38.2 39.2 40.2 41.0 

Primary or less 1/ 11.6 12 13.3 13.6 14.6 15.5 16.3 16.1 15.9 

High school 34.7 34.3 36.1 36.7 37.6 39.1 40.1 41.7 42.5 

Undergraduate non-

university 
60.1 60.1 62.5 64.5 66.1 59.4 62.3 65 65.9 

University 74.9 76.7 79.2 79.5 79.9 83.3 84.2 84.9 85.9 

Metropolitan Lima 2/ 45.8 46 50.3 50.4 53 57 58.3 60 59.4 

Primary or less 1/ 27.7 27.8 31.4 32.3 33.9 37.7 37.9 38.4 36.3 

High school 42.3 41.3 45.1 44.7 48.1 51.1 52.6 55.2 54.2 

Undergraduate non-

university 
63.1 64.3 68.3 69.3 71.4 69.6 73.7 76.2 76.0 

University 77.3 80.1 83.6 84.6 84.8 87.8 88.7 88.8 89.7 

Rest of the Country 24.6 25.2 26.5 27.7 28.3 29.6 30.4 31 32.2 

Primary or less 1/ 7.6 8 8.7 8.8 9.5 9.8 10.6 10.4 10.8 

High school 30.4 30.4 31.1 32.2 31.9 32.6 33.1 34 35.8 

Undergraduate non-

university 
58 57.2 58.5 61.1 62.2 52.2 54.5 57.4 59.1 

University 72.5 73.6 75.1 75.3 75.9 79.9 80.8 81.8 82.9 

Area of Residency                   

Urban 40.1 40.2 42.8 43.5 44.9 47.3 48.3 49.1 49.6 

Primary or less 1/ 19.5 19.9 21.8 22.2 23.4 24.8 25.5 25 24.4 

High school 39.9 38.8 40.9 41.1 42.7 44.3 45.3 46.9 47.6 

Undergraduate non-

university 
61.5 61.2 63.5 65.7 67.1 61.1 63.9 66.7 67.7 

University 75.7 77.5 80.1 80.1 80.5 84.1 85 85.7 86.8 

Rural 7.4 8.5 9.2 9.9 10 10.4 10.9 11.5 12.0 

Primary or less 1/ 1.4 1.7 1.9 2 2.2 2.1 2.3 2.3 2.4 

High school 15.4 17.5 17.7 19.6 18.4 19.1 19.1 20.1 21.0 

Undergraduate non-

university 
43.5 45 50.2 49.2 52.4 40.6 45 46.3 45.9 

University 47.9 53.6 53 59.1 60.9 65.9 68.3 70.7 69.0 

Source: National Institute of Statistics and Informatics - National Household Survey, 2017. 

 

 

5.2.1.4 Population with Access to the Internet by Place of Use & Geographic Area 

The population of Peru with access to the Internet through public spots in 2007 is 65.9%, while in 

2015 it is 24.7% (see Table 13). This decreasing trend is due to the fact that home access has 

increased, replacing the use of public spots. Table 13 shows that in 2007 the percentage of the 
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population with access to the Internet from home is 11.7%, increasing to 29% in 2013. This trend 

is more noticeable in the capital Lima, with 17.7% in 2007, increasing to 36% to 2013. (INEI, 

2017): 

 

Table 13 Population with 6 years-old and older using the Internet, by Place of Use and 
Geographic area, 2007-2015 

Place of Use/ 
2007 2008 2009 2010 2011 2012 2013 2014 2015 

Geographic area 

Total 100 100 100 100 100 100 100 100,0 100,0 

Public spot 65.9 62.5 56.2 52 44.8 38.9 34.6 30.2 24.7 

Home 11.7 14.4 16.3 19.2 23.7 27.6 29 26.1 22.6 

Work 5.1 5.9 5.8 5.3 5.3 5.1 4.6 3.7 2.9 

Home and Work 2.6 3.5 5 5 6.4 6 5 3.9 3.1 

University and Public Spot 3.5 3.1 3.1 2.7 2.1 2 1.5 1.5 0.9 

Work and Public Spot 3 2.6 2.8 2.4 1.9 1.5 1.1 0.7 0.4 

Home and Public Spot 1.6 1.4 2.3 2.2 2.3 2 1.8 1.2 0.8 

University 2 1.9 1.5 1.3 1.5 1.4 1.5 1.6 1.7 

Home and University 0.9 0.8 1.4 2 2.2 2.3 1.8 1.6 1.4 

Other place 1/ 3.8 4 5.7 8 9.8 13.2 19 29.5 41.5 

Metropolitan Lima 2/ 100 100 100 100 100 100 100 100.0 100.0 

Public spot 55.6 51.2 44 40.3 32.7 27.5 23.2 20.1 15.4 

Home 17.7 21.1 22 24.4 30.8 34.5 36 30.7 26.4 

Work 6.8 7.3 6.6 5.6 5.7 5 4.3 3.0 2.8 

Home and Work 4.4 6.1 8.4 8.1 10.2 8.7 6.5 5.3 4.3 

University and Public Spot 2.6 2.4 3 2.3 1.5 2 1.4 1.7 1.0 

Work and Public Spot 3.2 2.8 3 2.3 1.6 1.1 0.8 0.5 0.3 

Home and Public Spot 1.7 1.7 3.1 2.8 2.5 1.7 1.5 0.8 0.7 

University  2.2 1.7 1.4 0.9 1 1.3 1.2 1.6 1.5 

Home and University 1.4 1.2 2.2 3.2 3.5 3.4 2.9 2.5 2.4 

Other place 1/ 4.5 4.5 6.3 10.2 10.5 14.8 22.2 33.9 45.2 

Rest of the Country 100 100 100 100 100 100 100 100.0 100.0 

Public spot 74.4 71.8 66.7 61.7 55.2 48.9 44.8 39.4 32.7 

Home 6.7 8.9 11.5 14.8 17.7 21.5 22.9 22.0 19.3 

Work 3.7 4.7 5.1 5 5 5.2 4.9 4.4 3.0 

Home and Work 1 1.3 2.1 2.4 3.1 3.7 3.7 2.6 2.1 

University and Public Spot 4.3 3.7 3.3 3.1 2.6 2.1 1.6 1.4 0.8 

Work and Public Spot 2.8 2.4 2.6 2.4 2.2 1.7 1.3 0.9 0.6 

Home and Public Spot 1.4 1.2 1.6 1.7 2 2.3 2 1.5 0.9 
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University  1.9 2 1.5 1.7 1.8 1.5 1.8 1.7 1.8 

Home and University 0.5 0.5 0.7 1 1.2 1.3 0.9 0.8 0.5 

Other place 1/ 3.3 3.6 5.1 6.2 9.2 11.9 16.2 25.4 38.3 

Source: National Institute of Statistics and Informatics - National Household Survey, 2017. 

 

5.2.1.5 Population with Access to the Internet by Place of Access and Age Group 

According to the data from the Institute of Information and Statistics INEI (2017), organized in 

Table 14, Internet access according to the place of access by age group, those with more access 

through public spots is the age group from 6 to 16 years-old. In 2009 it was 67.8%, decreasing to 

40% in 2015. Unlike this trend, the access mode of Internet connection from home increased 

from 14.5% in 2009 to 29.3% in 2014, across all age groups (INEI, 2017). 

 

Table 14 Population of 6 and more years-old using the Internet, by place of use and age 
group 2009-2015  

Place of Use / Age group 2009 2010 2011 2012 2013 2014 2015 

Total Public Cabin               

6 to 16 years old 67.8 64 58.1 50.3 46.7 43.5 40.0 

17 to 24 years old 65.3 58.7 50.7 46.8 41.1 35.2 28.1 

25 and older 40.6 37.9 30.7 25.8 22.4 18.8 14.0 

Home               

6 to 16 years old 14.5 17.8 22.7 27.9 30.8 29.3 28.0 

17 to 24 years old 13.3 15.6 19.7 22.4 22.3 17.9 13.9 

25 and older 19.9 22.8 27.2 30.6 32.2 29.2 24.5 

University and Public Spot               

6 to 16 years old 5.4 3.8 2.7 3.6 2.7 3.5 1.9 

17 to 24 years old 3.9 4.3 3.5 2.7 2.1 1.6 1.1 

25 and older 0.9 0.8 0.6 0.5 0.3 0.2 0.2 

Home and Public Spot               

6 to 16 years old 1.9 1.5 2 1.8 1.7 1.1 0.8 

17 to 24 years old 2.9 2.8 3.2 2.6 2.2 1.6 1.0 

25 and older 2.2 2.2 1.8 1.8 1.5 1 0.7 

University               

6 to 16 years old 2.7 2.6 3.2 3.2 3.3 3.9 4.3 

17 to 24 years old 1.4 1.3 1.2 1.5 1.5 1.5 1.5 

25 and older 0.5 0.3 0.3 0.2 0.3 0.3 0.3 

Home and University               

6 to 16 years old 2.4 3.1 3.8 4.3 3.6 3.4 3.1 
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17 to 24 years old 1.8 2.5 3.1 3.1 2.2 1.8 1.7 

25 and older 0.3 0.8 0.5 0.4 0.4 0.3 0.2 

Other places 1/               

6 to 16 years old 5.3 7.3 7.4 8.8 11.1 15.3 21.9 

17 to 24 years old 11.5 14.7 18.6 21 28.6 37.2 52.8 

25 and older 35.7 35.2 38.9 40.8 42.9 33.5 60.0 

Source: National Institute of Statistics and Informatics - National Household Survey. 

 

5.2.1.6 Population with 6 Years-old and Older Using the Internet, by Frequency of Use 

According to data from the Institute of Information and Statistics INEI, organized in Table 15, in 

Peru, the frequency of Internet access ‘once a day’ doubled from 2007 to 2015, from 26.6% to 

51,8%. All other frequencies decreased due to the increase in frequency of Internet entries. This 

is the case of the following frequency, ‘once a week’, decreasing from 56.9% in 2007 to 42.7% in 

2015. This is repeated with the frequencies ‘once a month’ and ‘every 2 months or more’. This 

happens in all geographic areas of Peru (INEI, 2017).  

 

Table 15 Population of 6 years-old and older using the Internet, by frequency of use and 
geographic area, 2007-2015 

Frequency of use/ 2007 2008 2009 2010 2011 2012 2013 2014 2015 

Total 100 100 100 100 100 100 100 100 100 

Once a day 26.6 27.3 30.3 34.4 37.1 39.5 46.4 49.5 51.8 

Once a week 56.9 55.8 54.2 51.5 51.9 51.7 46.4 43.9 42.7 

Once a month 15.5 16 14.6 13.6 10.3 8.4 6.7 6.3 5.2 

Every 2 months or more 1.1 0.8 0.9 0.6 0.7 0.5 0.5 0.3 0.3 

Metropolitan Lima 1/ 100 100 100 100 100 100 100 100 100.0 

Once a day 32.4 35 36.5 40.6 43.2 45 56 59.8 63.1 

Once a week 56.3 55 54.7 50.6 49.8 50.3 40.1 36.9 34.0 

Once a month 10.7 9.6 8.3 8.4 6.4 4.5 3.6 3.1 2.7 

Every 2 months or more 0.5 0.4 0.5 0.3 0.5 0.3 0.3 0.2 0.1 

Rest of the Country 100 100 100 100 100 100 100 100 100.0 

Once a day 21.8 21.1 25.1 29.2 31.9 34.6 37.8 40.3 42.1 

Once a week 57.4 56.5 53.7 52.2 53.7 52.9 52 50.1 50.1 

Once a month 19.3 21.3 20 17.9 13.6 11.8 9.5 9.1 7.4 

Every 2 months or more 1.5 1.2 1.2 0.7 0.8 0.7 0.6 0.5 0.4 

Urban area 100 100 100 100 100 100 100 100 100.0 

Once a day 27.9 28.9 32 36.2 38.9 41.3 48.4 51.7 54.1 

Once a week 56.7 55.5 54 50.9 51.1 50.8 45.2 42.5 41.1 
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Once a month 14.4 15 13.2 12.4 9.4 7.5 6 5.5 4.6 

Every 2 months or more 0.9 0.7 0.8 0.5 0.6 0.4 0.4 0.3 0.2 

Rural area 100 100 100 100 100 100 100 100 100.0 

Once a day 8.1 7.3 8.6 11.6 14.2 14.5 19 20.3 19.6 

Once a week 59.1 60.3 56.4 58.1 62.6 64.4 63.1 62.2 64.5 

Once a month 30 29.9 32.7 28.7 21.4 19.9 16.5 16.3 14.7 

Every 2 months or more 2.9 2.6 2.3 1.6 1.8 1.2 1.4 1.2 1.1 

Source: National Institute of Statistics and Informatics - National Household Survey. 2017. 

1/ Includes the province of Lima and the Constitutional Province of Callao 

 

5.2.1.7 Population with Access to the Internet by Frequency of Use 

According to the data from the Institute of Information and Statistics INEI, organized in Table 16, 

concerning the frequency of daily access by level of study; with the secondary level, the 

frequency of access ‘once a day’ increased from 28% in 2009 to 35.9% in 2015. The same 

happens in the different levels and different frequencies (INEI, 2017). 

 

Table 16 Population of 6 years-old and older using the Internet, by Education Level and 
Frequency of Use, 2009-2014 

Education level /Frequency of use 
2009 2010 2011 2012 2013 2014 2015 

Geographic area 

Total               

Once a day 100 100 100 100 100 100 100 

Up to primary 1/ 8.6 9.8 9.6 10.2 10.6 9.5 9.5 

High school 28 29 30.4 29.8 33 34.7 35.9 

Undergraduate non-university 34.8 37.1 18.7 17.2 17.3 17.7 17.6 

University 28.6 24.2 41.4 42.8 39.1 38.1 37.0 

Once a week 100 100 100 100 100 100 100.0 

Up to primary 1/ 18.5 18.1 19.2 19.2 19.9 20.6 19.6 

High school 44.8 45.8 45.3 44.9 44.8 46.1 47.4 

Undergraduate non-university 26.8 26.5 16.5 16.3 16.2 15.1 14.5 

University 9.8 9.6 18.9 19.6 19.1 18.2 18.6 

Once a month or more 100 100 100 100 100 100 100.0 

Up to primary 1/ 19.3 18.6 19.7 15.4 19.5 18 17.3 

High school 49.6 50.7 48.3 51.2 48.4 51.6 54.1 

Undergraduate non-university 22 22.8 19.9 20.2 20.1 18.8 17.6 

University 9.1 7.9 12.1 13.3 11.9 11.5 11.0 

Source: National Institute of Statistics and Informatics - National Household Survey, 2017. 
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1/ Includes the province of Lima and the Constitutional Province of Callao 

 

5.2.1.8 Population with 6 years-old and older using the Internet, by reason of access 

According to the data from the Institute of Information and Statistics INEI (2017), organized in 

Table 17, main reasons for Internet access from 2007 to 2014, one of the main reasons for 

accessing the Internet is to ‘seek information, communication and entertainment’, 18.1% in 2007, 

increasing to 44.8% in 2014. The same trend is verified with different figures in all geographic 

areas in Peru (INEI, 2017). 

 

Table 17 Population aged 6 and older using the Internet, by Reason of Access and 
Geographic Area, 2007-2015 

Reason for access/ 
2007 2008 2009 2010 2011 2012 2013 2014 2015 

Geographic area 

Total 100 100 100 100 100 100 100 100 100 

Search information, communicate and entertain 18.1 24 32.4 36.4 39.4 41.7 43.8 44.8 44.6 

Search information and communicate 30.8 28 17.7 16.9 16.6 17.2 18.3 19.9 14.6 

Only seek information 15.2 13.7 10.1 10.3 9.7 8.7 8.7 7.1 5.6 

Search information and entertainment 3.8 5.3 7.6 8.9 9.1 8.4 7.5 6.4 6.2 

Search information, communicate, training and 

entertainment 
2.1 3.3 5.3 4.4 3.1 3.3 3 2.6 2.2 

To communicate and entertainment 5 4.7 4.1 3.1 3.3 2.7 2.8 2.9 6.3 

Only for entertainment 4.4 3.9 3.6 3.1 3 2.7 2.3 2.1 2.3 

Only to communicate 10.6 6.1 3.2 2.2 1.6 1.6 1.6 1.7 2.8 

Search information. communicate and training 2.3 1.9 2.6 1.8 1.4 1.3 1.1 1.2 0.6 

Other activities 2/ 7.7 9.2 13.5 13 12.8 12.5 11 11.3 14.8 

Metropolitan Lima 1/ 100 100 100 100 100 100 100 100 100.0 

Search information. communicate and entertainment 15.7 20.4 32.9 36.7 39.2 43.3 46.1 47.4 44.2 

Search information and communicate 31.6 32.3 15.9 16.9 16.6 17 18.6 18.9 12.7 

Only seeks information 16 14 8.5 9.2 7.9 6 5.6 4.6 3.2 

Search information and entertainment 3.4 4.6 7.4 8.9 8.1 7 6.4 5.4 5.2 

Search information, communicate, training and 

entertainment 
1.7 2.5 5.3 3 3 3.5 3.6 2.9 2.4 

To communicate and entertainment 5 3.6 3.8 3 3.4 2.6 2.4 2.5 7.7 

Only for entertainment 5.2 4.3 4 3.3 3.4 3 2 2.1 2.4 

Only to communicate 10.8 6.6 2.8 2.1 1.6 1.7 1.4 1.2 2.3 

Search information. communicate and training 1.8 1.3 2.4 1.6 1.4 1.2 1 1.3 0.5 

Other activities 2/ 8.7 10.4 17.1 15.2 15.5 14.8 12.9 13.6 19.4 
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Rest of the Country 100 100 100 100 100 100 100 100 100.0 

Search information. communicate and entertainment 20.1 26.8 32 36.1 39.5 40.4 41.7 42.3 45.0 

Search information and communicate 30.1 24.4 19.3 16.9 16.5 17.4 18 20.8 16.2 

Only seeks information 14.6 13.5 11.4 11.1 11.3 11.1 11.5 9.3 7.6 

Search information and entertainment 4.1 5.9 7.7 9 10 9.6 8.5 7.3 7.1 

Search information, communicate, training and 

entertainment 
2.5 4 5.2 5.5 3.3 3.1 2.5 2.3 2.1 

To communicate and entertainment 5.1 5.6 4.4 3.3 3.2 2.8 3.1 3.2 5.1 

Only for entertainment 3.7 3.6 3.2 2.9 2.7 2.5 2.4 2.1 2.1 

Only to communicate 10.3 5.7 3.5 2.2 1.6 1.5 1.8 2.2 3.3 

Search information. communicate and training 2.7 2.3 2.7 1.9 1.4 1.3 1.1 1.2 0.7 

Other activities 2/ 6.8 8.2 10.5 11.1 10.5 10.4 9.3 9.2 10.7 

Source: National Institute of Statistics and Informatics - National Household Survey. 2017. 

1/ Includes the province of Lima and the Constitutional Province of Callao 

2/ Other activities: Include using the internet for one or more different activities than those indicated. 

 

5.3 Main Social Networks used in Peru 

In Peru, according to the report by the Marketing Research Company Gfk, the most used 

networks were Facebook between October 2015 and September 2016, with 91% in October 

2016, decreasing from 89% in September 2016 (Abad, 2016). The second most used was  

YouTube, 56% in October 2015 increasing to 59% in September 2016 (Abad, 2016). In 2016 

there was a massive use of WhatsApp, 59% (Abad, 2016) which was not very common in 2015, 

as the other social networks, as shown in Table 18. 

 

Table 18 Main Social Networks used in Peru 

Main Social Networks Oct. 2015 Set. 2016 

Facebook 91% 89% 
YouTube 56% 59% 
WhatsApp   59% 
Google + 53% 40% 
Twitter 18% 16% 
Instagram 9% 10% 
Snapchat   3% 
LinkedIn 3% 3% 
Others  11% 3% 
No use of Networks   2% 

 Source: GfK digital planning report kit Peru 2017 
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5.3.1 Main Electronic Devices Used in Peru 

According to the latest survey by Gfk Market Research Company, the main electronic devices 

used in Peru are the simple cell phone with 40%, followed by Smartphone with 39% and other 

devices (Abad, 2016) (see Table 19). Also, concerning the mentioned devices, 58% state they 

own at least one device, while the remaining declared to own none (Abad, 2016). This last group 

includes children and the elderly. 

 

Table 19 Main Electronic Devices Used in Peru 

Devices  Percentage  

Simple Cell phone 40% 
Smartphone 39% 
Laptop 23% 
Desktop 22% 
Tablet  8% 
Smart TV 6% 

Video game console (Play Station/ Xbox) 1% 
   Source: GfK digital planning report kit Peru 2017. 

 

5.4 Statistic Dashboard for Cusco 

As seen from the previous Table 10 and Table 11, 32.4% of the population from the city of Cusco 

has access to the Internet. This is the average Internet access, which increases in the urban 

area, according to the data from the Gfk Marketing Research Company. The Internet penetration 

in September 2016 in the city of Cusco was 55% (Abad, 2016). It should be noted that the city of 

Cusco statistically represents the average for Peru in terms of information technologies. It is a 

reference point for our study, discarding the figures of the city of Lima because it is the capital of 

Peru, with the highest rates in the country and a major development pole in Peru, which does not 

reflect the reality of the 24 departments of Peru. Hence, to analyze the target population of 

inhabitants from the city of Cusco, the city is considered to represent a midpoint in terms of the 

use of information technologies. The student population of teenagers and teaching population of 

the city was also analyzed (INEI, 2017). 
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5.4.1  Number of Students Enrolled in the Urban Area Cusco-2016 

The number of students enrolled in the secondary level in the urban area of the city of Cusco is 

37,909 students. This area only considers the urban districts of the city of Cusco, namely Cusco, 

Wanchaq, Santiago, San Sebastián, and San Jerónimo. For further detail see Table 20 

(MINEDU, 2016c). 

 

Table 20 Number of Enrolled Students in Secondary Level by Management Type, 
Geographic Area and Gender Cusco-District Urban Area 2016   

Secondary Level Total Management Area Gender 

  Public Private Urban Male Female 

Secondary Total   37998 23464 14514 37909 18867 19111 

Cusco 16664 11563 5081 16644 8277 8367 

Wanchaq 9377 5019 4358 9377 4509 4868 

Santiago 3937 2364 1573 3937 2092 1845 

San Sebastian 4904 2833 2071 4877 2342 2562 

San Jeronimo 3116 1685 1431 3074 1647 1469 

Source: Datos Escale- MINEDU, 2016. 

 

5.4.2 Number of Teachers in the Urban Area of Cusco 

Table 21 the number of teachers in the secondary level of the urban area is 2,292. This number 

only includes teachers from the following urban areas from the city of Cusco: Cusco, Wanchaq, 

Santiago, San Sebastián, San Jerónimo (MINEDU, 2016b) 

 

Table 21 Number of Secondary Level Teachers by Management Type and Urban 
Geographic Area 2016 

Secondary level Teachers 
Total 

 

Management Area 

Public Private Urban 

 Secondary Total 2312 1302 1010 2292 

Cusco Secondary 1029 652 377 1029 

Wanchaq Secondary 473 271 202 473 

Santiago Secondary 241 142 99 241 

San Sebastian Secondary 361 156 205 353 

San Jerónimo Secondary 208 81 127 196 

Source: Datos Escale- MINEDU, 2016. 
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Table 22 shows the total number of teachers in the Urban Area of the city of Cusco (MINEDU, 

2016a). 

Table 22 Number of Teachers in Urban Area of Cusco City 

Ubigeo census Special Teacher of 
Computing 

  Cusco Province 216 

   Cusco District 83 

   San Jerónimo District 24 

   San Sebastian District 33 

   Santiago District 29 

   Wanchaq District 47 

Total Teacher of Computing 216 

Source: Datos Escale- MINEDU, 2016. 
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CHAPTER VI THEORETICAL FRAMEWORK 

6.1 Definition of Teenagers’ Digital Content Activity  

To this moment, no studies were found addressing the “Teenagers’ Digital Content Activity” 

However, there is useful bibliography that will be used as a reference, among which we underline 

the following: 

One of the first researchers who tried to classify the different activities of teenagers were 

Subrahmanyam & Greenfield (2008). They described the different ways teenagers use to 

communicate. They were systematized into 11 forms of communication through different 

technological devices. These ways of communication were: 1) Email, 2) Instant Messaging, 3) 

Text messages, 4) Chat Rooms: 5) Ad Board, 6) Blog, 7) Social network, 8) Video sharing, 9) 

Photo sharing, 10) Massive multiplayer of online computer Games (MMOG), including the 

massive multiplication of Internet games such as World of Warcraft, 11) Virtual world as a second 

life that takes place virtually and the participants interact with each other through an avatar 

(Subrahmanyam & Greenfield, 2008). These 11 forms of communication are limited to the 

diversity of activities performed online by the teenagers while social media evolve, according to 

technological progress and the improvement of software versions. Therefore, this is used as a 

starting point of the study. 

Other authors, as Harlan et al. (2012), conducted their study with the purpose of identifying what 

kind of information is shared in social media by a single group of teenagers. This study indicates 

that teenagers learn through attempt and error in social networks. They interact through group 

sharing of information on their social networks and sometimes create content to share with their 

networks (Harlan et al., 2012). The limitation of this study concerning the creative content of 

teenagers is that the study group is small; therefore it is not representative. Also, as it targets 

young adults creating digital content on networks, it does not allow inferring the diversity of digital 

activity performed by teenagers or standard behavior in social networks. Nevertheless, it is useful 

initially to allow a notion, expand it and analyze what activities are carried out by this age group 

with high performance in social networks. 

According to the study by Blank (2013), that aimed to identify the creators of digital content. He 

found that it the user who generates digital content, and that this content creation of content 

depends on the level of instruction, education, gender and age of the user, and the institution 

where they work. This content may be grouped in three categories of digital content:  

1) creation of skilled content, for this they require a certain level of technical skill and 

knowledge; 
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2) creation of entertainment and social content and;  

3) generation of political content.  

Blank further advocates that the higher the level of education and instruction of the subjects, the 

higher the creation of digital political content, while those with low educational level only create 

digital content regarding entertainment and play (Blank, 2013). 

This study by Blank is essential because it is the first to categorize digital activity in three content 

categories. However, this categorization is limited concerning our goal, which is to measure the 

digital activity of teenagers as content producers. Teenagers perform several digital activities that 

are not included in this study. Also, this population is in full development, so the political digital 

content in this stage is not relevant. Differently, the entertainment and playful content is relevant, 

because during adolescence these are common activities, as well as acquiring new knowledge in 

school. Hence, this study is useful as an initial reference, as this classification of digital content is 

very limited for the full range of activities performed by teenagers. 

According to Schradie (2013) who contends the study of Blank, the creation of digital content 

depends on the level of instruction, age, gender, and online experience. However, people with 

more access to social media will have higher production levels than those who do not have easy 

access. That is, the variable of equal access to digital media affects the results because greater 

or lesser production of social media is related to the level of access to those social media. Finally, 

Schradie, (2013) classified the creation of digital content similarly to Blank in three categories. 

This measurement carried out by Schradie is one of the first approaches to try and measure 

digital activity as the production of digital content in three broad categories such as those in 

Blank’s study. However, they do not measure all the possible activities that an average teenager 

performs in social media, so it also constitutes an initial bibliographic reference, exemplifying an 

early categorization of digital activities. 

Other authors identified also addressing the measurement of digital content were Schivinski et al. 

(2016), who measured the digital content of the consumer engaged with brands. Their study also 

identified three categories of digital content, subdivided into three groups of digital activities: 1) 

Consumption Content, generated when the user reads and sees brands online; 2) Contribution 

content, when the user comments, shares, or evaluates (likes) brands; 3) Creation content, when 

the user writes a post or starts content related to the brand (Schivinski et al., 2016).  

These three authors address the activities performed by teenagers. Again, those activities 

described are minimal considering the wide diversity of activities carried out by teenagers in 

social media. Therefore, the goal of these three authors is to measure the digital content of the 
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consumer engaged with brands. As far as it concerns our research goal, this scope is limited as a 

measurement instrument for the digital activity of teenagers. On the other hand, there is no clear 

definition of digital activity and content production, which invalidates the categories of content 

creation because it ignores the daily activities of teenagers in social media. Like other studies, 

this research broadens our background readings and references. 

The study of Lu et al., 2016 addresses the measurement of the digital content of teenagers, with 

the purpose to identify their digital activity in school and outside. The results indicate that 

youngsters participate in three types of digital content in school and outside:  

a. They consume digital content; 

b. They share digital content;  

c. They create digital content.  

This study stresses that content production in the classroom is more sophisticated than that 

produced outside the classroom and that space where more content is created is the classroom 

(Lu et al., 2016). However, although this study seems similar to our proposal, it is entirely different 

because of the limiting categories created to measure the teenagers’ digital content activity. It is 

limited to three categories and again does not contemplate the diversity of activities performed by 

them.  Also, the purpose of the study is limited to analyze how social media are used in school 

and outside, not taking into account which is the specific digital activity performed by teenager, 

and what type of categories may be identified among their activities. Hence, the proposed 

categories are only designed to characterise digital activity but not to measure it, which means 

that the constructs are not very elaborate to measure those activities. 

The abovementioned literature review provides useful background and contributes to our 

research, but it is not enough to simply adopt the current scientific knowledge. Our concept of 

Digital Content Activity (DCA) can be defined as follows: 

The process that the user performs while generating content, when (s)he is 

connected to one of the various social media platforms.  

DCA differs from User Generated Content (UGC), since UGC refers to the media content created 

by users, in opposition to paid/media professionals (Daugherty, Eastin & Bright, 2008; OECD, 

2007), whereas DCA focuses on the process of producing/creating that digital content. 

Whereas the concept of Digital Content Activity is a process of the UGC, we can organize these 

activities into five main categories. Moreover, as we focus our study on adolescent, we present 

the rationale developed for this population, as seen in fig. 2. 
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1) Informational DCA: “Digital Content Activity of Information” – This information content 

activity classifies the information in two types: a) Passive Information and b) Active Information. 

1.a) “Digital Content Activity of Passive Information”- When the user absorbs 

information from social media and performs the activity of reviewing, watching, reading, listening, 

and comparing features in a certain platform of social media; this may also include downloading 

files or videos. 

1.b) “Digital Content Activity of Active Information” - When the user issues 

information to social media, as well as posting, sharing information, and searching a specific of 

information in a certain platform of social media. It also regards  when the user performs the 

activity of using a certain platform of social media to communicate, send messages, chat, chat in 

groups and more activities that involve communicating or communicating between different 

people or group of people. 

2) Entertainment DAC: “Digital Entertainment Content Activity” - When the user uses a 

platform for entertainment or play, as well as playing in one of the certain platforms of social 

media. 

3) Transactional DCA: “Digital Transactional Content Activity” - When the user performs the 

virtual activity of buying a product or performing online management through a social media 

platform. 

4) Production DCA: “Digital Production Content Activity” - When the user performs the activity 

of producing content on a certain platform of social media such as a diagram, figure, image, 

video, music, among others. 

5) Creation DCA: “Digital Creation Content Activity” - When the user performs the activity of 

adding value to production, for example when the user innovates, improves content production, or 

creates something new.     

Figure 2 depicts a visual synthesis of the concept of “Adolescents/Teenagers’ Digital Content 

Activity”  
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Figure 2 Teenagers/Adolescents Digital Content Activity 

 

 

6.2  Model of Study  

To measure “Teenagers/ Adolescents Digital Content Activity”, we need to understand this 

concept as: "the process where the user performs an activity when connected online to one of the 

various social media platforms,” that is, the user who is generating content is a teenager (Kaplan 

& Haenlein, 2010). 

The term Teenager/ Adolescent is defined as: any subject that is in the process of development 

between the final phase of childhood and the initial stage of youth (Pineda & Aliño, 2002; Gowers, 

2005; Simpson & Weiner, 2008). The age of Teenager ranges from 14 to 19 years old, because it 

is the age range that strictly corresponds to adolescence (World Health Organization, 2017). 

Subsequently, this stage represents the transformations suffered by human beings during 

adolescence, and these changes occur mainly in three fundamental aspects, Biosocial 

concerning the development of the body, Cognitive concerning the development of the mind, and 

Psychosocial concerning the development of social relations (Berger, 2006; Gowers, 2005). 

Additionally, it is inferred from all the authors mentioned in the definition of the term Teenager, 

that: for teenagers’ development, three aspects are present in the environment namely the home 

where parents, siblings and family members have influence; ii) the school where teachers and 

classmates have influence; iii) location and digital platforms where they intervene and are 



74 

 

 

users. Based on the above paragraphs, the teenager is our primary focus of study, and they 

influence each other reciprocally (Shifflet-Chila et al., 2016). Also, parents are a strong influence 

(Freeman & Shapiro, 2014; Lindstrom, 2004)  and they even set social trends (Rial et al., 2015). 

These influences constitute the main argument for proposing the theory of influence on teenager 

behavior and the variables that influence and determine the “Digital Activity Content of 

Teenagers” in the context of the city of Cusco – Peru. 

In parallel, it is identified that the advancement of digital technology is not alien to teenagers. In 

the digital age, the internet is fundamental in the life of teenager because it is an academic tool 

for learning and also for personal development, communication and interaction, self-expression 

and even for leisure (Rial et al., 2015). On the other hand, this new generation of teenagers are 

the true digital natives because they are the second digital generation (CSEH-PAPP et al., 2017). 

They are characterized by great easiness and intuition in managing different digital devices and 

move in social media using social networks in the various virtual platforms (Domínguez et al., 

2017).  

However, this new digital generation is a unique challenge for their different way of thinking. Their 

behavior patterns also differ, which becomes a challenge (CSEH-PAPP et al., 2017). For 

academic and marketing scholars, this study is important because teenagers have become a 

model to follow in a society fascinated by youth that idealizes to the point of giving them the right 

to set the standards in terms of consumption and personal taste, such as clothing, fashion, music 

or gastronomy (Gil et al., 2003). Therefore, this study segment becomes important because they 

set trends (Rial et al., 2015) that influence people and subsequently affect society. 

Hence, to reach the objective of study, which is to measure the digital content activity of 

teenagers from Cusco- Peru, the internal and external environment in which the teenager 

develops is analyzed. As a consequence of this objective, all the variables that affect and 

determine the teenagers digital behavior are explored, as well as what makes teenagers think 

differently, and act differently (CSEH-PAPP et al., 2017). A study model is proposed to measure 

the digital content activity of teenagers based on the information obtained on the field. This allows 

a better knowledge of teenagers; and how they influence the environment where they develop 

and vice versa (Shifflet-Chila et al., 2016), and how the environment influences the teenager in 

the specific case of Cusco-Peru study context. 

It is also important to highlight that this study will produce a tool to measure the teenagers’ digital 

content activity of and the variables that directly or indirectly determine in the different digital 

categories of digital content generation, namely 1) information, 2) entertainment, 3) transactional, 
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4) production and 5) creation. Also, this tool will allow measuring digital content and valuable 

marketing information converted into digital content information of the teenager that allows a 

better understanding of this group. 

 

6.2.1 Structural Equation Model (SEM) 

The Structural Equation Model (SEM)  also known as LISREL (Linear Structural Relationships) 

according to Bollen (1989) and Joreskog (1970), quoted by Marôco (2014, p. 19), is a statistical 

instrument (Anderson & Gerbing, 1988; Marôco, 2014) of generalized modeling techniques 

employed to test the validity of theoretical models that define causal, hypothetical relations 

between variables (Marôco, 2014a);  in this case, to measure the "Model of Teenagers’ Digital 

Content Activity", as the main variable in relation to various influential variables that the teenager 

receives in his transition stage to youth, as well as in the environment in which he develops, such 

as family, school, social environment, where he receives influence from parents, family members, 

teachers, friends, and the influence he has on and receives from his social groups; thus also 

attitudes towards the Internet and influence of Social Media and his voluntary engagement, which 

consequently influence its virtual activity and digital behavior.  

The Structural Equation Model (SEM) divides the variables in different types of variables 

(Anderson & Gerbing, 1988; Marôco, 2014), in which the most important for the present study 

are: Manifest and Latent variables. Also, this model establishes relationships between manifest 

and latent variables. (Anderson & Gerbing, 1988; Marôco, 2014), 

i. Manifest Variables or Observed Variables - All those that can be observed, 

manipulated and measured directly (Marôco, 2014a). In our research 76 manifest 

variables can be observed that can be measured directly. 

ii. Latent variables, factors or constructs - All those variables that are not directly 

observable or measurable, whose existence is indicated by the manifest or indicator 

variables (Marôco, 2014a). The latent variable will be estimated or measured by a set of 

items or manifest variables that capture the effect of latent variables (Marôco, 2014a; 

Ruiz et al., 2010). Our research identifies 16 latent variables or constructs, factors that 

explain “Teenagers’ Digital Content Activity” and in turn these latent variables are 

constituted by the manifest variables that help measuring the unobserved variables that 

are Latent. 

iii. Exogenous Variables - All those variables that affect other variables and don’t receive 

any effect or influence from any other variable (1Ruiz et al., 2010). 
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iv. Endogenous variable - All those that receive the effect of other variable (Ruiz et al., 

2010). 

Accordingly, the proposal of our research model is formulated by 14 latent variables and 76 

manifest items or variables that explain or indicate the latent variables. 

 

6.2.1.1  Constructs or Factors of Structural Model of Study 

1st Influence of Teen Self-Esteem (TSE) - This Latent variable or factor or construct is 

composed or indicated by 5 items or manifest variables. 

The construct Teen Self-Esteem was originally constructed by Rosenberg (1965) cited by Bruner 

& Hensel (1998, p. 591) To measure the level of personal approval of teenager students, this 

contains 10 items. Subsequently the reliability of this construct was confirmed by Bearden & Rose 

(1990) with an alpha of 0.80 cited by Bruner & Hensel (1998, p. 589); and Richins (1991) reports 

an alpha of 0.86 also quoted by Bruner & Hensel (1998, p. 589), and finally a second and third 

study reports an alpha of 0.87 (1991) (Bruner & Hensel, 1998, p. 589). Therefore, for this 

construct, 5 items were chosen that are more adjusted to the goal of measuring the digital content 

activity of teenagers. Table 23 shows those 5 items, which are: 

Table 23 Construct Influence of Teen Self-Esteem (TSE) 

� TSE1: I feel I have several good qualities. 

� TSE2: I am able to do things better than other people. 

� TSE3: I feel like I don’t have much to be proud of. 

� TSE4: I certainly feel useless at times. 

� TSE5: I feel I am a person who is worthy, at least the same level as others. 

Source: (Bruner & Hensel, 1998).  TSE: Teen Self-Esteem. 

 

2nd Influence of Teen Life Satisfaction (TLS) - This latent variable is composed of 5 items or 

manifest variables, elaborated by Pavot & Diener (1993), that measures the subjective well-being 

of satisfaction with life and complement emotional well-being according to the person's own 

criteria and judgment (Pavot & Diener, 1993). 

For the present study it is important to know the life satisfaction and well-being evaluated by the 

teenager and his relationship and influence concerning digital activity content through the 

manifestation of his engagement with social media. Subsequently the items that measure these 

scales are analyzed. Table 24 shows these 5 items, which are: 

Table 24 Construct Influence of Teen Life Satisfaction (TLS) 
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� TLS1: In most cases my life is close to my ideal. 

� TLS2: My life conditions are excellent.  

� TLS3: I am satisfied with life. 

� TLS4: So far, I have achieved the important things I want in life. 

� TLS5: If I could live my whole life, I would not change almost anything. 

Source: (Pavot & Diener, 1993). TLS: Teen Life Satisfaction. 

 

3rd Teen Interpersonal Influence (TII) - This latent variable is composed of 7 items or manifest 

variables. It was originally created by Bearden et al. (1989) cited by (Bearden et al. 2011, p. 136) 

and it was subsequently updated by Bearden et al. (2011) who argues that the sensitivity of the 

consumer to interpersonal influence is a common characteristic that varies according to the 

individuals. 

This construct has the particularity of identifying or improving the opinion of people and in this 

study of the most significant teenagers through the identification through product brands and the 

willingness to comply with opinions and expectations from others (Bearden et al., 2011), 

expressed by teenagers in the different social media or digital platforms they use to be able to 

influence and be influenced by a certain group of friends. Table 25 below shows 7 items, which 

are: 

Table 25 Construct Teen Interpersonal Influence (TII) 

� TII1: If I want to be like someone, I often try to buy the same brand they buy. 

� TII2: For me it is important that others like the product and brands that I buy. 

� TII3: I rarely buy the latest fashion styles until I am sure my friends will approve. 

� TII4: I often identify with other people when buying the same products and brands that they 

buy. 

� TII5: When buying a product, I usually buy those brands that I think others will approve. 

� TII6: I like to know what brands and products make good impressions on others. 

� TII7: If other people can see me using a product, they often buy the brand they expect me to 

buy. 

Source: (Bearden et al., 2011). TII: Teen Interpersonal Influence. 

 

4th Influence of Friends, Parents, Teachers and Family on Teenagers (PPF). - This variable is 

composed of 9 items. The first four items  PPF1 to PPF4 are ranged on a measurement scale 

concerning the susceptibility of interpersonal influence of parental norms, which measures the 
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degree to which the teenager describes the parents as determinants of Where, When, and what 

to buy (Bruner & Hensel, 1998). To measure this, one of the five scales was chosen. This item is 

conditioned to measure the influence of friends in teenagers, as well as family influence on 

teenagers, as sisters, grandmothers, uncles and nephews. Also, Bruner & Hensel, (1998 p. 359) 

state that this scale originates from Mascarenhas & Higby (1993), who in 1990 collected 

information on 234 teenagers from two different high schools, a private school in Philadelphia and 

a public school in Detroit. In addition, the reliability has a Cronbach's alpha of 0.715 and 0.721 for 

the scale applied in the ordinary and the special purchasing situation respectively. The adequate 

scale was: ‘My parents decide all my shopping needs’. The scales adequate to this item are 

shown in Table 26 (PPF1, PPF2, PPF3, PPF4).  

As far as the scales PPF5 to PPF9 are concerned, these items will be adapted to the research 

scale of Arrizabalaga et al., 2010). This study shows the perception of the teenager regarding the 

instructional and restrictive parental mediation, concerning the use of technology applied to 232 

teenagers of the Basque Autonomous Community. The instrument was originally used to 

measure parental mediation, using the Medrano scale. Aierbe & Palacios, 2007, in the habits and 

television references in young people and teenagers obtained a Cronbach's alpha of 0.8826 and 

later used by Arrizabalaga et al., (2010). From this last study were chosen three, which are: a) My 

parents are present in the same space when I am surfing the internet, b) My parents tell me what 

websites I can visit or not, c) My parents show me how to use the internet and warn me about the 

risks; which is conditioned according to the objectives of the present study shown in Table 26, in 

the scales PPF5, PPF6, PPF7, PPF8, PPF9. 

Table 26 Construct Influence of Friends, Parents, Teachers and Family Members in 
Teenagers (PPF) 

� PPF1: My parents decide what brand I'm going to buy. 

� PPF2: My friends decide what brand I'm going to buy. 

� PPF3: My uncles/ nephews decide what brand I'm going to buy. 

� PPF4: My grandmother/ sisters decide what brand I should buy. 

� PPF5: My parents/ guardians generally spend more time at home controlling me and restricting 

my access to the internet. 

� PPF6: My parents/ guardians determine which page I can or cannot visit. 

� PPF7: My teachers determine which page I can or cannot visit. 

� PPF8: My parents help me and talk about the proper use of the internet. 

� PPF9: My teachers help me and talk about the proper use of the internet. 
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5th Influence of Digital Advertising on Teenagers (DAI) - This latent variable is composed of 5 

items or manifest variables. It  was developed by Pollay & Mittal (1993) quoted by Barden et al., 

2011 p. 331) to measure the opinion of the global population regarding advertising, therefore this 

proposed scale is composed of three factors of personal use, namely 1) Product information, 2) 

Social role and image, 3) Hedonism/ pleasure, while among social effects are: 1) Good for  

economy, 2) Materialism, 3) Value of corruption 4) Falsehood/ nonsense (Pollay & Mittal, 1993). It 

is adapted to 5 items to allow measuring the opinion of the teenager regarding advertising in 

order to influence two items of product information, one item of the social role of the image, 

hedonic/ pleasure, and one item of social effect that is falsehood/ nonsense (Bearden et al., 

2011). Table 27 below show the following 5 items. 

Table 27 Construct Digital Advertising Influence on Teenagers (DAI) 

Global Attitude 
� DAI1: In general, I consider advertising a good thing. 
� DAI2: In general, my opinion about digital advertising is unfavorable. 
Social Role of Image 
� DAI3: Advertising helps me know what brand will reflect or not the type of person I am. 
Hedonism 
� DAI4: Sometimes digital advertising is more entertaining than other content of the social 

environment. 
Falsehood without meaning. 
� DAI5: Digital advertising makes people live in a world of fantasy. 

(Bearden et al., 2011). 

 

6th Teenager Attitude Towards the Internet (TATI) - This latent variable is composed of 7 items 

or manifest variables developed by Chou (2009), describing the teenager's attitude towards the 

internet in five factors that are observed in the following lines: 

1) As a tool: In this factor, the main use of Internet by the teenager is as an indispensable 

work tool. 

2) As a toy: In this factor the internet is used by the teenager as an indispensable and 

inseparable toy; 

3) As Territory: In this factor, the internet is used as a place where the teenager feels 

comfortable and as a channel where he can express his feelings, share ideas from 

school, keep in touch with friends; 

4) As a treasure of information: this is seen as a search engine for information on multiple 

topics; 

5) As a telephone: this is largely used as communication in contact with all friends 

especially outside school. 
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This study shows that the factors that generate the greatest engagement between the Internet 

and teenagers are those used as a tool and as a toy (Chou, 2009). The present study adopted 7 

items from Chou's most used factors (2009). The following Table 28 shows those 7 items. 

Table 28 Construct Teenager Attitude towards the Internet (TATI) 

As Territory 
� TATI1: I like to surf the internet. 
As a tool 
� TATI2: I spend a lot of time on the internet. 
� TATI3: In my opinion the internet is a negative tool. 
As Territory 
� TATI4: I feel that the internet is a good place to express my thoughts and feelings. 
As a tool 
� TATI5: I generally use the internet to help me with my homework. 
As a toy 
� TATI6: I use the internet to spend time. 
� TATI7: The internet is my playmate. 

Source:(Chou, 2009). 

 

7th Group Influence on Teenagers (GIT) - This latent variable is composed of 3 items or 

manifest variables and was developed by Park & Lessing (1997) cited in Bearden et al. (2011) to 

measure the influence of the individual in the group which is composed of three motivational 

components,: informative (5 items), utilitarian influence (4 items) and expressive value (5 items) 

(Bearden et al., 2011). To measure this factor, three items of expressive value were chosen, 

conditioned to measure the influence of the teenager in their respective social groups. Table 29 

shows the three items used to measure the influence of advertising on teenagers: 

Table 29 Construct Group Influence on Teenagers (GIT) 

� GTI1: I feel that using or buying a particular brand will enhance my image that others have of 
me. 

� GTI2: Sometimes I feel it would be good to be like the people in the advertisements that show 
a particular brand. 

� GTI3: I feel that when I buy a particular brand I am admired and respected by others. 
Source: (Bearden et al., 2011) 

 

8th Influence of Social Media Engagement (SME): This latent variable is composed of 7 items 

or manifest variables derived from the qualitative Focus Group study conducted in the city of 

Cusco, Peru in December 2015. This study intended to collect the opinion of teenagers 

concerning social networks and why they access social networks. Therefore, according to what 

was obtained, the questions were organized in three categories interrogating the teenager why 

they belong to a social network, most responded it was due to fashion, because they all do it, and 

by imitation and social interaction. To understand the level of social media engagement they were 
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asked if they were good or harmful for teenagers. According to the answers the following items 

measure the use and Social Media Engagement. Table 30 below shows the following 7 items: 

Table 30 Construct Influence of Social Media Engagement (SME) 

Social imitation 
In general, when I'm in Social Networks, it's because of: 

� SME1: Because everyone does it. 
� SME2: Because my friends do it. 

Social interaction  
� SME3: Because I want to connect with people who share my ideas and values. 

Opinion on Social Media 
In general, I consider that Social Networks are: 

� SME4: They are Good. 
� SME5: They are detrimental to privacy. 
� SME6: I prefer using WhatsApp instead of Facebook. 
� SME7: In general, I prefer looking for products and brands through Social Networks. 

Source: Empirical Work Focus Group Teenagers, Parents and Teachers, December 2015, Peru. 

 

9th Teenager Digital Content Activity (DCA) – This Latent Variable or factor or construct is the 

main measurement instruments of the present research study, which is explained by 7 latent sub-

variables, and this is elaborated according to the results found in the qualitative work of the Focus 

Group held in December 2015 in Cusco. To measure the digital activity of the teenager according 

to what was found in bibliography was adapted and organized in five sections: 

Section 1.1 Digital Content Activity of Passive Information (DCAA) - This latent sub-

factor or sub-variable is indicated by 8 manifest variables or 8 items that operationalize this factor. 

As defined in theory, these items measure when the user generating content performs activity in 

social media such as: review, look, read, listen, and compare features in a certain social media 

platform. This also includes downloading files or videos. The following 8 items are oriented to 

measure these activities, as shown in the following Table 31. 

Table 31 Construct Digital Content Activity of Passive Information (DCAA) 

� DCA1: I read the status of the team, notifications and/or updates. 

� DCA2: I read publications and fan pages related to product brands. 

� DCA3: I see images/ graphics related to product brands. 

� DCA4: I follow the Blogs related to product brands.  

� DCA5: I follow my favorite brands online. 

� DCA6: I like to "Like" images/ graphics/ publications related to product brands. 

� DCA7: I download videos and photos on Social Networks. 

� DCA8: I love to review all the photos and/or see profiles. 
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Section.1.2 Digital Content Activity of Active Information (DCAB) - This latent sub-factor 

or sub-variable is indicated by eight items or manifest variables and as defined in theory these 

items measure when the user generating content performs activity in social media such as: 

hanging, sharing information and looking for any type of information on a certain platform of social 

media, also when the user performs the activity of using a certain platform of social media to 

communicate, send messages, chat, and chat in groups and more activities that involve 

communicating or communicating between different users or groups of users. So, the following 

eight items are oriented to measure these activities (see Table 32). 

Table 32 Construct Digital Content Activity of Active Information (DCAB) 

� DCA9: I comment publications/ images/ graphics and videos related to product brands.  
� DCA10: In Social Networks I write messages related to product brands in the forums. 
� DCA11: I visit chat rooms of different themes, I exchange comments, I chat with my friends 

and different groups. 
� DCA12: I put my brand / team / subject / singer / gastronomy preference on Facebook. 
� DCA13: I share publications related to product brands. 
� DCA14: I love sharing music/ videos/ selfies/ games made by others or friends. 
� DCA15: I get information for school about different subjects and topics. 
� DCA16: I like to put products sales announcements in OLX or in other pages. 

 

Section 2 Digital Entertainment Content Activity (DCAC)- This latent sub-factor or sub-

variable is indicated by 2 items or manifest variables. And it is when the content generator user in 

this case the teenager uses a platform with the purpose of entertainment or fun, as well as 

playing on one of the certain platforms of social media. So, the following items are oriented to 

measure them. See Table 33. 

Table 33 Construct Digital Entertainment Content Activity (DCAC) 

� DCA19: I love playing online with other groups as well as individually. 

� DCA20: I organize different events such as parties, group competitions, and anniversaries. 

 

Section 3 Digital Transactional Content Activity (DCAD) - This latent sub-factor or sub-

variable is indicated by 2 items or manifest variables and concerns the content created by users 

performing the virtual activity of buying a product or performing online management through a 

social media platform. Therefore, the following items measure this. See Table 34. 

Table 34 Construct Digital Transactional Content Activity (DCAD) 

� DCA17: I buy things online like books, music and software programs. 

� DCA18: I like to carry out all administrative procedures online. 
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Section 4 Digital Production Content Activity (DCAE)– This latent sub-factor or sub-

variable is indicated by 6 manifest variables/ items. It represents when the user performs the 

activity of producing a material on a certain platform of social media such as a diagram, figure, 

image, video, music and more, that is, when performing a digital activity that generates content in 

digital media. The items measuring digital production are six as shown in Table 35 below. 

Table 35 Construct Digital Production Content Activity (DCAE) 

� DCA21: I produce videos to put on Facebook/ YouTube/ Instagram. 

� DCA22: I produce photos/drawings to hang on Facebook/ YouTube/ Instagram. 

� DCA23: I produce music/songs for Facebook/ YouTube/ Instagram. 

� DCA24: I produce selfies to post on Facebook/ YouTube/ Instagram/ Twitter. 

� DCA25: I produce short stories, legends and stories to post on Facebook/ YouTube/ 

Instagram. 

� DCA26: I produce images with Snapchat. 

 

Section 5 Digital Production Content Activity (DCAF) – This latent sub-factor or sub-

variable is indicated by 2 manifest variables or 2 items. It concerns the user performing the 

activity of adding value to a production, for example when the User Generating Content UGC 

innovates, improves a production content or creates something new. Table 36 below shows the 

following 2 items. 

Table 36 Construct Digital Production Content Activity (DCAF) 

� DCA27: I have created a channel on YouTube. 

� DCA28:  I have created my own website and/or blog. 

 

6.2.2  Graphic Representation of Structural Equation Modeling (SEM) 

The graphic representation of the Structural Equation Modeling (SEM) is used to properly specify 

the model for the estimation with a specific statistical program. This makes the graph have 

different values that help explain the theory of the model. It also allows the user a graphical view 

that helps him understand in a simple way, avoiding to write explicitly the complex mathematical 

equations of the model (Ruiz et al., 2010). 

The graphic representation of the Structural Equation Model (SEM) is represented according to 

different software and is represented by the following symbols (see Table 37): 

Table 37 Main Symbols of Graphic Representation of Structural Equation Model (SEM)   

Symbol Meaning 
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Circle 

 

Latent Variable (Construct or Factor). 

Quadrilateral. 

 

Manifest Variable or Observed Variable (Indicator, Item). 

Directional arrow. 

 

Causal Relationship (From cause to effect). 

 

2-way arrow. 

 

Correlational Relationship. 

Source: (Marôco, 2014a; Ruiz et al., 2010) 

 

6.3 Structural Equation Model 

The analysis of the Structural Equation Model (SEM) requires relatively complex procedures 

(Marôco, 2014a), which consists of two fundamental parts: the measurement model and the 

structural relations model (Hair et al., 1999; Ruiz et al., 2010; Marôco, 2014a;). 

 

6.3.1 Measurement Model Definition  

It includes the way each latent construct is measured by its observable indicators or manifest or 

indicator variables (Ruiz et al., 2010), or how they are operationalized by the observed or 

manifest or indicator variables (Marôco, 2014a). Mathematically it is expressed by the equation. 

For Dependent or Endogenous Variables as explained Marôco (2014) is: 

y = Λ y ŋ + ε   where: 

� = �����...���       It is the vector (p X 1) of the p dependent, or response, manifest variables; 

 

	
 = ��
��� ��� .				������... ���... .			���...��� ��� .			��� �

�     Matrix (p X r) of the factorial weights of ŋ in y; 

 

ŋ = �ŋ�ŋ�...	ŋ�
�  The vector (r X 1) of the r latent dependent variables; y 
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� = �����...���         The vector (p X 1) of the measurement errors of y. 

 

Similarly, the sub-model of measure for the independent or exogenous closed variables is: 

X = Λx ξ + δ 

 

� = �����...��
�  It is the vector (q X 1) of the q manifest independent or predictor variables; 

 

	
 = ��
��� ��� .				������... ���... .			���...��� ��� .			��� �

� It is the matrix (q X s) of the factorial weights of ξ in X. 

� = �����...���   It is the vector (s X 1) of the latent independent or predictor variables; y 

 

� = �����...���  It is the vector (q X 1) of the measurement errors of X. 

 

6.3.2 Definition of the Structural Model  

It is defined as the causal or association relationships between latent variables (Marôco, 2014a); 

contains the effects and relationships between constructs or factors. This model of structural 

relationships is the one estimated and similar to the regression models, but may also contain 

concatenated effects and loops between variables (Ruiz et al., 2010). Mathematically it is 

expressed by the following equation according to Marôco (2014): 

ŋ = Bŋ + Γξ + ζ    where: 

� = ��
0 ��� . 				���
���... 0 ...

. 				���...��� ��� . 				0 ��        It is the matrix (r X r) of the coefficients of ŋ in the 

structural model βii = 0; 
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In order to carry out the Structural Equation Analysis SEA, the measurement model and then the 

structural model are carried out in two stages, 

 

6.3.3 Explanation of the Theoretical Model ‘Teenagers Digital Content Activity’

The theoretical model of the Teenagers

relationships between manifest and latent variabl

activity of teenagers. It is composed of 76 manifest variables and 14 latent variables that employ 

the theory of structural equations to explain the digital 

media and identify what influences them to generate a series of activities. Each factor is then 

shown with the respective indicator variables that explain the latent variables. See the following 

graphic for a better understanding of the model. 

In Figure 3 (Marôco, 2014; 

5 manifest variables: TLS1, TLS2, TLS3, TLS4, TLS5.

Figure 3 Factor TLS 

In Figure 4 (Marôco, 2014; 

manifest variables: TSE1, TSE2, TSE3, TSE4, TSE5.

. 				���

. 				���.... 				��� �
�      It is the Matrix (r X s) two coefficients of X in the structural 

� �     This is the Vector (r X 1) of the r residuals or structural model errors 

In order to carry out the Structural Equation Analysis SEA, the measurement model and then the 

structural model are carried out in two stages, namely: SEA = Measurement + Structural Model

6.3.3 Explanation of the Theoretical Model ‘Teenagers Digital Content Activity’

The theoretical model of the Teenagers/ Adolescents Digital Content Activity is a series of causal 

relationships between manifest and latent variables that influence the result of the 

activity of teenagers. It is composed of 76 manifest variables and 14 latent variables that employ 

the theory of structural equations to explain the digital content activity of teenagers in social 

nd identify what influences them to generate a series of activities. Each factor is then 

shown with the respective indicator variables that explain the latent variables. See the following 

graphic for a better understanding of the model.  

; Ruiz et al., 2010) the TLS factor Teen Life Satisfaction is indicated by 

5 manifest variables: TLS1, TLS2, TLS3, TLS4, TLS5.  

                    

; Ruiz et al., 2010) the TSE Factor Teen Self-Esteem is indica

manifest variables: TSE1, TSE2, TSE3, TSE4, TSE5. 
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It is the Matrix (r X s) two coefficients of X in the structural 

model. 

This is the Vector (r X 1) of the r residuals or structural model errors  

(perturbations) 
In order to carry out the Structural Equation Analysis SEA, the measurement model and then the 

urement + Structural Model 

6.3.3 Explanation of the Theoretical Model ‘Teenagers Digital Content Activity’ 

Digital Content Activity is a series of causal 

es that influence the result of the digital content 

activity of teenagers. It is composed of 76 manifest variables and 14 latent variables that employ 

activity of teenagers in social 

nd identify what influences them to generate a series of activities. Each factor is then 

shown with the respective indicator variables that explain the latent variables. See the following 

the TLS factor Teen Life Satisfaction is indicated by 

Esteem is indicated by 5 



 

 

Figure 4 Factor TSE 

In Figure 5 (Marôco, 2014

indicated by 7 variables:TII1, TII2, TII3, TII4, TII5, TII6, TII7.

Figure 5 Factor TII 

In Figure 6, the factor Influence of Friends, Parents in teenagers

variables: PPF1, PPF2, PPF3, PPF4, PPF5, PPF6, PPF7, PPF8, PPF9 

al., 2010). 

Figure 6 Factor PPF              

 

(Marôco, 2014; Ruiz et al., 2010) the TII Factor Teen Interpersonal Influence is 

indicated by 7 variables:TII1, TII2, TII3, TII4, TII5, TII6, TII7. 

 

actor Influence of Friends, Parents in teenagers (PPF

variables: PPF1, PPF2, PPF3, PPF4, PPF5, PPF6, PPF7, PPF8, PPF9 (Marôco, 2014
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Teen Interpersonal Influence is 

PPF) is indicated by 9 

(Marôco, 2014; Ruiz et 



 

 

In Figure 7,  the factor Influence of Advertising on Teenagers

DAI1, DAI2, DAI3, DAI4, DAI5

Figure 7 Factor DAI 

In Figure 8, the factor Teenager Attitude towards the Internet

TATI1, TATI2, TATI3, TATI4, TATI5

Figure 8 Factor TATI  

In Figure 9 the GIT Factor Group Influence on Teenagers is indicated by 3 variables, GIT1, GIT2, 

GIT3 (Marôco, 2014; Ruiz 

Figure 9 Factor GIT 

On the other hand, the Mediating Variable SEM is 

SEM4, SEM5, SME6, SME7

intermediate one between the 

Figure 10 Factor SME 

the factor Influence of Advertising on Teenagers (DAI), is indicated by 

DAI1, DAI2, DAI3, DAI4, DAI5 (Marôco, 2014; Ruiz et al., 2010). 

 

actor Teenager Attitude towards the Internet (TATI) is indicated by 

TATI1, TATI2, TATI3, TATI4, TATI5 (Marôco, 2014; Ruiz et al., 2010). 

         

 

the GIT Factor Group Influence on Teenagers is indicated by 3 variables, GIT1, GIT2, 

Ruiz et al., 2010). 

                        
On the other hand, the Mediating Variable SEM is composed by 7 variables SEM1, SEM2, SME3, 

SEM4, SEM5, SME6, SME7 (see Figure 10) (Marôco, 2014; Ruiz et al., 2010)

between the model antecedent variable and the subsequent ones.
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indicated by 7 variables: 

the GIT Factor Group Influence on Teenagers is indicated by 3 variables, GIT1, GIT2, 

by 7 variables SEM1, SEM2, SME3, 

, 2010). This variable is an 

antecedent variable and the subsequent ones. 



 

 

Hence, the variables object of study of the 

factors or constructs indicated by the following manifest variables:

DCAE, DCAF 

In Figure 11 (Marôco, 2014

DCA2, DCA3, DCA4, DCA5, DCA6, DCA7, 

Figure 11 Factor DCAA 

    

In Figure 12 the DCAB factor is indicated by 8 variables: DCA9, DCA10, DCA11, DCA12, DCA13, 

DCA14, DCA15, DCA16 (Marôco, 2014

                               

Hence, the variables object of study of the Teenager Digital Content Activity are explained by four 

factors or constructs indicated by the following manifest variables: DCAA, DCAB, DCAC, DCAD, 

(Marôco, 2014; Ruiz et al., 2010) the DCAA factor is indicated by 8 variables,  DCA1, 

DCA2, DCA3, DCA4, DCA5, DCA6, DCA7, DCA8. 

     

       

the DCAB factor is indicated by 8 variables: DCA9, DCA10, DCA11, DCA12, DCA13, 

(Marôco, 2014; Ruiz et al., 2010). 
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Activity are explained by four 

DCAA, DCAB, DCAC, DCAD, 

the DCAA factor is indicated by 8 variables,  DCA1, 

the DCAB factor is indicated by 8 variables: DCA9, DCA10, DCA11, DCA12, DCA13, 



 

 

Figure 12 Factor DCAB 

In Figure 13 the DCAC factor is indicated by 2 variables: DCA17, DCA18 

al., 2010). 

Figure 13 Factor DCAC 

  

 

In Figure 14 the DCAD factor is indicated by 2 variables: DCA19 and 

et al., 2010).  

Figure 14 Factor DCAD 

In Figure 15 the DCAE factor is indicated by 6 variables: DCA21, DCA22, DCA23, DCA24, 

DCA25, DCA26 (Marôco, 2014

Figure 15 Factor DCAE 

 

the DCAC factor is indicated by 2 variables: DCA17, DCA18 (Marôco, 2014

          

           

the DCAD factor is indicated by 2 variables: DCA19 and DCA20

 

the DCAE factor is indicated by 6 variables: DCA21, DCA22, DCA23, DCA24, 

(Marôco, 2014; Ruiz et al., 2010). 
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(Marôco, 2014; Ruiz et 

DCA20 (Marôco, 2014; Ruiz 

the DCAE factor is indicated by 6 variables: DCA21, DCA22, DCA23, DCA24, 



 

 

In Figure 16, the DCAF factor is indicated by two variables that are: DCA27 and DCA28 

2014; Ruiz et al., 2010). 

Figure 16 Factor DCAF 

 

Therefore, in order to construct the model, 7 latent variables that precede the intermediate 

variable and that act as influencers of the intermediate variable that is social media engagement 

are proposed in the first order. This act as a bottleneck when in

content activities of the teenager that can be of six forms (see

media engagement acts as an intermediary variable for the digital activity of the teenager 

because if the teenagers invest more time in social networks automatical

the teenager will also increase and vice versa. Less exposure to the social media of the teenager 

will also lessen his activity. Then, to be able to narrate in a better way the phenomenon that is: 

the identification of the teenag

influence social media. As discussed in the first paragraphs, these latent factors or constructs 

influence and determine to different extents the 

identified as the antecedents which are:

• TSE: Teenager Self

• TLS: Teenager Life Satisfaction

• TII: Teenager Interpersonal Influence

• PPF: Influence from Parents, Peers and Family of the Teenager

• DAI: Influence of Advertising on Teenager

 

, the DCAF factor is indicated by two variables that are: DCA27 and DCA28 

   

 

Therefore, in order to construct the model, 7 latent variables that precede the intermediate 

variable and that act as influencers of the intermediate variable that is social media engagement 

are proposed in the first order. This act as a bottleneck when influencing the diverse 

activities of the teenager that can be of six forms (see Figure 17). Also, the variable social 

media engagement acts as an intermediary variable for the digital activity of the teenager 

because if the teenagers invest more time in social networks automatically the digital activity of 

the teenager will also increase and vice versa. Less exposure to the social media of the teenager 

will also lessen his activity. Then, to be able to narrate in a better way the phenomenon that is: 

the identification of the teenagers digital content activity, a series of latent factors converge that 

influence social media. As discussed in the first paragraphs, these latent factors or constructs 

influence and determine to different extents the digital content activity of teenagers. 

identified as the antecedents which are: 

TSE: Teenager Self-esteem; 

TLS: Teenager Life Satisfaction;  

TII: Teenager Interpersonal Influence; 

PPF: Influence from Parents, Peers and Family of the Teenager; 

DAI: Influence of Advertising on Teenagers; 
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ly the digital activity of 

the teenager will also increase and vice versa. Less exposure to the social media of the teenager 

will also lessen his activity. Then, to be able to narrate in a better way the phenomenon that is: 

ers digital content activity, a series of latent factors converge that 

influence social media. As discussed in the first paragraphs, these latent factors or constructs 

activity of teenagers. Seven were 
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• TATI: Teenager Attitude towards the Internet; 

• GIT: Intergroup Influence on the Teenager. 

Secondly, all these factors or antecedents influence the Digital Content Activity of Teenagers 

(DCA) with 6 levels, namely: 

• DCAA: Digital Content Activity of Passive Information; 

• DCAB: Digital Content Activity of Active Information; 

• DCAC: Digital Entertainment Content Activity; 

• DCAD: Digital Transactional Content Activity; 

• DCAE: Digital Production Content Activity; 

• DCAF: Digital Creation Content Activity. 

Also, the intermediate/mediating variable acts as a bottleneck in the middle of the model because 

the digital activity of teenagers may be restricted by the variable of the media. That is to say, the 

greater the exposure to social platforms the more will increase their digital activity and vice versa. 

Hence, this model is summarized as the relation of the antecedent factors with the intermediate 

variable and the consequent variables that would be the different types of activity of the 

teenagers. For better understanding, Figure 17 shows a graphic describing the model (Marôco, 

2014; Ruiz et al., 2010). 

Figure 17 Summary of the Structural Model of Latent Variables 



 

 

 

These 14 latent variables are indicated by 76 manifest variables and as detailed previously in 

Figures 5 to 18, each factor is explained by a group of manifest variables. Considering all this, the 

complete graph of the model is presented in 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

These 14 latent variables are indicated by 76 manifest variables and as detailed previously in 

Figures 5 to 18, each factor is explained by a group of manifest variables. Considering all this, the 

complete graph of the model is presented in Figure 18. 
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These 14 latent variables are indicated by 76 manifest variables and as detailed previously in 

Figures 5 to 18, each factor is explained by a group of manifest variables. Considering all this, the 
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Figure 18 Structural Model of Teenagers Digital Content Activity 
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CHAPTER VII FORMULATION OF HYPOTHESIS  

7.1  Relationship between Variables 

7.1.1 Teenager Self-Esteem (TSE) and Social Media Engagement (SME)  

Teenagers are frequent consumers of Social Medias and are more skilled than their parents. In 

fact, the habits and behaviors of teenagers are closely analyzed by market researchers (Batat, 

2008); On the other hand, social media are not good or bad. Instead, they may be used to 

leverage the teenagers cognitive development or to increase their possibilities of socialization and 

self-development, or to improve academic engagement (Areepattamanni & Swe, 2017). 

Additionally, social media are an essential part of the teenager lifestyle (Bodroža & Jovanović, 

2016). All teenagers seek to adopt and create their own personality style, self-expression and 

identity (Marcia, 2001), through the conversations held with their peers (Silbereisen, 2001). Digital 

platforms are a social media that often help them impose their popularity (Gleason, 2016). 

Therefore, it is inferred that the relationship between the variables Teenager Self-Esteem and 

Social Media Engagement, these digital platforms help increase their personal self-esteem as 

they use social media to manage and improve a virtual profile (Monteiro, 2011) or a virtual identity 

generating social media engagement that strengthens their self-esteem. 

Therefore, it is possible to infer that to a greater self-esteem of the teenager corresponds a 

greater exposure of their virtual profile in the social media. Because social media are part of their 

daily lives, teenagers need to be competent and active users (Batat, 2008). That is, the higher the 

teenager self-esteem, the greater will be his participation in social media and vice versa. To a 

lower self-esteem of the teenager will correspond lesser participation in Social Media. Therefore, 

to summarize: 

H1: “A positive influence of Teenage Self-Esteem (TSE) generates more activity and Social 

Media Engagement (SME)” 

 

7.1.2 Teenager Life Satisfaction (TLS) and Social Media Engagement (SME). 

One indicator of an adequate personal growth of the teenager is life satisfaction. Subsequently, a 

positive evaluation of life satisfaction and well-being of the teenager (Pavot & Diener, 1993). 

While the theoretical potential of Social Media can be a platform for participation that may 

increase the influence of participation in physical and mental benefits (Mahan et al., 2015) for 

young teenagers, especially if the comments are positive. Positive comments on their profiles 

improve their self-esteem and well-being. By the opposite, negative feedbacks decrease their 
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self-esteem and well-being (Valkenburg et al., 2006). Hence, life satisfaction will correspond to 

positive feedbacks. Other studies have also indicated that the appropriate use of Social Media 

has a positive influence on the psychological well-being of teenagers, including overall life 

satisfaction (Leung & Lee, 2005; Valkenburg et al., 2006).  

As a consequence, it is deduced that a positive life satisfaction generates positive effects in the 

virtual and physical life, corresponding to the following assertion: 

H2: “A positive influence of Teenager Life Satisfaction (TLS) generates greater Social 

Media Engagement (SME)” 

 

7.1.3 Teenager Interpersonal Influence (TII) and Social Media Engagement (SME)  

Likewise, in the digital environment the opinion leaders or influential users, who through their 

active digital communication activity in their social digital environment perform the role of 

informing, producing and/or creating content and filtering them towards those they influence 

(Serrano-Puche, 2012). This interpersonal influence includes groups of teenagers who influence 

each other (Batinic et al., 2016). In a research study on social media engagement and influence 

on students, it was found that the need to belong was positively related to their use of social 

networks, which could further facilitate their social engagement (Kim et al., 2016). Among 

teenagers, opinion leadership in informal attitudes and behavior influences their peers, regardless 

of a specific topic (Batinic et al., 2016) or the media used to influence. It is concluded that 

interpersonal influence of positive teenagers regarding social media generates social media 

engagement, which influences the teenager, his peers and the immediate surroundings.  

H3: “A positive Teenager Interpersonal Influence (TII), regarding social media, generates 

more activity and Social Media Engagement (SME)” 

 

7.1.4 Influence from Parents, Peers and Family (PPF) and Social Media Engagement 

(SME) 

The relationship between Social Media and the influence from Family, School and Peers in 

teenagers is fundamental because technology is changing how teenagers communicate (Kamal 

et al., 2016). It is accelerating family individualization, creating different patterns of behavior 

between teenagers and parents (Kaare et al., 2007). At this stage, despite tending to 

independence and autonomy (Gowers, 2005; Berger, 2006) the influence of the immediate 

environment such as family, teachers and friends is imminent. Therefore, learning from the 
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environment is achieved by the simple fact of observation (Bandura, 1986). Hence, this 

environment has influence on the teenager.  

On the other hand, teenagers generally use social media as a popular source of communication, 

spending free time, entertaining themselves and sometimes for information (Asghar, 2015). 

Social media may be used to leverage the cognitive development of the teenager and increase 

the possibilities of socialization, self-development, and improve academic engagement 

(Areepattamanni & Swe, 2017). For example, many people use their profile to create their 

personal or group identity, to share ideas, thoughts, likes, which makes it possible to influence 

other users of the same platform, such as friends, teachers, parents, cousins, uncles and etc. 

(Bodroža & Jovanović, 2016). Likewise, people such as parents, grandparents, uncles, cousins, 

siblings and friends in the teenager environment may influence the teenager activity (Bandura, 

1986). Then, a positive influence of the teenager's environment towards the technological media 

generates greater social media engagement. 

H4: “A positive influence of Friends, Parents, and school towards digital media (PPF) 

generates greater Social Media Engagement (SME)” 

 

7.1.5 Digital Advertising Influence on Teenagers (DAI) and Social Media Engagement 

(SME). 

Digital advertising has taken advantage of social media platforms on the internet to persuade the 

public, including teenagers For this purpose, marketing researchers prepare different strategies to 

persuade the new generation of teenagers (Barrientos et al., 2012). This is why these same 

marketing researchers study the media where teenagers usually hang out, because this is a 

sophisticated consumer with the ability to influence parents concerning purchase decisions 

(Lindstrom, 2004; Shifflet-Chila et al., 2016). Therefore it is a dream and a nightmare for the 

marketing researcher to be able to influence teenagers (Lindstrom, 2004). A dream because 

teenagers are often vulnerable to advertising. But a nightmare because of the growing skepticism 

towards advertisements, which consequently leads to more marketing strategies towards the 

success of advertising communication channels with teenager (Freeman & Shapiro, 2014).   

Consequently, there is a  complementary relationship between these two variables, because 

advertising seeks to influence the teenager (De Mooij & Hofstede, 2010), and for that it requires a 

communication channel to reach teenager. This channel has been Social Media platforms 

(Barrientos et al., 2012). Therefore, it is plausible that: 
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H5: “A positive of Digital Advertising Influence (DAI) on Teenagers increases their Social 

Media Engagement (SME)” 

 

7.1.6 The Influence of Teenager Attitude towards the Internet (TATI) and Social Media 

Engagement (SME). 

Concerning the relationship between the variable teenager attitude towards the Internet and 

social media engagement, according to the research by Chou et al., (2009), teenagers have a 

positive attitude towards the internet because it is useful for them in different ways:  

“1) As a tool: because it is regarded an essential tool for study and school work; 2) 

As a toy: because internet is regarded an indispensable and inseparable toy; 3) As a 

Territory: because it is perceived as a place where they feel comfortable and as a 

channel to convey and express feelings, to share ideas from school and to keep in 

touch with friends; 4) As a treasure of information: because it is regarded as a 

search engine for information on multiple topics; 5) As a telephone: because it is 

also largely used to communicate and to be in touch with friends, especially outside 

school” (Chou et al., 2009). 

Also, users are increasing the intensity of use the social networks (San Martín & Mujica, 2010). 

Teenagers and university students are the main users drastically changing the world in a decade, 

turning it into a virtual global village where ideas are exchanged. In parallel, information is shared 

and messages are transferred (Mishra et al., 2015; San Martín & Mujica, 2010), content is 

produced and created. This frequent communication in real time (Serrano-Puche, 2012) 

increases the social media engagement, and therefore allows the following hypothesis: 

H6: “A positive Teenager Attitude Towards Internet (TATI) will increase Social Media 

Engagement (SME)” 

 

7.1.7 Group Influence on Teenagers (GIT) and Social Media Engagement (SME). 

Teenagers tend to treat teenagers in their groups or sphere better than teenagers who are not in 

the group or outside their sphere (Chiang & Wu, 2015), being an almost natural propensity to 

share almost the same atmosphere within the group as norms, patterns and customs that 

influence their peers (Siman, 1977). 

Also, the changes generated by the digital age allow more social integration of the 

communication participants (Serrano-Puche, 2012) within social platforms. This group influence 

as defined as the influence by the group on the behavior of individuals as well as their 
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aspirations, perceptions and evaluations (Bearden et al., 2011). These social networks allow a 

better appreciation of those new social influences as well as the enforcement of new 

communicative paradigms (Serrano-Puche, 2012). 

Some studies indicate that social media have a positive effect on social life (Leung & Lee, 2005) 

in particular of teenagers, provided that the use of social media is well targeted. Therefore, we 

conclude that: Positive Group Influence on Teenagers increases their Social Media Engagement. 

H7: “A positive Group Influence on Teenager (GIT) Increases Social Media Engagement 

(SME)” 

 

7.1.8 Teenager Social Media Engagement (SME) and the Teenager’s Digital Content 

Activity (DCA). 

The following six variables designated consequential variables, or endogenous or dependent 

variables (Marôco, 2014a) contain the six different forms of Teenager Digital Content Activity, 

such as: (1.a) Digital Content Activity of Passive Information, (1.b) Digital Content Activity of 

Active Information, (2)  Digital Entertainment Content Activity, (3)  Digital Transactional Content 

Activity, (4) Digital Production Content Activity (5) Digital Creation Content Activity. 

These consequential variables are preceded by the mediating variable Social Media Engagement 

SME and in turn this is preceded by seven antecedent variables or exogenous or independent 

variables of the model. In turn, these seven exogenous variables influence the mediating variable 

or Social Media Engagement SME and finally this mediating variable has effect on the Digital 

Content Production of the Teenager from Cusco, in Peru, that will be described by these six 

consequential variables which is our main focus of study. 

Considering that the content of digital production depends on the level of instruction, age and 

online experience of the user (Blank, 2013), teenagers with more internet access, such as from 

urban areas, will have greater connectivity. By the opposite, teenagers from rural areas with less 

access to the internet may produce less contents (Schradie, 2013; INEI, 2017). Consequently, 

digital activity will be higher in teenagers with more access to technology (Schradie, 2013).  

Also, when teenagers are not in school, they consume and share digital content, especially 

entertainment. This is different from the activity while in school, which is more sophisticated. 

Therefore it is in that space that more digital content concerns creation (Lu et al., 2016) and 

production. Hence, the Social Media are a tool allowing creative content if and only if coaches 

and teachers guide and teach students to take advantage of the potential of those tools (Dodds, 

2017).  
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Thus, in these spaces, teenagers learn through attempt and error in the social networks they 

belong to. Additionally they profit from that information to create contents and share them through 

their social networks online (Harlan et al., 2012). This allows the hypothesis that a greater Social 

Media Engagement will positively affect the digital content activity of the teenager. 

H8: “A greater Social Media Engagement (SME) will positively affect the increase of the 

teenager Digital Content Activity of Passive Information (DCAA)” 

H9: “A greater Social Media Engagement will positively affect the increase of the teenager 

Digital Content Activity of Active Information (DCAB)” 

H10: “A greater Social Media Engagement will positively affect the increase of the teenager 

Digital Entertainment Content Activity (DCAC)” 

H11: “A greater Social Media Engagement will positively affect the increase of the teenager 

Digital Transaction Content Activity (DCAD)”  

H12: “A greater Social Media Engagement will positively affect the increase of the teenager 

Digital Production Content Activity (DCAE)” 

H13: “A greater Social Media Engagement (SME) will positively affect the increase of the 

teenager Digital Creation Content Activity (DCAF)” 

Figure 19 represents graphically the respective hypotheses of each factor or construct. 
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Figure 19 Summary of the Structural Model of Variables Latent and Respective 
Hypotheses Raised 
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CHAPTER VIII  METHODOLOGY  

8.1 Research Study Design 

To measure the digital content activity of teenagers in Cusco, Peru, a literature review was 

performed, concerning all secondary sources, in order to allow the identification of the available 

information. This constitutes the starting point toward the design of the strategy for the present 

research study, that will be multi-methodological exploratory sequential and explanatory 

(Saunders et al., 2016; Malhotra, 2009). Regarding the nature of the study, it is non-experimental 

and quasi-experimental because the study analyzes events from a specific social scenario of 

reality, constituted by the teenagers from the city of Cusco in Peru, in the present digital age and 

in the environment where the events take place spontaneously and naturally (Hernández et al., 

2014).  

The First Moment of Research Design: In a first moment, the focus of the study will be qualitative 

because it has no hypotheses yet. The main purpose is to understand teenagers in a specific 

context (Saunders et al., 2016). This approach allows a better understanding of the population 

through the exploration of unstructured techniques of focus groups that apply to teenagers and 

environment, as parents and teachers (Quinn, 2015). The exploration carried out is used as 

support and prepares the ground for the quantitative study (Hernández et al., 2014). 

The Second Moment of Research Design: This second stage has a quantitative character 

(Saunders et al., 2016), and transversal type. Therefore, the execution at this stage concerns 

maximizing the findings from the exploration carried out in the qualitative study, in order to 

formulate the instruments for quantitative data collection. These will be structured, specifically the 

tool for the technique to employ will be the application of questionnaires to the target population 

of the study (Hernández et al., 2014; Malhotra, 2009).  

8.2 Design of Qualitative Research Study  

The qualitative research design allows understanding the whole process that takes place in the 

Research study of the Teenagers’ Digital Content Activity. In the present case in particular 

concerns the study of teenagers from Cusco-Peru and the different influences that intervene in 

the final results of the digital content activity, for which the following process is followed (see  

 

 

 



 

 

Figure 20). 

8.2.1 Philosophical Assumptions for the Qualitative Study 

Qualitative philosophical research in this study is interpretive because it requires a subjective 

sense, socially constructed, expressed in the phenomenon object of research study constituted 

by teenagers and their natural environment and surroundings. In 

within this natural environment to establish trust, participation, access to meanings and to allow 

understanding concerning the depth of the phenomenon 

Also, the qualitative study will have be inductive because it concerns investigatin

meaning to perceptions that will allow the increase of the development of the research process 

while the researcher is involved in the process 

 

 

 

 

 

Figure 20 Qualitative Research Process 

Philosophical Assumptions for the Qualitative Study  

Qualitative philosophical research in this study is interpretive because it requires a subjective 

sense, socially constructed, expressed in the phenomenon object of research study constituted 

by teenagers and their natural environment and surroundings. In fact, this research is performed 

within this natural environment to establish trust, participation, access to meanings and to allow 

understanding concerning the depth of the phenomenon (Saunders et al., 2016)

Also, the qualitative study will have be inductive because it concerns investigatin

meaning to perceptions that will allow the increase of the development of the research process 

while the researcher is involved in the process (Quinn, 2015) 
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Qualitative philosophical research in this study is interpretive because it requires a subjective 

sense, socially constructed, expressed in the phenomenon object of research study constituted 

fact, this research is performed 

within this natural environment to establish trust, participation, access to meanings and to allow 

, 2016). 

Also, the qualitative study will have be inductive because it concerns investigating and giving 

meaning to perceptions that will allow the increase of the development of the research process 
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8.2.2 Type of Research, Techniques and Research Tool 

The type of qualitative research is exploratory because the objective is to expand ideas and 

understanding of the phenomenon. Simultaneously, this research is characterized by required 

information defined freely and the process of this study is flexible and unstructured. Therefore, it 

does not have an initial hypothesis. Also, the sample study is small and not necessarily 

representative of the population, as the expected result is tentative (Malhotra, 2009). 

The research technique applied in this research study is Focus Group, consisting of non-

structured interviews in a natural way to a small group of teenagers, parents and teachers, 

conducted by a trained moderator, who in the case of the present work is directly the researcher 

(Malhotra, 2009). 

 

8.2.3 Selection of focus groups participants  

To select the Focus Group participants, three classes of participants was formed, consisting of: a) 

teenagers, b) parents and c) teachers. The grouping of the Focus Group participants was made 

in the following way: 

In the group of teenagers there are eight focus groups of teenagers, from 11 to 15 years-old, 

divided in three groups of schools in the urban area. They were set in groups of 10 to 13 

teenagers with the purpose of collecting more information on the digital content activity of the 

teenagers. The groups were as follows: 

i) Three focus groups in the private girls’ school where the researcher conducted the following 

interviews: 

a) Sixth grade, primary school  : 10 girls (11 years-old). 

b) First grade, high school : 10 girls (12 to 13 years-old). 

c) Second grade, high school : 10 girls (12 to 14 years-old). 

ii) Three focus groups in a mixed school in which the following focus groups were conducted: 

a) Sixth grade, primary school : 10 girls & boys (11 to 12 years old). 

b) First grade, high school : 11 girls & boys (11 to 13 years-old). 

c) Second grade, high school  : 13 girls & boys (12 to 15 years-old). 

iii) Two focus groups in the mixed private school B in which the following focus groups were 

conducted: 

a) Sixth grade, primary school  : 10 children, 11 years-old. 

b) First grade, high school : 10 children (12 to 13 years-old). 
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In the second group the different parents of the teenagers of the city of Cusco were convoked 

and three different groups were formed.  

The parents were grouped in sets of 4 to 5 mothers and fathers of teenagers, with the purpose of 

collecting more information about the digital content activity of teenagers at home and to inquire 

about family influence. The following focus groups were conducted: 

i) Private School, Girls: 5 parents (4 mothers and 1 father). 

ii) Different private schools X: 4 parents (2 mothers and 2 fathers). 

iii) Different private schools Y: 5 mothers. 

 

In the third group, three groups of teenager teachers were convoked, especially those with 

extensive experience in teenagers who provide information on the digital content activity in the 

classroom grouped in sets of 5 and 10 teachers. 

i) Public School, Girls, Group 1 : 6 female teachers. 

ii) Public School, Girls Group 2 : 10 teachers (5 female and 5 male). 

iii) Private School   : 5 female teachers. 

 

The focus groups conduction was held in December 2015 and the first week of 2016. For more 

detail (see  
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Table 38). Although the recommended number of participants per Focus Group should be 

between six to twelve, we had to proceed with some groups below the required size. For the sake 

of courtesy with those who were present we run the Focus Group even when the number of 

participants were below six. However, the data quality collected depends more on the motivation 

to share and knowledge/ experience of participants than on the total number. What is really 

relevant is the willingness of participants to talk. If they do not participate/talk their presence is 

useless even if the size of the group respects the protocol. Still we are aware of the limitations. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 38 34 Summary of activities with groups of teenagers, parents and teachers 
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8.3 Design of the Quantitative Research Study 

The design of the second research moment is quantitative because it is intended to quantify the 

data and apply a statistical measurement to the variables and also the data will be analyzed 

through statistical software, employing the IBM SPSS Statistics 24, AMOS Graphics. 

 

8.3.1 Philosophical Assumptions of Quantitative Study. 

The research develops a positivist philosophical assumption because it focuses on contrasting 

positions between different verifiable variables and theories that can be tested concerning the 

social reality of South American teenagers regardless of the understanding of meanings and 

intentions. In addition, the data collection techniques are strictly structured, intended to be tested 

(Saunders et al., 2016). 

Also, the present study is deductive because the purpose, which is to measure the digital content 

activity of teenagers develops a scientific theory employing data and establishing well-defined 

variables using a sample of study to generalize in the population (Saunders et al., 2016). 

 

Focus group 
Date Educational Center Study grade # of 

children Ages Time Previous activities Support 
instrument 

01/12/2015 School A  
Boys/Girls

6th Grade 10

F11, F11, 
M11,M11,M11,M11,M11, 
M11,M12,M12 8:25 - 9:45 h.

Coordination with Director of the 
Educational Center and Teachers on 

Duty Audio 

01/12/2015 1st Media 11

M12,F12,M12,M12,M11,
M11,F13,F12,F12,F12,

  F12 9:50-11:00 h. Audio 

02/12/2015 2nd Media 13

M12,M13,M13,M14,M13, 
M14,M13,M13,F13,F13,
F13,F13,F15 11:05- 12:15 h. Audio 

03/01/2015 School B 8
M11,M11,M11,M11,M11, 
M11,M11,M12 10:00-11:00 h. Audio - Video 

03/01/2015 1st Media 10
M12,F12,M12,M12,M13,
F12,M12,M12,M13,F13. 11:00-12:00 h. Audio - Video 

02/01/2015 
Private School 

Girls Only 10
F11,F11,F11,F11,F11,
F11,F11,F11,F11,F11. 9:00-10:00 h. Audio - Video 

04/01/2015 1st Media 10 
F12,F12,F12,F12,F13,
F12,F12,F13,F13,F12 9:00-10:00 h. Audio - Video 

04/01/2015 2nd Media 10 
F13,F13,F13,F13,        
F14,F13,F13,F13,F12  10:00-11:00 h. Audio - Video 

09/12/2015 
Parents Private 

School Girls 5 4F, M 11:00-12:00 h. Audio - Video 

14/12/2015 
Teachers Different 

Schools 
6th Grade - 

Down Teachers 5 5F 9:30-10:30 h. Audio - Video 

16/12/2015 

Teachers Public 
School Girls only 

Group 1

1st Grade 
Teachers 6  6F 10:30-11:30 h. Audio - Video 

17/12/2015 

Teachers Public 
School Girls only 

Group 2 

2nd Grade 
Teachers 10 5F,5M 9:30-10:30 h. Audio - Video 

20/12/2015 
Parents Different 

Schools X 
 

Parents Children 
aged 11-13  4 3F,M 19:00-20:00 h.

Independent Convocation of Parents 
Interested in the Topic Audio 

03/01/2016 5 5F 18:00-19:00 h. Audio- Video 

Private School 
Girls Only 

Private School 
Girls Only 

School B 

School A 

School A 

6th Grade

6th Grade

6th Grade

Parents Different 
Schools Y 

Parents Children 
aged 11-13  

Independent Convocation of Parents 
Interested in the Topic 

Coordination with Director of the 
Educational Center and Teachers at 

Service 

Coordination with Director of the 
Educational Center and Teachers at 

Service 

Coordination with Director of the 
Educational Center and Teachers 

Coordination with Director of the 
Educational Center and Teachers 

on Duty 
Coordination with Director of the 

Educational Center and Teachers 
on Duty 

Coordination with Director of the 
Educational Center and Teachers 

Coordination with Director of the 
Educational Center and Teachers 
Coordination with Director of the 

Educational Center and Teachers 
Coordination with Director of the 

Educational Center and Teachers 

Coordination with Director of the 
Educational Center and Teachers 

Coordination with Director of the 
Educational Center and shift Teachers 
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8.3.2 Type of Research, Techniques and Tools  

The type of quantitative research is causal explanatory because it examines the theory between 

two or more variables at a given point in time and addresses the understanding of the relationship 

between these variables. The relationships are reconstructed from the preceding variables (7 

variables), in the first line, and each is related to the second line where the mediating variable \ by 

teenagers aged 18 & 19 years-old. 

 

8.3.4 Construction of Scales  

To measure the Digital Content Activity of Teenagers, 14 constructs or factors and 76 items were 

composed, as shown in Figure 20, where each factor is identified graphically, and the respective 

number of items contained. 

These 76 items are measured through the Likert multiple scale with seven points, where the 

valued user is the user generating content (Teenager). See Table 39 for further explanation of the 

valuation of the items. 

 

Table 39 34B Seven-Point Likert Scale 

Item Value Meaning of the Values 

Each item is measured by the 

seven-point multiple Likert scale 

with the following values ranging 

from 1 to 7. 

1 Totally Disagree 

2 Disagree 

3 Partially Disagree 

4 Don’t Agree or Disagree 

5 Partially Agree 

6 Agree 

7 Totally Agree 

 

8.3.5 Sample Selection 

The unit of analysis of our the research (Hernández et al., 2014) is the urban teenager from the 

city of Cusco, in Peru, and with the purpose of being able to perform a more detailed study, the 

teenagers were divided in three age groups as follows: 

a) First group composed by teenagers younger than 14 & 15 years-old. 

b) Second group composed by teenagers between 16 & 17 years-old. 

c) Third group composed by teenagers between 18 & 19 years-old. 

The sample selection had the following characteristics: 
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• The selection of the educational institution was at random, for this purpose the database 

of educational institutions of the urban area of the city of Cusco was used. 

• From the selected educational institutions, the respective coordination was made with 

the Ministry of Education to obtain the corresponding permits and to be able to apply the 

questionnaires in the different Educational Centers as selected. 

• Of all Educational Institutions, only 60% allowed access due to the political situation of 

teachers on strike, which endured in Peru during the months of June, July, and August 

of 2017. The students would require intensive recovery time to compensate lost classes 

due to the strike. 

• Finally, the schools that agreed to participate in this research were coordinated, 

following all the ethical standards to safeguard the teenager students.  

All the documents that demonstrate this procedure towards the application of the questionnaires 

to teenagers may be found in Appendix 5. 

 

8.3.6 Determination of Sample Size 

To determine the sample size for the Equation Structural Analysis ESA, according to Westland 

(2010), the following formula is applied. 

N = 50r2 - 450 r + 1100   Where:     r = p/f 

p = number of manifest variables of the model 

f = number of latent variables of the model 

According to the proposed model of digital content activity of teenagers, there are 76 manifest 

variables and 14 latent variables, therefore, r = 76/14 = 5.43 

So, N would be: 

N = 50 (5.43)2 – 450 (5.43) + 1100= 131 

Therefore, a minimum sample of 131 teenagers is required to measure the structural Model of the 

digital content activity of the teenager (Westland, 2010). 

 

8.4 Measurement Criteria and Use of Evaluation Indices of the Research Model. 

The criteria used for the research model are shown in  

Table 40. The most significant indexes were chosen (Marôco, 2014a) in order to allow a better 

evaluation of the model under study. 
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Table 40 35 Research Model Evaluation Criteria 

Index Meaning Evaluation Criteria 

α: Cronbach's Alpha Index that measures the reliability of the 
constructs and serves to evaluate the internal 
consistency of the factors or constructs 
(Crombach, 1951). 
 

Indexes greater than 0.7 is 
considered good, as well as in the 
present research study. 

KMO: Kaiser-Meyer-

Olkin. 

This Component Factor Analysis Index AFC, is 
a measure of construct reliability alternative to 
Cronbach's Alpha (Marôco, 2014b; Hair Jr. et 

al., 1999).  
 

Indexes greater than 0.7 is 
considered good, as well as in the 
present research study. 

CFI: Comparative 

Fit Index. 

 

This index measures the quality of adjustment 
of the model under study (X2) with the degrees 
of freedom gl, with the adjustment of the basal 
model (X2b) with degrees of freedom glb 

.(Marôco, 2014a). 

 

 < 0,8         Bad adjustment; 
[0,8; 0,9[    Bearable adjustment; 
[0,9; 0,95[ Good adjustment; 
  >= 0,95     Very good. 
(Marôco, 2014a) 

PCFI: Parsimony 

Comparative Fit 

Index. 

 

This is a parsimony index that is obtained by 
correcting the relative indexes by a penalty 
factor associated with the complexity of the 
model, the objective of parsimony indexes is to 
compensate for the artificial improvement of 
the model that is achieved, simply by including 
more free parameters approaching the model 
of sub-study of the saturated model (Marôco, 
2014a) 
PCFI =CFI X gl / glb. 

 

< 0,6         Bad adjustment; 
[0,6 ;0,8[   Good adjustment;   
 >= 0,8      Very good. 
(Marôco, 2014a) 

RMSEA: Root Mean 

Square Error of 

Approximation. 

 

The population discrepancy indexes compare 
the adjustment of the model obtained with the 
sampling moments; it also compensates for 
the improvement and adjustment potential of 
the model by the simple addition of more 
parameters. 
RMSEA = √ F0 / gl. 
(Marôco, 2014a) 
 

> 0,10   Unacceptable adjustment; 
[0,05;0,10[ Acceptable adjustment;  

<= 0,05    Very good adjustment. 
p-Value >= 0,05 

 

(I.C. 90%) 
(H0: RMSEA <= 0,05) 
(Marôco, 2014a) 

AVE: Average 

Variance Extracted. 

 

It is a complementary measure of the reliability 
value of the construct and reflects the total 
amount of the variance of the indicators taken 
into account by the latent construct. The 
highest values of the extracted variance are 
produced when the indicators are truly 
representative of the latent construct (Hair Jr. 
et al., 1999).  

AVE >= 0,5 good 
Criteria used for the present 
research study. 
(Hair Jr. et al., 1999) 
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Index Meaning Evaluation Criteria 

 
CR: Composite 

Reliability. 

 

Measures the internal consistency of the 
indicators of the constructs, which represents 
the degree to which they indicate the latent 
common construct not observed (Hair Jr. et al., 
1999). 
 

CR >= 0,7   good 
Criteria used for the present 
research study.    
(Hair Jr. et al., 1999)                                       

Source: (Marôco, 2014b; Marôco, 2014a; Hair Jr. et al., 1999)  

 
8.5 Parameters of Research Ethics 

To carry out our research on "Teenagers Digital Content Activity of in Peru", all ethical 

parameters were necessary to perform the research, as per Law 27337 of the State of Peru, that 

approves the Child and Teenager Code (2000) from the 2nd of August of 2000, which states in 

article I, on the definition of the teenager as: “considered teenager from 12 to 18 years-old”.  

Also, in this same Code for Children and Teenagers (2000), in the Manual "Libro Segundo 

Nacional de Atención Integral al Niño y al Adolescente”, first chapter, “Sistema Nacional y Ente 

Rector”, Article 27, the following is established: 

The National System of Children and Teenager Care is the set of organs, institutions 

and public and private services that formulate, coordinate, supervise, evaluate and 

execute the programs and actions developed for the protection and promotion of the 

rights of children and teenagers. The system works through an articulated set of 

inter-institutional actions developed by public and private institutions.  (Law 27337, 

2000). 

And among those governing entities is the Ministry of Education of Peru who is the organ of the 

national education system that is responsible for the instruction and comprehensive education of 

teenagers and with which was coordinated the execution of the field study in the present research 

study. All regulations and standards required by this institution were followed in order to carry out 

the field study in this research. 

In addition, there was also coordination with the Regional Direction of Education DRE in Cusco, 

who is the entity that represents the Ministry of Education in the city of Cusco. It was agreed to 

grant access to the public and private Educational Institutions in the city of Cusco. Following, 

there were direct contacts made with those local institutions, with previous presentation of the 

official permit from the Regional Education Office of Cusco (DREC - Dirección Regional de 

Educación Cusco) which is the direct representative of the Ministry of Education. 
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Then, with the permission obtained by DREC and ultimately coordinated with each Educational 

Institution, the latter were autonomous to decide to collaborate or not in the proposed research 

study. Hence, with the permission obtained from DREC, each Educational Institution was 

addressed and managed individually, and after a thorough analysis of the study script it was 

possible to decide on the scheduled dates and hours to access the teenagers in order to conduct 

the proposed focus groups sessions. Therefore, each institution was able to set the conditions, 

standards and behavior patterns for research development, framed by the Child and Teenager 

Code of Peru (Código del Niño y el Adolescente). 
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IX RESULTS 

9.1 Qualitative study 

9.1.1 Data Collection 

For the collection of qualitative primary data, the direct procedure is used without concealment, 

our objective is to promote the discussion on the Teenager Digital Content Activity by what is 

accessed to select teenagers, parents and teachers of teenagers for the collection of information 

(Malhotra, 2009). The script of questions for the discussion is used as a tool, which is directed by 

a moderator, in this case it is the researcher, who directs the group approach for try to explore in 

depth the phenomenon of study. The data collection is done with the support of an audio and 

video audio, the script of the focus groups specially developed for teenagers, parents and 

teachers which allows to better understand the phenomenon. The script for the focus groups is 

detailed in Appendices 1,2 and 3. 

 

9.1.2 Development of Focus Groups 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 38 shows a summary of the Focus Group, from which it is apparent that focus groups were 

composed of 14 groups, and also providing a generic view of the development process of the 

focus group: indicating the date, time, educational institution (name in confidential reserve), age, 
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number of people, gender of the pre-teenager, and support instruments such as audio and 

audiovisual. All this deployment was carried out from 01/12/2015 to 01/03/2016 in the city of 

(Cusco, urban area). It should be noted that, at the beginning of each focus group, a standardized 

protocol was developed for the moderator, consisting of a previous introduction to the group and 

request of identification of the participants, followed by strategies to build trust among 

participants, before proceeding to the discussion of the questions in the script, for further 

information see Appendices 1,2 and 3. 

 
9.1.3 Data Transcription and Used Software 

The transcription of the focus group is done with the help of an audio and audiovisual device, in 

which the 14 focus groups were transcribed. Subsequently each group is codified for insertion on 

the computer. After transcribed, all group discussions were analyzed with the assistance of the 

software NVivo 11 which helps us classify the data and find similarities and proceed to codify the 

questions and answers variable by variable as codified in the scripts. The summary of the 

transcript of the most important of the three groups, teenagers, parents and teachers is included 

in Appendix 6. 

9.1.4 Main Findings of the Study and Pre-conclusions 

X1: Teenager Self-Esteem (TSE) 
 

In this first variable, preteens and some teenager participants, parents and teachers find that: 

"being a preteen is easy and the difficulty increases as they become teenagers", centralizing 

everything in their own self (see Table 41). 

 

Table 41 36 Summary Focus Group Teenager Self-Esteem 

Teenagers and Preteenagers Parents Talk about Teens and 
Preteens 

Teachers Talk about Teens and 
Preteens  

It was found that the Pre-teenager 

from Cusco, Peru in general think 

that going through this age is very 

easy, however it becomes a little 

more difficult as they grow older, 

entering the age of full 

adolescence, this was noticed 

especially in teenage girls; 

additionally it was found that in 

terms of learning how to use digital 

technology and online connection, it 

They consider that being the father 

or mother of a preteenager is easy, 

because at this age the boys are 

still obedient, even more so if they 

are girls it is much easier, and a 

little more difficult in the 

adolescence, because this depends 

on the education that they are 

given, their character; the most 

difficult thing is to protect them from 

the danger to which they are 

They say that one of the 

advantages of working with 

preteenagers of this age is that they 

are at an age of discovery and 

knowing; it is the age where they 

absorb more knowledge, when they 

are 13, they already need support 

from parents. While they are still 

girls, they are even more docile so 

they can be molded, they can be 

supported and helped. 
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was self-exploration through 

individual network exploration, 

others learned from parents, 

siblings, other family members, 

teachers who teach them specially 

worksheets, to elaborate tasks and 

others necessary to study; but they 

use self-learning to use different 

programs such as games, 

didactics, music, exploring the net 

individually.  

sometimes exposed. 

 

 

 
 X2: Family, School and Peer Influence in Teen (FSPIT)  

Parents and teachers who admit their mutual influence between these three groups, that is to say 

that the preteenager and teenager is influenced by family, friends and teachers, and they also 

influence them (see  

Table 42). 

 

Table 42 37 Summary Focus Group Family, School and Peer Influence in Teenagers 

Teenagers and Preteenagers Parents Talk about Teens 
and Preteens 

Teachers Talk about Teens and Preteens  

It was found that pre-teenagers state 

that they influence their parents, 

especially when they want to buy a 

product, such as a cell phone; In turn, 

parents also strongly influence 

preteenagers especially in children 

under 11 and 12 years old, it was 

also found that pre-teenagers 

strongly influence each other, when 

they are with friends, cousins, 

relatives, and sometimes they are 

those that influence. 

 

Preteenager children do not 

force, but influence when 

buying a product, they also 

influence siblings, cousins, 

uncles, parents to buy a 

product that they like or that 

is preferably fashionable, 

and in some cases 

advertising influences them 

to demand for the purchase 

of something. 

 

The influence of preteenagers on their 

parents is clear when they have to buy a 

product that interests them, and it is 

apparent that advertising influences, and 

this decides to choose a brand, in turn 

decides on their friends, brothers, relatives 

and even in the teachers. Example when 

talking about cell phone brands, these are 

influenced between partners and this 

influences so that the teenager demands 

that their parents buy the cell phone. And 

other teenagers are experts in conditioning 

their parents to buy them something. 

 

 

 X3: Teen Digital Advertising Influence (TDAI) 
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Their knowledge about the term of product placement, however they do not know it due to the 

technicality of the marketing term, so they were asked very clearly about: what did they think 

about digital advertising? What do they see on the internet and on social networks? Finally, the 

variable was modified as the influence of digital advertising on teenagers. 

In this variable, contradictory opinions were found among teenagers and teachers who agreed 

with parents, where preteenagers and teenagers state that advertising does not influence them, 

however, parents and teachers affirm the contrary and state that advertising It influences 

teenagers and pre-teenagers. However, at another point in the development of the focus group, 

teenagers and pre-teens admit the influence of digital advertising on them and say that only in 

cases of technological devices and issues of fashion and trends (see Table 43). 

 

Table 43 38 Summary Focus Group Teenager Digital Advertising Influence 

Teenagers and Preteenagers Parents Talk about Teens and 
Preteens 

Teachers Talk about Teens and 
Preteens  

To the topic of debate: "if digital 
advertising influences the 
purchasing decisions of 
preteenagers and teenagers" the 
following was found: The pre-
teenagers said that advertising has 
almost no influence on them, and 
that advertising rarely influences 
them with a low level of distrust 
because they are always 
questioning their veracity and 
assume that advertising can 
sometimes be misleading, 
especially if an ad appears in their 
window they know how to eliminate 
this advertising from their screen, or 
sometimes they put the filter to 
jump advertising, so they do not 
see it; but in the case of pre-teens 
especially the girls say that if it 
influences a lot in the fashion 
trends that they see in advertising, 
it influences a lot in matters of 
fashion, clothes, makeup, shoes; 
while in men, advertising influences 
more in terms of online games and 
technology. In conclusion, 
advertising influences more when it 
comes to electronic products, 
fashion and online games. 

It was found that mothers think that 
advertising influences the choice of 
a product, especially if it is fashion, 
clothing, accessories or sometimes 
in festive times such as Christmas, 
for example a new product that 
becomes fashionable for a season 
or campaign, as dolls, cell phones 
latest version, games, sports article 
of sports stars, music bands, 
movies etc. Therefore, advertising 
influences a lot when choosing the 
product brand and the timing of the 
year, such as Christmas, national 
holidays, or the beginning of the 
school year. 

The interviewed teachers believe 
that advertising does greatly 
influence teenagers, especially in 
fashion, trends, hairstyles, ways of 
dressing, music, slang; in 80% 
brands are memorized, all 
characteristics; Especially in 
preteenagers it is very influential 
because at this age they are still 
docile and they are absorbing 
everything. Teachers say that in the 
face of this phenomenon we only 
inculcate values. 
There is a group of teachers who 
think that advertising has a positive 
influence when it contributes to 
improve their education, but often 
there are also negative aspects of 
advertising that do not help the 
development of preteenagers. 
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 X4: Teen Attitude Towards the Internet (TATI)  

Initially they are explained on the question: What is the loyalty of the preteenagers and teenagers 

with the brand? In their answers there was no precise response. Listening to the answers it was 

found that to see the Teenager Digital Content Activity, you must first see a positive attitude 

towards the internet, so the question was changed to: What is the attitude of teenagers towards 

the internet?. The following was found (see Table 44): 

Note: In this variable there was no opinion from parents or teachers because the attitude of the 

teenagers towards the Internet is an action of the own teenager. 

 

Table 44 39 Summary Focus Group Teen Attitude Towards the Internet 

Teenagers and Preteenagers Parents Talk 
about Teens 
and Preteens 

Teachers Talk 
about Teens and 

Preteens  
Preteenagers are loyal to the technological brands they consider of 
quality, in computers, cell phones, laptops and tables. Unlike other 
household products, food, cleaning products and other products, for 
which there was no definition or loyalty or engagement to the brand, 
but they do say they know the most popular brands in the market. 
Likewise, it was found that preteenagers and teenagers when 
reviewing products and offers on the internet generate an inclination or 
attitude towards the product, there is also a positive disposition 
towards some market brands, but generically they do not priory define 
their attitude or position toward a brand. 
So, it is concluded that the brand does not influence the determination 
to generate more or less teenager digital content activity. However, a 
strong attitude was found with the internet and a good attitude towards 
everything that has to do with Internet connectivity. 
Due to this finding, it is decided to change the brand loyalty variable for 
the teenager's attitude towards the internet.  

  

 

 X5: Teen E-Social Media Engagement (TSME)  

This variable is the one that contributes the most regarding the relationship and the engagement 

of teenagers with social media. It was found that directly or indirectly the teenager suffers 

influence from social media, despite not having much free time due to the high burden of 

schooling hours they are subjected to, especially on school days, preteenagers and teenagers 

find a way to connect, which indicates how social media is indispensable for them (see Table 45). 

 

Table 45 40 Summary Focus Group Teen E-Social Media Engagement 

Teenagers and Preteenagers Parents Talk about Teens 
and Preteens 

Teachers Talk about Teens and Preteens  

Usually preteens who participated They claim their Teachers use technological means to teach 
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in the focus group or focus groups 
have a home computer or laptop, 
also at school have access to 
computers for pedagogical reasons 
and usually teenagers carry their 
cell phones and tablet to school, 
although they do not allow using 
during class hours, much less in 
exams. The vast majority of 
preteens 13 years prefers to log on 
cell because they can take it 
everywhere, also it is comfortable, 
easy to store, may be connected 
anywhere, anytime, and allows 
downloading the information they 
need. The hours of daily connection 
of the teenagers in the focus group 
vary between 30 minutes and 4 
hours a day, and those who have 
connection at home are connected 
all day, that is, they go online as 
many times as they can. The time 
used to study online is from 20 
minutes to 1 hour and more, this 
varies according to the environment 
where the teenager lives and this 
varies according to the 
responsibility of the pre-teen. 
They also reported that they 
connect in various social networks 
and other social media pages such 
as Facebook, YouTube, Google 
Chrome, Instagram, Twitter, 
Messenger, Gmail, and applications 
WhatsApp, Messenger, Ask and 
Tango this is an application, as well 
as a special program for the blind. 
  

preteenager children do not 
have much time due to the 
school chores; however, 
they always find a way to 
connect at home and 
school through a computer, 
laptop, tablet or cell phone. 
Additionally, the mothers 
observed that their children 
usually visit the following 
pages: Facebook or 
YouTube; They also note 
that they usually connect to 
Facebook to communicate 
in group, play online with 
dolls, like trying dresses on 
dolls and on YouTube they 
like to watch videos and 
listen to music and chat 
with their friends on 
WhatsApp. 
  

preteenager, the number of hours of use of 
technological tools per course is established by the 
Regional Education Directorate DREC, who 
implemented learning guidelines two years ago; 
where the number of ICT hours to implement per 
course is compulsory, and the number of hours 
students must connect. For example, in the area of 
civic education 60-70% is used; a lot of work is 
done with audiovisual material, slides, videos 
related to corruption, about children's rights, 
people's rights which also expand information 
through Internet, to participate in class with 
different presentations and opinions; As well as in 
the area of communication, the use of technological 
hours in the classroom is approximately 80% of the 
curricular hours, this resource appeals to them 
because we have to focus on what they are 
attracted to; also, in this age social media influence 
a lot, so they need control to indicate the good and 
the bad, that's where you learn some brands, see 
the fashionable products; the influence of social 
networks is inevitable, the only thing we can do is 
give them a good orientation so they can always do 
the right thing. If it depends on the course, but they 
get connected on their cell phones all the time, the 
problem is that they do not have control at home, 
because in class we are. The connection of the 
course depends on the subject of study, what is 
necessary and demanded by the DREC. At least 
40% are connected to work in classrooms. At least 
in class we use a lot, more than 50% of the time 
they are connected; in social studies we use videos 
to show videos, photos, articles and tell some parts 
of the story which they like; so, I also see that they 
use social networks a lot, there is not a single one 
that doesn’t have Facebook. Outside curricular 
hours of work in the classroom, extra-curricular is 3 
to 4 hours a week, of course if you can help them 
play instruments to read songs and paint combine 
colors, and only guide them, the downside of this is 
sometimes the ease that doesn’t allow them to 
develop more. 

 

Finally, it is concluded that this variable is fundamental because it acts as a mediator and the 

greater number of hours they remain in a social media, the greater the teenagers’ digital content 

activity. If this variable did not exist it would be impossible to talk about measuring the teenager 

digital content activity.  

 

 X7: Teen Digital Content Activity (TDCA) 

Analyzing the responses obtained from the focus group concerning the digital activity of pre-teens 

and teens when they are online, a very important finding serves as a guide to measure the digital 

activity of the teenager, it was found that: this group of teenager has an intense online digital 
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activity but doesn’t have much digital production. This implies that our latent variable of the 

model is modified as a result of the finding found in the qualitative study which found abundant 

teenager digital content activity in different ways and the digital production of teenager was 

detected in very small quantities; also the digital activities that preteenagers and teenagers 

perform are: digital activity of information and communication, entertainment in greater quantities 

and in smaller amounts transactional, production and creation activities. 

The main findings of the focus group of 11 to 15 years old teenagers are shown in Table 46, a 

general summary of the focus groups; and it is expanded in Table 47 on preteenagers and 

teenagers; similarly, Table 48 and Table 49 includes parents and teachers.  

 

Table 46  Summary Focus Group Teenager Digital Content Activity 

Teenagers and Preteenagers Parents Talk about Teens and 
Preteens 

Teachers Talk about Teens and 
Preteens  

It was found that the time of normal 
use in preteenagers is variable 
between half an hour to two hours 
and to do homework between half 
to one hour, this depends on the 
work load they have and the 
remaining to do other things, 
another point that  was found is that 
during school time they do not have 
time to connect since school and 
homework take up a lot of their 
time, usually on weekends they like 
to spend on average 3 to 4 hours at 
the computer, listening to music 
and then start homework; when 
they get tired they check their cell 
phone, they start answering 
messages, that is, those who have 
a connection at home are 
connected all the time and do 
everything at the same time, also 
pre-teenagers prefer to connect 
through WhatsApp to communicate 
with friends because this is more 
private than Facebook, also the 
time they spend on social networks 
like Facebook and others is to chat, 
see profiles, listen to music and 
spend some time depending on the 
day, but what is certain is that it is 
on average one hour more. 

They are very skilled with 
technology, they catch it fast, they 
handle electronic things very well 
and they use them well, that is, they 
handle these instruments very 
naturally. 
Some parents have learned to 
check the history to check what 
their children do online. 
 

They are good using social networks, 
but less in software packages and 
utilities. Digital production also has to 
do with attitude and learning rhythms 
that are naturally different, so some 
are very good, others regular and 
bad. 
Digital production in the audiovisual 
method is indisputable but the issue 
is guidance on the exploration of 
reliable sites. Digital production in the 
classroom is always satisfactory, 
preteens are very predisposed to 
improve with these instruments, 
especially when they are 
recommended for good use in 
language and communication where 
they are well oriented in tasks such 
as in the production of material and 
presentation like the comics, the 
stories, the fables, the stories there is 
where they produce better having 
beautiful finishes, arrangements, 
colors, figures, sounds, audio and 
more. The weaknesses in this type of 
work is that there is a lot of 
copy/paste, but this doesn’t reduce 
the concerned and careful 
presentation. 

 

 

Table 47 Synthesis of Digital Production of Preteenagers from Cusco- Peru 

Finding: Digital Production of Preteenagers from Cusco- Peru  
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• Share information such as homework, environment concerns, animals, write thoughts, poems, jokes. 
• Share images like selfies, photos, posters of favorite artists. 
• They like to produce selfies, videos, posters and post them. 
• They talk about several topics, or about what happens, that is, they communicate, they chat with their friends, 

in groups, they gossip about what is happening, they laugh about things. 
• Discuss moods such as joy, anger, sadness or surprise, phrases, that is, comment online on various topics 

and express opinions about what they posted or any activity at home or school, or sometimes criticize or 
make fun of selfies, photos or posters. 

• Watch notifications of all their friends, also sometimes review profiles and publications, 
• They have chat groups between schools, most connect to Facebook and hold conversation groups on 

different topics among schools or set up a group of friends to talk and communicate. 
• Most use WhatsApp to communicate with friends in general is more fluid with close friends. 
• Play alone online or in groups, in teams, play galios on Facebook. 
• Listen to music 
• They watch videos sometimes they post their videos of their favorite YouTuber with fun reasons, crafts, how 

to fix a notebook, how to fix your room, how to make your shirt, your backpack, make a sweater, etc.; but 
also, sometimes with academic reasons as experiments. Among the most watched YouTuber is: 
wherevertomorrow, mayros, bros and others. 

• Upload and download files generally Playstore, applications like Torrent and games like natura world, games 
on Facebook. 

• Watch fashion models of clothes, shoes, accessories to dress, makeup, barbies, pages of dolls to dress. 
• Online agreements to carry out activities such as playing online. The most popular played among children is 

Dota, Rocman, can of Duty, granti house, minicraf, granti house and all free games. 
• Explore videos on YouTube, find out more about the lessons to research, how to build cubes at different 

levels. 
• Utilities such as makeup, clothes, fashion and cooking. 
• Put likes or react to a page they like or dislike. 
• Chat with friends from other countries and talk and hashtag. 
• What do you chat about? To communicate, and talk about things in life, interact with each other. We talk 

about cartoons, animes like the red baron, knights of the zodiac, avatar, 

• To do the task, research on a topic, first we check Google to access various links, we also check Wikipedia, 
and tutorial videos on YouTube and other pages more like monografías and buenas tareas. 

 
 Table 48 Synthesis of Parents Perspective of Digital Production of Preteenagers from 

Cusco- Peru 
Finding: Digital Production of Preteenagers from Cusco- Peru according to Parents 

Parents especially mothers watch their children and state they produce the following: 
• Download and upload files, make several arrangements to the files, 
• Communication: communicate with friends, connect to WhatsApp, chat: in the time they have left, play with 

friends or chat audio, or chat in group on Facebook. 
• They form groups of friends in Facebook or groups of networks between schools and talk about topics, make 

friends, they also use WhatsApp to communicate with friends. 
• Some 11-years old do not care much about Facebook, but they chat to talk about games like PlayStation like 

leveling up and then teach their friends to play, sometimes they think it is very creative to learn games. 
• They take pictures, selfies, and post them instantly, modify them, apply frames, insert figures, combine colors 

according to the time, for example at Christmas, all their arrangements are about Christmas, post images, 
thoughts, jokes, congratulations, ideas, events. It should be noted that especially girls love to take selfies and 
like to hang and change their selfies continuously, often with arrangements, in groups, also hanging posters 
of favorite artists. 

• They use it to do homework, do jobs on the internet, search Google, and research before doing homework, 
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use YouTube tutorials such as biology, and various pages. Have almost no free time during school hours, in 
this time only connect as necessary 

• Gaming, and play with brothers, friends and parents’ example: a set of creative logical blocks and food 
resource provision strategies. 

• Some play games such as Play Station, Candy Cross, Origami that consists to make Figures with plasticine 
she likes to create different shapes than those they have seen, combining colors. 

• The most played games are free games is a page that has several icons and each icon is a game, also online 
strategies Ashop, Bayer Mitologhy because he likes mythology and knows all the stories that are useful to 
him for the history course. 

• Videos: visit YouTube videos like music like keipot and music with lyrics, as in karaoke to read faster singing, 
since he has problems reading and improved a lot, and when reviewing the Facebook account and history of 
his connections I saw he publishes some images and talks with his friends. They also mentioned another 
tutorial like Origami that consists of make Figures with plasticine; she likes to create different shapes than 
those she has seen, she combines colors, shapes, tutorial of crafts such as arranging your room, house, 
fabric, or kitchen like making cakes, cookies, music tutorials such as playing piano, playing guitar or 
handicrafts such as happy loo leagues building figures or knitting with leagues, see animals tutorial how to 
bathe the hamster, everything depends on her needs. 

• Play for example rim pigüe, Tom Perkins, game with virtual animals. 
• They like to read stories, curiosities and everything that catches their attention. 
• The activity preferred by some boys and girls is to listen to music online, upload and download music, mix 

music, modify with special arrangements. 
 

 
 

Table 49 Synthesis of Teachers Perspective of Digital Production of Preteenagers from 
Cusco- Peru 

Finding: Digital Production of Preteenagers from Cusco-Peru according to Teachers 

Teachers state that means digital production helps improve the work both in content and in form. Therefore, they 
observe that preteenager when they are under control and in the classroom produce the following: 
• Works are creative that only depends on orientation. 
• They produce quality jobs and tasks under supervision in classroom, they also improve the investigative level 

of a lesson, many of them find new things and expand topics, this will depend on the interest of the student. 
• They produce good jobs because many of them bring new concepts, innovate in many tasks, and while they 

are with the teachers the production in any course is guaranteed therefore good. 
• The use of technology helps the course improve skills and social networks should be used to benefit the 

course. For example, in the productions of comics, comics, readings. 
• The digital technology increases the capacity of digital production, it is a fact that they like to interact with a 

computer and its production increases when using various useful programs, apparently increasing its 
creativity for example in a program used to make conceptual maps in cmac. 

• Digital technology in mathematics by nature of the course has not been used much, but it helps to expand the 
examples. 

• Regarding the explanatory tutorials: they are very useful in order to expand and strengthen knowledge, in 
case of not understanding a lesson they have the option to repeat until they understand it 

• Regarding social networks, teachers have avoided its use since the face-to-face course except for emails.  

 

9.2 Quantitative Study 
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9.2.1 Data Collection 

The data collection for the present research study was carried out in the city of Cusco - Peru in 

the educational institutions of the urban area. A total of 1,249 questionnaires were applied among 

teenager from 14 to 19 years old, during the months of July, August, September and October 

2017. 

For data collection, the mechanisms required by each Educational Institution were followed prior 

permission of the Ministry of Education of Peru and the Regional Education Directorate of Cusco, 

who were the guarantors of requiring the researcher to comply with the Ethical Standards to work 

with minors. These documents were used for the purposes of this procedure are shown in 

Appendix 5. 

After conducting a thorough study of the digital behavior of teenagers, teenagers were classified 

in three age groups to analyze them in a better way. These groups were divided as follows: 

First Group: Composed of 14 & 15-years old teenagers and the number of questionnaires for this 

group was 389 teenagers. 

Second Group: Composed of 16 & 17-years old teenagers and the number of questionnaires for 

this group was 686 teenagers. 

Third Group: Composed of 18 & 19-years old teenagers and the number of questionnaires for this 

group was 174 teenagers. 

 

9.2.2 Software to Use, Data Coding and Clearing 

To perform the Quantitative Analysis of Structural Equations we used the help of two software, 

IBM SPSS Statistics 24 was used firstly, and subsequently Amos Graphics 24 (Hair et al., 2010)  

was used. 

The data is then coded and inserted in IBM SPSS 23 software. It should be noted that data 

coding was performed identically for the three groups. Afterwards data clearing was performed, to 

clean the data of the different groups, eliminating the questionnaires with incomplete answers, so 

that the sample is reduced in each group to the following, see Table 50 below: 

 

Table 50 Data Clearing 

Groups Initial Sample  % Eliminated Eliminated Final Sample                                         

1st Group of 14& 15 389 12,85% 50 339 

2nd Group of 16& 17 686 5,39% 37 649 
3rd Group of 18& 19 174 6,90% 12 162 

Total  1249 7,93% 99 1150 
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It should be noted that 1150 questionnaires were used due to the elimination of 99 questionnaires 

(Hair et al., 2010), which allows a more accurate analysis. 

Likewise, in Table 50 we can see the number of questionnaires eliminated per group. For 

example, for the first group of 14 & 15- years old teenagers, 50 questionnaires equivalent to 

12.85% were eliminated, and finally 339 valid questionnaires were left, therefore the sample for 

this group is sufficient, since the required minimum for the model is 131, see applied formula of  

Westland (2010). The same took place with the second group of 16 & 17- years old teenagers, 

where 37 questionnaires were eliminated, corresponding to 5.39%, remaining valid 649 which is 

also a sufficient amount, since the required minimum is 131, see formula applied Westland 

(2010), in the determination of the sample size. 

Finally, for the third group of 18 & 19- years old teenagers 174 questionnaires were collected and 

12 were eliminated, corresponding to 6.9%. 162 questionnaires remained valid, which also 

exceeds the minimum requirement for the required sample, which is 131, see formula applied 

Westland, (2010). 

Likewise, after having cleaned the data in the three groups, the negative items were recoded 

(TSE 3, TSE 4, DAI2, TATI3, SEM5). 

 

9.2.3 Applied Tool          

The tool applied to the three groups is the same questionnaire and it is structured in 14 sections 

or constructs and 76 questions, which was very carefully elaborated according to the proposed 

model of Structural Equations Analysis that is observed throughout the research process in the 

second part of the chapter VI in the definition of the theoretical framework (Hair et al., 2010; 

Marôco, 2014), definition of manifest and latent variables. Also, this questionnaire can be 

analyzed in further detail in Appendix 4. 
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9.3 Data Analysis and Development of the Structural Equations Modeling 

(SEM) concerning the Teenagers from Cusco Peru 

9.3.1 Descriptive Analysis of the Total Group of Teenagers from Cusco Peru 

 

In order to develop the content analysis of the digital activity of teenagers from Cusco, Peru, a 

total of 1,249 questionnaires were applied to teenagers between 12 and 19 years-old. 99 

questionnaires were eliminated due to missing data, for not including 100% of the requested 

information. Ultimately, there were 1,150 valid questionnaires to assure the quality of the 

statistical analysis. 

Figure 20 shows there are no missing values, comprising no missing values and 1,150 cases to 

analyze. 

 

Figure 20: Summary of Missing Values 
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The following Table 51 corroborates the cleaning of the data set, with no missing data in any of 

the questionnaires answered by the teenagers. 

 

Additionally, the descriptive analysis shows that from the total 1,150 teenagers responding the 

questionnaire, 51% were male and 49% were female. The ages of the respondents ranged from 

12 to 19 years-old, and particularly from 14 to 18, as shown in the following Table 52. 

 

 

 

 

 

 

 

Table 52 

Age of Respondent Teenagers 

Age of Teenager Frequency 
Percentage 

(%) 
Percentage 

valid 
Percentage 
accumulated 

Valid 12 1 ,1 ,1 ,1 

13 12 1,0 1,0 1,1 

14 139 12,1 12,1 13,2 

15 187 16,3 16,3 29,5 

16 434 37,7 37,7 67,2 

17 215 18,7 18,7 85,9 

18 111 9,7 9,7 95,6 

19 51 4,4 4,4 100,0 

Total 1150 100,0 100,0  
 Source: Applied Questionnaire Cusco-Perú, July to October 2017 
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It is also noteworthy that 67% of the teenagers who answered the questionnaire attended 

secondary school, 28.5% were starting to study in a university, and 4.5% studied in a pre-

university academy. See Table 53. 

 

Table 53 

Total Group of Study 

 
Frequency Percentage 

Percentage 
valid 

Percentage 
accumulated 

Valid High School 770 67,0 67,0 67,0 

University 328 28,5 28,5 95,5 

Pre-University 52 4,5 4,5 100,0 

Total 1150 100,0 100,0  

 
It should be noted that 49.5% of the teenagers who answered the questionnaire studied in private 

institutions, while 50.5% attended public institutions. 

 

 

 

 

 

 

 

9.3.1.1 Confirmatory Factor Analysis (CFA) of the Total Group of Teenagers who 

Answered the Questionnaire. 

 

The Confirmatory Factor Analysis (CFA) helps to measure the quality of the fit and internal 

consistency of the model proposed to measure the "Content of the Teenager Digital Activity”, as 

well as the correlational structure between the manifested variables (items). The first step will be 

to evaluate and perform Structural Equations Modelling (SEM) corresponding to (Marôco, 2014a; 

Ruiz et al., 2010):  

SEM = Measurement Model + Structural Model (defines causal relationships). 

These two models, of measurement and structure, allow a complete confirmatory evaluation of 

the model under study (Bentler, 1978). The model study is performed in stages, the first stage 

concerns the measurement model and the second stage concerns the structural model. 
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SEM = 1st Stage (Measurement Model) + 2nd Stage (Structural Model). 

Therefore, the development of these stages demonstrates the constructs reliability (factors).  

 

9.3.1.2 Construct Reliability of the Model for the Total Group of Teenagers. 

In order to perform the Confirmatory Analysis, the reliability or internal consistency is measured 

for each construct or latent variable (Hair et al., 2010, Marôco, 2014a) and one of the measures 

to evaluate the internal consistency of the constructs is Cronbach's alpha (Cronbach, 1951). The 

Principal Component Analysis CPA (Marôco, 2014b) was also applied to corroborate the 

constructs reliability, using the IBM SPSS Statistics software (Marôco, 2014b) to enhance the 

quality of the model consistency. 

 
The Reliability Analysis in the total group of 1,150 teenagers allows measuring the reliability or 

internal consistency of the total group (Hair et al., 2010, Marôco, 2014a). Each factor or construct 

or latent variable was assessed with the Cronbach's alpha coefficient (Cronbach, 1951) and the 

Principal Components Analysis PCA (Marôco, 2014b), which measures the Kaiser-Meyer-Olkim 

index (KMO) to evaluate the internal consistency of the total group of teenagers, with the IBM 

SPSS Statistics 24 software (Marôco, 2014 b). 

In this model of the  total group, as in the previous groups, 9 factors were listed (TSE, TLS , TII, 

PPF, DAI, TATI, GIT, SME, DCA), 2 of which do not display internal consistency, TSE and DAI, 

since the Cronbach's alpha and the Kaiser-Meyer-Olkim (KMO) indexes are inferior to 0.7. 

Therefore, the factors that in both indicators show values smaller than 0.7 were eliminated from 

the model. 

On the other hand, the factor with the highest reliability index and greater internal consistency is 

DCA, with a Cronbach’s alpha of 0.92 and KMO of 0.93. All other factors obtained ratios over 0.7 

(see Table 54). 
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Table 54: Reliability and KMO of the Constructs of the Model of Teenager Digital Activity 
Content 
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Constructo TSE TLS TII DAI TATI GTI SME

Items/Load COMP1 COMP1 COMP1 COMP1 COMP2 COMP1 COMP1 COMP1 COMP1 COMP1 COMP2 COMP3 COMP4 COMP5

TSE1 0.878
TSE2 0.878
TLS1 .760
TLS2 .776
TLS3 .807
TLS4 .749
TII1 .675
TII2 .707
TII3 .648
TII4 .759
TII5 .789
TII6 .734
TII7 .748
PPF1 .245 .553
PPF2 .030 .799
PPF3 .063 .830
PPF4 .077 .780
PPF5 .549 .144

PPF6 .731 .210

PPF7 .677 .238

PPF8 .736 -.078

PPF9 .724 -.002

DAI1 .542
DAI3 .650
DAI4 .790
DAI5 .565
TATI1 .620
TATI2 .760
TATI4 .594
TATI6 .798
TATI7 .711
GIT1 .840
GIT2 .849
GIT3 .855
SME1 0.920

SME2 0.920

DCA1 .127 .446 .489 -.234 .058

DCA2 .129 .719 .199 .181 .116

DCA3 .125 .797 .083 .154 .207

DCA4 .175 .764 .066 .293 .171

DCA5 .194 .752 .117 .194 .151

DCA6 .186 .629 .225 .332 .006

DCA7 .203 .223 .594 .163 .055

DCA8 .203 .246 .609 .253 -.059

DCA9 .181 .361 .299 .650 .029

DCA10 .170 .276 .200 .696 .145

DCA11 .057 .034 .657 .206 .123

DCA12 .223 .231 .295 .547 .153

DCA13 .245 .260 .161 .646 .263

DCA14 .198 .098 .604 .227 .186

DCA15 -.010 -.007 .404 .006 .442
DCA16 .242 .159 -.001 .458 .557
DCA17 .256 .185 .017 .162 .729
DCA18 .281 .167 -.009 .220 .731
DCA19 .099 .140 .271 -.022 .585
DCA20 .486 .232 .210 .175 .246

DCA21 .724 .116 .159 .133 .049

DCA22 .704 .193 .276 -.027 -.002

DCA23 .707 .058 .119 .195 .146

DCA24 .595 .321 .345 -.086 -.033

DCA25 .578 .060 .128 .223 .172

DCA26 .623 .310 .122 .023 .069

DCA27 .649 .064 -.070 .192 .281

DCA28 .638 .012 -.060 .204 .232

Factor TSE TLS TII DAI TATI GIT SME

Numero de 

Items 

Iniciales

5 5 7 5 7 3 7

Alfa Cronbach

0.700
0.778 0.873 0.517 0.737 0.804 0.819

Numero Items 2 4 7 4 5 3 2
 KMO e 

Bartlett 0.500 0.780 0.884 0.614 0.781 0.713 0.500

DCA

28

9 28

0.9340.756

9

0.741 0.923

PPF DCA

PPF
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Simultaneously to the previous reliability analysis, the Principal Component Analysis (PCA) was 

applied to the model factors, obtaining the following explained variables shown in Table 55, TLS, 

TII, TATI, GIT and SME. The first block of TLS variance is explained by four items. The first 

component explains 59.8% and the first two components explain 74.5%. The same occurs with 

the other variables. For more detail see Table 55. 

 

Table 55 Total Variance Explained TLS, TII, TATI, GIT and SME. 

 

 

Additionally, Table 56 shows that the first component of the PPF factor explains 27% while the 

second component explains 26.3%, these two components explain 53% of the Total Variance. 

Total
% de 

varianza % acumulado Total
% de 

varianza % acumulado

1 2.393 59.814 59.814 2.393 59.814 59.814

2 .591 14.763 74.577

3 .556 13.906 88.484

4 .461 11.516 100.000

1 3.673 52.467 52.467 3.673 52.467 52.467

2 .789 11.273 63.739

3 .668 9.538 73.277

4 .525 7.497 80.775

5 .509 7.273 88.047

6 .444 6.349 94.396

7 .392 5.604 100.000

1 2.459 49.176 49.176 2.459 49.176 49.176

2 .850 16.999 66.175

3 .671 13.422 79.597

4 .547 10.949 90.546

5 .473 9.454 100.000

1 2.156 71.868 71.868 2.156 71.868 71.868

2 .439 14.650 86.517

3 .404 13.483 100.000

1 1.694 84.700 84.700 1.694 84.700 84.700

2 .306 15.300 100.000

GIT

 SME

TII

TATI

Componente

Autovalores iniciales
Sumas de extracción de cargas al 

cuadrado

Varianza Total Explicada TLS , TII, TATI, GIT, SME
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Also, according to the Principal Component Analysis it was recommended to divide the PPF 

factor in two sub-factors. 

 

Table 56 Total Variance Explained PPF. 

 

 
On the other hand, Table 57 also shows that the first component of the DCA factor explains 

15.5% while the second component explains 13.8%. The two components explain 29% of the 

total variance. Also, according to the Principal Component Analysis, it is recommended to divide 

the DCA factor in five sub-factors, which account for 58% of the DCA factor. For further details 

see Table 57. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Total %  de varianza %  acumulado Total %  de varianza %  acumulado Total %  de varianza %  acumulado

1 3.007 33.415 33.415 3.007 33.415 33.415 2.432 27.021 27.021

2 1.793 19.922 53.337 1.793 19.922 53.337 2.368 26.316 53.337

3 .921 10.228 63.565

4 .809 8.984 72.549

5 .650 7.223 79.772

6 .533 5.923 85.695

7 .504 5.599 91.294

8 .404 4.492 95.786

9 .379 4.214 100.000

Varianza Total Explicada PPF

Componente

Autovalores iniciales Sumas de extracción de cargas al cuadrado Sumas de rotación de cargas al cuadrado
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Table 57 Total Variance Explained DCA 

 
Extraction method: Principal Component Analysis ( 
 
The following Table 58 shows that after applying the Principal Components method, it is 

advisable to work with two components for the PPF factor and it is recommended to work with 

five components for the DCA factor, namely: DCAA, DCAB, DCAC, DCAD and DCAE, which 

correspond to the items in the following table (Table 58). 

 

Table 58 DCA Factor Principal Components 

DCAA DCAB DCAC DCAD DCAE 

COMP1 COMP2 COMP3 COMP4 COMP5 

DCA20 DCA2 DCA1 DCA9 DCA15 
DCA21 DCA3 DCA7 DCA10 DCA16 
DCA22 DCA4 DCA8 DCA12 DCA17 

Total
% de 

varianza
% 

acumulado Total
% de 

varianza
% 

acumulado Total
% de 

varianza
% 

acumulado

1 9.289 34.403 34.403 9.289 34.403 34.403 4.211 15.596 15.596

2 2.190 8.112 42.515 2.190 8.112 42.515 3.733 13.825 29.422

3 1.752 6.488 49.004 1.752 6.488 49.004 2.757 10.211 39.633

4 1.359 5.034 54.038 1.359 5.034 54.038 2.577 9.545 49.178

5 1.109 4.108 58.146 1.109 4.108 58.146 2.421 8.968 58.146

6 .885 3.276 61.422

7 .827 3.061 64.483

8 .773 2.864 67.347

9 .747 2.767 70.114

10 .695 2.573 72.687

11 .672 2.487 75.175

12 .624 2.312 77.486

13 .566 2.098 79.585

14 .523 1.937 81.522

15 .507 1.879 83.401

16 .488 1.808 85.209

17 .459 1.702 86.911

18 .423 1.567 88.477

19 .408 1.511 89.988

20 .405 1.500 91.488

21 .396 1.466 92.954

22 .372 1.379 94.333

23 .344 1.274 95.607

24 .334 1.238 96.845

25 .315 1.168 98.013

26 .297 1.099 99.112

27 .240 .888 100.000

Componente

Autovalores iniciales
Sumas de extracción de 

cargas al cuadrado
Sumas de rotación de cargas al 

cuadrado

Método de extracción: análisis de componentes principales.
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DCA24 

DCA25 

DCA26 

DCA27 

DCA28 

 

Also, it should be noted that the DCA factor or construct is the one with the highest internal 

consistency, with a Cronbach's alpha of 0.92 and 

eliminated due to indexes lower than 0.7.

Therefore, the summary is displayed in the following Table 59.

 

Table 59 Summary of the Reliability Content of Teenager Digital Activity

 
9.3.13. First Measurement Stage:
 
The reliability of the model of the teenager group does not guarantee or assure the model validity 

(Hair et al., 2010), therefore, we analyz

Equations Modelling (SEM) 

the second stage comprises 

under study is validated in a better way (Cupani, 2012, Hair et

 

In the first stage, we identify and specify the sub

confirmatory factor analysis of the latent variables, i.e. this first stage is intended to corroborate 

the suitability of the indicators sele

(Cupani, 2012). 

The first step to develop the Measurement Model is to correlate the latent variables to be duly 

validated and ensure the good fit of the model. For the development of this Measuremen

we used the Amos Graphics 24 software (Cupani, 2012, Marôco, 2014a, Ruiz et al., 2010).

Figure 21 shows the fit of the Measurement Model in a graphic form, 

result, which explains the quality of the model fit. In 

Index (CFI) obtained CFI = 0.876 corresponds to an acceptable fit (Hair et al., 2010; Marôco, 

DCA5 DCA11 DCA13 DCA18
DCA6 DCA14   DCA19

        

        

        

        

Also, it should be noted that the DCA factor or construct is the one with the highest internal 

consistency, with a Cronbach's alpha of 0.92 and 0.93 KMO, whereas TSE and DAI factors are 

eliminated due to indexes lower than 0.7. 

Therefore, the summary is displayed in the following Table 59. 

Table 59 Summary of the Reliability Content of Teenager Digital Activity

First Measurement Stage: Measurement Model Total Group of Teenagers.

The reliability of the model of the teenager group does not guarantee or assure the model validity 

(Hair et al., 2010), therefore, we analyzed the total model of the teenager group, 

Equations Modelling (SEM) in two stages. The first stage includes the Measurement Model, and 

comprises the Structural Model. This methodology assures

under study is validated in a better way (Cupani, 2012, Hair et al., 2010; Marôco, 2014b).

In the first stage, we identify and specify the sub- Measurement Model to perform the 

confirmatory factor analysis of the latent variables, i.e. this first stage is intended to corroborate 

the suitability of the indicators selected in the measurement of (latent) factors or constructs 

The first step to develop the Measurement Model is to correlate the latent variables to be duly 

validated and ensure the good fit of the model. For the development of this Measuremen

we used the Amos Graphics 24 software (Cupani, 2012, Marôco, 2014a, Ruiz et al., 2010).

Figure 21 shows the fit of the Measurement Model in a graphic form, obtaining the following 

the quality of the model fit. In the first measurement,

Index (CFI) obtained CFI = 0.876 corresponds to an acceptable fit (Hair et al., 2010; Marôco, 
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DCA18 

DCA19 

Also, it should be noted that the DCA factor or construct is the one with the highest internal 

0.93 KMO, whereas TSE and DAI factors are 

Table 59 Summary of the Reliability Content of Teenager Digital Activity 

 

Model Total Group of Teenagers. 

The reliability of the model of the teenager group does not guarantee or assure the model validity 

the total model of the teenager group, using Structural 

the Measurement Model, and 

assures that the model 

al., 2010; Marôco, 2014b). 

Measurement Model to perform the 

confirmatory factor analysis of the latent variables, i.e. this first stage is intended to corroborate 

cted in the measurement of (latent) factors or constructs 

The first step to develop the Measurement Model is to correlate the latent variables to be duly 

validated and ensure the good fit of the model. For the development of this Measurement Model 

we used the Amos Graphics 24 software (Cupani, 2012, Marôco, 2014a, Ruiz et al., 2010). 

obtaining the following 

ment, the Comparative Fit 

Index (CFI) obtained CFI = 0.876 corresponds to an acceptable fit (Hair et al., 2010; Marôco, 
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2014a). The Parsimony Comparative Fit Index PCFI = 0.811 corresponds to a very good fit (Hair 

et al., 2010; Marôco, 2014a). The Root Mean Square Error of Approximation RMSEA of 0.043 

indicates that the model has a very good fit (Hair et al., 2010; Marôco, 2014a). However, this 

model can be improved if we eliminate the items below 0.50 from the Standardized Regression of 

the items of each latent factor (Hair et al., 2010, Marôco, 2014b). Therefore, Table 60 shows the 

values of the Standardized Regression below 0.5 marked for elimination as items that don’t 

contribute to the model fitting. 

 
Fig. 21 Measurement Model of the Total Group of Teenagers (1150). 
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Table 60 Weight of the Standardized Regression of the Total Group of Teenagers from 

Cusco - Perú 
 

Standardized Regression Weights:                    
(Group number 1 - Default model) 

      Estimate 

SME1 <--- SME 0.791 

SME2 <--- SME 0.878 

TII4 <--- TII 0.712 

PPF7 <--- PPFB 0.673 

TATI4 <--- TATI 0.509 

GIT2 <--- GIT 0.763 

DCA24 <--- DCAA 0.624 

DCA4 <--- DCAB 0.841 

DCA1 <--- DCAC 0.471 

DCA7 <--- DCAC 0.656 

DCA8 <--- DCAC 0.69 

DCA11 <--- DCAC 0.505 

DCA14 <--- DCAC 0.592 

DCA9 <--- DCAD 0.753 

DCA10 <--- DCAD 0.739 

DCA12 <--- DCAD 0.661 

DCA13 <--- DCAD 0.75 

DCA15 <--- DCAE 0.283 

DCA16 <--- DCAE 0.714 

DCA17 <--- DCAE 0.756 

DCA18 <--- DCAE 0.8 

DCA19 <--- DCAE 0.451 

TATI2 <--- TATI 0.663 

TATI1 <--- TATI 0.509 

TATI6 <--- TATI 0.733 

TATI7 <--- TATI 0.616 

PPF8 <--- PPFB 0.551 

PPF9 <--- PPFB 0.567 

PPF5 <--- PPFB 0.468 

PPF6 <--- PPFB 0.717 

GIT1 <--- GIT 0.739 

GIT3 <--- GIT 0.779 

TLS2 <--- TLS 0.686 

TLS3 <--- TLS 0.753 

TLS4 <--- TLS 0.634 

TLS1 <--- TLS 0.651 

TII3 <--- TII 0.568 

TII5 <--- TII 0.749 
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TII6 <--- TII 0.695 

TII7 <--- TII 0.699 

TII2 <--- TII 0.636 

TII1 <--- TII 0.604 

PPF2 <--- PPFA 0.748 

PPF3 <--- PPFA 0.758 

PPF4 <--- PPFA 0.671 

PPF1 <--- PPFA 0.455 

DCA23 <--- DCAA 0.706 

DCA22 <--- DCAA 0.689 

DCA21 <--- DCAA 0.708 

DCA20 <--- DCAA 0.611 

DCA25 <--- DCAA 0.601 

DCA26 <--- DCAA 0.633 

DCA27 <--- DCAA 0.623 

DCA28 <--- DCAA 0.587 

DCA3 <--- DCAB 0.796 

DCA2 <--- DCAB 0.724 

DCA6 <--- DCAB 0.704 

DCA5 <--- DCAB 0.786 

 
From Table 60 the following items are to be deleted: 

DCA1 from the DCAE component. 

DCA19 from the DCAE component. 

PPF5 from the PPFB component. 

PPF1 from the PPFA component. 

Subsequently the model is Specified, and running the program without these items (DCA1, 

DCA19, PPF5, PPF1), allows obtaining the following result: 

The Comparative Fit Index (CFI) = 0.89, which corresponds to a sufferable fit, is very close to a 

good fit (Hair et al., 2010; Marôco, 2014a), slightly improving the initial indicator. The Parsimony 

Comparative Fit Index (PCFI) = 0.815 corresponding to a very good fit (Hair et al., 2010, Marôco, 

2014a), also slightly improving the previous indicator. The Root Mean Square Error of 

Approximation (RMSEA) of 0.042 indicates the model has a very good fit, slightly improving the 

initial indicator (Hair et al., 2010, Marôco, 2014a). The enhanced Measurement Model is shown in 

Figure 22. 

 

 

 

 



 

 

 

Figure 22 Enhanced Measurement Model of the Total Group

 

 

The next step was to re-specify the model to enhance it, fitting 

allows fine tuning the model in terms of fit indexes. The errors were correlated and after running 

the program again, a more solid model allowed obtaining the following indexes:

Figure 22 Enhanced Measurement Model of the Total Group

specify the model to enhance it, fitting the modification indexes, which 

allows fine tuning the model in terms of fit indexes. The errors were correlated and after running 

the program again, a more solid model allowed obtaining the following indexes:
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Figure 22 Enhanced Measurement Model of the Total Group 

 

the modification indexes, which 

allows fine tuning the model in terms of fit indexes. The errors were correlated and after running 

the program again, a more solid model allowed obtaining the following indexes: 
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The Comparative Fit Index (CFI) = 0.931 corresponds to a very good fit (Hair et al., 2010; 

Marôco, 2014a), significantly improving the initial indicator. The Parsimony Comparative Fit Index 

(PCFI) = 0.83 corresponds to a very good fit (Hair et al., 2010; Marôco, 2014a), also improving 

the previous indicator. The Root Mean Square Error of Approximation (RMSEA) of 0.034 

indicates the model has a very good fit, significantly improving the initial indicator (Hair et al., 

2010, Marôco, 2014a). The enhanced Measurement Model is shown in Figure 23. 

On the other hand, Table 61 presents a summary of the enhancement after specifying the model 

of the Total Group of Teenagers: 

 

Table Nº 61: Summarized Fit Indexes of the Total Group of Teenagers   

Cusco-Perú 

Measurement Mode Index 

Specifications  Standardized Regression CFI PCFI RMSEA 

1st Original without Factors TSE y DAI 0,876 0,811 0,043 

2nd 
Without DCA1, DCA19, PPF5, 
PPF1 0,89 0,815 0,042 

3rd With Modification indexes 0,931 0,83 0,034 
 

On the other hand, Figure 23 shows the re-specified model, with the modified errors and 

respective correlations. 

 

Figure 23: Model with Modification Indexes 
 



 

 

 
In addition to determining the Convergent Validity of the Measurement Model, the items of each 

factor were examined. These items are reflected in each factor

the items is essentially explained in each of the factors (Marôco, 2014a)

convergent validity was assessed with the 

factor by factor (Fornell & Larcker, 198

greater than 0.5. Also, for a greater 

index (CR) was determined. T

items of the factor or construct

In addition to determining the Convergent Validity of the Measurement Model, the items of each 

hese items are reflected in each factor and subsequently 

essentially explained in each of the factors (Marôco, 2014a)

assessed with the Average Variance Extracted index 

factor by factor (Fornell & Larcker, 1981). To reach a good model fit, the AVE

. Also, for a greater internal consistency of the model, the 

) was determined. This index measures the internal consistency of the indicators 

construct, and represent the degree to which these indicate the 
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In addition to determining the Convergent Validity of the Measurement Model, the items of each 

and subsequently the behavior of 

essentially explained in each of the factors (Marôco, 2014a). Therefore, the 

Average Variance Extracted index (AVE), measuring 

AVE index should be 

, the Composite Reliability 

internal consistency of the indicators or 

t the degree to which these indicate the latent 
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construct (not observed). Therefore, to indicate a good fit of the items, it should be greater than 

0.7 (Hair et al., 2010). 

In the model of the total group, the AVE average for the group is higher than 0.5. Therefore, it 

may be assumed that the model fit is good. Also, the average CR is higher than 0.7, it is exactly 

CR = 0.8, indicating there is internal consistency in the items of each factor under study. 

It is also possible to verify the AVE and CR values per factor in Table 62, showing that the factors 

with higher AVE are SME with 0.7 followed by PPFA, GIT, DCAB, DCAC, with a difference lower 

than 0,5 but with a high CR. For example, TLS, TII, PPFB, TATI, DCAA, DCAC and DCAE. 

 

Table 62 Composite Reliability Index (CR) and Average Variance Extracted (AVE)  

Convergent Validity of the Total Group of Teenagers from Cusco-Perú 

Factors AVE CR 

TLS 0.47 0.78 
TII 0.44 0.85 
PPFA 0.53 0.77 
PPFB 0.39 0.72 
TATI 0.39 0.76 
GIT 0.58 0.80 
SME 0.70 0.82 
DCAA 0.40 0.86 
DCAB 0.62 0.89 
DCAC 0.38 0.71 
DCAD 0.52 0.81 
DCAE 0.41 0.71 
AVE 0.5 0.8 

 
   AVE = 0.5 
   CR    = 0.8 
 
The Discriminant Validity for the Measurement Model of the Total Group of Teenagers was 

determined from the square root of the average variance extracted (AVE) of each latent variable. 

Table 63 shows the discriminant value of each factor or construct. The highest value is reached 

by variable SME with 0.84 of discriminant validity, which means this construct or factor is not 

correlated with the other factors or constructs that are operationalized. This demonstrates the 

validity of the SME (Fornell & Larcker, 1981; Marôco, 2014a), as occurs with the other factors or 

constructs highlighted in the following Table 63. 

 
Table 63 Discriminant Validity for the Measurement Model of the Total Group 
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9.3.1.4 Second Stage: Structural Equation Modeling (SEM) of the Total Group of 

Teenagers from Cusco – Perú. 

The structural equations model was the guide model of the study that was developed in the 

second stage of the study. This model corelates the independent factors and the dependent 

factors (Cupani, 2012) and defines causal relationships between latent factors (Marôco, 2014a). 

In the total group of teenagers performing the measurement of the digital activity content in 

Cusco-Peru, the second stage has six independent latent factors or independent constructs, 

namely TLS, TII, PPFA. PPFB, TATI, and GIT, which are not preceded by any factor or construct. 

these independent factors or constructs in turn influence the latent factor SME that acts as 

mediator between independent and dependent factors. This factor SME influences the dependent 

factors such as DCAA, DCAB, DCAC, DBAD, and DBAE (Hair et al., 2010, Marôco, 2014a). For 

further details see Figure 24, graphically illustrating the structural model. 

In addition, independent factors or exogenous factors are those that precede the SME factor or 

intermediary factor, which works as a mediator as well as an influence channel for the 

performance of teenager activity. SME also influences the endogenous factors, whereas the 

structural model used relates the antecedent and consequent factors. 

Figure 24 shows 6 exogenous factors (TLS, TII, PPFA. PPFB, TATI and GIT) with their respective 

items totaling 26 items, all of which influence the SME factor, which in turn influences 

endogenous factors such as DCAA, DCAB, DCAC, DCAD, DCAE, with their respective items, 

totaling 25. 

 
 
 
 
 
 
 
 

AVE

Laten 

Variable TLS TII PPFA PPFB TATI GIT SME DCAA DCAB DCAC DCAD DCAE

0.47 TLS 0.69

0.44 TII -0.059 0.66

0.53 PPFA -0.038 0,49 0.73

0.39 PPFB 0.187 0.22 0.32 0.62

0.39 TATI 0.023 0.255 0.202 -0.159 0.62

0.58 GIT -0.079 0.689 0.414 0.153 0.40 0.76

0.70 SME -0.05 0.43 0.33 0.13 0.42 0.53 0.84

0.40 DCAA 0.069 0.351 0.342 0.042 0.416 0.363 0.305 0.63

0.62 DCAB 0.053 0.381 0.264 0.025 0.413 0.458 0.295 0.556 0.79

0.38 DCAC 0.029 0.334 0.237 0.08 0.512 0.405 0.377 0.626 0.591 0.62

0.52 DCAD 0.031 0.442 0.374 0.078 0.348 0.478 0.324 0.661 0.743 0.753 0.72

0.41 DCAE 0.024 0.337 0.383 0.04 0.318 0.361 0.293 0.66 0.536 0.452 0.723 0.64



142 

 

 

Figure 24 Analysis of the Structural Model of Digital Activity Content of the total 

group of Teenagers from Cusco-Perú 

 
 
Table 64 shows the weights of the standardized regression, noting that all factors have P <0.001 

which indicates it is highly significant. For example, TATI -� SME has a value of (B = 0.212; Z = 

8.123, P <0.001) indicating that the coefficient of this trajectory indicates the influence of TATI on 

SME and that it is highly significant. The same analysis applies to all factors both endogenous 

and exogenous. 

 
Table 64 Regression Weight of the Total Group of Teenagers  

 

Regression Weight (Total Group - Default Model) 

Latent / Manifest 
Variable 

Facto
r 

Estimat
ed Value 

S.E. C.R. P Label 

SME <--- TLS 0.048 0.02 2.41 0.016 par_6
0 

SME <--- TII 0.122 0.01 6.288 *** par_6
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9 1 

SME <--- PPFA 0.143 
0.02

6 5.415 *** 
par_6

2 

SME <--- PPFB 0.004 
0.02

2 0.202 0.84 
par_6

3 

SME <--- TATI 0.212 0.02
6 

8.123 *** par_6
4 

SME <--- GIT 0.155 0.02 7.579 *** 
par_6

5 

DCAA <--- SME 1.145 
0.11

5 9.965 *** 
par_6

6 

DCAB <--- SME 1.218 0.11
8 

10.31
1 

*** par_6
7 

DCAC <--- SME 1.327 
0.13

2 
10.07

3 *** 
par_6

8 

DCAD <--- SME 1.565 0.14
4 

10.89
7 

*** par_6
9 

DCAE <--- SME 1.253 0.12
8 

9.783 *** par_7
0 

TII4 <--- TII 1.034 0.05 
20.49

1 *** par_1 

PPF7 <--- PPFB 1.674 0.15 11.15
8 

*** par_2 

TATI4 <--- TATI 0.759 0.05
8 

13.14
2 *** par_3 

GIT2 <--- GIT 0.985 
0.04

5 
21.88

9 *** par_4 

DCA24 <--- DCA
A 

1.095 0.06
6 

16.68
7 

*** par_5 

DCA4 <--- DCA
B 1.377 0.06

2 
22.08

7 *** par_6 

DCA8 <--- 
DCA

C 1.025 
0.06

4 
16.05

3 *** par_7 

DCA11 <--- DCA
C 

0.789 0.06
2 

12.69
9 

*** par_8 

DCA14 <--- DCA
C 0.962 0.06

5 
14.84

1 *** par_9 

DCA9 <--- 
DCA

D 1         

DCA10 <--- DCA
D 

0.867 0.04
2 

20.52
2 

*** par_1
0 

DCA12 <--- DCA
D 0.992 0.05

7 
17.48

8 *** par_1
1 

DCA13 <--- 
DCA

D 0.947 
0.05

1 
18.56

7 *** 
par_1

2 

DCA16 <--- DCA
E 

1.026 0.06
5 

15.89
4 

*** par_1
3 

DCA17 <--- DCA
E 0.983 0.04

7 
21.12

6 *** par_1
4 
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DCA18 <--- DCA
E 

1   
      

TATI2 <--- TATI 1.065 
0.06

5 
16.30

6 *** 
par_1

5 

TATI1 <--- TATI 0.78 
0.06

5 
11.99

8 *** 
par_1

6 

TATI6 <--- TATI 1.118 0.06
8 

16.36
7 

*** par_1
7 

TATI7 <--- TATI 1         

PPF8 <--- PPFB 1.213 
0.10

7 
11.32

6 *** 
par_1

8 
PPF9 <--- PPFB 1         

PPF6 <--- PPFB 1.313 
0.10

2 
12.83

6 *** 
par_1

9 

TLS2 <--- TLS 1.028 0.05
9 

17.28
9 

*** par_2
0 

TLS3 <--- TLS 1.236 0.06
9 

17.92
8 

*** par_2
1 

TLS4 <--- TLS 1         

TLS1 <--- TLS 1.014 0.06
1 

16.72
2 

*** par_2
2 

TII3 <--- TII 0.837 0.05 16.89
8 

*** par_2
3 

TII5 <--- TII 1.118 
0.05

2 
21.39

3 *** 
par_2

4 

TII6 <--- TII 1.092 0.05 21.92
1 

*** par_2
5 

TII7 <--- TII 1         

TII2 <--- TII 0.91 
0.05

1 
17.96

5 *** 
par_2

6 

TII1 <--- TII 0.75 0.04
6 

16.20
5 

*** par_2
7 

PPF2 <--- PPFA 0.906 0.05 18.25
3 *** par_2

8 

PPF3 <--- PPFA 1.03 
0.05

7 
18.13

6 *** 
par_2

9 
PPF4 <--- PPFA 1         

DCA23 <--- DCA
A 1.086 0.06

1 
17.86

3 *** par_3
0 

DCA22 <--- 
DCA

A 1.136 
0.06

4 
17.84

5 *** 
par_3

1 

DCA21 <--- DCA
A 

1.044 0.05
8 

17.99 *** par_3
2 

DCA20 <--- DCA
A 1         

DCA25 <--- 
DCA

A 0.946 0.06 
15.71

6 *** 
par_3

3 
DCA26 <--- DCA 1.145 0.07 16.47 *** par_3
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A 3 4 

DCA27 <--- 
DCA

A 0.975 
0.06

3 
15.39

3 *** 
par_3

5 

DCA28 <--- 
DCA

A 0.89 
0.06

1 
14.49

4 *** 
par_3

6 

DCA3 <--- DCA
B 

1.153 0.04
7 

24.32
6 

*** par_3
7 

DCA2 <--- 
DCA

B 1         

DCA6 <--- 
DCA

B 1.259 
0.06

6 
19.21

4 *** 
par_3

8 

DCA5 <--- DCA
B 

1.336 0.06
1 

21.99
9 

*** par_3
9 

GIT1 <--- GIT 0.969 
0.04

5 
21.53

9 *** 
par_4

0 
GIT3 <--- GIT 1         

DCA7 <--- DCA
C 

1   
      

SME1 <--- SME 1         

SME2 <--- SME 1.083 0.12 9.018 *** par_5
9 

Note: *** P < 0,001 

 
Table 65 Summary of Structural Model Fit. 

 
Baseline Comparisons 

 
Model 

NFI RFI IFI TLI 
CFI 

Delta1 rho1 Delta2 rho2 
Default model 0.805 0.793 0.848 0.837 0.847 

Saturated model 1   1   1 
Independence model 0 0 0 0 0 

 Parsimony-Adjusted Measures 

 Model PRATIO PNFI PCFI 

 Default model 0.94 0.757 0.797 
 Saturated model 0 0 0 
 Independence model 1 0 0 
  

RMSEA 
 Model RMSEA LO 90 HI 90 PCLOSE 

 Default model 0.05 0.049 0.052 0.478 
 Independence model 0.124 0.123 0.125 0 
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Table 65 shows the fit index quality as Comparative Fit Index CFI = 0.847 corresponding to a 

sufferable fit (Hair et al., 2010, Marôco, 2014a). The Parsimony Comparative Fit Index PCFI = 

0.797, corresponding to a good fit (Hair et al., 2010, Marôco, 2014a). The Root Mean Square 

Error of Approximation RMSEA of 0.05 indicates the model has an acceptable fit (Hair et al., 

2010, Marôco, 2014a). 

Figure 25 shows the specifications for the structural model, modifying the indexes to enhance the 

model. The following pairs were correlated: (e44 - e48); (e39 - e42); (e37 - e39); (e36 - e39); (e36 

- e38); (e36 - e37); (e1 - e2), as shown in the Figure. This modification of indexes allows 

enhancing the model as explained below. 

 
Figure 25 Analysis of the Structural Model of Activity Content of the total group of 

Teenagers from Cusco-Perú with Modified Indexes 

 
 
Table 66 shows the Regression Weight for the Total Group of Teenagers from Cusco – Perú with 
Modified indexes. 
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Regression Weight (Total Group - Default Model) with Modified Indexes 

Latent / Manifest 
Variable 

Factor  
Estimat

ed Value 
S.E. C.R. P Label 

SME <--- TLS 0.045 0.018 2.573 0.01 par_60 
SME <--- TII 0.104 0.018 5.87 *** par_61 
SME <--- PPFA 0.121 0.024 5.105 *** par_62 
SME <--- PPFB 0.001 0.019 0.063 0.95 par_63 
SME <--- TATI 0.178 0.024 7.405 *** par_64 
SME <--- GIT 0.128 0.019 6.853 *** par_65 
DCAA <--- SME 1.363 0.152 8.991 *** par_66 
DCAB <--- SME 1.497 0.161 9.293 *** par_67 
DCAC <--- SME 1.54 0.17 9.038 *** par_68 
DCAD <--- SME 1.849 0.192 9.642 *** par_69 
DCAE <--- SME 1.464 0.165 8.859 *** par_70 

TII4 <--- TII 1.034 0.05 
20.48

4 *** par_1 

PPF7 <--- PPFB 1.672 0.15 11.16
5 

*** par_2 

TATI4 <--- TATI 0.757 0.058 13.09 *** par_3 

GIT2 <--- GIT 0.986 0.045 
21.83

6 *** par_4 

DCA24 <--- DCAA 1.085 0.066 16.47
2 

*** par_5 

DCA4 <--- DCAB 1.301 0.058 22.48
8 *** par_6 

DCA8 <--- DCAC 1.026 0.063 
16.18

4 *** par_7 

DCA11 <--- DCAC 0.791 0.062 12.81 *** par_8 

DCA14 <--- DCAC 0.963 0.064 14.96
4 *** par_9 

DCA9 <--- DCAD 1         

DCA10 <--- DCAD 0.869 0.041 21.07
5 

*** par_10 

DCA12 <--- DCAD 0.993 0.056 17.86
9 *** par_11 

DCA13 <--- DCAD 0.949 0.05 
19.11

1 *** par_12 

DCA16 <--- DCAE 1.018 0.063 16.17
4 

*** par_13 

DCA17 <--- DCAE 0.983 0.046 21.28
4 *** par_14 

DCA18 <--- DCAE 1         

TATI2 <--- TATI 1.067 0.065 16.28
8 

*** par_15 

TATI1 <--- TATI 0.782 0.065 11.97 *** par_16 
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7 

TATI6 <--- TATI 1.12 0.069 
16.32

9 *** par_17 

TATI7 <--- TATI 1         

PPF8 <--- PPFB 1.212 0.107 11.33
3 

*** par_18 

PPF9 <--- PPFB 1         

PPF6 <--- PPFB 1.313 0.102 
12.83

6 *** par_19 

TLS2 <--- TLS 1.028 0.059 17.28
9 

*** par_20 

TLS3 <--- TLS 1.237 0.069 
17.93

1 *** par_21 

TLS4 <--- TLS 1         

TLS1 <--- TLS 1.013 0.061 16.72
3 

*** par_22 

TII3 <--- TII 0.837 0.05 
16.89

3 *** par_23 

TII5 <--- TII 1.118 0.052 21.38
7 

*** par_24 

TII6 <--- TII 1.092 0.05 21.91
8 

*** par_25 

TII7 <--- TII 1         

TII2 <--- TII 0.91 0.051 17.96
2 

*** par_26 

TII1 <--- TII 0.751 0.046 16.20
4 

*** par_27 

PPF2 <--- PPFA 0.906 0.05 
18.24

8 *** par_28 

PPF3 <--- PPFA 1.03 0.057 18.12
3 

*** par_29 

PPF4 <--- PPFA 1         
DCA23 <--- DCAA 1.036 0.059 17.45 *** par_30 

DCA22 <--- DCAA 1.078 0.062 17.38
9 

*** par_31 

DCA21 <--- DCAA 1.013 0.057 17.68
2 *** par_32 

DCA20 <--- DCAA 1         

DCA25 <--- DCAA 0.936 0.059 15.88
8 

*** par_33 

DCA26 <--- DCAA 1.151 0.068 16.88
2 *** par_34 

DCA27 <--- DCAA 0.993 0.063 15.86 *** par_35 

DCA28 <--- DCAA 0.884 0.06 14.65
6 

*** par_36 

DCA3 <--- DCAB 1.107 0.045 24.82
5 *** par_37 
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DCA2 <--- DCAB 1         

DCA6 <--- DCAB 1.25 0.064 
19.47

6 *** par_38 

DCA5 <--- DCAB 1.252 0.058 
21.56

5 *** par_39 

GIT1 <--- GIT 0.971 0.045 21.50
3 

*** par_40 

GIT3 <--- GIT 1         
DCA7 <--- DCAC 1         
SME1 <--- SME 1         

SME2 <--- SME 1.103 0.085 
13.03

3 *** par_59 

Note P< 0.001 
 
Table 64 allows performing the analysis with the difference that these data were run after data 

modification. Again, all factors have P <0.001 which is highly significant. 

Likewise, when specifying the model, the following weights were obtained for the items of each 

factor. All items showed values above 0.5, except for the SME factor with low values of 0.35 and 

0.32. It is not eliminated because in the Measurement Model the SME factor is the one with the 

highest Discriminant Validity index, therefore it is kept in the model. 

Table 67 shows the Standardized Regression weights for the total group of teenagers from 

Cusco – Perú, with modified indexes. 

 
Table 67 Standardized Regression Weights for the Total Group of Teenagers from Cusco – 

Perú, with Modified Indexes 

actor  
ITEMS  

Standardized Regression 
Estimated Value 

TLS1 <--- TLS 0.652 
TLS2 <--- TLS 0.688 
TLS3 <--- TLS 0.748 
TLS4 <--- TLS 0.638 
TII1 <--- TII 0.556 
TII2 <--- TII 0.616 
TII3 <--- TII 0.582 
TII4 <--- TII 0.720 
TII5 <--- TII 0.765 
TII6 <--- TII 0.690 
TII7 <--- TII 0.685 
PPF2 <--- PPFA 0.719 
PPF3 <--- PPFA 0.794 
PPF4 <--- PPFA 0.665 
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PPF7 <--- PPFB 0.827 
PPF8 <--- PPFB 0.564 
PPF9 <--- PPFB 0.479 
PPF6 <--- PPFB 0.644 
TATI1 <--- TATI 0.502 
TATI2 <--- TATI 0.671 
TATI4 <--- TATI 0.500 
TATI6 <--- TATI 0.728 
TATI7 <--- TATI 0.616 
GIT1 <--- GIT 0.733 
GIT2 <--- GIT 0.764 
GIT3 <--- GIT 0.783 
SME1 <--- SME 0.320 
SME2 <--- SME 0.352 
DCA20 <--- DCAA 0.601 
DCA21 <--- DCAA 0.683 
DCA22 <--- DCAA 0.658 
DCA23 <--- DCAA 0.664 
DCA24 <--- DCAA 0.626 
DCA25 <--- DCAA 0.576 
DCA26 <--- DCAA 0.625 
DCA27 <--- DCAA 0.582 
DCA28 <--- DCAA 0.523 
DCA2 <--- DCAB 0.681 
DCA3 <--- DCAB 0.766 
DCA4 <--- DCAB 0.855 
DCA6 <--- DCAB 0.789 
DCA5 <--- DCAB 0.758 
DCA7 <--- DCAC 0.629 
DCA8 <--- DCAC 0.665 
DCA11 <--- DCAC 0.478 
DCA14 <--- DCAC 0.587 
DCA9 <--- DCAD 0.771 
DCA10 <--- DCAD 0.695 
DCA12 <--- DCAD 0.709 
DCA13 <--- DCAD 0.748 
DCA16 <--- DCAE 0.774 
DCA17 <--- DCAE 0.637 
DCA18 <--- DCAE 0.684 
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Also, Table 68 shows the fit quality index as Comparative Fit Index CFI = 0.88 which is very close 

to 0.9, therefore corresponds to a good fit (Hair et al., 2010; Marôco, 2014a). The Parsimony 

Comparative Fit Index PCFI = 0.82 corresponds to a good fit (Hair et al., 2010; Marôco, 2014a); 

and the Mean Square Error of Approximation (RMSEA) of 0.045 indicates that the model has a 

very good fit (Hair et al., 2010; Marôco, 2014a). Therefore, it is possible to conclude that the 

structural model fit for the content of digital activity of teenagers from Cusco, Peru is good, as 

corroborated by the indicators showed in Table 68. 

 
Table 68 Summary of the Fit Indicators of the Structural Model of the Total Group of 

Teenagers from Cusco, Peru 
 
Baseline Comparisons 

Model 
NFI RFI IFI TLI 

CFI 
Delta1 rho1 Delta2 rho2 

Default model 0.832 0.821 0.876 0.867 0.876 

Saturated model 1   1   1 
Independence 

model 
0 0 0 0 0 

 Parsimony-Adjusted Measures 

 Model PRATIO PNFI PCFI 

 Default model 0.936 0.779 0.82 

 Saturated model 0 0 0 
 Independence 

model 1 0 0 

 
    
RMSEA 

 Model RMSEA LO 90 HI 90 PCLOSE 
 Default model 0.045 0.044 0.047 1 
 Independence 

model 0.124 0.123 0.125 0 

  
After corroborating the model fit, which is very good, the Discriminant Validity of the Model was 

analyzed. As a consequence of the low SME, the Average Variable extracted is 0.44, and the 

composite reliability is greater than 0.73. 

 

Table 69 Final Discriminant Validity: Variable Extracted AVE and Composite Reliability 

Factor 

Estimated Value of 
Standardized 

Regression (R) Reliability Index (R2) 
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TLS 0.47 0.78 
TII 0.44 0.71 
PPFA 0.53 0.77 
PPFB 0.41 0.73 
TATI 0.37 0.74 
GIT 0.58 0.80 
SME 0.11 0.20 
DCAA 0.38 0.85 
DCAB 0.60 0.88 
DCAC 0.35 0.68 
DCAD 0.53 0.82 
DCAE 0.49 0.74 
AVE 0.44 

CR 0.73 
 
Therefore, this corroborates our hypotheses. Table 69 confirms all factors of the model, 

corroborating the study hypotheses. 

 
 
 
 
 
 
Table 69 Digital Content Model of the Digital Activity of the Total Group of Teenagers from 

Cusco- Perú 

Factor Influence Factor H 

Estimated 
Value 

Standardized 
Regression 

P - Value Conclusion 

SME <--- TLS H2 0.087 P < 0.001   
SME <--- TII H3 0.227 P < 0.001 Confirmed 

SME <--- 
PPF

A H4 0.194 P < 0.001 Confirmed 

SME <--- PPF
B H4 0.002 

P < 0.001   
SME <--- TATI  H6 0.383 P < 0.001 Confirmed 
SME <--- GIT  H7 0.298 P < 0.001 Confirmed 
  Effect           
DCAA <--- SME H8 0.708 P < 0.001 Confirmed 
DCAB <--- SME H9 0.740 P < 0.001 Confirmed 
DCAC <--- SME H10 0.763 P < 0.001 Confirmed 
DCAD <--- SME H11 0.849 P < 0.001 Confirmed 
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DCAE <--- SME  H12 0.682 P < 0.001 Confirmed 
 
 

 

 

9.4 Data Analysis and Development of the Structural Equations Model (SEM) 

9.4.1 Descriptive Analysis of the First Group of 14 & 15- years old Teenagers  

For the development of the analysis of group 14 & 15- years old after having performed data 

cleansing and recoding items, the analysis was performed with 339 questionnaires. 

Table  shows the degree of study of the teenager who completed the questionnaire, 95.6% of 

which are in school and the remaining study at a university. Regarding the age of the 

interviewees, the majority varies between 15 years old, 55.2%, and 14 years old, 41%, with a 

minimum percentage of 3.5% with 13 years old, and 0.3% with 12 years old. 

Regarding the type of Educational Institution in Table , 95.6% was state-owned and 4.4% was  

carried out in a private institution, this was due to the fact that private institutions did not agree to 

give permission to carry out this research study. 

Regarding the same Table 0, it shows that of the 399 teenagers, 59% are male, that is, 200 

questionnaires were carried out by male teenagers, while 41%, equivalent to 139 questionnaires, 

were responded by teenager girls.  

 

Table 70. 46 Main Descriptive Statistics, First Group, 14 & 15- years old 

Study Group 

 Absolute Frequency Relative Frequency (%) Cumulative Frequency (%) 

High School 237 96,5 96,5 
University 11 3,2 99,7 
Pre-University 1 0,3 100,0 
TOTAL 339 100,0 - 

Type of Educational Institution 
Private 15 4,4 4,4 
State 324 95,6 100,0 
TOTAL 339 100,0 - 

Gender 
Male 200 59,0 59,0 
Female 139 41,0 100,0 
TOTAL 339 100,0 - 

Age 
12 1 0,3 0,3 
13 12 3,5 3,8 
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14 139 41,0 44,8 
15 187 55,2 100,0 
TOTAL 339 100,0 - 

 

9.4.1.1 Confirmatory Factor Analysis of the First Group of Teenagers, 14 & 15 Years old 

The Confirmatory Factor Analysis (CFA) will help us to measure the quality of adjustment of our 

theoretical model of measurement, in this case “Teenagers/ Adolescents Digital Content Activity" 

the correlation structure shown among the manifest variables (items), which will be the first step 

to evaluate and perform the Analysis of Structural Equations that will be equal to the 

Measurement Model + Structural Model that defines the causal relationships (Marôco, 2014; Ruiz 

et al., 2010). These two models, both the measurement and the structural model, allow a 

complete evaluation and confirmatory of the factor or construct (Bentler, 1978). Hence the 

Structural Analysis of the Model has two Stages. 

SEM = Measurement Model + Structural Model (defines the causal relationships). 

SEM = (1st Stage + Second Stage).              

Therefore, the analysis is performed in two Stages; but the Reliability of the factors of the 

Construct is demonstrated first. 

 

9.4.1.2 Reliability of Constructs of the First Group of 14- & 15-Years old Teenagers 

Before carrying out the Confirmatory Factor Analysis, the reliability or internal consistency of each 

factor or construct or latent variable is measured (Marôco, 2014a, Hair et al., 2010) and one of 

the measures to evaluate the internal consistency of the factors is the Cronbach alpha 

(Cronbach, 1951), the Principal Component Analysis was also used (Marôco, 2014a), this 

calculation was made with the IBM SPSS STATISTICS software (Marôco, 2014b). 

After analyzing the nine factors of the Model of Teenager Digital Content Activity, it was found 

that Cronbach's alpha was greater than 0.7 for the seven latent factors or constructs which are: 

teenager life satisfaction (TLS), Teenager Interpersonal Influence (TII), Influence of peers, 

parents, friends and relatives (PPF), Teenager Attitude Towards the Internet (TATI), Group 

Influence of the Teenager (GIT), Social Media Engagement (SME), Digital Content Activity 

(DCA), all these latent factors have internal consistency. However, low internal consistency was 

found in two factors: Teenager Self-esteem (TSE), with a value of 0.688 Cronbach's alpha and 

even lower in the Digatal Advertising Influence in Teenager (DAI) with 0.551 of Cronbach's alpha. 

Therefore, for a theoretical model to have good adjustment, it must have good internal 

consistency in each latent factor, that is greater than 0.7; therefore, it eliminates the latent factors 
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that do not have internal consistency or reliability (Hair et al., 2010; Marôco, 2014a; Pinto, 2016) 

that are TSE and DAI. Table  shows the Cronbach's alpha values in detail, with the highest value 

DCA with a Cronbach's alpha of 0.939 and 0.873 for TII being the variables that present higher 

reliability or greater internal consistency. Similarly, Table 71 shows in detail the values of the 

other variables. 

Likewise, Table  in addition to the Cronbach's Alpha values also measures the Kaiser-Meyer-

Olkin (KMO) index for the same latent factors or constructs in which it is apparent that among the 

9 factors which obtained the highest value at 0.7 was the greater part that is to say 77% of the 

latent factors or constructs obtained values higher than 0.7, which are: TLS, TII, PPF, TATI, GIT, 

SME, DCA. However, we also found 2 factors with values below 0.7 which are TSE and DAI with 

0.5 and 0.618 respectively (Marôco, 2014b) and coincidentally are also those with low 

Cronbach's Alpha index. Thus, it may be concluded that these two constructs do not have 

enough internal consistency among its items. Subsequently, due to this event, it was decided to 

eliminate the latent factors or constructs that do not show sufficient internal consistency between 

items or reliability of the construct. 
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Table 71 Reliability and KMO-Meyer-Olkin of the Constructs of the Teenager Digital 
Content Activity Model 

 

Factor TSE TLS TII DAI TATI GIT

Items Inicial 5 5 7 5 7 3

Alfa Cronbach 0,686 0,778 0,873 0,551 0,755 0,798

items conα Cronbach 2 4 7 4 5 3
 KMO e Bartlett 0,500 0,783 0,888 0,618 0,793 0,709

Items/Load COMP1 COMP1 COMP1 COMP1 COMP2 COMP1 COMP1 COMP1 COMP1 COMP2 COMP1 COMP2 COMP3 COMP4 COMP5
TSE1 0,873
TSE2 0,873
TLS1 0,770

TLS2 0,771

TLS3 0,818

TLS4 0,739

TII1 0,718

TII2 0,750

TII3 0,733

TII4 0,768

TII5 0,823

TII6 0,733

TII7 0,752

PPF1 0,575 -0,229

PPF2 0,566 -0,571

PPF3 0,581 -0,557

PPF4 0,559 -0,552

PPF5 0,482 0,262

PPF6 0,667 0,375

PPF7 0,589 0,312

PPF8 0,488 0,568

PPF9 0,476 0,524

DAI1 0,530

DAI3 0,582

DAI4 0,792

DAI5 0,691

TATI1 0,634

TATI2 0,735

TATI4 0,658

TATI6 0,799

TATI7 0,731

GIT1 0,832

GIT2 0,853

GIT3 0,848

SME1 0,720 -0,505

SME2 0,779 -0,474

SME3 0,654 -0,025

SME4 0,591 0,355

SME6 0,563 0,533

SME7 0,582 0,412

DCA1 0,500 -0,122 0,445 -0,092 0,061

DCA2 0,695 -0,330 -0,081 -0,241 -0,087

DCA3 0,657 -0,397 -0,141 -0,246 -0,182

DCA4 0,686 -0,418 -0,200 -0,259 -0,121

DCA5 0,682 -0,374 -0,040 -0,195 -0,194

DCA6 0,671 -0,349 0,011 -0,151 0,017

DCA7 0,567 -0,110 0,473 0,143 -0,041

DCA8 0,604 -0,200 0,411 0,134 -0,180

DCA9 0,727 -0,295 -0,104 0,031 0,157

DCA10 0,705 -0,190 -0,232 0,081 0,115

DCA11 0,468 -0,079 0,350 0,271 0,244

DCA12 0,722 -0,127 -0,073 -0,024 0,390

DCA13 0,750 -0,126 -0,255 0,012 0,261

DCA14 0,578 -0,090 0,314 0,244 0,144

DCA15 0,367 -0,003 0,098 0,234 0,528

DCA16 0,707 0,092 -0,386 0,240 -0,034

DCA17 0,598 0,124 -0,311 0,464 -0,207

DCA18 0,683 0,086 -0,337 0,383 -0,155

DCA19 0,534 0,053 0,211 0,314 -0,351

DCA20 0,599 0,193 0,144 0,238 -0,264

DCA21 0,640 0,381 0,085 -0,197 0,108

DCA22 0,612 0,363 0,319 -0,190 -0,030

DCA23 0,638 0,462 -0,049 -0,064 0,002

DCA24 0,579 0,233 0,339 -0,274 -0,094

DCA25 0,548 0,412 -0,129 -0,173 -0,037

DCA26 0,602 0,293 -0,004 -0,198 -0,125

DCA27 0,567 0,424 -0,149 -0,116 0,000

DCA28 0,587 0,432 -0,169 -0,165 0,202

Factor TSE TLS TII DAI TATI GIT

SME

0,714

9

0,720

7
0,724

6

0,696

PPF SME DCA

DCA

28
0,939

28

0,930

PPF

9
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On the other hand, when performing Principal Component Analysis (PCA) for the latent factors of 

the model, we have the following variance explained for constructs that have a KMO greater than 

0.7 (Marôco, 2014a); therefore, in Table  it is apparent that for the values of the explained 

variance of each factor, in which the factor the first two components of TLS explain 60% of the 

explained variance, and TII the first two components, obtaining 56%. The first components in 

TATI reach 51% and the first two components in GIT reach 71% of the explained variance. 

Therefore, it is convenient to keep the initial cumulative values in each construct, in order to verify 

the cumulative variable explained (Marôco, 2014b). 

 

Table 72 Total Variance Explained TSE, TLS, TII, TATI, GIT 

Component 
 

Initial Eigenvalues Sums of Squared Loadings 

TOTAL 
% 

Variance 
% 

Cumulative 
TOTAL % 

Variance 
% 

Cumulative 
TSE 

1 1,523 76,134 76,134 1,523 76,134 76,134 
2 0,477 23,866     

TLS 

1 2,402 60,042 60,042    
2 0,591 14,785     
3 0,554 13,840     
4 0,453 11,333     

TII 
1 3,986 56,943 56,943 3,986 56,943 56,943 

2 0,705 10,069     
3 0,605 8,645     
4 0,515 7,353     
5 0,464 6,623     
6 0,410 5,855     
7 0,316 4,512     

TATI 
1 2,548 50,955 50,955 2,548 50,955 50,955 
2 0,809 16,171     
3 0,621 12,419     
4 0,567 11,337     
5 0,456 9,119     

GIT 
1 2,138 71,264 71,264 2,138 71,264 71,264 
2 0,456 15,212 86,476    
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Component 
 

Initial Eigenvalues Sums of Squared Loadings 

3 0,406 13,524 100,000    
 

Table 73 Total Variance Explained PPF, SME, DCA 

Component  Initial Eigenvalues 
Sums of Extraction of Square 

Loadings  
Sums of Rotation of Square 

Loadings 

PPF Total 
% 

Variance  % Cumulative                           Total 
% 

Variance 
% 

Cumulative                           Total 
% 

Variance  
% 

Cumulative                           
1 2,789 30,984 30,984 2,789 30,984 30,984 2,369 26,317 26,317 

2 1,897 21,076 52,059 1,897 21,076 52,059 2,317 25,742 52,059 

3 0,963 10,702 62,761             

4 0,824 9,153 71,914             

5 0,674 7,484 79,398             

6 0,577 6,406 85,804             

7 0,457 5,083 90,887             

8 0,448 4,982 95,870             

9 0,372 4,130 100,000             

SME                   
1 2,558 42,635 42,635 2,558 42,635 42,635 1,894 31,559 31,559 

2 1,060 17,667 60,302 1,060 17,667 60,302 1,725 28,743 60,302 

3 0,879 14,654 74,956             

4 0,624 10,407 85,363             

5 0,582 9,705 95,068             

6 0,296 4,932 100,000             

DCA                   
1 10,857 38,773 38,773 10,857 38,773 38,773 4,883 17,441 17,441 

2 2,177 7,776 46,550 2,177 7,776 46,550 4,415 15,769 33,209 

3 1,742 6,222 52,772 1,742 6,222 52,772 3,253 11,618 44,828 

4 1,329 4,745 57,516 1,329 4,745 57,516 2,724 9,729 54,556 

5 1,089 3,889 61,405 1,089 3,889 61,405 1,918 6,849 61,405 

6 0,895 3,195 64,601             

7 0,873 3,118 67,718             

8 0,767 2,739 70,458             

9 0,739 2,638 73,096             

10 0,695 2,484 75,579             

11 0,651 2,326 77,905             

12 0,627 2,241 80,146             

13 0,572 2,042 82,188             

14 0,527 1,880 84,069             

15 0,464 1,659 85,727             

16 0,439 1,568 87,296             

17 0,429 1,532 88,828             

18 0,383 1,367 90,195             

19 0,362 1,294 91,489             

20 0,346 1,235 92,724             
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21 0,328 1,172 93,895             

22 0,309 1,105 95,001             

23 0,289 1,033 96,034             

24 0,265 0,948 96,982             

25 0,248 0,887 97,869             

26 0,219 0,781 98,650             

27 0,208 0,741 99,391             

28 0,170 0,609 100,000             

 

On Table 73 the factors, the first two components of PPF and SME indicate the explained 

variance of 52% and 60% respectively. Also, for the DCA factor the first five components explain 

61% of the explained variance. Therefore, this suggests that this factor has five components, 

which are grouped according to their weights, and the items are associated according to the 

results of the Principal Components Analysis (Marôco, 2014b) (see 73). 

Table  for DCA shows five main components which can be seen in the study model of the PCA 

for the Model of Digital Content of Activity of 14 & 15- years old teenagers, which are the 

following: DCAA, DCAB, DCAC, DCAD, DCAE.  According to the PCA component one has the 

following items: DCAA: DCA2, DCA3, DCA4, DCA5, DCA6, DCA9, DCA10, DCA13. This 

component was made of eight items and thus similarly the remaining components are composed 

as it can be seen in Table 74 (Marôco, 2014b). 

 

Table 74 Main Components of DCA Factor 14 & 15- years old Teenagers 

DCAA DCAB DCAC DCAD DCAE 

Comp. 1 Comp. 2 Comp. 3 Comp. 4 Comp. 5 

DCA2 DCA21 DCA1 DCA16 DCA12 
DCA3 DCA22 DCA7 DCA17 DCA15 
DCA4 DCA23 DCA8 DCA18   
DCA5 DCA24 DCA11     
DCA6 DCA25 DCA14     
DCA9 DCA26 DCA19     
DCA10 DCA27 DCA20     
DCA13 DCA28       

 

Simultaneously, it is noteworthy that the DCA factor/ construct is the one with the highest internal 

consistency of 0.939 and a KMO of 0.93. The least consistent is SME with a Cronbach alpha of 

0.724 and a KMO of 0.69, however, it’s in the limit and greater than 0.7 so it was decided to 

maintain this factor. See Table 75 showing the summary of indices of factors greater than 0.7. 
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The model is specified with these factors and with the subsequent confirmatory factor analysis 

(Hair et al., 2010; Cupani, 2012). 

 

Table 75 Summary of Reliability of Teenagers Digital Content Activity 

Factors TLS TII PPF TATI GIT SME DCA 

Alfa Cronbach 0,778 0,873 0,714 0,755 0,798 0,724 0,939 

Items  4 7 9 5 3 6 28 

 KMO  0,783 0,888 0,720 0,793 0,709 0,696 0,930 
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9.4.1.3 First Stage of Measurement: Measure Model First Group of Teenagers, 14 & 15- 

years old 

The reliability of the digital activity model of the teenager does not guarantee or assure the 

validity of our model (Hair et al., 2010), therefore we proceed with the Analysis of the first stage of 

14- & 15-years old teenagers. One of the Measuring Strategies in the ESA Analysis of Structural 

Equations is to be able to measure the model in two stages, which guarantees that the model is 

validated in a better way (Hair et al., 2010, Cupani, 2012, Marôco, 2014a). 

First Stage specifies and identifies the Measure Sub-model to perform the confirmatory factorial 

analysis of latent variables to see the measure of the quality of adjustment of the latent variables, 

that is to say that the objective of this stage of the sub Model of Measurement is to corroborate 

the suitability of the indicators selected in the measurement of the factors (latent) or constructs 

(Cupani, 2012). 

Hence, to measure the measurement model, first we correlate the latent variables for subsequent 

due validation and ensure the correct adjustment of the model. Figure 216 shows the graphical 

adjustment of the Measurement Model. 
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Figure 21 Measurement Model of the First Group 14 & 15 Years old 

 

When processing in the Model with the Amos Graphics 24 Software (Marôco, 2014a, Cupani, 

2012, Ruiz et al., 2010), the following results were obtained that explain the quality of the model's 

adjustment with the main indices. The Comparative Fit Index of: CFI = 0.812 that corresponds to 

an acceptable adjustment (Hair et al., 2010; Marôco, 2014a). While the Parsimony Comparative 

Fit Index PCFI = 0.757 corresponds to a good fit (Hair et al., 2010; Marôco, 2014a). On the other 

hand, the Root Mean Square Error of Approximation corresponds to an RMSEA = 0.054 which 

indicates that the model has an acceptable adjustment (Hair et al., 2010; Marôco, 2014a), also to 

improve these indices again specify the model and eliminate some items (Cupani, 2012; Marôco, 

2014a) with values lower than 0.53 in order to improve the proposed model. 
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Likewise, Table 76 shows the values of the weights of the standardized regression of the items of 

each latent factor, in which all items smaller than 0.53 are eliminated to ensure the validity of the 

constructs (Hair et al., 2010; Marôco, 2014a), so observing the estimated values, we followed to 

the elimination of the items, highlighted in a different color, which were: 

• Factor SME were eliminated SME4, SME6, SME7. 

• Factor DCA were eliminated DCA11 Y DCA15. 

• Factor PPF were eliminated PPF1, PPF5, PPF6, PPF7. 

• Factor TATI was eliminated TATI1. 

Table 76 Weight of the Standardized Regression 1st Group 14 & 15 years old 

Standardized Regression Weights: (Group number 1 - Default 

model) 

Item   Factor 
Estimated 

Value                                         

SME1 <--- SME 0,677 

SME2 <--- SME 0,732 

SME3 <--- SME 0,572 

SME4 <--- SME 0,472 

SME6 <--- SME 0,414 

SME7 <--- SME 0,485 

DCA2 <--- DCAA 0,751 

DCA3 <--- DCAA 0,743 

DCA4 <--- DCAA 0,796 

DCA5 <--- DCAA 0,747 

DCA6 <--- DCAA 0,727 

DCA9 <--- DCAA 0,77 

DCA10 <--- DCAA 0,726 

DCA13 <--- DCAA 0,757 

DCA21 <--- DCAB 0,748 

DCA22 <--- DCAB 0,713 

DCA23 <--- DCAB 0,759 

DCA24 <--- DCAB 0,62 

DCA25 <--- DCAB 0,631 

DCA26 <--- DCAB 0,645 

DCA27 <--- DCAB 0,653 

DCA28 <--- DCAB 0,678 

DCA1 <--- DCAC 0,571 

DCA7 <--- DCAC 0,696 

DCA8 <--- DCAC 0,711 

DCA11 <--- DCAC 0,528 

DCA14 <--- DCAC 0,633 

DCA19 <--- DCAC 0,59 

DCA20 <--- DCAC 0,592 
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DCA16 <--- DCAD 0,815 

DCA17 <--- DCAD 0,773 

DCA18 <--- DCAD 0,852 

DCA12 <--- DCAE 0,776 

DCA15 <--- DCAE 0,383 

TII4 <--- TII 0,724 

TII3 <--- TII 0,68 

TII2 <--- TII 0,699 

TII1 <--- TII 0,658 

TII5 <--- TII 0,79 

TII6 <--- TII 0,689 

TII7 <--- TII 0,7 

TLS3 <--- TLS 0,769 

TLS2 <--- TLS 0,669 

TLS4 <--- TLS 0,619 

TLS1 <--- TLS 0,677 

PPF4 <--- PPFA 0,652 

PPF3 <--- PPFA 0,689 

PPF2 <--- PPFA 0,751 

PPF1 <--- PPFA 0,463 

PPF5 <--- PPFA 0,223 

PPF6 <--- PPFA 0,314 

PPF7 <--- PPFA 0,297 

PPF9 <--- PPFB 0,649 

PPF8 <--- PPFB 0,713 

GIT2 <--- GIT 0,777 

GIT1 <--- GIT 0,724 

GIT3 <--- GIT 0,763 

TATI7 <--- TATI 0,644 

TATI6 <--- TATI 0,722 

TATI4 <--- TATI 0,578 

TATI2 <--- TATI 0,65 

TATI1 <--- TATI 0,522 

 

This same specification process (Hair et al., 2010; Cupani, 2012;Marôco, 2014a) is carried out in 

subsequent operations where the model is measured until the optimum is obtained. 

Then, in Table  all the results are obtained after eliminating the parameters: SME4/ SME6/ SME7/ 

DCA1/ DCA11/ DCA15/ PPF1/ PPF5/ PPF7/ TATI1 of the Measurement Model to improve their 

adjustment rates For this, a careful specification was made of the model in which items less than 

0.53 were removed in the original Amos Graphic 24 processing, obtaining an initial Root Mean 

Square Error of Approximation RMSEA of 0.054, improving with the specification of the model to 
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0.052 for this, the items mentioned above were eliminated and are less than 0.5 (Hair et al., 2010; 

Cupani, 2012; Marôco, 2014a). 

Then, to carry out the Re-specification of the model, the modification indexes were revised (Hair 

et al., 2010; Cupani, 2012; Marôco, 2014a), the Re-specification allows improving the model in 

terms of indexes, so that the modification of indexes is made between the factors of which nine 

pairs of error covariances were found, therefore the Root Mean Square Error of Approximation 

RMSEA was improved to 0.043, achieving a very good adjustment. Similarly, this occurs with the 

other indices such as the Parsimony Comparative Fit Model (PCFI) index that increases to 0.828, 

achieving a very good model adjustment, as well as the Comparative Fit Index (CFI 0.91) that 

suggests that the model has a good fit (Hair et al., 2010;Hair Jr. et al., 1999;Cupani, 2012; 

Marôco, 2014a). For more details, see the adjustment indices in Table 77. 

 

Table 77 Summary of Model Adjustment Indices for the 1st Group 14 & 15- years old 

Measurement Model Indexes 

Specifications Standardized Regression CFI PCFI RMSEA 

1st  Original without TSE & DAI 0,812 0,757 0,054 

2nd  Without: SME4/ SME6/ SME7/ DCA11/ DCA15/ 
PPF1/ PPF5/ PPF7/ TATI1 

0,864 0,794 0,052 

3rd  With Indices Adjustments: (e21-e22), (e16-e18), 
(e33-e14), (e12-e13), (e9-e33), (e9-e10), (e8-
e9), (e7-e8) 

0,91 0,828 0,043 

 

Next, Figure 22 shows the values of the modified indices, presenting 9 pairs in the DCAA factor 

and two pairs in the DCAB factor. 

 

  



 

 

Figure 227 Measurement Model of the First Group 14

 
The convergent validity was determined in the measurement model when examining the items of 

each factor, and this occurs when the items reflected in a factor and the behavior of such items is 

essentially explained by this factor (Marôco, 2014b); so the convergent Validity will be measured 

through the average of the variances of the items that explain a factor or the Average Variance 

Extracted or AVE by factor (Fornell & Larcker, 1981) and to have a good a goo

the model should have a AVE greater than 0.5 in each factor (Fornell & Larcker, 1981; Hair Jr. et 

al., 1999); Likewise, for a greater internal consistency of the model, the Composite Reliability 

Index is calculated. CR This measure is of in
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factor or construct, which represents the degree to which these indicate the latent construct (not 

observed), therefore to indicate a good adjustment of the items this must be greater than 0.7 

(Hair et al., 2010). 

So, in our analysis we found that the CR is higher in all factors, the highest being the DCAA factor 

with 91% which indicates a strong consistency of the items in this factor. The same occurs with 

the other 9 factors that are higher than 0.7; unlike a single factor PPFB with a composite reliability 

of 0.634 that is less than 0.7 and doesn’t comply with the required, so this factor doesn’t bear a 

good internal adjustment of its items that will later be analyzed on the treatment to these items. 

Simultaneously, the Average Extraction Variation AVE is analyzed in Table 78, and it is apparent 

that most of the AVE factors were greater than 0.5; while the rest of the factors such as TATI, 

DCAC are less than 0.5, with the highest SME value of 0.68. Thus, we concluded that 

Convergent Validity was found in almost 80% of the factors: SME, DCAA, DCAD, TII, PPFA, GIT, 

DCAB and TLS these last two with values close to 0.5, being only two factors that has an AVE 

less than 0.5; however, the values of the composite reliability CR is greater than 0.753, indicating 

that despite these two low values of AVE (DCAC) the model presents Convergent Validity, also in 

the next step those two low factors are analyzed to identify if such factors should be eliminated 

from the model or not. For more detail see Table 78. 

 

Table 78 Composite Reliability Index CR and Average Variance Extracted AVE First Model 
14 & 15- years old 

Constructs AVE CR 

SME 0,684 0,812 

DCAA 0,544 0,915 

DCAB 0,456 0,869 
DCAC 0,403 0,801 
DCAD 0,663 0,855 
TLS 0,470 0,779 
TII 0,499 0,874 
PPFA 0,507 0,753 
PPFB 0,465 0,634 
TATI 0,422 0,744 
GIT 0,569 0,799 

 

The Discriminant Validity was determined from the square root of the average variance extracted 

(AVE) of each latent variable, and this occurs when the construct is not correlated with the 

constructs that are operationalized and this allows demonstrating the validity of the construct 
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(Marôco, 2014b; Fornell & Larcker, 1981). Table 79 shows the discriminant Validity of each factor 

or construct. 

 

Table 79 Discriminant Validity for the Measurement Model 1st Group 14 & 15- years old 

 

 

In Table 79 the strip highlighted in a different color indicates the Discriminating Validity of each 

factor, in which it is seen that the SME factor is 0.827 higher and this is higher than the other 

values of the column which is a good indicator of discriminant validity of SME. The same occurs 

with the other values of the other factors that are the highest values of the column such as 

DCAD= 0.814, DCAA= 0,738, DCAB = 0,675, DCAC= 0,635, TLS = 0,686; TII= 0,707, PPFA= 

0,712, TATI= 0,649, GIT= 0,755. Therefore, we conclude that the factors or constructs of the 

model show discriminant validity. 

Taking SME, it presents the discriminant quality value, hence taking into account this variable to 

continue to keep the model. 

 

 

 

 

 

 

AVE

Laten 

Variables SME DCAA DCAB DCAC DCAD TLS TII PPFA PPFB TATI GIT

0,684 SME 0,827

0,544 DCAA 0,404 0,738

0,456 DCAB 0,416 0,640 0,675

0,403 DCAC 0,424 0,740 0,666 0,635

0,663 DCAD 0,328 0,707 0,661 0,592 0,814

0,470 TLS -0,090 0,066 0,060 0,002 0,016 0,686

0,499 TII 0,426 0,422 0,358 0,309 0,303 -0,092 0,707

0,507 PPFA 0,326 0,518 0,496 0,392 0,465 0,024 0,513 0,712

0,465 PPFB 0,000 0,001 -0,032 -0,173 -0,032 0,401 0,064 0,000 0,682

0,422 TATI 0,520 0,462 0,436 0,633 0,400 -0,001 0,289 0,308 -0,205 0,649

0,569 GIT 0,576 0,503 0,380 0,385 0,387 -0,064 0,657 0,510 -0,013 0,482 0,755
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9.4.1.4 Second Stage: Causal Structural Equation Modeling (SEM) of the First Group of 14 

& 15- years old Teenagers 

In the second stage, the Structural Model is the guiding model, which relates independent factors 

and dependent factors (Cupani, 2012); it also defines the causal relationships between the latent 

factors, assuming that the different errors or residues of the measurement and structural sub 

models assume a null expected value and can be correlated with each other (Marôco, 2014b). 

Therefore, in the present model of the Teenagers Digital Content Activity, the Structural Model 

presents six independent latent factors or independent constructs that are: TLS, TII, PPFA, 

PPFB, TATI, GIT, which are not preceded by any latent factor or construct. Likewise, it is 

assumed that the expected value of the errors of these factors is zero; then all the factors or 

constructs influence SME the latent factor or construct that acts as a mediating factor between 

independent and dependent factors; then this SME factor after serving as a mediating factor tries 

to influence the dependent latent factors or dependent factors or dependent constructs that are: 

DCAA, DCAB, DCAC, DCAD (Marôco, 2014a, Hair et al., 2010); for more detail see Figure 238. 

Then also to the independent factors we will call the exogenous factors are those that precede 

the factor or construct SME or intermediary factor because this also acts as a channel 

of influence of the variables that the background and that this factor SME affects the dependent 

factors or consequent factors or endogenous. Therefore, the present model of structural equation 

is the one that relates the antecedent variables with the consequent ones (Cupani, 2012). 

Next, after making the specification of the measurement model of Teenagers Digital Content 

Activity, the next step is to analyze the Structural Model through the Amos 24 Software, whose 

results are organized in the following Figure 238. 
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Figure 23 2nd Stage Structural Model of the First Group 14 & 15- years old 

 

 

Figure 238 shows the six Exogenous Factors TLS, TII, PPFA, PPFB, TATI and GIT with their 

respective items, all of which influence SME that acts as the Mediating Factor between the 

exogenous factors and endogenous factors or that are the consequent factors as DCAA, DCAB, 

DCAC, DCAD with their respective errors and disturbances  (Cupani, 2012; Hair et al., 2010) 

Simultaneously, as shown in Table  and examining the regression weights of the model it is 

apparent that in all factors the P <0.001 which indicates it is a highly significant example: the 

TATI factor  � SME has a value of (B = 0.402 ; Z = 6.211; p <0.001) which means the coefficient 

of this trajectory indicates that the influence of TATI on SME is highly significant, thus similarly we 

can analyze all the values in which the influence between factors like TII, TLS, PPFA , GIT with 

SME are highly significant, less for the PPFB with SME ratio, which is not significant so we 

eliminate this factor to improve the model. (Marôco, 2014a, Hair et al., 2010) Similarly, the effect 
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of SME on the DCAA, DCAB, DCAC, DCAD factors also indicates that they are highly 

significant; as well as the effect of the factors on the items. (See Table  80). 

 

Table 80 Regression Weight 

Weights- Regression: (Group number 1 - Default model) 

Manifest or Latent 
Variable 

Factor 
Estimated 
Value 

S.E. C.R. P Label 

TATI <--- SME 0,402 0,065 6,211 *** par_50 

TII <--- SME 0,147 0,043 3,431 *** par_51 
TLS <--- SME 1         
GIT <--- SME 0,183 0,043 4,276 *** par_52 
PPFA <--- SME 0,359 0,069 5,233 *** par_53 
PPFB <---  SME -0,099 0,057 -1,734 0,083 par_54 
SME <--- DCAA 1         
SME <--- DCAB 0,9 0,09 10,013 *** par_55 
SME <--- DCAC 0,752 0,093 8,101 *** par_56 
SME <--- DCAD 0,887 0,089 9,998 *** par_57 
DCA6 <--- DCAA 1,02 0,077 13,203 *** par_1 
DCA25 <--- DCAB 0,879 0,083 10,565 *** par_2 
DCA17 <--- DCAD 1,148 0,081 14,096 *** par_3 
GIT2 <--- GIT 1,018 0,088 11,55 *** par_4 
PPF3 <--- PPFA 1         
DCA9 <--- DCAA 0,964 0,071 13,665 *** par_14 
DCA5 <--- DCAA 1,1 0,085 12,958 *** par_15 
DCA4 <--- DCAA 1,06 0,079 13,489 *** par_16 
DCA3 <--- DCAA 0,925 0,064 14,551 *** par_17 
DCA2 <--- DCAA 1         
DCA10 <--- DCAA 0,906 0,07 12,939 *** par_18 
DCA13 <--- DCAA 0,954 0,072 13,281 *** par_19 
DCA12 <--- DCAA 0,943 0,076 12,401 *** par_20 
SME1 <--- SME 1         
DCA16 <--- DCAD 1         
DCA18 <--- DCAD 1,147 0,075 15,339 *** par_21 
DCA8 <--- DCAC 1,307 0,15 8,734 *** par_22 
DCA20 <--- DCAC 1,055 0,135 7,785 *** par_23 
DCA19 <--- DCAC 1,262 0,163 7,749 *** par_24 
DCA14 <--- DCAC 1,253 0,155 8,074 *** par_25 
DCA7 <--- DCAC 1,321 0,154 8,587 *** par_26 
DCA1 <--- DCAC 1         
GIT1 <--- GIT 0,932 0,083 11,241 *** par_27 
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GIT3 <--- GIT 1         
DCA24 <--- DCAB 0,914 0,09 10,138 *** par_28 
DCA26 <--- DCAB 0,985 0,091 10,879 *** par_29 
DCA27 <--- DCAB 0,932 0,089 10,488 *** par_30 
DCA28 <--- DCAB 0,913 0,084 10,925 *** par_31 
DCA23 <--- DCAB 1,082 0,083 12,963 *** par_32 
DCA22 <--- DCAB 1,04 0,087 11,922 *** par_33 
DCA21 <--- DCAB 1         
PPF8 <--- PPFB 2,118 2,151 0,985 0,325 par_34 
PPF9 <--- PPFB 1         
PPF4 <--- PPFA 1,07 0,112 9,55 *** par_35 
PPF2 <--- PPFA 0,924 0,095 9,769 *** par_36 
TATI2 <--- TATI 1,082 0,132 8,219 *** par_37 
TATI4 <--- TATI 1         
TATI6 <--- TATI 1,174 0,135 8,703 *** par_38 
TATI7 <--- TATI 1,161 0,138 8,437 *** par_39 
TII5 <--- TII 1,186 0,09 13,111 *** par_40 
TII4 <--- TII 1,054 0,088 12,042 *** par_41 
TII6 <--- TII 1,06 0,093 11,373 *** par_42 
TII7 <--- TII 1         
TII3 <--- TII 1,031 0,091 11,338 *** par_43 
TII2 <--- TII 1,015 0,088 11,505 *** par_44 
TII1 <--- TII 0,974 0,089 10,98 *** par_45 
TLS3 <--- TLS 5,231 0,946 5,533 *** par_46 
TLS2 <--- TLS 3,907 0,719 5,438 *** par_47 
TLS1 <--- TLS 3,998 0,736 5,436 *** par_48 
TLS4 <--- TLS 1         
SME2 <--- SME 0,827 0,104 7,981 *** par_49 
Note: *** P < 0,001 
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Table 51 Summary of Model Adjustment Figure 23 Fit Model 

 

 

Table 5181 shows the adjustment quality index CMIN/ DF that evaluates the adjustment quality 

per se of the model (Marôco, 2014a), that is between the X2 CMIN and the Degrees of Freedom 

DF of the model. See Table 51 The index of adjustment of the model is observed in the first block 

of Table 51, CMIN = 2.105 indicates that the adjustment of the initial model of the measurement 

model is good (Hair et al., 2010; Marôco, 2014a). The same occurs with the other indexes: such 

as the Comparative Fit Index (CFI) = 0.836, which indicates a sufferable adjustment; whereas the 

Parsimony Comparative Fit Model Index PCFI = 0.791 which indicates a good adjustment tending 

to very good (Marôco, 2014a, Ruiz et al., 2010, Hair et al., 2010); and finally the Root Mean 

Square Error of Approximation RMSEA = 0.057 which indicates an acceptable adjustment 

(Marôco, 2014a, Ruiz et al., 2010, Hair et al., 2010). 

 

  

Model Fit Summary

CMIN

Model NPAR CMIN DF P CMIN/DF

Default model 170 2540,836 1207 0 2,105

Saturated model 1377 0 0

Independence model 102 9390,243 1275 0 7,365

Baseline Comparisons

NFI RFI IFI TLI

Delta1 rho1 Delta2 rho2

Default model 0,729 0,714 0,837 0,826 0,836

Saturated model 1 1 1

Independence model 0 0 0 0 0

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model 0,947 0,691 0,791

Saturated model 0 0 0

Independence model 1 0 0

RMSEA

Model RMSEA LO 90 HI 90 PCLOSE

Default model 0,057 0,054 0,06 0

Independence model 0,137 0,135 0,14 0

Model CFI
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Figure 24 2nd Stage Structural Model of the First Group of 14 & 15- years old (Re-specified 
Model) 

 

Figure 24 shows the exogenous factors or antecedents such as TLS, TII, PPFA, TATI, GIT, now 

without the variable PPFB, with their respective items and errors with expected value equal to 

zero, like in the previous figure these constructs they influence the SME factor; as well as SME 

has an effect on the endogenous or consequent factors and their respective items, errors with 

expected values to zero and their disturbances (see Figure 24). 

Simultaneously, Table 52 is also observed and by examining the regression weights of the model, 

it is apparent that all factors have P <0.001, which indicates that the TATI factor is highly 

significant. � SME has a value of (B = 0.399, Z = 6.409, p <0.001) which means that the 

coefficient of this trajectory indicates that the influence of TATI on SME is highly significant, so we 

can similarly analyze all the values in which the influence between factors such as TLS, PPFA, 

GIT with SME are significant, except for the relationship TII on SME, which is very close to being 

significant as it presents (B = 0.12, Z = 3.043, P <0.002) Therefore, because it is very close to 

0.001 it is considered significant; we will continue to expand the analysis (Marôco, 2014a). On the 
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other hand, the effect of SME on the factors DCAA, DCAB, DCAC, DCAD also indicates that they 

are significant; as well as the effect of the factors on the items, with the exception of the TLS 

factor and its relation to their respective items, which will be the material for further analysis in 

Table 51. 

  

Table 52 Regression Weights 

Weights- Regression Weights (Group number 1 - Default model) 

Manifest or Latent 
Variable 

Factor 
Estimated 

Value 
S.E. C.R. P Label 

SME <--- TATI 0,399 0,062 6,409 *** par_49 
SME <--- TII 0,12 0,039 3,043 0,002 par_50 
SME <--- TLS 1         
SME <--- GIT 0,163 0,04 4,113 *** par_51 
SME <--- PPFA 0,364 0,065 5,578 *** par_52 
DCAA <--- SME 1         
DCAB <--- SME 0,959 0,103 9,321 *** par_53 
DCAC <--- SME 0,8 0,105 7,617 *** par_54 
DCAD <--- SME 0,944 0,102 9,29 *** par_55 
DCA6 <--- DCAA 1,059 0,086 12,321 *** par_1 
DCA25 <--- DCAB 0,877 0,086 10,245 *** par_2 
DCA17 <--- DCAD 1,15 0,084 13,669 *** par_3 
GIT2 <--- GIT 1,016 0,088 11,534 *** par_4 
PPF3 <--- PPFA 1         
DCA9 <--- DCAA 1,002 0,079 12,734 *** par_14 
DCA5 <--- DCAA 1,143 0,094 12,092 *** par_15 
DCA4 <--- DCAA 1,1 0,088 12,551 *** par_16 
DCA3 <--- DCAA 0,946 0,07 13,555 *** par_17 
DCA2 <--- DCAA 1         
DCA10 <--- DCAA 0,942 0,078 12,086 *** par_18 
DCA13 <--- DCAA 0,99 0,08 12,386 *** par_19 
DCA12 <--- DCAA 0,977 0,084 11,582 *** par_20 
SME1 <--- SME 1         
DCA16 <--- DCAD 1         
DCA18 <--- DCAD 1,149 0,078 14,815 *** par_21 
DCA8 <--- DCAC 1,309 0,156 8,419 *** par_22 
DCA20 <--- DCAC 1,054 0,141 7,503 *** par_23 
DCA19 <--- DCAC 1,263 0,169 7,471 *** par_24 
DCA14 <--- DCAC 1,252 0,161 7,777 *** par_25 
DCA7 <--- DCAC 1,321 0,16 8,273 *** par_26 
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DCA1 <--- DCAC 1         
GIT1 <--- GIT 0,936 0,083 11,252 *** par_27 
GIT3 <--- GIT 1         
DCA24 <--- DCAB 0,911 0,093 9,813 *** par_28 
DCA26 <--- DCAB 0,981 0,093 10,531 *** par_29 
DCA27 <--- DCAB 0,932 0,091 10,191 *** par_30 
DCA28 <--- DCAB 0,911 0,086 10,589 *** par_31 
DCA23 <--- DCAB 1,082 0,086 12,599 *** par_32 
DCA22 <--- DCAB 1,038 0,09 11,565 *** par_33 
DCA21 <--- DCAB 1         
PPF4 <--- PPFA 1,067 0,111 9,585 *** par_34 
PPF2 <--- PPFA 0,922 0,094 9,852 *** par_35 
TATI2 <--- TATI 1,085 0,131 8,301 *** par_36 
TATI4 <--- TATI 1         
TATI6 <--- TATI 1,172 0,134 8,776 *** par_37 
TATI7 <--- TATI 1,144 0,135 8,442 *** par_38 
TII5 <--- TII 1,185 0,09 13,118 *** par_39 
TII4 <--- TII 1,053 0,087 12,05 *** par_40 
TII6 <--- TII 1,059 0,093 11,386 *** par_41 
TII7 <--- TII 1         
TII3 <--- TII 1,03 0,091 11,343 *** par_42 
TII2 <--- TII 1,014 0,088 11,522 *** par_43 
TII1 <--- TII 0,972 0,089 10,975 *** par_44 
TLS3 <--- TLS 53,214 96,971 0,549 0,583 par_45 
TLS2 <--- TLS 41,392 75,435 0,549 0,583 par_46 
TLS1 <--- TLS 42,628 77,688 0,549 0,583 par_47 
SME2 <--- SME 0,89 0,118 7,525 *** par_48 
Note: *** P < 0,001 

Table  shows that the DCAA factor has 9 items in which the majority of the items such as DCA9, 

DCA4, DCA13, DCA6, DCA10, DCA5 all have values greater than 0.70, and only three of the 

items have values higher than 0.654. While for the factor DCAB of the 8 items included, only two 

of them DCA21, DCA23 have values greater than 0.73; and the values of DCA22, DCA28, 

DCA26 have values above 0.62; unlike DCA25 and DCA27 with values of 0.59; the lowest value 

being DCA24 with 0.57. For the DCAC factor, it has a higher value in item DCA8 with a value of 

0.687 and DCA7 at 0.66 while the other items vary between 0.596 and 0.53. For the DCAD 

Factor, its 3 items have the highest values of the model varying from 0.84 to 0.76 ((Marôco, 

2014a; Ruiz et al., 2010; Hair et al., 2010). 
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For the other exogenous factors, we have: TLS, TII, PPFA, TATI, GIT of which most of the factors 

TLS, TII, PPFA have values between 0.66 and 0.8; GIT being the factor with the highest 

coefficient of determination value of its items, such as GIT2, GIT3 with 0.77 and GIT1 as the 

lowest value with 0.714. On the other hand, the TATI factor was the one that obtained the lowest 

values such as TATI4 equal 0.59, TATI2 0.636, TATI 0.655 and the highest is TATI6 equal 0.711 

Table  shows that the DCAA factor has 9 items in which the majority of the items such as DCA9, 

DCA4, DCA13, DCA6, DCA10, DCA5 all have values greater than 0.70, and only three of the 

items have higher values 0.654. While for the factor DCAB of the 8 items that contains only two of 

them DCA21, DCA23 have values greater than 0.73; and the values of DCA22, DCA28, DCA26 

have values above 0.62; unlike DCA25 and DCA27 which has values of 0.59; the lowest value 

being DCA24 with 0.57. For the DCAC factor, it has a higher value in item DCA8 with a value of 

0.687 and DCA7 at 0.66 while the other items fluctuate between 0.596 and 0.53. For the DCAD 

Factor, its 3 items have the highest values of the model that vary from 0.84 to 0.76 (Marôco, 

2014a, Ruiz et al., 2010, Hair et al., 2010) 

For the other exogenous factors, we have: TLS, TII, PPFA, TATI, GIT of which most of the factors 

TLS, TII, PPFA have values between 0.66 and 0.8; GIT being the factor with the highest 

determination coefficient value of its items, such as GIT2, GIT3 with 0.77 and GIT1 as the lowest 

value with 0.714. On the other hand, the TATI factor was the one with the lowest values such as 

TATI4 equal 0.59, TATI2 0.636, TATI 0.655 and the highest is TATI6 with 0.711  (Marôco, 2014a; 

Ruiz et al., 2010; Hair Jr. et al., 1999).   

Subsequently, in summary, it is inferred that among the endogenous factors the factor with the 

best determination coefficient is DCAD and the lowest factor is the DCAC factor; While in the 

exogenous factors the factor with greater value in the items is GIT and the one with the lowest 

value in the items corresponds to TATI (Marôco, 2014a; Ruiz et al., 2010; Hair et al., 2010); see 

Table 83. 

 
Table 83 Standardized Regression of the Simplified Structural Model First Group 14 & 15- 

years old 

Factor Items Standardized Regression Coefficients 

DCAA DCA2 0,647 

DCAA DCA3 0,654 

DCAA DCA4 0,729 

DCAA DCA5 0,705 

DCAA DCA6 0,711 

DCAA DCA9 0,74 



179 

 

 

Factor Items Standardized Regression Coefficients 

DCAA DCA10 0,707 

DCAA DCA12 0,672 

DCAA DCA13 0,717 

DCAB DCA21 0,723 
DCAB DCA22 0,679 
DCAB DCA23 0,739 
DCAB DCA24 0,578 
DCAB DCA25 0,599 
DCAB DCA26 0,615 
DCAB DCA27 0,598 
DCAB DCA28 0,621 
DCAC DCA1 0,53 
DCAC DCA7 0,665 
DCAC DCA8 0,687 
DCAC DCA14 0,596 

DCAC DCA19 0,559 
DCAC DCA20 0,563 
DCAD DCA16 0,786 
DCAD DCA17 0,756 
DCAD DCA18 0,842 

SME SME1 0,488 

SME SME2 0,464 

TLS TLS1 0,668 
TLS TLS2 0,664 
TLS TLS3 0,78 
TII TII1 0,656 
TII TII2 0,692 
TII TII3 0,68 
TII TII4 0,726 
TII TII5 0,8 
TII TII6 0,683 
TII TII7 0,697 

PPFA PPFA2 0,76 
PPFA PPFA3 0,709 
PPFA PPFA4 0,668 
TATI TATI2 0,636 
TATI TATI4 0,593 
TATI TATI6 0,711 
TATI TATI7 0,655 
GIT GIT1 0,714 
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Factor Items Standardized Regression Coefficients 

GIT GIT2 0,777 
GIT GIT3 0,771 

 

Table 84 Summary Model Adjustment Figure 24 Fit Model 

 

Table 84 shows the adjustment quality index CMIN/DF that evaluates the adjustment quality per 

se of the model (Marôco, 2014a), this is between the X 2 CMIN and the Degrees of Freedom 

(DF), of the model Observed in Table . The index of adjustment of the model observed in the first 

block of Table 84 with the CMIN = 2.105 indicates that the adjustment of the initial model of the 

measurement model is good (Hair et al. al., 2010; Marôco, 2014a). Regarding the Comparative 

Adjustment Index CFI = 0,851, which indicates an acceptable adjustment tending to good; the 

Comparison Index PCFI = 0.802 indicates a very good adjustment; and finally, the RMSEA = 

0.057 which indicates an acceptable adjustment (Marôco, 2014a, Ruiz et al., 2010, Hair et al., 

2010). 

In Table 85, after confirming that the Simplified Structural Model to measure the Digital Content 

Activity of  14 & 15- years old Teenagers, the Discriminant Validity of the Model is analyzed, 

therefore the following results were obtained: The Extracted Variable is equal to: AVE = 0.5 which 

Model Fit Summary

CMIN

Model NPAR CMIN DF P CMIN/DF

Default model 161 2235,479 1063 0 2,103

Saturated model 1224 0 0

Independence model 96 8973,694 1128 0 7,955

Baseline Comparisons

NFI RFI IFI TLI

Delta1 rho1 Delta2 rho2

Default model 0,751 0,736 0,852 0,841 0,851

Saturated model 1 1 1

Independence model 0 0 0 0 0

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model 0,942 0,708 0,802

Saturated model 0 0 0

Independence model 1 0 0

RMSEA

Model RMSEA LO 90 HI 90 PCLOSE

Default model 0,057 0,054 0,06 0

Independence model 0,143 0,141 0,146 0

Model CFI
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is considered an acceptable adjustment with a CR = 0.9 very high of 90% which gives 

Discriminating Validity to our Model (Hair et al., 2010; Cupani, 2012). 

 

 

 

Table 85 Final Discriminant Validity: AVE and CR 

Factor 

Estimated Value 
for Standardized 
Regression (R) 

Reliability Index 
(R2) 

SME 0,476 0,227 
DCAA 0,701 0,491 
DCAB 0,677 0,459 
DCAC 0,676 0,457 
DCAD 0,795 0,631 
TLS 0,704 0,496 
TII 0,705 0,497 
PPFA 0,712 0,507 
TATI 0,667 0,445 

GIT 0,754 0,569 

AVE 0,5   > 0,5 

CR 0,9   > 0,700 

 

Table 86 shows the values of the standardized regression between factors; and for the influence 

of independent factors (TLS, TII, PPFA, TATI, GIT) on SME is statistically significant for the 

following: The influence of TATI on SME is positive and highly significant (B = 0.501, p <0.001) 

therefore hypothesis H6 is accepted; thus, the influence of TII on SME is positive and highly 

significant (B = 0.17, p <0.001) therefore H3 is accepted; then also the influence of TLS on SME 

is positive and highly significant (B = 0.032, P <0.001) therefore H2 is accepted; also with the 

influence of GIT on SME is positive and highly significant (B = 0.246, P <0.001) therefore the 

hypothesis H7 is accepted; finally, the influence of PPFA on SME is positive and highly significant 

(B = 0.372;p <0.001) therefore H4 is accepted. Concluding that all independent or exogenous 

factors are highly significant (Hair et al., 2010). 

Table  similarly analyzes the dependent or endogenous factors (DCAA, DCAB, DCAC, DCAD), 

which are observed to be greater than (B = 0.7, p <0.001) which indicates they are positive and 

highly significant therefore, the hypotheses H8, H9, H10, H11 of the model are accepted and 

confirmed (see Table ). 
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Table 86 Model of Teenagers Digital Content Activity First Group 14 & 15- years old 

Factor Influence Factor H Standardized 
Regression 

Estimated Value 

P-Value Conclusion 

SME <--- TATI H6 0,501 P < 0.001 Confirmed 

SME <--- TII H3 0,17 P < 0.001 Confirmed 

SME <--- TLS H2 0,032 P < 0.001 Confirmed 

SME <--- GIT H7 0,246 P < 0.001 Confirmed 

SME <--- PPFA H4 0,372 P < 0.001 Confirmed 

  Effect           

DCAA <--- SME H8 0,793 P < 0.001 Confirmed 

DCAB <--- SME H9 0,736 P < 0.001 Confirmed 

DCAC <--- SME H10 0,785 P < 0.001 Confirmed 

DCAD <--- SME H11 0,702 P < 0.001 Confirmed 

 

Therefore, the confirmation of all research hypotheses serves as support columns for the 

confirmation of our study model “Digital Content Activity of 14 & 15- years old Teenagers”. 

Table 537 shows the direct effects between the independent factors on SME are different from 

zero, that is to say that there are direct effects between independent factors and SME. However, 

among independent and dependent factors such as DCAA, DCAB, DCAC, DCAD, the effect is 

equal to zero, because there is no direct effect. 

The direct effect between SME and the independent factors is: SME and TII = 0.17; SME and 

TATI = 0.501; SME and PPFA = 0.372; SME and GIT = 0.246; SME and TLS = 0.032. The 

highest value being TATI and the lowest value TLS. Table 537 shows all the direct effects of the 

independent factors 

 

Table 537 Standardized Direct Effects 

FACTORS TII TATI PPFA GIT TLS SME 

SME 0,17 0,501 0,372 0,246 0,032 0 
DCAC 0 0 0 0 0 0,785 
DCAD 0 0 0 0 0 0,702 
DCAB 0 0 0 0 0 0,736 

DCAA 0 0 0 0 0 0,793 
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Table  shows the Indirect Effect of the Factors and from this result we infer that among the 

independent factors TII, TATI, PPFA, GIT, TLS and the dependent factors such as: DCAA, 

DCAB, DCAC are different from zero, so that there are indirect effects between these factors or 

constructs; the highest value of indirect effects is TATI on independent factors such as DCAA, 

DCAC, DCAB, DCAD; unlike the lowest values found in TLS effects on independent factors such 

as DCAA, DCAC, DCAB, DCAD (see Table ). 

 

Table 88 Standardized Indirect Effects 

FACTORS TII TATI PPFA GIT TLS SME 

SME 0 0 0 0 0 0 
DCAC 0,133 0,393 0,292 0,193 0,025 0 
DCAD 0,119 0,352 0,261 0,173 0,022 0 
DCAB 0,125 0,369 0,274 0,181 0,023 0 

DCAA 0,135 0,398 0,295 0,195 0,025 0 
 

Table 89 shows the total effects that are the sum of the direct effects plus the indirect effects 

(Marôco, 2014a). 

Table 89 Total Standardized Effect 

  TII TATI PPFA GIT TLS SME 

SME 0,17 0,501 0,372 0,246 0,032 0 

DCAC 0,133 0,393 0,292 0,193 0,025 0,785 

DCAD 0,119 0,352 0,261 0,173 0,022 0,702 

DCAB 0,125 0,369 0,274 0,181 0,023 0,736 

DCAA 0,135 0,398 0,295 0,195 0,025 0,793 

 

Likewise, it is apparent that the independent factors (TII, TATI, PPFA, GIT, TLS) on the 

dependent factors (DCAA, CAB, DCAC, DCAD) are positive values different from zero; therefore: 

H0 = BTII-SME X B SME-DCAC = 0 (the mediation effect is not significant). 

H1= BTII-SME X B SME-DCAC ≠ 0 (the mediation effect is significant). 

Therefore: 

H0 = 0,17 x 0,785 = 0,13345. 

Similarly, for the other factors: 
H0 = BTII-SME X B SME-DCAD = 0 (the mediation effect is not significant). 

H1= BTII-SME X B SME-DCAD ≠ 0 (the mediation effect is significant). 
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Therefore: 

H0 = 0,17 x 0,702 = 0,11934. 

H0 = BTII-SME X B SME-DCAB = 0 (the mediation effect is not significant). 

H1= BTII-SME X B SME-DCAB ≠ 0 (the mediation effect is significant). 

Therefore: 

H0 = 0,17 x 0,736 = 0,12512 

H0 = BTII-SME X B SME-DCAA = 0 (the mediation effect is not significant). 

H1= BTII-SME X B SME-DCAA ≠ 0 (The mediation effect is significant). 

Therefore: 

H0 = 0,17 x 0,793 = 0,13481. 

H0 = BTATI-SME X B SME-DCAC = 0 (the mediation effect is not significant). 

H1= BTATI-SME X B SME-DCAC ≠ 0 (The mediation effect is significant). 

Therefore: 

H0 = 0,501 x 0,785 = 0,393285. 

H0 = BTATI-SME X B SME-DCAD = 0 (the mediation effect is not significant). 

H1= BTATI-SME X B SME-DCAD ≠ 0 (The mediation effect is significant). 

Therefore: 

H0 = 0,501 x 0,702 = 0,351702. 

H0 = BTATI-SME X B SME-DCAB = 0 (The mediation effect is not significant). 

H1= BTATI-SME X B SME-DCAB ≠ 0 (The mediation effect is significant). 

Therefore: 

H0 = 0,501 x 0,736 = 0,368736. 

H0 = BTATI-SME X B SME-DCAA = 0 (The mediation effect is not significant). 

H1= BTATI-SME X B SME-DCAA ≠ 0 (The mediation effect is significant). 

Therefore: 

H0 = 0,501 x 0,793 = 0,397293. 

H0 = BPPFA-SME X B SME-DCAC = 0 (The mediation effect is not significant). 

H1= BPPFA-SME X B SME-DCAC ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,372 x 0,785 = 0,29202 

H0 = BPPFA-SME X B SME-DCAD = 0 (The mediation effect is not significant). 

H1= BPPFA-SME X B SME-DCAD ≠ 0 (The mediation effect is significant). 

Therefore:  
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H0 = 0,372 x 0,702 = 0,261144 

H0 = BPPFA-SME X B SME-DCAB = 0 (The mediation effect is not significant). 

H1= BPPFA-SME X B SME-DCAB ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,372 x 0,736 = 0,273792. 

H0 = BPPFA-SME X B SME-DCAA = 0 (The mediation effect is not significant). 

H1= BPPFA-SME X B SME-DCAA ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,372 x 0,793 = 0,294996. 

H0 = BGIT-SME X B SME-DCAC = 0 (The mediation effect is not significant). 

H1= BGIT-SME X B SME-DCAC ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,785 = 0,19311 

H0 = BGIT-SME X B SME-DCAD = 0 (The mediation effect is not significant). 

H1= BGIT-SME X B SME-DCAD ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,702 = 0,172692 

H0 = BGIT-SME X B SME-DCAB = 0 (The mediation effect is not significant). 

H1= BGIT-SME X B SME-DCAB ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,736 = 0,181056 

H0 = BGIT-SME X B SME-DCAA = 0 (The mediation effect is not significant). 

H1= BGIT-SME X B SME-DCAA ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,793 = 0,195078 

H0 = BTLS-SME X B SME-DCAC = 0 (The mediation effect is not significant). 

H1= BTLS-SME X B SME-DCAC ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,032 x 0,785 = 0,02512 

H0 = BTLS-SME X B SME-DCAD = 0 (The mediation effect is not significant). 

H1= BTLS-SME X B SME-DCAD ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,702 = 0,172692 
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H0 = BTLS-SME X B SME-DCAB = 0 (The mediation effect is not significant). 

H1= BTLS-SME X B SME-DCAB ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,736 = 0,181056 

H0 = BTLS-SME X B SME-DCAA = 0 (The mediation effect is not significant). 

H1= BTLS-SME X B SME-DCAA ≠ 0 (The mediation effect is significant). 

Therefore:  

H0 = 0,246 x 0,793 = 0,195078 

Therefore, it is concluded that all mediating effects are different from zero, so it is concluded that 

the SME factor is a mediating Factor of the model. 

 

Summary of Results First Model 14 & 15- years old 

To measure the teenagers digital content activity, nine constructs are initially constructed, which 

are: influence of Teen Self-Esteem (TSE); influence of Teen Life Satisfaction (TLS); Teen Inter-

Influence (TII), Peer, Parents, Family Influence (PPF), Digital Advertising Influence (DAI), Teen 

Attitude Towards the Internet (TATI), Group Influence of Teenagers (GIT), Social Media 

Engagement (SME) and Digital Content Activity (DCA). Of the nine factors mentioned, the first 

seven are those that influence the engagement to social media (SME), which is an intermediate 

variable for the generation of the teenager digital content activity. It is apparent that the greater 

number of hours in Social Media, more intensive will be the teenager digital content activity. 

Therefore, to test the initial reliability of the model for the first group of 14 & 15- years old 

teenagers we applied 389 questionnaires, from which 339 were considered valid.  

This application of questionnaires helps test the internal consistency of each construct/ factor 

among its items, for this, two forms were applied: (1) the Cronbach's Alpha and (2) the Principal 

Components Analysis. We also measured the Index of KMO and Bartlett.  

The factor that shows greater consistency among its items is the factor DCA with 93% in both 

tests, also according to these two forms of adjustment of items eliminates two factors that do not 

have enough internal consistency or reliability which are: influence of the teenager self-esteem 

(TSE) and the influence of digital advertising (DAI) on Peruvian 14 & 15- years old teenagers. 

Furthermore, the criterion of elimination of these two factors was: that they do not have enough 

internal consistency between items, consequently, the Alpha Cronbach and KMO of Bartlett that 

are below 0.70, are eliminated.  
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After eliminating the TSE and DAI factors, the number of components in each factor or construct 

is analyzed, in which all have a single component, except the PPF and DCA variables, which 

have more than one component; therefore, according to the PCA, it suggests that the number of 

components for the PPF factor is two (PPFA and PPFB) and five components for DCA (DCAA, 

DCAB, DCAC, DCAD, DCAE). 

Expanding the analysis, the PPF factor in the analysis of main components is divided in two 

components PPFA and PPFB. We used the software IBM SPSS 24, and found that there are 

seven items for PPFA to measure the influence of friends, parents and family that is composed of 

PPF1, PPF2, PPF3, PPF4, PPF5, PPF6, PPF7, and a second component PPFB to measure 

teacher influence, composed by PPF8 and PPF9. 

On the other hand, for the DCA factor, the PCA suggests that there are five components to better 

measure the diversity of the digital content activity of the 14 & 15- years old teenagers from 

Cusco, which are: 

Component 1 DCAA composed by DCA2, DCA3, DCA4, DCA5, DCA6, DCA9, DCA10, DCA13, 

this component measures the digital content activity of active and passive information. 

Component 2 DCAB composed by DCA21, DCA22, DCA23, DCA24, DCA25, DCA26, DCA27 

and DCA28 this component measures the digital production and creation content activity. 

Component 3 DCAC composed by DCA1, DCA7, DCA8, DCA11, DCA14, DCA19, DCA20 this 

component measures the digital entertainment content activity. 

Component 4 DCAD composed by DCA16, DCA17, DCA18 that measures the digital 

transactional content activity. 

Component 5 DCAE composed by DCA12 and DCA15 that measures the digital content activity 

of commercial and school information. It is the weakest factor, because it presents only two items, 

later in the analysis of the model, this factor is adjusted and it is apparent that the standardized 

regression value is very low for DCA15 with 0.383, therefore it is eliminated and DCA12 becomes 

part of the first component that is the component digital content activity of information. 

Accordingly, the DCAE factor is eliminated and the DCA factor happens to have four components 

as proposed in theory; which demonstrates the reliability of these 4 components in the first group 

of 14- & 15-years old teenagers from Cusco. 

After measuring the initial reliability by different ways and simultaneously demonstrates the 

consistency of the components of the digital content activity of teenager from Cusco aged 14 & 

15- years old. Then the adjustment of the structural analysis model is analyzed in two stages: 1st) 

is the measurement model, and 2nd) the confirmatory structural model. 
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Measurement Model First group of 14 & 15- years old Teenagers. 

When analyzing the measurement model, all latent factors correlate to corroborate the loadings of 

the items of each factor/ construct (Cupani, 2012). Therefore, in the model adjustments, the items 

with values below 0.5 of standardized regression were eliminated. 

Also, from the SME factor, teenager social media engagement, the items SM4, SM5, SM6, SM7 

were eliminated and only three items remain. This indicates that the teenagers from the first 

group of 14 & 15- years old teens are connected in a social network because: everyone does it 

(SME1), their friends do it (SM2) and because they want to connect with people who share the 

same ideas (SME3) and values is in this scenario of the teenagers in this first group present 

social media engagement, leaving the other items out of the first model for this first group. 

Concerning the PPF factor, the PPFA component peers, parents and family influence in the first 

group of teenagers of 14 & 15- years old, the items PPF1, PPF5, PPF6, PPF7 were eliminated, 

leaving only three items for this factor: PPF2/ PPF3/ PPF4; which represent the following: (PPF2) 

“my friends decide which brand I am going to buy”, (PPF3) “my uncles/ nephews decide which 

brand I am going to buy”, (PPF4) “my grandmother, sister decides which brand I am going to 

buy”. Hence, friends and family influence the brand to buy. Also, the second component formed 

by PPFB, whose items measure: (PPF8) “my parents help me and talk about the proper use of 

the internet” and (PPF9) “my teachers help me and talk about the proper use of the internet”, 

these items measure the influence of parents and teachers on 14 & 15- years old teenagers. 

Regarding the TATI factor teenager attitude towards the internet of the first group of 14 & 15 

years old teenagers, the item TATI1 is eliminated because it presented value below 0.5 of 

standardized regression, so this factor is left with four items that measure: (TATI2) “I spend a lot 

of time on the internet” (TATI4) “I feel that the internet is a good place to express my thoughts 

and feelings” (TATI6) “I use the internet to spend time” and (TATI7) “The internet is my playmate”. 

Finally, to measure the digital content activity of the first group of 14- & 15-years old teenagers in 

DCA, there are four components: DCAA, DCAB, DCAC, DCAD, in which the items with 

standardized regression below 0,5 were eliminated, and subsequently the items DCA11 and 

DCA15 were eliminated. Hence, the DCAA component measures the digital content activity of 

active and passive Information; DCAB component measures the digital production information 

and creation content activity; DCAC component measures the digital entertainment activity 

content; DCAD component measures the digital transaction or online content of activity. 
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Therefore, this analysis corroborates the theory proposed in Chapter VI Theoretical Framework 

where the diversity of digital content activity for teenagers is proposed. 

The first group of 14 & 15- years old teenagers diversifies and performs the four digital content 

activities: 1) passive and active information, 2) production and creation, 3) entertainment and 4) 

transactional digital content activity where 14 & 15- years old teenagers perform as shown with 

the indexes of model adjustment. After analyzing the initial reliability, the validity of the model is 

analyzed later in this case, after having some changes to improve the model, seven factors were 

analyzed, and the proposed theory is corroborated by the criterion indices of the adjustment 

model that finally manage to accept the model with slack, such that the root mean square error of 

approximation is RMSEA = 0.043 identifying a good adjustment, and the comparative fit index is 

CFI = 0.91. Thus, suggesting a good adjustment and a parsimony comparative fit index PCFI = 

0.828 suggesting a very good adjustment. 

Likewise, to prove the convergent validity in general terms, we have the Average Variable 

Extracted (AVE) higher than 0.5 as well as the average composite reliability (CR) higher than 0.7, 

which confirms the convergence validity of our measurement model. Also, the discriminant 

validity of the measurement model of the group of 14 to 15 years old teenagers is verified, 

identifying that the model presents quality of adjustment with discriminant validity, which is why 

the proposed theory of the model to be studied of the theoretical framework is confirmed. The 

arrangements to improve the effectiveness of the model are justified, and to the previous, the 

reliability and validity of the proposed measurement model is confirmed. 

 

Structural Model First group 14 & 15-years old Teenagers 

In this second stage of the analysis, the objective is to measure the structural equation model of 

Teenager Digital Content Activity from Cusco-Peru after confirming the reliability of the model and 

validity of the model. The theory formulated in chapter VI in the structural model is confirmed 

through the hypothetical structural relationships raised in Chapter VII hypothesis formulation in 

which all hypotheses were confirmed. Simultaneously it is confirmed that the independent factors: 

Teenager attitude  towards the Internet (TATI), teenager intergroup influence (TII), teenager life 

satisfaction (TLS), group influence on the teenager (GIT) and the influence of the peers, parents, 

family and friends (PPF) influence, in different intensities, social media engagement (SME); at the 

same time it proves that this factor acts as an intermediary between the independent and 

dependent factors that is the diversity of the digital content activity of the teenager. Therefore, it is 

proven that SME acts as a bottleneck meaning the teenager with a high level of social media 
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engagement has a greater digital content activity and vice versa, to a lesser social engagement, 

the lesser the digital content activity of the teenager. Therefore, it is proven that SME acts as a 

bottleneck, that is, if the teenager has a high level of social media engagement, the greater will be 

the teenager digital content activity, and conversely, to a lower social media engagement 

corresponds lower teenager digital content activity of the teenager. 

On the other hand, we find that the relationship is first between the dependent factors and SME. 

This relationship is direct that is to say that in different measures the independent variables such 

as: teenager intergroup influence (TII), the teenager attitude  towards the internet (TATI), the 

influence of peers, parents, friends and family (PPF), the group influence of teenager (GIT), and 

teen life satisfaction (TLS) directly and positively influence the factor of social media engagement 

(SME) and, in turn SME proves to affect the dependent factor teenager Digital Content Activity of 

directly. Through SME is confirmed the indirect relationship between the independent and 

dependent factors that is different from zero and positive which shows an indirect relationship. 

Finally, all these hypothetical relationships in chapter seven are proven. 

 

9.5.1 Descriptive Analysis of the Second Group of 16 & 17- years old teenagers 

The original number of the application of the questionnaire to the second group of 16 & 17- years 

old was 686 teenagers, from which 5.39% of the questionnaires were eliminated, leaving 649 

valid questionnaires in this group. For the Structural Equation Model analysis of the group 16 & 

17- years old, we conduct a descriptive analysis before the data cleaning and recoding of the 649 

valid questionnaires without missing data. 

Table  shows the origin of the study institution of the 16 & 17- years old teenagers who answered 

the questionnaire is the private sector in 60.6%, while the remaining 39.4% belong to a state/ 

public education institution. It was also identified that 68.3% are in school and the remaining 

31.7% study in university as can be seen in Table . 

Likewise, it is apparent that 48.5% of those who answered the questionnaire were male and 

51.5% were female. Regarding the age of the interviewees, the majority varies between 16 years 

old (66.9%) and the remaining 33.1% are 17, for more details see Table . 

 

Table 90 Main Descriptive Statistics First Group 16 & 17- years old 

Type of Educational Institution  

 Absolute Frequency Relative Frequency (%) Cumulative Frequency (%) 

Private 393 60,6 60,6 
State 256 39,4 100,0 
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TOTAL 649 100,0 - 
Academical Background 

3rd  1 0,2 0,2 
4th  66 10,2 10,3 
5th  443 68,3 78,6 
Pre-Univ. 0,6 79,2 79,2 
Economics 19 2,9 82,1 
Industrial 
Engineering 

33 5,1 87,2 

Systems 
Engineering 

2 0,3 87,5 

Environmental 
Engineering 

16 2,5 90,0 

Civil Engineering 19 2,9 92,9 
International 
Business 

6 0,9 93,8 

Law 24 3,7 97,5 
Accounting 8 1,2 98,8 
Marketing 7 1,1 99,8 
TOTAL 649 100,0 - 

Gender 
Male 315 48,5 48,5 
Female 334 51,5 100,0 
TOTAL 649 100,0 - 

Age 
16 434 66,9 66,9 
17 215 33,1 100,0 
TOTAL 649 100,0 - 

 

9.4.2.1 Reliability of the Construct of the Second Group of 16- & 17-years old Teenagers 

Similarly to the first model, the reliability/ internal consistency of the second group of 16 & 17- 

years old teenagers was analyzed for each factor/ construct/ latent variable (Marôco, 2014b, Hair 

et al., 2010). The measure that evaluates the reliability of the factors is the Cronbach's alpha 

(Cronbach, 1951); subsequently it also evaluates the reliability using the Principal Components 

Analysis (Marôco, 2014b) in which the Kaiser-Meyer-Olkin (KMO) index is measured and in which 

the IBM SPSS Statistics 24 Software was used (Marôco, 2014b). 

In this model as in the previous model, the same nine factors present are: TSE, TLS, TII, PPF, 

DAI, TATI, GIT, SME, DCA; in which the values of the factors with the highest internal 

consistency were found to have a Cronbach's alpha higher than 0.7 (Hair et al., 2010; Pinto, 

2016). Table 54 shows the values, allowing to conclude that the highest Cronbach's alpha is the 

DCA factor - the main measurement variable - with a Cronbach's alpha of α = 0.912; followed by 

the TII factor with a value of α = 0.839; also, the GIT factor with α = 0.803. Then it was the TLS 
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factor of α = 0.779 and the factors such as PPF and TATI with the values of 0.747 and 0.735. The 

factors showing weak internal consistency, DAI and TSE, with a Cronbach's alpha of 0.527 and 

0.676, which being below 0.70 were eliminated due to lack of reliability. 

In parallel we also proceed to measure the internal consistency of the factors with the Principal 

Components Analysis (Hair et al., 2010; Marôco, 2014b) and using the Kaiser-Meyer-Olkin index 

applied to the nine factors of the second model of 16 & 17- years old teenagers (see Table 54) in 

which the highest value in the DCA factor was obtained with a KMO = 0.917; followed by the TII 

factor with 0.878, and also the other factors TLS, PPF, TATI, GIT have values greater than 0.735; 

which is acceptable as a KMO index greater than 0.7; and while those with the lowest values are 

the TSE factors with a KMO = 0.5 and DAI with a KMO = 0.555, so that a cleaning was done and 

these factors were eliminated because they showed values below 0.7 (see Table 91). 
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Table 54 Reliability and KMO of the Model Construct Digital Content Activity of 16- & 17-
years old teenagers 

 

Factor TSE TLS TII DAI TATI GIT

Items Inicial 5 5 7 5 7 3

Alfa Cronbach 0,676 0,779 0,839 0,527 0,735 0,803

Items com α Cronbach 2 4 7 3 5 3

 KMO e Bartlett 0,500 0,775 0,878 0,585 0,779 0,712

Items/Load COMP1 COMP1 COMP1 COMP1 COMP2 COMP1 COMP1 COMP1 COMP1 COMP2 COMP1 COMP2 COMP3 COMP4 COMP5

T SE1 0,869

T SE2 0,869

T LS1 0,744

T LS2 0,781

T LS3 0,818

T LS4 0,758

T II1 0,744

T II2 0,781

T II3 0,818

T II4 0,758

T II5 0,775

T II6 0,742

T II7 0,754

PPF1 0,548 -0,236

PPF2 0,648 -0,514

PPF3 0,675 -0,521

PPF4 0,635 -0,457

PPF5 0,477 0,292

PPF6 0,641 0,370

PPF7 0,663 0,307

PPF8 0,448 0,569

PPF9 0,516 0,521

DAI1 0,654

DAI3 0,702

DAI4 0,791

T ATI1 0,625

T ATI2 0,772

T ATI4 0,598

T ATI6 0,787

T ATI7 0,693

GIT1 0,843

GIT2 0,843

GIT3 0,856

SME1 0,758 -0,531

SME2 0,824 -0,417

SME3 0,657 0,286

SME4 0,576 0,522

SME7 0,464 0,555

DCA1 0,355 -0,332 0,221 -0,096 0,408

DCA2 0,614 -0,392 -0,076 -0,247 0,001

DCA3 0,635 -0,364 -0,188 -0,365 0,062

DCA4 0,710 -0,310 -0,152 -0,320 -0,068

DCA5 0,660 -0,306 -0,096 -0,368 0,087

DCA6 0,633 -0,369 -0,013 -0,160 -0,042

DCA7 0,499 -0,228 0,173 0,260 0,148

DCA8 0,516 -0,262 0,296 0,296 -0,039

DCA9 0,633 -0,255 -0,069 0,198 -0,349

DCA10 0,608 -0,146 -0,228 0,218 -0,358

DCA11 0,407 -0,183 0,126 0,533 0,215

DCA12 0,570 -0,018 -0,131 0,245 -0,270

DCA13 0,656 0,005 -0,280 0,170 -0,257

DCA14 0,520 -0,085 0,139 0,417 0,042

DCA15 0,240 0,025 -0,230 0,349 0,466

DCA16 0,546 0,201 -0,448 0,045 -0,078

DCA17 0,546 0,279 -0,408 -0,056 0,317

DCA18 0,533 0,366 -0,421 -0,002 0,234

DCA19 0,374 0,118 -0,300 0,090 0,320

DCA20 0,639 0,176 0,124 -0,048 -0,074

DCA21 0,567 0,330 0,352 -0,083 -0,088

DCA22 0,565 0,195 0,460 -0,107 0,013

DCA23 0,582 0,386 0,245 -0,023 -0,119

DCA24 0,575 0,002 0,486 -0,056 0,153

DCA25 0,529 0,257 0,120 0,167 0,007

DCA26 0,579 0,130 0,314 -0,212 0,135

DCA27 0,528 0,517 -0,009 -0,159 -0,078

DCA28 0,445 0,545 0,004 -0,104 -0,057

Factor TSE TLS TII DAI TATI GIT

0,917

9 7 28

PPF SME DCA

DCA

0,747 0,675 0,912

9 5 28

PPF SME

0,765 0,630
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Subsequently, after measuring the reliability or the internal consistency of the nine factors of the 

second model, similarities were found in the values of the indices of the factors as well as in the 

Cronbach's alpha and KMO index, where values below 0.70 are the TSE and DAI factors, which 

were eliminated due to lack of internal consistency or reliability (Hair et al., 2010; Marôco, 2014a). 

Likewise, the PCA for the model factors showed variance explained for all the constructs with 

KMO higher than 0.7 (Marôco, 2014a; Pinto, 2016) as seen in Table . The first component of TLS 

explains 60.1% of the variance; the first component of TII explains 51% of the variance; and for 

TATI factor the explained variance for the first component is 48%, whereas for GIT factor the first 

component explains 71.8%. 

 

Table 92 Total Variance Explained TLS, TII, TATI, GIT 

Total Variance Explained 

Component Initial Eigenvalues Square Sums of Extraction of Loads 

Total  % 

Variance 

% Accumulated Total  % Variance % Accumulated 

TLS 

1 2,407 60,183 60,183 2,407 60,183 60,183 

2 0,588 14,700 74,883       

3 0,575 14,383 89,266       

4 0,429 10,734 100,000       

TII 

 

1 3,578 51,111 51,111 3,578 51,111 51,111 

2 0,853 12,193 63,304       

3 0,676 9,661 72,965       

4 0,552 7,879 80,844       

5 0,495 7,072 87,916       

6 0,438 6,261 94,177       

7 0,408 5,823 100,000       

TATI 

1 2,444 48,876 48,876 2,444 48,876 48,876 

2 0,837 16,747 65,623       

3 0,699 13,976 79,599       

4 0,528 10,554 90,153       

5 0,492 9,847 100,000       
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GIT 

1 2,154 71,816 71,816 2,154 71,816 71,816 

2 0,440 14,673 86,490       

3 0,405 13,510 100,000       

 

Table  shows the variance explained for the factors with more than seven items such as: PPF 

(the cumulative explained variance of the second component is 53.72%); as well as SME (the 

explained variance of the second component reaches 51.75%). In the case of DCA (with 28 

items), the explained variance of five components reaches 55.093%, suggesting that this last 

factor has five components (Hair et al., 2010; Marôco, 2014b). 

 

Table 93 Total Variance Explained PPF, SME, DCA 

Total Variance Explained 

Compone
nt 

Initial Eigenvalues Square Sump Extraction 
Loads 

Square Sum Rotation Loads 

Total % 
Varianc
e 

 

% 
Accumulat
ed  

 

Total % 
Varianc

e 

% 
Accumulat

ed 

Total % 
Varianc

e 

% 
Accumulat

ed 

PPF 

1 3,123 34,702 34,702 3,123 34,702 34,702 2,46

6 

27,395 27,395 

2 1,712 19,017 53,720 1,712 19,017 53,720 2,36

9 

26,324 53,720 

3 0,971 10,791 64,511             

4 0,798 8,865 73,376             

5 0,647 7,187 80,563             

6 0,518 5,754 86,317             

7 0,493 5,481 91,798             

8 0,389 4,321 96,118             

9 0,349 3,882 100,000             

SME 

1 2,379 33,989 33,989 2,379 33,989 33,989 1,84

1 

26,301 26,301 

2 1,243 17,762 51,751 1,243 17,762 51,751 1,78

2 

25,451 51,751 

3 0,960 13,715 65,467             

4 0,784 11,200 76,667             

5 0,764 10,907 87,574             
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6 0,612 8,739 96,313             

7 0,258 3,687 100,000             

DCA 

1 8,611 30,755 30,755 8,611 30,755 30,755 4,01

8 

14,351 14,351 

2 2,212 7,900 38,654 2,212 7,900 38,654 3,76

1 

13,431 27,782 

3 1,875 6,695 45,350 1,875 6,695 45,350 2,72

2 

9,722 37,505 

4 1,524 5,442 50,792 1,524 5,442 50,792 2,46

4 

8,799 46,303 

5 1,204 4,301 55,093 1,204 4,301 55,093 2,46

1 

8,790 55,093 

6 0,951 3,396 58,490             

7 0,921 3,290 61,780             

8 0,875 3,125 64,905             

9 0,810 2,892 67,797             

10 0,779 2,784 70,580             

11 0,739 2,639 73,219             

12 0,658 2,349 75,568             

13 0,628 2,242 77,810             

14 0,610 2,178 79,988             

15 0,539 1,924 81,912             

16 0,499 1,784 83,696             

17 0,483 1,725 85,420             

18 0,471 1,684 87,104             

19 0,462 1,650 88,754             

20 0,428 1,527 90,281             

21 0,406 1,450 91,731             

22 0,400 1,429 93,160             

23 0,380 1,357 94,517             

24 0,360 1,284 95,801             

25 0,341 1,218 97,019             

26 0,308 1,098 98,117             

27 0,293 1,047 99,165             

28 0,234 0,835 100,000             

 

Table 55 shows the five main components more clearly in the PCA of the second group of 16 and 

17-years old teenagers, which are grouped as follows: 
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Table 55 Principal Components of Factor DCA, 16 & 17-years old teenagers 

DCAA DCAB DCAC DCAD DCAE 

Comp.1 Comp.2 Comp.3 Comp.4 Comp.5 

DCA20 DCA2 DCA9 DCA1 DCA16 

DCA21 DCA3 DCA10 DCA7 DCA17 

DCA22 DCA4 DCA12 DCA8 DCA18 

DCA23 DCA5 DCA13 DCA11 DCA19 

DCA24 DCA6  DCA14  

DCA25   DCA15  

DCA26     

DCA27     

DCA28     

 

Therefore, the study factors are reduced to seven, as shown in Table 56, showing the summary 

of the factors with sufficient reliability or internal consistency (Hair et al., 2010; Marôco, 2014a). 

The most reliable factor is DCA, with a reliability of 0.91 in both indices, Cronbach's alpha and 

KMO; it also keeps its 28 items from the beginning. However, it is also noticeable that the factor 

with the lowest value in this second model is SME, presenting values slightly below 0.7. 

Therefore, this factor will be under observation and its internal consistency will continue to be 

evaluated. 

  

Table 56 Summary of Reliability of Teenager Digital Activity Content 

Factor TLS TII PPF TATI GIT SME DCA 

Cronbach Alpha 0,779 0,839 0,747 0,735 0,803 0,675 0,912 

Items w/ Cronbach αααα 4 7 9 5 3 5 28 

KMO 0,775 0,878 0,765 0,779 0,712 0,630 0,917 

 

 

 

9.4.2.2 First Stage of Measurement: Measurement Model of the Second Group of 16 & 17- 

years old Teenagers. 

In order to measure the structural equations of the model, we proceed similarly to the previous 

group, that is, we plan to measure in two stages, the first will be: 1) the measurement model and 

2) the structural model (Cupani, 2012; Hair et al., 2010Marôco, 2014a).  
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The First Stage specifies the Measurement Sub-Model where the model is to be adjusted in order 

to measure the Digital Content Activity of the 16 & 17- years old Teenagers from Cusco. For this, 

we previously specify and identify the sub-model of measurement to corroborate with the 

adjustment of the selected indicators in the measure of the factors or constructs (Cupani, 2012). 

Figure 25 shows the latent variables correlated with their respective values in order to validate the 

model (Cupani, 2012, Marôco, 2014a). Consequently, the results when processing with the Amos 

Graphics Software 24 (Cupani, 2012; Marôco, 2014a; Ruiz et al., 2010) were: 

1) Comparative Fit Index (CFI) was 0.817, which corresponds to a reasonable adjustment 

(Hair et al., 2010; Marôco, 2014a);  

2) Parsimony Comparative Fit Index (PCFI) (Hair et al., 2010; Marôco, 2014a) PCFI = 0.76, 

which corresponds to good adjustment (Hair et al., 2010; Marôco, 2014a);  

3) Root Mean Square Error of Approximation (RMSEA) = 0.050 corresponds to an 

acceptable model (Hair Jr. et al., 1999; Marôco, 2014a) (See Figure 2530). 



 

 

30 Measurement Model of the Second Group 16 & 17

To improve the indices in this model, it is specified again, and some items bellow 0.51 are 

eliminated, which is shown in 

the weights of the Standard

seven factors with their respective items. Lowest values are detected and eliminated in order to 

improve the model (Hair et al., 2010; Mar

Table 5796, and the items of each factor are mentioned

• Factor SME were eliminated SME3, SME4, SME7.

• Factor DCAD were eliminated DCA1, DCA11, DCA15.

• Factor DCAE was eliminated DCA19.

Figure 25 

Measurement Model of the Second Group 16 & 17- years old

To improve the indices in this model, it is specified again, and some items bellow 0.51 are 

eliminated, which is shown in Figure 2530 and shown in detail in Table 57, in which the values of 

the weights of the Standardized Regression of the Model are observed, as well as each of the 

seven factors with their respective items. Lowest values are detected and eliminated in order to 

improve the model (Hair et al., 2010; Marôco, 2014a). These values are highlighted in yellow in 

, and the items of each factor are mentioned: 

Factor SME were eliminated SME3, SME4, SME7. 

AD were eliminated DCA1, DCA11, DCA15. 

Factor DCAE was eliminated DCA19. 
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• Factor PPF were eliminated PPF1, PPF5, PPF6, PPF7. 

• Factor TATI were eliminated TATI1, TATI4. 

• Factor TII was eliminated TII3. 

Table 57 Estimated Value of the Standardized Regression 2nd Group 16 & 17- years old 

Factor Item 
Value Estimated 

Standardized Regression 

DCA20 DCAA 0,645 
DCA21 DCAA 0,685 
DCA22 DCAA 0,666 
DCA23 DCAA 0,688 
DCA24 DCAA 0,614 
DCA25 DCAA 0,543 
DCA26 DCAA 0,619 
DCA27 DCAA 0,601 
DCA28 DCAA 0,528 
DCA2 DCAB 0,707 
DCA3 DCAB 0,794 
DCA4 DCAB 0,846 
DCA5 DCAB 0,777 
DCA6 DCAB 0,694 
DCA9 DCAC 0,721 
DCA10 DCAC 0,707 
DCA12 DCAC 0,606 
DCA13 DCAC 0,717 
DCA1 DCAD 0,403 
DCA7 DCAD 0,617 
DCA8 DCAD 0,643 
DCA11 DCAD 0,511 
DCA14 DCAD 0,58 
DCA15 DCAD 0,25 
DCA16 DCAE 0,664 
DCA17 DCAE 0,747 
DCA18 DCAE 0,774 
DCA19 DCAE 0,435 
SME1 SME 0,787 
SME3 SME 0,422 
SME2 SME 0,888 
SME4 SME 0,327 
SME7 SME 0,264 
TLS4 TLS 0,647 
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Factor Item 
Value Estimated 

Standardized Regression 

TLS3 TLS 0,775 
TLS2 TLS 0,694 
TLS1 TLS 0,622 
TII7 TII 0,708 
TII6 TII 0,698 
TII5 TII 0,736 
TII4 TII 0,72 
TII3 TII 0,513 
TII2 TII 0,613 
TII1 TII 0,585 
PPF1 PPFA 0,473 
PPF2 PPFA 0,764 
PPF3 PPFA 0,775 
PPF4 PPFA 0,67 
PPF6 PPFA 0,367 
PPF5 PPFA 0,261 
PPF7 PPFA 0,426 
PPF8 PPFB 0,718 
PPF9 PPFB 0,73 
GIT1 GIT 0,737 
GIT2 GIT 0,756 
GIT3 GIT 0,786 
TATI1 TATI 0,501 
TATI2 TATI 0,667 
TATI4 TATI 0,519 
TATI6 TATI 0,716 
TATI7 TATI 0,609 

 

After eliminating the items with values below 0.51, the model was again re-specified to improve 

the adjustment (Cupani, 2012, Hair et al., 2010, Marôco, 2014a), running again Amos Graphics 

24, and obtaining the results from the three main indices that were better than in the first 

adjustment (see summary Table 958). 

Table 958 shows the results of the three main indices of adjustment of the model of the second 

group of teenagers aged 16 & 17 in which the model is re-specified, and the following items were 

eliminated: SME3/ SME4/ SME7/ DCA1/ DCA11/ DCA15/ DCA19/ TATI1/ TATI4/ TII3 from the 

measurement model in order to improve its adjustment indexes. Hence, the CFI was 0.899, which 

means a good adjustment (Hair et al., 2010; Marôco, 2014a), significantly improving this index 
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compared to the first specification. Simultaneously, the PCFI was 0.801 which means a very good 

adjustment (Hair et al., 2010; Marôco, 2014b); simultaneously the RMSEA was 0.045, which 

indicates a very good adjustment (Hair et al., 2010; Marôco, 2014a). This improved the values of 

the first specification, thus improving the study measurement model. 

 

Table 958 Summary of Model Adjustment Indices 2nd Group 16 & 17- years old 

Measurement Model Indexes 

Specifications Standardized Regression CFI PCFI RMSEA 

1st  Original without TSE & DAI 0,817 0,76 0,05 

2nd  Without: SME3/ SME4/ SME7/ DCA1/ DCA11/ 
DCA15/ DCA19/ PPF1/ PPF5/ PPF6/ PPF7/ TATI1/ 
TATI4/ TII3 

0,899 0,801 0,045 

3rd  With Indices Adjustments: (e50-e51), (e38-e42), 
(e38-e41), (e38-e40), (e37-e40), (e36-e38), (e35-
e36), (e48-e50), (e48-e49), (e43-e44), (e41-e42) 

0,928 0,818 0,038 

 

In Table 958 we observe the third re-specification where an index modification is performed to 

improve the measurement model in which the correlated pairs were: e50-e51 / e38-e42 / e38-e41 

/ e38-e40 / e37- e40 / e-36-e38 / e35-e36 / e48-e50 / e48-e49 / e43-e44 / e41-e42, obtaining the 

final results that further improve the model. The CFI was 0.928, which corresponds to a good 

adjustment (Hair et al., 2010; Marôco, 2014a). The Parsimony Comparative Fit Index also 

improved to 0.818, corresponding to a very good adjustment (Hair et al., 2010; Marôco, 2014a). 

Also,  RMSEA was 0.038, thus corresponding to a very good adjustment of the measurement 

model of the second group of teenager aged 16 & 17- years old (Hair et al., 2010; Marôco, 

2014a). 31 below shows in the third run the values with the modified indexes and the correlated 

pairs of errors in factors DCAA, DCAB, DCAC. 
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Figure 31 Measurement Model of the Second Group 16 & 17- years old with Modification of 
Indices 

 

The convergent validity in the model of measurement of the second model of 16 & 17- years old 

teenagers is determined by examining the items of each factor, and this occurs when the items 

that are reflected in a factor and the behavior of these items is explained essentially by this factor 

(Marôco, 2014b). So, the Convergent Validity will be measured through the average variances of 

the items that explain a factor or Average Variance Extraction (AVE) by factor (Fornell & Larcker, 

1981). To reach a good adjustment of the model the AVE must be greater than 0.5 in each factor 

(Fornell & Larcker, 1981; Hair Jr. et al., 1999). Likewise, to give greater internal consistency to 

the model, the Composite Reliability Index (CR) was calculated. This measure of internal 

consistency of the indicators or items of the factor or construct represents the degree to which 
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they indicate the latent construct (not observed). Therefore, to indicate a good adjustment of the 

items this must be greater than 0.7 (Hair et al., 2010; Pinto, 2016). 

With the theoretical base discussed above, Table 59 shows the Composite Reliability (CR), with 

the highest index of 0.845 belonging to the SME factor that shows the highest composite 

reliability, as well as the factors with a CR greater than 0.7 are: DCAA = 0.676 approx. 0.7; TII = 

0.706; PPFA = 0.696 approx. 0.7 and GIT: 0.703, while the rest of the factors with values below  

0.7, highlighting the lowest value with a CR = 0.406 for the factor DCAD. 

Also, Table 59 shows the values of the AVE whose higher value of 0.738 corresponds to the SME 

factor, as well as DCAB, DCAE, TLS, TII, PPFA, PPFB and GIT have a higher AVE value of 0.5. 

DCAA, DCAC, DCAD, TATI display values of AVE ranging between 0.4 and 0.45, below 0.5. 

Therefore, the highest convergent validity is concentrated in the SME factor, as well as in the TII, 

PPFA and GIT factors, unlike the other factors. Likewise, this factor analysis continues in a 

second moment of measurement of the structural equations to improve the analysis, for further 

detail see Table 59. 

  

Table 598 Composite Reliability CR and Average Variance Extracted AVE of the Second 
Model 16 & 17- years old 

Factor Indices 

AVE CR 

SME 0,738 0,845 
DCAA 0,379 0,676 
DCAB 0,579 0,57 
DCAC 0,434 0,571 
DCAD 0,377 0,406 
DCAE 0,535 0,648 
TLS 0,472 0,628 
TII 0,493 0,706 
PPFA 0,572 0,696 
PPFB 0,525 0,537 
TATI 0,449 0,523 
GIT 0,577 0,703 

 

While Table 60 the Discriminant Validity is determined from the square root of the AVE of each 

latent variable, and this occurs when the construct is not correlated with the constructs that are 

operationalized and this allows demonstrating the validity of the construct  (Fornell & Larcker, 

1981; Marôco, 2014a). 
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Table 60 shows a colored strip for each factor. This indicates the discriminant validity of each 

factor. Considering SME, it has an index of 0.86 which is the highest value of Discriminant 

Validity and at the same time its SME factor column it is also the highest value, allowing to 

conclude that SME is the factor with the greatest Discriminating Value. The following also display 

higher values: DCAB, PPFA, GIT all with an index of 0.76. These three factors are the highest 

values in their column and row, hence these factors also demonstrate discriminant validity. 

Similarly, the other factors are analyzed, indicating that DCAD, DCAE, TLS, TII, PPFB, TATI also 

have discriminant validity because they present the highest value in their respective columns, 

except DCAA that is not the highest value in its column and row, and DCAC, corresponding to the 

factors without Discriminating Validity. 

 

Table 60 Discriminant Validity for the Measurement Model 2nd Group 16 & 17- years old 

 

The orange strip shows the Discriminant Validity in Table 60, where it is apparent that the highest 

index is in the SME factor with 0.86. It is also noticeable that the other 7 factors, which are DCAB, 

DCAE, TLS, TII, PPFA, PPFB, TATI, GIT, present values greater than 0.7, unlike the minority of 

DCAA, DCAC, DCAD, and TATI factors with values below 0.7 between 0.61 and 0.67, which 

would be the ones without Discriminating Validity. 

Finally, evaluating the SME factor allows identifying hat it has the highest index of discriminant 

validity in contrast to a Cronbach's alpha and a very low KMO; hence, for the next step of 

structural model analysis of the second group of 16- and 17-years old teenager, we continue to 

consider SME as a factor of analysis. 

 

AVE

Laten 

Variable SME DCAA DCAB DCAC DCAD DCAE TLS TII PPFA PPFB TATI GIT

0,738 SME 0,86

0,379 DCAA 0,263 0,62

0,579 DCAB 0,297 0,563 0,76

0,434 DCAC 0,316 0,654 0,746 0,66

0,377 DCAD 0,414 0,636 0,590 0,779 0,61

0,535 DCAE 0,224 0,593 0,503 0,640 0,335 0,73

0,472 TLS 0,004 0,039 0,020 -0,014 0,027 0,019 0,69

0,493 TII 0,417 0,349 0,406 0,507 0,419 0,32 -0,006 0,70

0,572 PPFA 0,342 0,273 0,241 0,356 0,218 0,27 -0,038 0,434 0,76

0,525 PPFB 0,058 -0,015 -0,033 -0,035 0,035 -0,059 0,323 0,097 0,151 0,72

0,449 TATI 0,405 0,388 0,395 0,296 0,429 0,271 -0,059 0,279 0,221 -0,217 0,67

0,577 GIT 0,557 0,329 0,479 0,517 0,482 0,301 -0,084 0,715 0,375 0,006 0,404 0,76
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9.4.2.3 Second Stage: Structural Equation Model of the Second Model of 16 & 17- years old 

Teenagers 

In the second stage we will measure the structural model that is the guiding model, which relates 

independent and dependent variables (Cupani, 2012); it also defines the causal relationships 

between the latent variables, assuming that the different errors or residues of the measurement 

and structural sub-models assume a null expected value and can be correlated with each other 

(Marôco, 2014a). 

To measure the Digital Content Activity of the second group of Teenager of 16 & 17 years old 

with the structural model, it is essential to recognize our dependent and independent factors in 

order to proceed with the analysis. Therefore, the Independent Factors are: TLS, TII, PPFA, 

PPFB, TATI, GIT, which are not preceded or preceded by any factor and that on the contrary will 

influence the SME factor and act as an intermediary factor to generate Teenager Digital Content 

Activity and affecting the variables DCAA, DCAB, DCAC, DCAD, DCAE to perform digital activity, 

so that consequently these factors will be dependent (Cupani, 2012, Hair et al., 2010; Marôco, 

2014a ). The factors in Figure  were analyzed with the Amos Graphics 24. 

 



 

 

Figure 32 2nd Stage Structural Model of the Second Group of 16 & 17

In Table  and examining the regression weights of the model it is noticeable that in all the factors 

there is a P <0.001, which indicates a highly significant example: the factor TII 

value of (B = 0.138 ; Z = 5,391; p <0,001) which means the influence of TII on SME is highly 

significant, thus we can also analyze all values in which the influence between the factors PPFA, 

TATI, GIT and SME is significant;

DCAD, DCAE is significant. It can also be identified that all factors influence their items except 

the TLS factor that slightly influences SME, being insignificant, and the factor PPFB does not 

influence SME, therefore, it is not signi

Weights

Manifest or Latent 
Variable 

Facto
r

SME <--- TLS
SME <--- TII

2nd Stage Structural Model of the Second Group of 16 & 17- 

and examining the regression weights of the model it is noticeable that in all the factors 

there is a P <0.001, which indicates a highly significant example: the factor TII 

alue of (B = 0.138 ; Z = 5,391; p <0,001) which means the influence of TII on SME is highly 

significant, thus we can also analyze all values in which the influence between the factors PPFA, 

TATI, GIT and SME is significant; as well as the influence of SME on DCAA, DCAB, DCAC, 

DCAD, DCAE is significant. It can also be identified that all factors influence their items except 

the TLS factor that slightly influences SME, being insignificant, and the factor PPFB does not 

influence SME, therefore, it is not significant (Hair et al., 2010; Marôco, 2014a)

 

Table 100 Regression Weight 

Weights- Regression: (Group number 2 - Default model)

Facto
r 

Estimat
ed Value 

S.E. C.R. 

TLS 0,041 0,026 1,569 
TII 0,138 0,026 5,391 

207 

years old teenagers 

 

and examining the regression weights of the model it is noticeable that in all the factors 

there is a P <0.001, which indicates a highly significant example: the factor TII - - -> SME has a 

alue of (B = 0.138 ; Z = 5,391; p <0,001) which means the influence of TII on SME is highly 

significant, thus we can also analyze all values in which the influence between the factors PPFA, 

on DCAA, DCAB, DCAC, 

DCAD, DCAE is significant. It can also be identified that all factors influence their items except 

the TLS factor that slightly influences SME, being insignificant, and the factor PPFB does not 

(Hair et al., 2010; Marôco, 2014a). 

Default model) 

P Label 

0,117 par_45 
*** par_46 
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SME <--- PPFA 0,13 0,035 3,708 *** par_47 
SME <--- PPFB -0,005 0,025 -0,187 0,852 par_48 
SME <--- TATI 0,173 0,032 5,408 *** par_49 
SME <--- GIT 0,195 0,031 6,354 *** par_50 
DCAA <--- SME 1,202 0,158 7,622 *** par_51 
DCAB <--- SME 1,249 0,156 7,99 *** par_52 
DCAC <--- SME 1,413 0,176 8,047 *** par_53 
DCAD <--- SME 1,213 0,165 7,343 *** par_54 
DCAE <--- SME 0,912 0,128 7,125 *** par_55 
TII4 <--- TII 0,912 0,057 16,004 *** par_1 
GIT2 <--- GIT 0,981 0,059 16,497 *** par_2 
DCA24 <--- DCAA 0,954 0,08 11,858 *** par_3 
DCA4 <--- DCAB 1,287 0,07 18,348 *** par_4 
DCA12 <--- DCAC 0,898 0,087 10,264 *** par_5 
DCA8 <--- DCAD 1,057 0,104 10,18 *** par_6 
PPF3 <--- PPFA 1,075 0,068 15,832 *** par_7 
PPF9 <--- PPFB 1         
SME2 <--- SME 1,167 0,163 7,16 *** par_18 
SME1 <--- SME 1         
TLS4 <--- TLS 1         
TLS3 <--- TLS 1,182 0,085 13,964 *** par_19 
TLS2 <--- TLS 0,982 0,073 13,436 *** par_20 
TLS1 <--- TLS 0,907 0,073 12,448 *** par_21 
PPF2 <--- PPFA 1         
PPF4 <--- PPFA 1,001 0,066 15,109 *** par_22 
TII2 <--- TII 0,8 0,059 13,644 *** par_23 
TII5 <--- TII 0,995 0,058 17,066 *** par_24 
TII6 <--- TII 1,057 0,063 16,723 *** par_25 
TII7 <--- TII 1         
PPF8 <--- PPFB 0,199 0,97 0,205 0,838 par_26 
TATI6 <--- TATI 1,075 0,096 11,145 *** par_27 
TATI2 <--- TATI 1,017 0,091 11,157 *** par_28 
TATI7 <--- TATI 1         
GIT1 <--- GIT 0,994 0,061 16,29 *** par_29 
GIT3 <--- GIT 1         
DCA7 <--- DCAD 1         
DCA14 <--- DCAD 0,96 0,101 9,514 *** par_30 
DCA13 <--- DCAC 0,948 0,078 12,195 *** par_31 
DCA10 <--- DCAC 0,89 0,061 14,548 *** par_32 
DCA9 <--- DCAC 1         
DCA5 <--- DCAB 1,274 0,075 17,053 *** par_33 
DCA3 <--- DCAB 1,129 0,065 17,4 *** par_34 
DCA2 <--- DCAB 1         
DCA6 <--- DCAB 1,106 0,073 15,243 *** par_35 
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DCA23 <--- DCAA 1,004 0,073 13,828 *** par_36 
DCA22 <--- DCAA 0,944 0,075 12,579 *** par_37 
DCA21 <--- DCAA 0,902 0,067 13,363 *** par_38 
DCA20 <--- DCAA 1         
DCA25 <--- DCAA 0,795 0,071 11,253 *** par_39 
DCA26 <--- DCAA 1,059 0,087 12,202 *** par_40 
DCA27 <--- DCAA 0,893 0,075 11,865 *** par_41 
DCA28 <--- DCAA 0,762 0,074 10,238 *** par_42 
DCA18 <--- DCAE 1,28 0,094 13,684 *** par_43 
DCA17 <--- DCAE 1,357 0,099 13,653 *** par_44 
DCA16 <--- DCAE 1         
*** p < 0,001 

After the software process, the following structural adjustment indexes were obtained, which is 

shown in Table 61, the various indexes of measurement, and the CFI was 0.836 which 

corresponds to a sufferable adjustment (Hair et al., 2010; Marôco, 2014a); simultaneously, the 

PCFI was 0.781, which corresponds to a good adjustment (Hair et al., 2010; Marôco, 2014a) and, 

parallel to these indexes, the RMSEA was 0.056 indicating an acceptable adjustment (Hair et al., 

2010; Marôco, 2014a). 

 
Table 61 Summary Model Adjustment Figure 27 Fit Model 

 

Finally, analyzing the indexes of the AVE = 0.48 very close = 0.5 which is considered an 

acceptable adjustment and a CR of 0.914, indicating a very good adjustment, which also gives 

Discriminating Validity to this second model (Hair et al., 2010; Marôco, 2014a).  

Model Fit Summary

Baseline Comparisons

NFI RFI IFI TLI

Delta1 rho1 Delta2 rho2

Default model 0,773 0,757 0,836 0,823 0,835

Saturated model 1 1 1

Independence model 0 0 0 0 0

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model 0,935 0,723 0,781

Saturated model 0 0 0

Independence model 1 0 0

RMSEA

Model RMSEA LO 90 HI 90 PCLOSE

Default model 0,056 0,054 0,058 0

Independence model 0,133 0,131 0,135 0

Model CFI



 

 

Figure  shows the second model of the group of teenagers 16 & 17 re

without the PPFB factor, because it has a very low and negative value, allowing the conclusion 

that the influence of PPFB is not significant (see 

Also Figure  shows the independent variables that continue to be TLS, TII, PPFA, TATI and GIT; 

being those that influence in SME the intermediate variable, which in turn affects 

Content Activity, these being the dependent variables: DCAA, DCAB, DCAC, DCAD, DCAE 

(Marôco, 2014a). 

 
Figure 33 2nd Stage Structural Model of the Second Group 16 & 17

Then in Table 102 the regression weights of all the factors of the model

values are found have a p <0.001 which indicates that the influences are highly significant (Hair 

et al., 2010) as, for example, it is apparent that the factor TII influences 

(B = 0.139; Z = 5.397; p <0.001) 

SME is highly significant. In addition, the analysis is extended for the other factors and items, 

indicating that the influences are highly significant, with the exception of the TLS factor

not significantly influence SME

shows the second model of the group of teenagers 16 & 17 re-specified (Marôco, 2014a) 

without the PPFB factor, because it has a very low and negative value, allowing the conclusion 

nfluence of PPFB is not significant (see Table ). Therefore, this factor was eliminated. 

shows the independent variables that continue to be TLS, TII, PPFA, TATI and GIT; 

being those that influence in SME the intermediate variable, which in turn affects 

ctivity, these being the dependent variables: DCAA, DCAB, DCAC, DCAD, DCAE 

2nd Stage Structural Model of the Second Group 16 & 17- years old Without 
PPFB 

the regression weights of all the factors of the model

values are found have a p <0.001 which indicates that the influences are highly significant (Hair 

et al., 2010) as, for example, it is apparent that the factor TII influences - - -> SME has a value of 

(B = 0.139; Z = 5.397; p <0.001) which means that this trajectory indicates the influence of TII on 

SME is highly significant. In addition, the analysis is extended for the other factors and items, 

indicating that the influences are highly significant, with the exception of the TLS factor

not significantly influence SME (see Table 102102). 

210 

specified (Marôco, 2014a) 

without the PPFB factor, because it has a very low and negative value, allowing the conclusion 

). Therefore, this factor was eliminated. 

shows the independent variables that continue to be TLS, TII, PPFA, TATI and GIT; 

being those that influence in SME the intermediate variable, which in turn affects Teenager Digital 

ctivity, these being the dependent variables: DCAA, DCAB, DCAC, DCAD, DCAE 

years old Without 

 

the regression weights of all the factors of the model where all the factor 

values are found have a p <0.001 which indicates that the influences are highly significant (Hair 

> SME has a value of 

which means that this trajectory indicates the influence of TII on 

SME is highly significant. In addition, the analysis is extended for the other factors and items, 

indicating that the influences are highly significant, with the exception of the TLS factor that does 
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Table 102 Weights of Regression 

Weights- Regression: (Group number 2 - Default model) 

Latent  

Variable 

Factor Estimated 

Value  

S.E. C.R. P Label 

SME <--- TLS 0,04 0,026 1,51 0,131 par_44 

SME <--- TII 0,139 0,026 5,397 *** par_45 

SME <--- PPFA 0,126 0,035 3,593 *** par_46 

SME <--- TATI 0,177 0,032 5,488 *** par_47 

SME <--- GIT 0,195 0,031 6,358 *** par_48 

DCAA <--- SME 1,197 0,157 7,645 *** par_49 

DCAB <--- SME 1,242 0,155 8,014 *** par_50 

DCAC <--- SME 1,407 0,174 8,073 *** par_51 

DCAD <--- SME 1,209 0,164 7,365 *** par_52 

DCAE <--- SME 0,906 0,127 7,137 *** par_53 

TII4 <--- TII 0,912 0,057 16,003 *** par_1 

GIT2 <--- GIT 0,982 0,06 16,495 *** par_2 

DCA24 <--- DCAA 0,955 0,08 11,864 *** par_3 

DCA4 <--- DCAB 1,287 0,07 18,35 *** par_4 

DCA12 <--- DCAC 0,898 0,087 10,265 *** par_5 

DCA8 <--- DCAD 1,058 0,104 10,18 *** par_6 

PPF3 <--- PPFA 1,075 0,068 15,817 *** par_7 

SME2 <--- SME 1,167 0,162 7,193 *** par_18 

SME1 <--- SME 1         

TLS4 <--- TLS 1         

TLS3 <--- TLS 1,182 0,085 13,964 *** par_19 

TLS2 <--- TLS 0,982 0,073 13,437 *** par_20 

TLS1 <--- TLS 0,907 0,073 12,448 *** par_21 

PPF2 <--- PPFA 1         

PPF4 <--- PPFA 1 0,066 15,105 *** par_22 

TII2 <--- TII 0,8 0,059 13,648 *** par_23 

TII5 <--- TII 0,994 0,058 17,064 *** par_24 

TII6 <--- TII 1,057 0,063 16,725 *** par_25 

TII7 <--- TII 1         

TATI6 <--- TATI 1,075 0,096 11,165 *** par_26 
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TATI2 <--- TATI 1,017 0,091 11,17 *** par_27 

TATI7 <--- TATI 1         

GIT1 <--- GIT 0,994 0,061 16,286 *** par_28 

GIT3 <--- GIT 1         

DCA7 <--- DCAD 1         

DCA14 <--- DCAD 0,961 0,101 9,518 *** par_29 

DCA13 <--- DCAC 0,947 0,078 12,183 *** par_30 

DCA10 <--- DCAC 0,889 0,061 14,546 *** par_31 

DCA9 <--- DCAC 1         

DCA5 <--- DCAB 1,274 0,075 17,051 *** par_32 

DCA3 <--- DCAB 1,129 0,065 17,403 *** par_33 

DCA2 <--- DCAB 1         

DCA6 <--- DCAB 1,106 0,073 15,245 *** par_34 

DCA23 <--- DCAA 1,004 0,073 13,829 *** par_35 

DCA22 <--- DCAA 0,944 0,075 12,579 *** par_36 

DCA21 <--- DCAA 0,901 0,067 13,364 *** par_37 

DCA20 <--- DCAA 1         

DCA25 <--- DCAA 0,795 0,071 11,252 *** par_38 

DCA26 <--- DCAA 1,059 0,087 12,203 *** par_39 

DCA27 <--- DCAA 0,893 0,075 11,865 *** par_40 

DCA28 <--- DCAA 0,762 0,074 10,237 *** par_41 

DCA18 <--- DCAE 1,281 0,094 13,682 *** par_42 

DCA17 <--- DCAE 1,358 0,099 13,651 *** par_43 

DCA16 <--- DCAE 1         

*** P < 0,001 

Finally, Table 10362 shows the values of the Standard Regression between factors and items, 

indicating the 11 factors that reached the Structural Model have values greater than 0.5. The 

highest value corresponds to the GIT factor with an average of 0, 76 and a maximum value of 

0.78 and a minimum value of 0.738. The same occurs for the other factors, of which the factor 

that follows the highest value is PPFA with an average value of 0.754; followed by DCAB with 

0.738; then DCAE with an average value of 0.716; TII with an average value of 0.70; TLS with an 

average value of 0.68, TATI with an average value of 0.669; DCAC with an average value of 

0.585 being the lowest, for more detail see Table 10362.  

Table 10362 Standardized Regression among Factors 
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Items   Factor  
Valor Estimado Regresion 

Estandarizada 

DCA20 <--- DCAA 0.631 
DCA21 <--- DCAA 0.651 
DCA22 <--- DCAA 0.608 
DCA23 <--- DCAA 0.69 
DCA24 <--- DCAA 0.577 
DCA25 <--- DCAA 0.524 
DCA26 <--- DCAA 0.601 
DCA27 <--- DCAA 0.562 

DCA28 <--- DCAA 0.474 

DCA2 <--- DCAB 0.659 
DCA3 <--- DCAB 0.757 
DCA4 <--- DCAB 0.835 
DCA5 <--- DCAB 0.766 
DCA6 <--- DCAB 0.673 

DCA9 <--- DCAC 0.664 
DCA10 <--- DCAC 0.622 
DCA12 <--- DCAC 0.552 
DCA13 <--- DCAC 0.66 

DCA7 <--- DCAD 0.582 
DCA8 <--- DCAD 0.626 

DCA14 <--- DCAD 0.548 

DCA16 <--- DCAE 0.643 
DCA17 <--- DCAE 0.748 

DCA18 <--- DCAE 0.757 

TLS1 <--- TLS 0.623 
TLS2 <--- TLS 0.698 
TLS3 <--- TLS 0.769 
TLS4 <--- TLS 0.648 

TII2 <--- TII 0.588 
TII4 <--- TII 0.695 
TII5 <--- TII 0.747 
TII6 <--- TII 0.729 

TII7 <--- TII 0.74 

PPF2 <--- PPFA 0.753 
PPF3 <--- PPFA 0.845 

PPF4 <--- PPFA 0.664 

TATI2 <--- TATI 0.666 
TATI6 <--- TATI 0.713 
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TATI7 <--- TATI 0.628 

GIT1 <--- GIT 0.737 
GIT2 <--- GIT 0.76 

GIT3 <--- GIT 0.782 

SME1 <--- SME 0.381 

SME2 <--- SME 0.438 
 

Table 63 shows the indices of the Re-specified structural model using the Amos Graphics 24, in 

which the following indices were found to explain the quality of the adjustment of the structural 

model of the second group of 16- and 17-years old teenagers. In this model, a Comparative Fit 

Index was found, of CFI = 0.839, indicating an acceptable adjustment (Hair et al., 2010; Marôco, 

2014a). The Parsimony Comparative Fit Index, which was of PCFI = 0.781, indicates a good 

adjustment (Hair et al., 2010; Marôco, 2014a) and finally the RMSEA = 0.057 indicates an 

acceptable adjustment (Hair et al., 2010; Marôco, 2014a). 

 

Table 63 Summary Model Adjustment Figure 28 Fit Model 

 
 

Table 105 shows observe the Discriminant Validity of the second group of 16 & 17 Years old 

Teenagers with an Average Variance Extracted AVE = 0.44 which is considered moderately 

acceptable and a Reliability Composite CR = 0 ,895 which indicates a very good adjustment 

despite presenting a slightly low AVE (Cupani, 2012; Hair et al., 2010; Marôco, 2014a). 

Model Fit Summary

Baseline Comparisons

NFI RFI IFI TLI

Delta1 rho1 Delta2 rho2

Default model 0,779 0,763 0,839 0,826 0,838

Saturated model 1 1 1

Independence model 0 0 0 0 0

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model 0,932 0,727 0,781

Saturated model 0 0 0

Independence model 1 0 0

RMSEA

Model RMSEA LO 90 HI 90 PCLOSE

Default model 0,057 0,055 0,06 0

Independence model 0,137 0,135 0,139 0

Model CFI
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Table 105 Final Discriminant Validity: AVE and CR 

Factor 

Estimated Value of 
Standardized Regression 

(R) 
Reliability Index 

(R2) 

SME 0,410 0,168 
DCAA 0,591 0,349 
DCAB 0,738 0,545 
DCAC 0,625 0,390 
DCAD 0,585 0,343 
DCAE 0,716 0,513 
TLS 0,685 0,469 
TII 0,700 0,490 
PPFA 0,754 0,569 
TATI 0,669 0,448 
GIT 0,760 0,577 
      

AVE 0,44 >  0,5 
CR 0,895 > 0,7 

 

Likewise, Table 64106 shows the standardized regression among the factors, in the first block of 

the table are the independent or exogenous factors that influence SME are statistically significant; 

it is as well as that the factors TII, PPFA; TATI; GIT influencing SME are highly significant, for 

example the influence of TII on SME is positive and highly significant (B = 0.285, P <0.001) 

therefore H3 is accepted; as the factors, therefore the hypothesis H4, H6, H7 are also accepted, 

unlike the TLS factor that influences SME with a lower and positive value despite being the lowest 

value it is significant (B = 0.067; P <0.133 ) therefore H2 is accepted. 

Table 106 also shows the dependent or endogenous variables that affect the digital content 

activity of 16 & 17- years old teenagers. The factor SME affects the factors DCAA, DCAB, DCAC, 

DCAD, DCAE, which are highly significant (B = 0.681, 0.725, 0.867, 0.763, 0.576, P <0.001), 

therefore the hypotheses H8, H9, H10, H11, H12 are confirmed. Confirming the second study 

model of the second group of 16 & 17- years old teenagers. 

Table 64 Standardized Regression between Factors Group 16 and 17- years old teenagers 

Factor  Influence Factor H 
Standardized 
Regression 

Estimated Value 
P -Value Conclusion 



216 

 

 

SME <--- TLS H2 0,067 P < 0,133 Confirmed 
SME <--- TII H3 0,285 P < 0,001 Confirmed 
SME <--- PPFA H4 0,167 P < 0,001 Confirmed 
SME <--- TATI H6 0,334 P < 0,001 Confirmed 
SME <--- GIT H7 0,382 P < 0,001 Confirmed 

  Effect           
DCAA <--- SME H8 0,681 P < 0,001 Confirmed 
DCAB <--- SME H9 0,725 P < 0,001 Confirmed 
DCAC <--- SME H10 0,867 P < 0,001 Confirmed 
DCAD <--- SME H11 0,763 P < 0,001 Confirmed 
DCAE <--- SME H12 0,576 P < 0,001 Confirmed 
 

Therefore, Table 65 shows all the independent factors (TATI, PPFA, TLS, GIT, TII) on SME are 

different from zero, which means there is a direct effect between these factors; unlike the 

independent factors (TATI, PPFA, TLS, GIT, TII) with no direct effect on the dependent factors 

(DCAE, DCAD, DCAC, DCAB, DCAA) so we can observe as the value of zero ((Hair et al., 2010; 

Marôco, 2014a). 

 

Table 65 Standardized Direct Effects Second Group 16 & 17- years old 

FACTORS TATI PPFA TLS GIT TII SME 

SME 0,334 0,167 0,067 0,382 0,285 0 

DCAE 0 0 0 0 0 0,576 
DCAD 0 0 0 0 0 0,763 
DCAC 0 0 0 0 0 0,867 
DCAB 0 0 0 0 0 0,725 

DCAA 0 0 0 0 0 0,681 
 

Accordingly, Table 66 shows the opposite; the indirect effects between independent factors such 

as TATI, PPFA, TLS, GIT, TII on the dependent factors, which are: DCAE, DCAD, DCAC, DCAB, 

DCAA, in which different values are recorded, the highest value being the indirect effect of GIT 

over DCAC equal to 0.332. It is also noticeable that the independent factors (TATI, PPFA, TLS, 

GIT, TII) have no indirect effect on SME because all values are zero (Hair et al., 2010; Marôco, 

2014a). 

 



217 

 

 

Table 66 Standardized Indirect Effect Second Group of 16 & 17- years old teenagers 

FACTORS TATI PPFA TLS GIT TII SME 

SME 0 0 0 0 0 0 

DCAE 0,193 0,097 0,038 0,22 0,164 0 

DCAD 0,255 0,128 0,051 0,292 0,217 0 

DCAC 0,29 0,145 0,058 0,332 0,247 0 

DCAB 0,242 0,121 0,048 0,277 0,207 0 

DCAA 0,228 0,114 0,045 0,26 0,194 0 

 

Table 1067 shows the Standardized Total Effect is the sum between the direct and indirect 

effects therefore all values are different from zero (Hair et al., 2010; Marôco, 2014a) consequently 

the mediating effect of SME is significant. Therefore, the null hypothesis is: 

H0 = BTATI-SME X BSME-DCAE = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAE ≠ 0 (the mediation effect is significant) 

H0 = 0,334 X 0,576 = 0,192384 H0 is different to zero therefore we know there is SME mediation 

and it is significant. 

Similarly, for the other factors:  

 

Table 1067 Total Standardized Effect Second Group 16 & 17- years old teenagers 

FACTORS TATI PPFA TLS GIT TII SME 

SME 0,334 0,167 0,067 0,382 0,285 0 

DCAE 0,193 0,097 0,038 0,22 0,164 0,576 

DCAD 0,255 0,128 0,051 0,292 0,217 0,763 

DCAC 0,29 0,145 0,058 0,332 0,247 0,867 

DCAB 0,242 0,121 0,048 0,277 0,207 0,725 

DCAA 0,228 0,114 0,045 0,26 0,194 0,681 
 

H0 = BTATI-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,334 X 0,763 = 0,254842 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 
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H0 = 0,334 X 0,867= 0,289578 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,334 X 0,725 = 0,24215 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 

H0 = 0,334 X 0,681 = 0,192384 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BPPFA-SME X BSME-DCAE = 0 (the mediation effect is not significant) 

H1 = BPPFA-SME X BSME-DCAE ≠ 0 (the mediation effect is significant) 

H0 = 0,167 X 0,576 = 0,096192 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BPPFA-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BPPFA-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,167 X 0,763 = 0,127421 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BPPFA-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BPPFA-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,167 X 0,576 = 0,096192 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BPPFA-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BPPFA-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,167 X 0,867 = 0,144789 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BPPFA-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BPPFA-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,167 X 0,725 = 0,121075 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BPPFA-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BPPFA-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 
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H0 = 0,167 X 0,681 = 0,113727 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAE = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAE ≠ 0 (the mediation effect is significant) 

H0 = 0,067 X 0,576 = 0,038592 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,067 X 0,576 = 0,038592 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,067 X 0,867 = 0,058089 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,067 X 0,725 = 0,048575 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 

H0 = 0,067 X 0,681 = 0,045627 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAE = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAE ≠ 0 (the mediation effect is significant) 

H0 = 0,382 X 0,576 = 0,220032 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,382 X 0,763 = 0,291466 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 
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H0 = 0,382 X 0,867 = 0,331194 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,382 X 0,725 = 0,27695 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 

H0 = 0,382 X 0,681 = 0,260142 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAE = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAE ≠ 0 (the mediation effect is significant) 

H0 = 0,285 X 0,576 = 0,16416 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,285 X 0,763 = 0,217455 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,285 X 0,867 = 0,247095 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,285 X 0,725 = 0,206625 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 

H0 = 0,285 X 0,681 = 0,194085 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  
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Summary of Results Second Model 16 & 17- years old 

To measure the Digital Content Activity of the 16- and 17-years old teenagers, as well as the first 

group, the reliability analysis of the first nine proposed factors is analyzed, such as: Teen Self-

Esteem (TSE); Teen Life Satisfaction (TLS), Teen Inter-Influence (TII), Peer, Parents, Family 

Influence (PPF), Digital Advertising Influence (DAI), Teen attitude towards internet (TATI), Group 

Influence of Teenager (GIT), social media engagement (SME), Digital Content Activity (DCA). In 

this group of teenager aged 16 & 17- years old, a total of 686 questionnaires were applied, from 

which 649 were valid. To prove the internal consistency of each construct/ factor between its 

items, we applied the Cronbach's Alpha and then, the PCA. We also measured the KMO and 

Bartlett Index. The factor that shows greater consistency among its items the DCA f with 91% in 

both tests. As a consequence of this item adjustment process, two factors that do not have 

sufficient internal consistency or sufficient reliability are eliminated, consequently they present 

Bartlett's Cronbach and KMO alpha indexes below 0.70, thus eliminating the factors: of the 

teenager self-esteem TSE and digital advertising influence DAI on 16- and 17-years old 

teenagers from Cusco. 

Subsequently, the number of components is analyzed in the seven factors that remain in the 

model. All factors are left with one component except PPF and DCA that the analysis suggests 

more than one component, as for the influence of peers, parents and family PPF. For this factor, 

the analysis suggests two components: PPFA, with seven items (PPF1, PPF2, PPF3, PPF4, 

PPF5, PPF6, PPF7) and PPFB with 2 items (PPF8, PPF9), and for the factor digital content 

activity DCA the analysis suggests five components: DCAA, DCAB, DCAC, DCAD, DCAE which 

are composed of the following items: 

• Component DCAA is composed of DCA20, DCA21, DCA22, DCA23, DCA24, DCA25, 

DCA26, DCA27, DCA28; this component measures the digital content production and 

creation activity. This factor remains solid before and after the application of structural 

analysis. 

• Component DCAB is composed of DCA2, DCA3, DCA4, DCA5, DCA6, this component 

measures the digital content activity of the passive information and remains solid before 

and after the application of the structural analysis. 

• Component DCAC is composed of DCA9, DCA10, DCA12, DCA13, this component 

measures the digital content activity of active information and remains solid before and 

after the application of structural analysis. 
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• Component DCAD is composed of DCA1, DCA7, DCA8, DCA11, DCA14, DCA15, which 

measure the digital content activity of passive and active information. However, when 

applying the structural analysis to this factor, DCA15 is eliminated, leaving the following 

items: DCAD: DCA7, DCA8, DCA14 that for 16 & 17 years old boys is already a way of 

entertainment rather than information, hence for this second group of 16 & 17 this 

component measures digital entertainment content activity, because the concept of 

entertainment at this age is no longer just to play online. 

• Component DCAE is composed of DCA16, DCA17, DCA18, DCA19, measuring the digital 

content activity of transaction or transactional and entertainment. However, the structural analysis 

is subsequently applied to the factors and the DCA19 items are eliminated, remaining in DCAE 

only the components DCA16, DCA17, DCA18 so the factor turns transactional. Finally, for the 

group of 16 & 17 years old teenagers, this component measures the digital transactional content 

activity. 

After performing the reliability adjustment of the constructs by the two simultaneous forms, the 

structural analysis of the second group of 16 & 17-years old teenagers was carried out. 

 

Measurement Model Second group 16 & 17- years old Teenagers 

In the first stage of the structural analysis of the measurement model, all the latent factors are 

correlated to corroborate the sufficiency of the items of each factor or construct (Cupani, 2012); 

therefore, in the model adjustments, the items with values below 0.5 of standardized regression 

are eliminated: 

Thus, in teenager social media engagement SME factor, three items were eliminated: SME3, 

SME4, SME7, leaving only two items in SME for the model of 16 & 17 years old teenagers of the 

second group: SME1 that indicates they are in a social network because everyone does it and 

SME2 who indicate they are in a social network because their friends do it.  

Factor PPF has two components for this second group of 16 & 17 years old teenagers. The 

following items were eliminated for the first PPFA component: PPF1, PPF5, PPF6, PPF7, leaving 

only three items: PPF2, measuring “my friends decide which brand I'm going to buy”, PPF3 that 

measures “my uncles/ nephews decide which brand I'm going to buy”, PPF4 that measures “my 

grandmother/ sisters decide which brand I should buy”. Also, the second component formed by 

PPFB measures: “my parents help me and talk about the proper use of the internet” (PPF8) and 

“my teachers help me and talk about the proper use of the internet” (PPF9). However, this second 
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component loses strength as teenager grow older and in later adjustments of the second stage 

this component disappears. 

Regarding the factor TATI teenager attitude of towards the internet of the second group of 16 & 

17 years old teenagers, two of the five items are eliminated: TATI1 and TATI4, which are 

eliminated because their value is below 0, 5 of standardized regression, leaving this TATI factor 

with only three items: TATI2,measuring “I spend a lot of time on the internet”, TATI6 measuring “I 

use the internet to spend time”, and TATI7 that measures” the internet is my playmate”. 

Finally, to measure Teenagers Digital Content Activity of the second group of teenagers aged 16 

& 17- years old, there are five components: DCAA, DCAB, DCAC, DCAD, DCAE, whose items 

with standardized regression values below 0,5 are eliminated. Subsequently, the deleted items 

were: DCA1, DCA11, DCA15 and DCA19, so the DCAA component measures the digital content 

of production and creation activity; whereas DCAB is a component that measures the digital 

content of passive information activity; and simultaneously the component DCAC measures the 

digital content activity of active information; the same happens with DCAD; this component 

measures the digital content activity of entertainment; and finally, the DCAE factor that measures 

the transactional digital content activity. 

Therefore, this analysis corroborates our theory proposed in Chapter VI Theoretical Framework 

where the diversity of teenagers digital content activity is proposed, where the second group of 

teenagers aged 16 & 17- years old is diversified into five activities of digital content, and these 

coincide with the proposed factors, the five digital content activities are: 1) production and 

creation, 2) passive information, 3) active information, 4) digital entertainment activity and 5) 

transactional digital content activity; where 16 and 17- years old teenager carry out these 

activities, as may be demonstrated ahead by the model adjustment indexes. 

After analyzing the initial reliability, the model's validity is analyzed later in this case after some 

changes to improve the model. Analyzing 7 factors, in which the proposed theory is corroborated 

by the criterion indices of the adjustment model that finally they manage to accept the model with 

ease, such that the mean square error of approximation RMSEA = 0.38, indicating a good 

adjustment, just as the comparative fit index CFI = 0.928, indicating a good adjustment, and a 

Parsimony comparative fit index PCFI = 0.818 indicating a very good adjustment. 

Likewise, to prove the convergent validity in general terms, the Average Variable Extracted (AVE) 

is greater than 0.5, being a very good result, unlike the average composite reliability (CR), which 

is greater than 0.63 which is lower than 0.7. Subsequently, this value is not good enough, 

indicating that as the age of the teenager increases, in this case 16- & 17-years old teenagers 
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lose reliability, therefore losing convergent validity despite having better indexes of RMSEA, CFI, 

and PCFI, indicating that to conclude with the results it is necessary to extend this discussion. 

Hence, the second stage of structural analysis will be analyzed. 

 

Structural Model Second Group 16 & 17- years old Teenagers 

In this second stage of the analysis, the objective is to measure the structural equation model of 

the Teenager Digital Content Activity from Cusco-Peru, after confirming the reliability of the model 

and validity of the model, the theory formulated in chapter VI below in the structural model, the 

hypothetical structural relationships proposed in Chapter VII are tested, formulating hypotheses in 

which the confirmation of all the hypotheses was achieved. Simultaneously it is confirmed that the 

independent factors: TLS teenager life satisfaction, TII teenager intergroup influence, PPFA the 

influence of the parents, friends and family, TATI teenager attitude towards the Internet, GIT 

group influence on teenager. These independent factors influence different intensities in the SME 

factor, the teenager social media engagement, and in turn prove that this factor acts as an 

intermediary between the independent and dependent factors on the diversity of the Digital 

Content Activity of 16 & 17- years old teenagers. Hence, proves that SME acts as a bottleneck, 

meaning that if the teenager has a high level of social network engagement, the greater will be 

the teenager digital content activity. Conversely the less social media engagement, the lesser the 

teenager digital content activity. 

On the other hand, we find that the relationship is first between the dependent factors and SME, 

this relationship is direct, meaning that in different measures the independent variables such as: 

teenager intergroup influence TII, teenager attitude  towards the internet TATI, the influence of 

peers, parents, friends, and family PPF, the group influence on teenager GIT, and teenager life 

satisfaction TLS directly and positively influences the factor social media engagement SME and 

in turn SME proves that this affects the dependent factor Teenager Digital Content Activity 

directly, then through SME confirms the indirect relationship that exists between the independent 

and dependent factors that is different from zero and positive, which shows an indirect 

relationship. Finally, all these hypothetical relationships of chapter seven is proven, with the 

difference that in this group the PPF factor only has one component, eliminating one, and only 

PPFA remains, the influence of friends and family, disappearing or diminishing at this age the 

second component that is the influence of teachers and parents, accentuating friends and 

relatives such as brothers, uncles, nephews and grandparents. 
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9.4.3 Descriptive Analysis of the Third Group of 18 & 19-Years old Teenagers 

To analyze the Third Group of 18- & 19-years old Teenagers, after having cleaned the data and 

recoded the items, the analysis process was started with 162 questionnaires (Marôco, 2014b). 

Table 68 shows the general statistics of the participants of the questionnaire; institution, level of 

study, age and gender of the participants; concluding that 43.8% of the participants are male and 

the difference of 56.2% are female. Concerning the age of the participants, 68.5% are 18 years 

old and the remaining 31.5% is 19 years old; Regarding the origin or educational institution, 0.6% 

are in school, 11.1% in a pre-university teaching institution and the ide majority of this group, 

83.3%, is on a university level of education. Also, among those 162 young teenagers 1 of them 

was in school that is 0.6%,18 of them belong to a Pre-University center and the remaining 143 

students are in university, in the following courses: 20 study Economics, 16 Industrial 

Engineering, 11 Environmental Engineering, 1 Marketing, 40 International Business, 22 Law, 2 

Education, 4 Tourism, 10 Architecture and 5 Accounting. 

 

Table 68 Main Descriptive Statistics Third Group 18 & 19- years old 

Study Group  

 Absolute Frequency Relative Frequency (%) Cumulative Frequency (%) 

High School 1 0,6 0,6 
University 143 88,3 88,9 
Pre-University 18 11,1 100,0 
TOTAL 162 100,0 - 

Academical Background 
5th  1 0,06 0,06 
Pre-Univ. 18 11,1 11,7 
Economics 20 12,3 24,1 
Industrial 
Engineering 

16 9,9 34,0 

Environmental 
Engineering 

11 6,8 40,7 

Civil Engineering 12 7,4 48,1 
Marketing 1 0,6 48,8 
International 
Business 

40 24,7 73,5 

Law 22 13,6 87,0 
Education 2 1,2 88,3 
Tourism 4 2,5 90,7 
Architecture 10 6,2 96,9 
Accounting 5 3,1 100,0 
TOTAL 162 100,0 - 

Gender 
Male 71 43,8 43,8 
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Female 91 56,2 100,0 
TOTAL 162 100,0 - 

Age 
18 111 68,5 68,5 
19 51 31,5 100,0 
TOTAL 162 100,0 - 

 

9.3.3.1 Reliability of the Construct of the Third Group, 18 & 19- years old teenagers 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 69 analyzes the reliability of the Third Group of Teenagers 18 & 19, in which the same nine 

factors of the previous models are observed with their respective items that contain the same 

questions as the previous models, then the Cronbach's alpha in all the factors and the KMO 

Kaiser-Meyer-Olkin (Hair et al., 2010; Marôco, 2014b) with their respective components, allowing 

the identification of the two indexes that measure the reliability of the initial model and then 

proceed with the Analysis of the Measurement Model. 

Analyzing the Cronbach's Alpha, it is apparent that the factor with the highest Cronbach index is 

of DCA with 0.923; followed by GIT that had an alpha of 0.820; then TII with 0.789; a TLS equal 
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to 0.76; with a TATI of 0.745 and an SME of about 0.7, it should be noted that to consider a good 

Cronbach's Alpha Index it must be greater than 0.7; consequently the other factors such as PPF 

equal to 0,665 which is considered low, as well as DAI of 0,624 and TSE of 0, 513 are considered 

very low, therefore are eliminated (Marôco, 2014b;Hair et al., 2010). 

To corroborate this statement, the Kaiser Meyer-Olkin measurement index (Marôco, 2014b) was 

also examined simultaneously with the PCA Main Component Analysis, the highest index being 

the DCA factor with 0.876; followed by TII with 0.839; a TLS of 0.732; and a GIT of 0.718 while 

the other factors are below 0.7, being the DAI values with a KMO = 0.50; a TSE with a KMO of 

0.504; and a PPFB with KMO of 0.669; then coincidentally the factors TSE, PPFB, DAI, in the 

analysis of Cronbach's alpha were also very low which confirms that these three factors will be 

eliminated from the model (Hair et al., 2010; Marôco, 2014b). For more details see  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 69. 

 

 

 



228 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 69 Reliability and KMO of the Third Model 18 & 19- years old teenagers 
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Factor TLS TII DAI TATI GIT SME

Items Iniciales 5 7 5 7 3 7

Alfa Cronbach 0,760 0,789 0,624 0,745 0,820 0,698

I tems 5 7 2 3 3 3
 KMO 0,732 0,839 0,500 0,674 0,718 0,631

Items/Load COMP1 COMP2 COMP1 COMP1 COMP1 COMP2 COMP3 COMP1 COMP1 COMP1 COMP1 COMP1 COMP2 COMP3 COMP4 COMP5 COMP6
TSE1 0,858 -0,287

TSE2 0,838 -0,351

TSE3 0,263 0,826

TSE4 0,436 0,740

TLS1 0,725

TLS2 0,728

TLS3 0,740

TLS4 0,777

TLS5 0,634

TII1 0,575

TII2 0,602

TII3 0,529

TII4 0,697

TII5 0,741

TII6 0,734

TII7 0,753

PPF1 0,366 -0,071 0,571

PPF2 0,730 0,067 -0,086

PPF3 0,817 0,037 0,099

PPF4 0,761 -0,059 0,198

PPF5 -0,093 0,116 0,804

PPF6 0,097 0,449 0,656

PPF7 0,159 0,603 0,347

PPF8 -0,159 0,769 0,141

PPF9 0,060 0,828 -0,071

DAI3 0,853

DAI4 0,853

TATI2 0,784

TATI6 0,855

TATI7 0,808

GIT1 0,847

GIT2 0,861

GIT3 0,866

SME1 0,845

SME2 0,842

SME3 0,687

DCA1 0,393 -0,415 -0,329 0,303 0,265 -0,201

DCA2 0,529 -0,508 -0,168 0,344 -0,084 -0,138

DCA3 0,649 -0,330 -0,092 0,355 -0,250 -0,013

DCA4 0,650 -0,291 0,052 0,177 -0,393 0,259

DCA5 0,680 -0,318 -0,021 0,029 -0,338 0,135

DCA6 0,683 -0,320 -0,123 -0,119 -0,246 -0,102

DCA7 0,594 -0,112 -0,060 -0,171 0,355 -0,090

DCA8 0,585 -0,313 -0,069 -0,353 0,357 -0,166

DCA9 0,712 -0,213 0,103 -0,355 -0,030 -0,092

DCA10 0,666 -0,107 0,188 -0,494 -0,120 0,087

DCA11 0,419 -0,353 0,024 -0,227 0,112 0,242

DCA12 0,646 -0,284 0,115 -0,066 0,094 -0,049

DCA13 0,636 -0,027 0,264 -0,277 -0,031 0,263

DCA14 0,550 -0,101 0,096 0,159 0,509 0,010

DCA15 0,352 -0,071 0,039 0,398 0,463 0,465

DCA16 0,505 0,218 0,536 -0,094 0,138 -0,237

DCA17 0,506 0,312 0,474 0,300 -0,097 0,023

DCA18 0,501 0,261 0,559 0,317 -0,036 -0,257

DCA19 0,337 0,020 0,522 0,193 0,062 0,082

DCA20 0,640 0,105 0,104 0,084 -0,163 -0,154

DCA21 0,606 0,410 -0,282 0,022 0,018 0,217

DCA22 0,623 0,370 -0,330 0,129 0,010 0,109

DCA23 0,575 0,369 -0,124 0,002 0,133 0,089

DCA24 0,610 0,183 -0,372 0,246 -0,009 -0,258

DCA25 0,636 0,404 -0,143 -0,150 -0,074 -0,055

DCA26 0,586 0,316 -0,300 -0,110 -0,026 -0,284

DCA27 0,562 0,452 -0,091 -0,060 -0,030 -0,042

DCA28 0,542 0,370 -0,259 -0,076 -0,038 0,299

0,923

28

0,876

TSE

5

0,513

4

0,504

PPF

0,665

9

0,669

9

DCA

28
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Simultaneously, when performing the Main Component Analysis of the latent factors of the third 

model of 18- & 19-years old teenagers, the following explained variances had a value of a KMO 

exceeding 0.7 (Marôco, 2014b). Therefore, the values of the explained variance of each factor 

are shown in Table 70. For example, the first TLS factor component explains 52.15% of the 

explained variance, as other factors such as TII, TATI, GIT, SME with variance explained by the 

first component. Thus, all these factors are composed of a single component. 

Table 70 Total Variance Explained TLS, TII, TATI, GIT, SME 

Varianza  Total Explicada 

Componente Autovalores Iniciales Sumas de Extraccion de Cargas  al 

Cuadrado 

TSE Total % de 

Varianza 

%  

Acumulado 

Total % de 

Varianza 

%  

Acumulado 

1 2.608 52.154 52.154 2.608 52.154 52.154 

2 0.870 17.399 69.553       

3 0.636 12.713 82.267       

4 0.525 10.510 92.776       

5 0.361 7.224 100.000       

TII 

1 3.114 44.484 44.484 3.114 44.484 44.484 

2 0.956 13.650 58.134       

3 0.777 11.104 69.239       

4 0.607 8.665 77.904       

5 0.598 8.541 86.444       

6 0.518 7.399 93.843       

7 0.431 6.157 100.000       

TATI 

1 1.999 66.639 66.639 1.999 66.639 66.639 

2 0.579 19.315 85.954       

3 0.421 14.046 100.000       

GIT 

1 2.207 73.578 73.578 2.207 73.578 73.578 

2 0.420 13.999 87.577       

3 0.373 12.423 100.000       

SME 

1 1.896 63.197 63.197 1.896 63.197 63.197 

2 0.703 23.443 86.640       

3 0.401 13.360 100.000       
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Table 71 shows the DCA factor, which shows that the variance explained is composed of six 

components which explain 63.4% of the variance (Marôco, 2014b), therefore the analysis 

suggests that the DCA factor has at least 6 components. 

 

Table 71 Total Variance Explained of DCA 

Component 
 

Initial Eigenvalues Sums of Squared Loadings 
Sums of Squared Rotation 

Loadings 

TOTAL 
% 

Variance 
% 

Cumulative 
TOTAL % 

Variance 
% 

Cumulative TOTAL 
% 

Variance 
% 

Cumulative 

1 9,373 33,475 33,475 9,373 33,475 33,475 4,687 16,739 16,739 

2 2,519 8,995 42,471 2,519 8,995 42,471 3,767 13,454 30,193 

3 1,947 6,953 49,423 1,947 6,953 49,423 3,312 11,827 42,021 

4 1,588 5,672 55,095 1,588 5,672 55,095 2,839 10,140 52,160 

5 1,321 4,716 59,811 1,321 4,716 59,811 1,832 6,541 58,702 

6 1,015 3,624 63,435 1,015 3,624 63,435 1,325 4,733 63,435 

7 0,72 3,470 66,905       

8 0,908 3,243 70,148       

9 0,786 2,806 72,954       

10 0,714 2,550 75,503       

11 0,699 2,495 77,999       

12 0,596 2,127 80,126       

13 0,581 2,073 82,199       

14 0,549 1,961 84,160       

15 0,496 1,772 85,933       

16 0,460 1,644 87,576       

17 0,428 1,528 89,104       

18 0,421 1,505 90,609       

19 0,386 1,379 91,988       

20 0,368 1,313 93,302       

21 0,323 1,155 94,457       

22 0,283 1,010 95,467       

23 0,263 0,939 96,406       

24 0,251 0,897 97,303       

25 0,229 0,819 98,122       

26 0,205 0,731 98,853       

27 0,185 0,659 99,512       

28 0,137 0,488 100,000       

 

Also, after this we perform an analysis of the weights in which we find 5 components with more 

than two items, so the last and sixth components only present one item; therefore, we do not 
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consider the last and sixth component to have a single Item, because for these considerations 

they should have at least two items per component. Finally, there are five components in the DCA 

factor, composed by the following items shown in Table 72. 

Consequently, in Table 72 the DCAA component consists of eight items, DCAB has seven items, 

DCAC is composed of six items, DCAD is composed of 5 items and finally the DCAE component 

is composed of only two items, which is the minimum number of items considered per 

component. 

 

Table 72 Principal Components of DCA Factor 18 & 19- years old teenagers 

DCAA DCAB DCAC DCAD DCAE 

Comp.1 Comp.2 Comp.3 Comp.4 Comp.5 

DCA21 DCA7 DCA1 DCA16 DCA14 

DCA22 DCA8 DCA2 DCA17 DCA15 

DCA23 DCA9 DCA3 DCA18   

DCA24 DCA10 DCA4 DCA19   

DCA25 DCA11 DCA5 DCA20   

DCA26 DCA12 DCA6     

DCA27 DCA13       

DCA28         

 

Table 73 shows the summary of the factors with internal consistency or acceptable reliability in 

order to perform the following measurement step of the model, as well as the values of each 

factor, which can be clearly observed. see, that the most reliable value is the DCA factor, with a 

Cronbach's alpha of 0.923 reliability and a KMO of 0.876; It also maintains the 28 items from the 

beginning. However, it should be noted that the factor with the lowest value in this third group of 

18- & 19-years old teenagers is SME, keeping values of 0.7 with a KMO below 0.7; so that finally 

these items will be accepted as the lowest values considered for observation; for more detail see 

summary Table 73. 

 
Table 73 66E Summary of Reliability of Teenager Digital Content Activity 

Factor TLS TII TATI GIT SME DCA 

Cronbach Alpha 0,760 0,789 0,745 0,820 0,698 0,923 

Items w/ Cronbach αααα 5 7 3 3 3 28 

KMO 0,732 0,839 0,674 0,718 0,631 0,876 
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9.3.3.2 First Stage of Measurement: Measurement Model Third Group 18 & 19-Years old 

Teenagers 

In order to measure the Structural Equations of the model, and similarly to the previous groups, 

the planification is to measure in two stages, the first will be the measurement model and the 

second will be the structural model (Cupani, 2012). 

The First Stage specifies the Measurement Sub-model in order to adjust the model to measure 

the Digital Content Activity of the 18 & 19- years old teenagers from Cusco. Therefore, the latent 

variables are first correlated to be duly validated and the model adjusted (Hair et al., 2010, 

Cupani, 2012, Marôco, 2014a). 

Figure 26 shows the analysis of the Measurement Models, running the Amos Graphics 24  (Hair 

et al., 2010; Marôco, 2014a; Ruiz et al., 2010), in which the following results were obtained. The 

results explain the quality of adjustment of this model with the following indices: the Comparative 

Fix Index CFI = 0.793 which corresponds to a reasonable adjustment (Hair et al., 2010; Marôco, 

2014a); the Parsimony Comparative Fix Index was PCFI = 0.729 which corresponds to a good fit 

(Hair et al., 2010; Marôco, 2014a) and Root Mean Square Error of Approximation was RMSEA = 

0.063 indicating that this model is initially acceptable (Hair et al., 2010; Marôco,2014a.). Figure 26 

below indicates all the factors with their respective standardized values. 

  



 

 

Figure 26 Measurement Model of the Third Group 18 &

To improve this model, the model is specified and the items below 0.5 are eliminated (Hair et al., 

2010; Marôco, 2014a), which is shown in detail 

the weights of the Standardized Regression of the Model, showing the relationship of each factor 

with its items, then identify which values are below

yellow these values below 0.5 to eliminate. The items of each factor to eliminate are identified 

below:  

• From Factor SME was eliminated SME3

• From Factor DCAB was eliminated DCA11

• From Factor DCAC was eliminated DCA1

Measurement Model of the Third Group 18 & 19- years old teenagers

To improve this model, the model is specified and the items below 0.5 are eliminated (Hair et al., 

2010; Marôco, 2014a), which is shown in detail in Table 74, in which it is identified that values of 

the weights of the Standardized Regression of the Model, showing the relationship of each factor 

with its items, then identify which values are below 0.5 to eliminate them. 

yellow these values below 0.5 to eliminate. The items of each factor to eliminate are identified 

m Factor SME was eliminated SME3,  

From Factor DCAB was eliminated DCA11, 

From Factor DCAC was eliminated DCA1, 
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To improve this model, the model is specified and the items below 0.5 are eliminated (Hair et al., 

, in which it is identified that values of 

the weights of the Standardized Regression of the Model, showing the relationship of each factor 

0.5 to eliminate them. Table 74 shows in 

yellow these values below 0.5 to eliminate. The items of each factor to eliminate are identified 
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• From Factor DCAD was eliminated DCA19, 

• From Factor DCAE was eliminated DCA15, 

• From Factor TII was eliminated TII1, TII3. 

Table 74 Estimated Value of the Standardized Regression 3rd Group 18 & 19- years old 

Items Factor Standardized Regression 
Estimated Value 

DCA21 DCAA 0,742 
DCA22 DCAA 0,752 
DCA23 DCAA 0,66 
DCA24 DCAA 0,657 
DCA25 DCAA 0,729 
DCA26 DCAA 0,665 
DCA27 DCAA 0,665 
DCA28 DCAA 0,65 
DCA7 DCAB 0,588 
DCA8 DCAB 0,687 
DCA9 DCAB 0,808 
DCA10 DCAB 0,762 
DCA11 DCAB 0,488 
DCA12 DCAB 0,65 
DCA13 DCAB 0,658 
DCA1 DCAC 0,447 
DCA2 DCAC 0,667 
DCA3 DCAC 0,771 
DCA4 DCAC 0,754 
DCA5 DCAC 0,803 
DCA6 DCAC 0,76 
DCA16 DCAD 0,659 
DCA17 DCAD 0,743 
DCA18 DCAD 0,824 
DCA19 DCAD 0,482 
DCA20 DCAD 0,558 
DCA14 DCAE 0,881 
DCA15 DCAE 0,484 
SME1 SME 0,75 
SME2 SME 0,785 
SME3 SME 0,493 
TLS1 TLS 0,65 
TLS2 TLS 0,622 
TLS3 TLS 0,66 
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Items Factor Standardized Regression 
Estimated Value 

TLS4 TLS 0,703 
TLS5 TLS 0,533 
TII1 TII 0,49 
TII2 TII 0,537 
TII3 TII 0,399 
TII4 TII 0,614 
TII5 TII 0,648 
TII6 TII 0,735 
TII7 TII 0,682 
TATI2 TATI 0,622 
TATI6 TATI 0,804 
TATI7 TATI 0,7 
GIT1 GIT 0,773 
GIT2 GIT 0,768 
GIT3 GIT 0,79 

 

Subsequently, this same process is repeated, re-specified, but without taking into account the 

indexes below 0.5 and applying the same Amos Graphics 24 software. The following results were 

obtained as shown in the Table 75, also showing the results of the second and third re-

specification of data, with the values of the results of the last process in which the modification of 

indexes was performed, to relate the highest errors found within each factor. 

The lowest data correspond to the first data processing. The Comparative Fix Index was CFI = 

0.793, indicating a bad adjustment (Hair et al., 2010; Marôco, 2014a). However, the Parsimony 

Comparative Fix Index, which was PCFI = 0.729 indicated a good fit (Hair et al., 2010; Marôco, 

2014a) and the Root Mean Square Error of Approximation RMSEA of 0.63 means an acceptable 

adjustment (Hair et al., 2010; Marôco, 2014a); the model is therefore acceptable. The model was 

improved with a second Re-specification of the model, obtaining a Comparative Fix Index CFI = 

0.82, indicating a sufferable adjustment (Hair et al., 2010; Marôco,2014a) improving the previous 

indicator that was bad; thus, a Parity Comparison Index PCFI = 0.746 was obtained, meaning a 

good adjustment (Hair et al., 2010; Marôco, 2014a) improving the previous indicator by a few 

points. However, the RMSEA Root Mean Square Error of Approximation = 0.065 increasing a few 

points regarding the previous, but does not modify the model's acceptability (Hair et al., 2010; 

Marôco, 2014a), improving the previous model. 

Finally, a third re-specification of the measurement model was made, where the indices are 

improved applying the index modifier to the model and the higher errors are related to the 



237 

 

 

different factors. The result of this last specification is: a Comparative Fix Index CFI = 0,851, 

indicating an averagely satisfactory adjustment tending to good adjustment (Hair et al., 2010; 

Marôco, 2014a), which indicates that this indicator was improved; as for the Parsimony 

Comparative Fix Index PCFI = 0.769 is a good adjustment tending to a very good one (Hair et al., 

2010; Marôco, 2014a) and that improves the index in relation to the previous ones; finally, the 

RMSEA Root Mean Square Error of Approximation improves to 0.060, enhancing the 

acceptability of the model (Hair et al., 2010; Marôco, 2014a).For more detail see Table 75. 

 

Table 75 Summary of Model Adjustment Indices for 3rd Group 18 & 19- years old 
teenagers 

Measurement Model Index 

Specifications Standardized Regression CFI PCFI RMSEA 

1st   Original without TSE, PPF, and DAI 0,793 0,729 0,063 

2nd  
Without:    SME3      DCA1/ DCA11/ 
DCA15/ DCA19/ TII1/ TII3 0,82 0,746 0,065 

3rd 
(e39-e40), (e36-e56) (e41-e58) (e39-e57) 
(e4-e5) 0,851 0,769 0,060 

 
 



 

 

Figure 27 Measurement Model for Third Group 18 & 19 with Index Modification

In this Figure 27 we can verify the relationship between the errors of the different factors. The 

Convergent Validity will be measured by the average of the va

factor or by the Average Variance Extracted AVE (Fornell & Larcker, 1981) and to have a good 

adjustment of the model a higher AVE to 0.5

1981; Hair et al., 2010); Simu

Composite Reliability Index CR is calculated, being the internal consistency of the indicators or 

items of the factor or construct, representing the degree to which they indicate the latent co

(not verified) therefore to indicate a good adjustment of the items, this must be higher than 0.7 

(Hair et al., 2010). 

Measurement Model for Third Group 18 & 19 with Index Modification

we can verify the relationship between the errors of the different factors. The 

Convergent Validity will be measured by the average of the variances of the items that explain a 

factor or by the Average Variance Extracted AVE (Fornell & Larcker, 1981) and to have a good 

adjustment of the model a higher AVE to 0.5 should be reached in each factor (Fornell & Larcker, 

1981; Hair et al., 2010); Simultaneously for a greater internal consistency of the model, the 

Composite Reliability Index CR is calculated, being the internal consistency of the indicators or 

items of the factor or construct, representing the degree to which they indicate the latent co

(not verified) therefore to indicate a good adjustment of the items, this must be higher than 0.7 
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The Model of Measurement of the Third Group of 18 and 19 Years old Teenagers is very different 

from the previous ones because the Re-specification of the model eliminates the PPF factor, 

reason why the convergent validity of the model was optimal in the majority of factors such as 

GIT, SME, DCAC, DCAA, DCAD, TATI; however the Mean Variance Extracted in the other three 

DCAB, TLS, TII factors reached values below 0.5; while the values of the composite reliability CR 

obtained were higher than 0.7 in the DCAB = 0.84, as well as TLS = 0.79 and TII = 0.78; 

concluding that on average the Third Model has Convergent Validity (Hair et al., 2010), see Table 

76. 

 

Table 76 Composite Reliability Index (CR) and Average Variance Extracted (AVE) Third 
Model 18 & 19- years old teenagers 

 

 

The Discriminant Validity was determined from the square root of the Average Variance Extracted 

(AVE) of each latent variable, this occurs when the construct is not correlated with the constructs 

that are operationalized and this allows to demonstrate the validity of the construct (Marôco, 

2014a; Fornell & Larcker, 1981). 

 
 

FACTOR INDICE

AVE CR

SME 0,61 0,76

DCAA 0,48 0,88

DCAB 0,44 0,84

DCAC 0,58 0,87

DCAD 0,49 0,79

TLS 0,43 0,79

TII 0,42 0,78

TATI 0,51 0,75

GIT 0,60 0,82
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Table 77  Discriminant Validity for the Measurement Model Third Group 18 & 19- years old 
teenagers 

 

Table 77 shows the strip marked with a different color that indicates the discriminant validity of 

each factor, the highest index being the SME factor with 0.782, this is also verified in the other 5 

factors such as: DCAA, DCAC, DCAD , TATI and GIT are values greater than or equal to 0.7, 

while in the other three factors values below 0.7 are verified, such as DCAB, TLS, TII, which are 

those without  Discriminant validity. Finally, after this analysis, the second stage of the study is 

begun. 

 

9.3.3.3 Second Stage: Causal Structural Equation Modeling SEM of the Third Model of 18 & 

19- years old Teenagers  

In the Second Stage of the process, the guiding model is processed, which is the Structural 

Model that relates the independent factors and the dependent factors (Cupani, 2012); it also 

defines the causal relationships between the latent factors, assuming that the different errors or 

residues of the measurement and structural sub models can be correlated with each other 

(Marôco, 2014a). 

Therefore, like the previous groups, the present model of Digital Content Activity of 18 & 19 Years 

old Teenagers has independent factors or constructs: TLS, TII, TATI, GIT which are not preceded 

by any latent factor, and in turn these influence the SME factor, which fulfills the function of factor 

or mediating construct between independent and dependent factors, so it serves as a step to the 

dependent factors for the realization of the digital content activity of teenagers. In turn, SME 

affects the digital content activity of the teenager and the dependent factors are DCAA, DCAB, 

DCAC, DCAD. Like the previous groups, the software used was Amos Graphics 24 (Hair et al., 

AVE

Laten  

Variable SME DCAA DCAB DCAC DCAD TLS TII TATI GIT

0,611 SME 0,782

0,478 DCAA 0,201 0,691

0,439 DCAB 0,278 0,603 0,663

0,577 DCAC 0,215 0,511 0,758 0,760

0,492 DCAD 0,268 0,558 0,545 0,434 0,701

0,429 TLS -0,110 0,113 0,104 0,105 -0,018 0,655

0,415 TII 0,463 0,361 0,443 0,431 0,396 -0,031 0,644

0,508 TATI 0,280 0,236 0,459 0,341 0,334 -0,21 0,339 0,713

0,603 GIT 0,264 0,406 0,47 0,368 0,427 -0,092 0,645 0,353 0,777
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2010; Marôco, 2014a). All these relationships between factors are shown more clearly in Figure 

28. 

Likewise, we will also call the independent factors exogenous factors, serving as antecedent 

factors to the SME mediating factor, which affects the model's dependent factors, also called 

endogenous factors or consequent factors of the model. Finally, this relationship of variables in 

clearly illustrated in Figure 28. 

 

Figure 28 2nd Stage Structural Model Third Group 18 & 19- years old teenagers 

 

Figure 28 shows 9 latent factors, with the first four independent latent or antecedent factors, TLS, 

TII, TATI, GIT. Also, each factor is indicated by several items that influence SME and this in turn 

affects the dependent factors that are: DCAA, DCAB, DCAC, DCAD so that teenager can 

generate diversity of digital activity. 

In Table 78 we verify the first factors that influence SME, such as the TATI factor � SME has a 

value of (B = 0.15, Z = 2.723, P <0.006) which means that the TATI factor positively influences 

SME and it is significant; The same analysis is also performed for the GIT, TII and TLS factors 

that significantly influence SME; Then observing the factors DCAA, DCAB, DCAC, DCAD    
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SME, in which SME in this case affects the dependent factors, and the results are positive and 

significant. It also presents a P <0.001 which indicates it is highly significant, and therefore the 

effect of SME in the factors DCAA, DCAB, DCAC, DCAD is highly significant, as with the majority 

of the values of the factors for which the effect is highly significant. 

Table 78 Weights of Standardized Regression 

Weights of Regression (Group number 3- Default Model) 

Manifest 
Variable 

Influence Factor  
Estimated 

Value 
S.E. C.R. P Label 

SME <--- TATI 0,15 0,055 2,723 0,006 par_39 
SME <--- GIT 0,144 0,053 2,734 0,006 par_40 
SME <--- TII 0,149 0,057 2,637 0,008 par_41 
SME <--- TLS 0,096 0,049 1,975 0,048 par_42 
DCAA <--- SME 1,409 0,422 3,341 *** par_43 
DCAB <--- SME 1,709 0,511 3,347 *** par_44 
DCAC <--- SME 1,299 0,394 3,293 *** par_45 
DCAD <--- SME 1,22 0,383 3,188 0,001 par_46 
GIT2 <--- GIT 0,986 0,112 8,841 *** par_1 
DCA10 <--- DCAB 1,08 0,161 6,706 *** par_2 
DCA4 <--- DCAC 1,431 0,2 7,142 *** par_3 
DCA18 <--- DCAD 1,398 0,185 7,574 *** par_4 
GIT1 <--- GIT 0,975 0,112 8,712 *** par_5 
GIT3 <--- GIT 1         
TATI6 <--- TATI 1,1 0,166 6,629 *** par_6 
TATI7 <--- TATI 1         
TLS4 <--- TLS 1         
TLS3 <--- TLS 0,938 0,137 6,859 *** par_7 
TLS2 <--- TLS 0,768 0,112 6,856 *** par_8 
TLS1 <--- TLS 1,052 0,149 7,068 *** par_9 
TLS5 <--- TLS 1,144 0,183 6,24 *** par_10 
TII4 <--- TII 0,822 0,125 6,575 *** par_11 
TII5 <--- TII 0,87 0,129 6,725 *** par_12 
TII6 <--- TII 1,15 0,158 7,288 *** par_13 
TII7 <--- TII 1         
TII2 <--- TII 0,743 0,128 5,799 *** par_14 
TATI2 <--- TATI 0,978 0,152 6,429 *** par_15 
DCA9 <--- DCAB 1,295 0,179 7,241 *** par_16 
DCA8 <--- DCAB 1,091 0,169 6,447 *** par_17 
DCA7 <--- DCAB 1         
DCA12 <--- DCAB 1,091 0,178 6,113 *** par_18 
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Manifest 
Variable 

Influence Factor  
Estimated 

Value 
S.E. C.R. P Label 

DCA13 <--- DCAB 0,92 0,157 5,849 *** par_19 
DCA25 <--- DCAA 1,12 0,13 8,636 *** par_20 
DCA26 <--- DCAA 1,123 0,142 7,918 *** par_21 
DCA24 <--- DCAA 0,982 0,126 7,785 *** par_22 
DCA23 <--- DCAA 0,877 0,114 7,721 *** par_23 
DCA22 <--- DCAA 1,027 0,115 8,903 *** par_24 
DCA21 <--- DCAA 1         
DCA27 <--- DCAA 1,083 0,138 7,826 *** par_25 
DCA28 <--- DCAA 1,02 0,133 7,691 *** par_26 
DCA5 <--- DCAC 1,609 0,223 7,232 *** par_27 
DCA6 <--- DCAC 1,567 0,215 7,278 *** par_28 
DCA3 <--- DCAC 1,149 0,13 8,814 *** par_29 
DCA2 <--- DCAC 1         
DCA17 <--- DCAD 1,215 0,167 7,295 *** par_30 
DCA16 <--- DCAD 1         
DCA20 <--- DCAD 0,934 0,157 5,944 *** par_31 
DCA14 <--- DCAB 0,872 0,171 5,111 *** par_32 
SME2 <--- SME 0,932 0,373 2,5 0,012 par_38 
SME1 <--- SME 1         
 

Likewise, Table 79 shows the values of the Standardized Regression between factors and Items 

of the Third group of Teenager aged 18 & 19, where the estimated values of each factor and 

factor items are clearly verified, in which the values higher are in the GIT factor with an average 

of 0.78; followed by DCAC with 0.740, the TATI factor of 0.71 and a DCAD equal to 0.7; 

simultaneously we found factors such as DCAA, DCAB, TLS, TII are factors below 0.67 and 

greater than 0.63; We also found very low values in the SME factor, which reflects that this SME 

factor was higher in the previous groups than in the group of 18 & 19 years old teens. For more 

detail see Table 79. 

 

Table 79 Standardized Regression among Factors Third Model 18 & 19- years old 
teenagers 

Factor  Items 
Standardized Regression 
Estimated Value 

DCA21 DCAA 0,731 
DCA22 DCAA 0,739 
DCA23 DCAA 0,642 
DCA24 DCAA 0,647 
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Factor  Items 
Standardized Regression 
Estimated Value 

DCA25 DCAA 0,717 
DCA26 DCAA 0,658 
DCA27 DCAA 0,65 
DCA28 DCAA 0,639 
DCA7 DCAB 0,577 
DCA8 DCAB 0,664 
DCA9 DCAB 0,806 
DCA10 DCAB 0,707 
DCA12 DCAB 0,615 
DCA13 DCAB 0,582 
DCA14 DCAB 0,484 
DCA2 DCAC 0,573 
DCA3 DCAC 0,678 
DCA4 DCAC 0,8 
DCA5 DCAC 0,823 
DCA6 DCAC 0,825 
DCA16 DCAD 0,653 
DCA17 DCAD 0,735 
DCA18 DCAD 0,795 
DCA20 DCAD 0,562 
TLS1 TLS 0,726 
TLS2 TLS 0,605 
TLS3 TLS 0,605 
TLS4 TLS 0,701 
TLS5 TLS 0,63 
TII2 TII 0,537 
TII4 TII 0,621 
TII5 TII 0,638 
TII6 TII 0,713 
TII7 TII 0,708 
TATI2 TATI 0,637 
TATI6 TATI 0,81 
TATI7 TATI 0,681 
GIT1 GIT 0,749 
GIT2 GIT 0,772 
GIT3 GIT 0,81 
SME2 SME 0,279 
SME1 SME 0,311 
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Table 80 shows the quality of the adjustment after processing the data, the following result of the 

CFI Comparative Adjustment Index of 0.805 is obtained, which indicates an acceptable 

adjustment (Hair et al., 2010; Marôco, 2014a); in addition, the PCFI Comparative Parsimony 

Index of 0.754 indicating a good adjustment (Hair et al., 2010; Marôco, 2014a) and while the Root 

Mean Error of Approximation is RMSEA = 0.067, which indicates it is acceptable (Hair et al., 

2010; Marôco, 2014a); so it is concluded that the adjustment of the model of the Third Group of 

Teenager of 18 & 19 is acceptable, for more detail see Table 80. 

 

Table 80 Summary of Model Adjustment Figure 31 Fit Model 

 

 

Table 81 shows the measure of Discriminating Validity of the Third Group of Teenagers 18 & 19 

years old, in which the results of the indexes of structural model adjustment of the Average 

Variance Extracted AVE = 0.435 that is considered not acceptable since it lower than 0.5. 

However, the composite reliability CR = 0.87 is considered very good, since it is higher than 0.7 

((Hair et al., 2010; Marôco, 2014a). 

 

Table 81 Discriminating Validity: AVE and CR 

Baseline Comparisons

NFI RFI IFI TLI

Delta1 rho1 Delta2 rho2

Default model 0,639 0,614 0,809 0,792 0,805

Saturated model 1 1 1

Independence model 0 0 0 0 0

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI

Default model 0,936 0,598 0,754

Saturated model 0 0 0

Independence model 1 0 0

RMSEA

Model RMSEA LO 90 HI 90 PCLOSE

Default model 0,067 0,061 0,073 0

Independence model 0,147 0,142 0,151 0

Model CFI

Factor Estimated Value of Reliability Index 



246 

 

 

 

 

Table 82 shows the Standardized Regression between the Factors in the first block with the 

independent factors such as TLS, TII, TATI, GIT that influence SME, so for example we can see 

that the influence of TATI on SME is positive and significant with (B = 0.362, P <0.006) therefore 

we accept the H6 hypothesis; also the influence of GIT on SME is positive and significant (B = 

0.339, P <0.006) therefore we accept the hypothesis H7; the same happens with the influence of 

TII on SME is positive and significant (B = 0.329, P <0.008) therefore hypothesis H3 is accepted; 

also the influence of TLS on SME is positive and significant (B = 0.193, P <0.048) therefore H2 is 

accepted 

Simultaneously, the effect of SME on the variables: DCAA, DCAB, DCAC, DCAD is highly 

significant, for example; the effect of SME on DCAA is positive and highly significant (B = 0.666, 

P <0.001) therefore H8 is accepted; then the effect of SME on DCAB is positive and highly 

significant (B = 0.891, P <0.001) therefore H9 is accepted; this also occurs with the effect of the 

SME factor on DCAC that is positive and highly significant (B = 0.606, P <0.001), therefore H10 is 

accepted; Finally, the effect of SME on DCAD is verified, which is also positive and highly 

significant (B = 0.606, P <0.001), so hypothesis H11 is accepted (see Table 82). 

 
Table 82 Standardized Regression among Factors 3rd Group 18 & 19- years old teenagers 

Factor Influence Factor H 
Standardized 
Regression 

Estimated Value P-Value Conclusion 

SME <--- TATI H6 0,362 P < 0,006 Confirmed 
SME <--- GIT H7 0,339 P < 0,006 Confirmed 

Standardized Regression 
(R) 

(R2) 

SME 0,295 0,080 
DCAA 0,678 0,460 
DCAB 0,634 0,401 
DCAC 0,740 0,547 
DCAD 0,686 0,471 
TLS 0,653 0,427 
TII 0,643 0,427 
TATI 0,709 0,503 
GIT 0,777 0,604 
   

AVE 0,435>  0,5 

CR 0,869> 0,7 
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SME <--- TII H3 0,329 P < 0,008 Confirmed 
SME <--- TLS H2 0,193 P < 0,048 Confirmed 
            

 DCAA <--- SME H8 0,646 P < 0,001 Confirmed 
DCAB <--- SME H9 0,891 P < 0,001 Confirmed 
DCAC <--- SME H10 0,757 P < 0,001 Confirmed 
DCAD <--- SME H11 0,606 P < 0,001 Confirmed 

 

Table 83 shows the Direct Effect between the independent factors TLS, TATI, GIT, TII on SMEs 

is different from zero, so it confirms there are direct effects between independent factors and 

SME (Hair et al., 2010; Marôco, 2014a). Between the effects of independent factors TLS, TATI, 

GIT, TII on dependent factors DCAA, DCAB, DCAC, DCAD are zero, therefore there is no direct 

effect (Hair et al. al., 2010; Marôco, 2014a) (see Table 83). 

 

Table 83 Standardized Direct Effect 

Factors TLS TATI GIT TII SME 

SME 0,193 0,362 0,339 0,329 0 
DCAA 0 0 0 0 0,646 
DCAD 0 0 0 0 0,606 
DCAC 0 0 0 0 0,757 
DCAB 0 0 0 0 0,891 

 

In Table 84, unlike the previous table, the Indirect Effect between the independent factors TLS, 

TATI, GIT, TII on SME is equal to zero, that is, there is no Direct Effect (Hair et al., 2010; Marôco, 

2014a). However, there is an indirect effect between the independent factors TLS, TATI, GIT, TII 

on the dependent factors DCAA, DCAB, DCAC, DCAD (Hair et al., 2010, Marôco, 2014a). 

Likewise, the highest Indirect effect is between TATI and DCAB with 0.323; while the lowest 

indirect effect is between the factor TLS and DCAD with 0.117. 

 

Table 84 Standardized Indirect Effect 

Factors TLS TATI GIT TII SME 

SME 0 0 0 0 0 
DCAA 0,125 0,234 0,219 0,213 0 
DCAD 0,117 0,219 0,206 0,2 0 
DCAC 0,146 0,274 0,257 0,249 0 
DCAB 0,172 0,323 0,302 0,293 0 
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Table 85  shows the total effects between the independent and dependent factors of the model, 

and also the sum of the Direct plus Indirect Effects of all factors. 

 

Table 85 Total Standardized Effect 

Factors TLS TATI GIT TII SME 

SME 0,193 0,362 0,339 0,329 0 
DCAA 0,125 0,234 0,219 0,213 0,646 
DCAD 0,117 0,219 0,206 0,2 0,606 
DCAC 0,146 0,274 0,257 0,249 0,757 
DCAB 0,172 0,323 0,302 0,293 0,891 

 

Additionally, Table 85 identifies the effect of independent factors TLS, TATI, GIT, TII on SME as 

non-zero values, as well as the effect of the SME factor on the dependent factors DCAA, DCAB, 

DCAC, DCAD are positive values different from zero, therefore the mediating effect of SME is 

significant. Therefore, the null hypothesis is: 

H0 = BTLS-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 

H0 = 0,193 X 0,646 = 0,1247 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

Similarly, for the other factors: 

H0 = BTLS-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,193 X 0,606 = 0,1169 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,193 X 0,757 = 0,1461 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTLS-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BTLS-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,193 X 0,891 = 0,1719 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 
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H0 = 0,362 X 0,646 = 0,2338 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,362 X 0,606 = 0,2194 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,362 X 0,757 = 0,2740 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTATI-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BTATI-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,362 X 0,891 = 0,3225 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 

H0 = 0,339 X 0,646 = 0,2189 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,339 X 0,606 = 0,2054 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,339 X 0,757 = 0,2566 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BGIT-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BGIT-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,339 X 0,891 = 0,3020 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAA = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAA ≠ 0 (the mediation effect is significant) 
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H0 = 0,329 X 0,646 = 0,2125 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAD = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAD ≠ 0 (the mediation effect is significant) 

H0 = 0,329 X 0,606 = 0,1993 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAC = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAC ≠ 0 (the mediation effect is significant) 

H0 = 0,329 X 0,757 = 0,2491 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

H0 = BTII-SME X BSME-DCAB = 0 (the mediation effect is not significant) 

H1 = BTII-SME X BSME-DCAB ≠ 0 (the mediation effect is significant) 

H0 = 0,329 X 0,891 = 0,2931 H0 is different from zero Therefore we know there is mediation by 

SME and it is significant.  

 

Summary of Results Third Model of Teenagers 18 & 19- years old 

To measure the digital content activity of the of 18 & 19 years old teenagers, as well as the first 

group, the reliability analysis of the first 9 proposed factors is analyzed, such as: the influence of 

teenager self-esteem TSE; influence of Teen Life Satisfaction TLS; Teen Inter-Influence TII, 

Peers, Parents, Family Influence PPF, Digital Advertising Influence DAI, Teen Attitude Towards 

the Internet TATI, Group Influence of Teenager GIT, Social Media Engagement) SME and Digital 

Content Activity DCA. In this group of teenager aged 18 & 19 a total of 174 scale questionnaires 

are applied, of which it is reduced by data cleaning to 162 questionnaires which apply to all 

factors which helps to test the internal consistency of each construct or factor among its items, for 

this two forms were applied the first the Alpha index of Cronbach where the alpha was 0.92 for 

DCA which was the highest value; and according to the Principal Component Analysis, which had 

the following result in the KMO and Bartlett Index being the highest value for the DCA factor with 

0.876 that shows greater consistency among its items, after analyzing the factors and decided to 

eliminate three factors that do not have enough internal consistency or sufficient reliability, 

therefore, present Bartlett's Cronbach alpha and KMO indexes below 0.70, so the factors to be 

eliminated are three: influence of TSE teenager self-esteem, the influence of peers, parents and 

family and digital advertising influence DAI on the 18 & 19 years old teenager from Cusco, 
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therefore in this model there are only six factors to perform the structural analysis because at this 

age, teenagers have to mature and move to the stage of youth. 

Analyzing the number of components in the six factors that remain in the model, all factors are left 

with one component, except DCA factor in which was performed a principal components analysis. 

The result suggests DCA has five components, which are: 

• Component DCAA, composed of DCA21, DCA22, DCA23, DCA24, DCA25, DCA26, 

DCA27, DCA28, this component measures the digital production and creation content 

activity. This factor remains solid after the application of structural analysis. 

• Component DCAB is composed of DCA7, DCA8, DCA9, DCA10, DCA11, DCA12, 

DCA13, this component measures the digital content activity of active information and 

remains solid after the application of the structural analysis. 

• Component DCAC is composed of DCA1, DCA2, DCA3, DCA4, DCA5, DCA6, this 

component measures the digital content activity of passive information and remains solid 

after the application of structural analysis. 

• Component DCAD is composed of DCA16, DCA17, DCA18, DCA19, DCA20, which 

measures the digital entertainment and transactional content activity of and this 

component remains solid after the application of structural analysis. 

• Component DCAE is composed of DCA14 and DCA15, which measures the digital 

content activity of active information, however, the relationship of these items is weak. 

Subsequently, when performing the adjustment of structural equations, DC15 is 

eliminated because it presents a value of standardized regression below 0.5 that is 

normally the minimum required, therefore, after the structural analysis this DCAE 

component was eliminated. 

After executing the reliability adjustment of the constructs by the two simultaneous forms, the 

structural analysis of the third group 18- & 19-years old teenagers was carried out. 

Measurement Model Third Group of Teenagers 18 & 19 years old 

In the first stage of the measurement model structural analysis, all latent factors are correlated to 

corroborate the sufficiency of the items of each factor or construct (Cupani, 2012); therefore, in 

the model adjustments, the items with values below 0.5 of standardized regression were 

eliminated: 

Also, the factor teenager SME social network engagement, SME3 was eliminated leaving only 

two items in the model of 18 & 19- years old teenagers of the third group, these are: SME1 which 
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states that it is in a social network “because everyone does it” and SME2 who are is in a social 

network “because their friends do so”. 

Regarding the TII factor, the influence of teenagers of the third group of teenager of 18 & 19 

years old eliminates two items that are: TII1 and TII3, leaving the items: TII2 that measures “for 

me it is important that others like the product and brands that I buy” and TII4 that measures “I 

often identify with other people when buying the same products and brands”, TII5 that measures 

“when buying a product, I generally buy those brands that I believe others will approve”, TII6 “I 

like to know that brands and products make good impressions on others”, TII7 which measures: 

“if other people can see me using a product, they often buy the brand they expect me to buy”.  

Likewise, for the DCA factor, the following items were eliminated: DCA1 / DCA1/ DCA19/ DCA15. 

Eliminating a DCAE component for not having enough items to form a factor. 

Therefore, this analysis corroborates our theory proposed in Chapter VI Theoretical Framework, 

as it will be demonstrated later by the indices of model adjustment. 

After analyzing the initial reliability, the model's validity is analyzed later in this case after having 

made some changes to improve the model, analyzing the six factors, in which the proposed 

theory is corroborated by the criterion indices of the adjustment model that finally they manage to 

accept the model, but this time, unlike the previous models, they do not get slack like the previous 

groups, that is to say that as the teenager becomes a young adult the model loses efficiency, 

nevertheless this same model adjusts a lot better for the first group of 14 & 15- years old 

teenagers, also in this third group the PPF factor is no longer necessary because it was 

eliminated for lack of reliability in the construct. 

Likewise, the root mean square error of approximation is RMSEA = 0.060 indicating a good or 

acceptable adjustment, just as the comparative fix index is CFI = 0.851 suggesting a satisfactory 

adjustment tending to good and a Parsimony comparative index PCFI = 0.769 suggesting a good 

adjustment. 

 

Structural Model Second group of Teenagers 18 & 19- years old  

In this second stage of the analysis, the objective is to measure the structural equation model of 

the Teenagers Digital Content Activity from Cusco-Peru, after confirming the reliability of the 

model and validity of the model, the theory formulated in chapter VI below in the structural model, 

the hypothetical structural relationships proposed in Chapter VII are tested, formulating 

hypotheses that were all confirmed. Simultaneously, it is confirmed that the independent factors: 

TLS, teenager life satisfaction, TII, teen intergroup influence, TATI, Teenager attitude towards the 
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internet, GIT, group influence on the teenager. These independent factors influence different 

intensities in the SME factor, social media engagement, and at the same time it proves that this 

factor acts as an intermediary between the independent factors and dependent on the diversity of 

the Teenagers Digital Content Activity and 19 years, therefore proves that SME acts as a 

bottleneck is that if the teenager has a high level of social network engagement will be the digital 

activity of the teenager as well as vice versa to lower engagement to social media less activity 

digital of teenagers.  

Hence, it is proven that SME acts as a bottleneck, that is, if the teenager has a high level of social 

network engagement, the greater the teenager digital content activity. Conversely, the lesser 

engagement to social media, the less teenager digital content activity. Therefore, this proves that 

SME acts as a bottleneck, that is, if the teenager has a high level of social network engagement, 

the greater the teenager digital content activity. Conversely, the lesser social media engagement, 

the lesser teenager digital content activity. 

On the other hand, we find that the relationship is first between the dependent factors and SME. 

This relationship is direct, meaning that in different measures the independent variables such as: 

the teenager intergroup influence TII, the teenager attitude towards the internet TATI, the group 

influence of teenager GIT, and teenager life satisfaction TLS directly and positively influence the 

factor social media engagement SME and in turn SME proves it directly affects the dependent 

factor Digital Content of Activity, then through SME, the indirect relationship between independent 

and dependent factors that is different from zero and positive is confirmed, which demonstrates 

an indirect relationship. Finally, all these hypothetical relationships of chapter seven are proven, 

with the difference that in this group, the PPF factor has no influence on the digital content activity 

of 18 & 19 years old teenagers. 

 

 

 

 

 

 

 

 

 

 



254 

 

 

 

 

 

 

 

 

 

 
SUMMARY OF RESULTS BY GROUP 

     

The following table allows concluding that to specify the Measurement Model, the IBM Spss 

Amos 24 software was run three times, showing the following results in each run. Among the 

different study groups, the group with a  better fit to the model is the Total Group, with a very 

good fit and internal consistency (see in Table 110). 

Table  Nº 110 

 

 

 

The following table summarizes and highlights the model with the best fit, which is the first model, 

with teenagers from 14 to15 years-old, and the total group, ranking the higher indexes. This 

means the proposed model to measure the digital activity of teenagers from Cusco Peru is more 

fit to the first model because it has greater internal consistency and validity (see Table 111). 

 

Table  Nº 111 

Run Index Total group
First group

 14-15 years

Second group

 16-17 years

Third group

 18-19 years

1st CFI 0,876 0.812 0.817 0.793

2nd CFI 0,89 0.864 0.899 0.820

3rd CFI 0,931 0.910 0.928 0.851

1st PCFI 0,811 0.757 0.760 0.729

2nd PCFI 0,815 0.794 0.801 0.746

3rd PCFI 0,83 0.828 0.818 0.769

1st RMSEA 0,043 0.054 0.050 0.063

2nd RMSEA 0,042 0.052 0.045 0.065

3rd RMSEA 0,034 0.043 0.038 0.060

Measurement Model Comparative Results Chart
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The following table shows the results obtained in the specification of the structural model. It 

allows concluding that the group with the highest fit quality is the total group, reaching a RMSEA 

of 0.045 while the other groups are not regularly good (see Table 112). 

Table N º112 

 

 

Finally, the following table summarizes the AVE and CR indicators of the structural model, 

showing that the group with the best internal consistency and validity is the 14 to-15 years-old 

group, which is the one that best measures the digital activity of teenagers from Cusco, Peru. 

Table N º 113 

 

 

Therefore, this study allows concluding that the proposed model is fit, and specially regarding 

teenagers between 14 and 15 years-old. 

 

Index Total group
First group

 14-15 years

Second group

 16-17 years

Third group

 18-19 years

AVE 0.5 0.52 0.5 0.507

CR 0.8 0.8 0.63 0.809

Measurement Model Comparative Results Chart

Run Index Total group
First group

 14-15 years

Second group

 16-17 years

Third group

 18-19 years

1st CFI 0.847 0.836 0.835 0.805

2nd CFI 0.876 0.851 0.838

1ra PCFI 0.797 0.791 0,781 0.754

2nd PCFI 0.820 0.802 0.781

1ra RMSEA 0.050 0.057 0.056 0.067

2nd RMSEA 0.045 0.057 0.057

Structural Model - Comparative Results Chart

Index Total group
First group

 14-15 years

Second group

 16-17 years

Third group

 18-19 years

AVE 0.44 0.5 0.44 0.44

CR 0.73 0.9 0.9 0.869

Structural Model - Comparative Results Chart
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X DISCUSSION, CONCLUSION AND RECOMMENDATIONS. 

10.1 Discussion 

After the analysis of the obtained results, confirming the proposed hypotheses, the existing theory 

and the results from the two stages of the field study were compared. The present research work, 

entitled “Teenagers’ Digital Content Activity: Antecedents and Measurement in Cusco Peru 

Context.", aims to develop an explanatory model to measure the digital content activity of 14 and 

19- years old teenagers from Cusco, Peru. Several scales were created and validated in order to 

measure the variables that influence teenager digital content activity.  

The study group was divided in three groups. The first group included 14 to 15- years old 

teenagers, the second group 16 to 17- years old teenagers, and the third group included 18 to 19 

years-old teenagers. According to the literature available, adolescence is characterized by a 

constant search for emotional and economic independence (De Jong Gierveld, 2001). They also 

go through different dilemmas while searching for their own identity (Marcia, 2001), which 

increase as teenagers grow older. Those features were confirmed in both stages of the field study 

carried out in the urban area of the city of Cusco. The study indicated that 14 and 15- years old 

teenagers received more influence from parents, friends and school than 18 and 19- years old 

teenagers. Additionally, according to previous studies (Bauer & Burch, 2001), the teenager’s 

cognitive process implicates change mechanisms in specific reasoning (Bauer & Burch, 2001; 

Berger, 2006). Cognitive development usually includes analogical reasoning, attention, working 

memory, selection and use of teenager strategies (Bauer & Burch, 2001), as well as a period of 

mental development with changes and improvements in thinking and reasoning skills (Berger, 

2006; Pineda & Aliño., 2002). 

78% of 17 to 24 years-old teenagers in urban areas have access to the internet, while in rural 

areas this percentage falls to 33% (INEI, 2017). Our research was carried out in the urban area of 

the city of Cusco and subsequently more and better digital access corresponds to more digital 
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activity (Blank, 2013). This suggests that those with digital access restrictions will have less digital 

activity. However, the target of the study was the urban area of Cusco and not the rural areas.  

The first group of participants in this research is composed by 14 and 15- years old teenagers 

from state schools (95.6%) and 4.4% from private schools. This clivage is explained by the 

predominant conservatism and hermeticity of private schools in the city of Cusco, generally not 

wishing to share information or to participate in research studies. Most of the teenagers in this 

first study group were attending the 3rd and 4th grades. However, for 16 and 17- years old 

teenagers there is an increasing participation of private schools and universities (60%). Only 40% 

of the participants were from public schools and universities. This is because access to 16 and 

17- years old teenagers is no longer regarded as invasive and potentially dangerous. 78.6% 

attended the 4th and 5th grades. The remaining 21.4% were starting university or pre-university 

studies.  

78.6% of the teenagers in the third group, with 18 and 19-years-old, were in university or pre-

university institutes and 11.3% in secondary school. The access to this age group was easier 

because in Peru teenagers come of age at 18. However, the vast majority are still economically 

dependent on their parents. Subsequently, according to De Jong Gierveld (2001), teenagers are 

in full pursuit of independence, specially economic. This was corroborated by the present field 

study, which identified independence as directly related to age increase. Therefore, concerning 

the first group of younger teenagers, no information was received from private schools, unlike 

public schools, which provided information. It should be noted that private schools in the city of 

Cusco predominantly receive students from the upper classes, with higher purchasing power, 

whereas for state schools there are no conditions for enrolment and the access is universal. 

The research methodology comprised a multimethodological and sequential approach. The first 

stage was qualitative and sequential, according to Quinn, (2015), with focus groups involving pre-

teenagers and teenagers parents and teachers. This allows exploring and understanding the 

concrete reality (Quinn, 2015) of teenagers from Cusco. The software NVivo 11 was used for 

enhanced interpretation of the field data collected. This approach was required for the second 

stage of the research, complementing and preparing the subsequent research stage. 

In the academic field there is also no classification of teenager digital content activity that might fit 

the purpose of the present research. This justifies the importance of our research and the interest 

in filling such gap in the academic field concerning Cusco, Peru, where there are no studies 

regarding teenager digital content activity. Schradie (2013) argues that the digital production level 

depends on the level of education, age and online experience (Schradie, 2013). He is one of the 
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main authors addressing individual digital production, however it is not useful to measure the 

digital content activity of Peruvian teenagers. The field study carried out through focus groups 

identified that teenager digital activity intensifies with age. Studies in Great Britain, a first world 

country with a higher human development index than Peru, which is a developing country, 

identified that digital production depends on the level of instruction, education, online experience, 

and access to the Internet, while in countries with restricted internet access, digital production is 

lower (Schradie, 2013). As a result, teenager development in Cusco-Peru is slower, since Great 

Britain teenagers enjoy more freedom of access to the Internet. According to our qualitative 

study, Cusco teenagers have parents and teachers who fear Internet risks. The vast majority of 

the parents and teachers in the focus groups declared that preteenagers use the Internet with 

restrictions and are only allowed freedom of use approximately between 13 and 14- years old. 

Additionally, analyzing the parity of individual access to the Internet, Blank identified that the 

greater the digital access, the greater the digital activity (Blank, 2013). This suggests that those 

with digital access restrictions will have less digital activity. The present study identified that urban 

teenagers from the city of Cusco have more access to the internet than teenagers in rural areas 

because of connectivity limitations in rural areas. According to the authors Lu, Hao, & Jing, 

(2016), the digital activity of teenagers inside and outside classroom differs, stating that 

youngsters produce better-quality digital content in classroom than outside the classroom (Lu et 

al., 2016). The focus groups in Cusco identified that according to teachers, teenagers produce 

high-quality school work when they are supervised by teachers, not being able to measure the 

digital production quality outside classroom. 

To develop a concept of digital activity, the following three authors were considered: 

Blank,(2013), arguing that the greater the digital access, the greater the digital activity; Schradie 

(2013), advocating that the digital production level depends on the level of instruction, age and 

online experience; and Lu et al., (2016), who defends that teenagers produce better-quality digital 

content in classroom and lower-quality digital content outside classroom.  

10.1.1 Qualitative Study 

These authors were used as background and reference towards the concept of digital activity, 

and this was added to the findings from the field qualitative study, allowing the understanding of 

teenager digital content activity in the city of Cusco-Peru. 

14 focus groups were organized in 8 groups with preteenagers between 10 and 15- years old, 3 

groups of 3 teachers and 3 focus groups with parents. It was found that pre-teenagers from 

Cusco have an intense digital activity, increasing with age, intensified during adolescence, and 
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they generally share information with classmates regarding homework. They write messages to 

friends and relatives, talk online, chat, write ideas, thoughts, share selfies, memes, jokes, videos, 

photos and form virtual groups of friends on WhatsApp, Facebook, Google, Instagram, Twitter , 

Snapchat, online games virtual groups, look for information about the school, usually on 

Wikipedia, listen to music on YouTube, and as they grow older, between 10 and 14 they increase 

and intensify their digital activity. These digital activities of pre-teenagers from Cusco-Peru 

coincide with the description by Subrahmanyam & Greenfield, (2008), who classified 11 different 

ways of using different electronic devices: 1) Email, 2) instant messages, 3) Text messages, 4) 

Chat rooms, 5) Ads, 6) Blogs, 7) Social media utilities, 8) Video sharing, 9) Photo sharing, 10) 

massive multiplayer online Gaming (MMOG), the massive multiplication of internet games as 

World of Warcraft, 11) the virtual world as a second life (Subrahmanyam & Greenfield, 2008). 

Hence, it may be inferred that teenager digital activity is globalized. However, this was not 

confirmed, as the study does not include teenager populations from different continents. 

The focus groups with parents and teachers were intended to measure the development of 

teenager digital content activity. However, the fear of digital media risks and dangers by parents 

and teachers is significant. They claim they only allow access to the internet when children are 

under due control and supervision, especially when they are under 13. They authorize free 

Internet use for those over 14. This differs from developed countries, where teenagers have more 

freedom of access to the Internet. Simultaneously, the qualitative study identifies the intensity of 

the activity performed by Cusco teenagers. They don’t have significant digital production. Instead, 

they have intense digital activity. 

10.1.2 Teenager Digital Content Activity: the development of a measurement scale 

The qualitative study allows information about the activities carried out by Cusco teenagers, in 

order to create measurement scales. These scales were an original measuring instrument 

because they were not available in the literature. There were approximations in research studies 

by Lu et al. (2016) and Schivinski et al.(2016). These authors produced a ranking of digital 

activities inside and outside school, proposing three categories: a) consuming digital content, b) 

sharing digital content, c) creating digital content (Lu et al., 2016). However, this is insufficient to 

measure the amount of teenager digital content activity. This deficiency was demonstrated by the 

focus groups results, indicating an intense digital activity from Cusco teenagers, leading to the 

identification of the diversity of teenager digital activity.  

Schivinski et al. (2016) focused on consumer’s brand engagement through social media, 

segregating the digital activities of Consumption, Contribution and Creation (Schivinski et al., 
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2016). This classification was limited for the purpose of this study. Pre-teenagers in Cusco 

generate a wider diversity of digital activity, as demonstrated by the results of the qualitative field 

study through focus groups with pre-teenagers from Cusco in December 2015. The same 

limitation was found in the studies by Blank (2013) and Schradie (2013), who did not address the 

diversity of generated contents, especially by teenagers. 

Subrahmanyam & Greenfield, (2008); Lu et al., (2016), Schivinski et al., (2016); Schradie, (2013); 

Blank, (2013), allowed the collection of ways to describe and/or measure the digital content 

activity. Together with the findings from the digital activity by preteenagers from Cusco, they 

allowed proposing the instrument, or measurement scale, to assess the teenager digital content 

activity. This scale constitutes one of the main contributions of this research in the field of 

marketing because it allows the classification of the different sorts of teenager digital activity, 

categorized into: a) Informational Digital Content Activity, b) Digital Entertainment Content 

Activity, c) Digital Transactional Content Activity, d) Digital Production Content Activity, e) Digital 

Creation Content Activity. Finally, the corresponding items were added to each scale, to measure 

the diversity of teenager digital activity.  

Also, the structural equation model is presented as an instrument to develop an explanatory 

research model. It was applied to three different study groups of teenagers, grouped by age the 

following way: the first model group with 14 and 15- years old teenagers; the second group with 

16 and 17- years old teenagers, and the third group with 18 and 19- years old teenagers. For 

each group, the minimum sample is 131 teenagers, according to Westland (2010). This sample 

size was exceeded in all groups, with a total of 1150 teenagers. The first group (14-15) included 

339 teenagers, the second group (16-17) included 649 teenagers, and in the third group (18-19) 

included 162 teenagers, thus assuring the size of the study sample.  

Although applying structural analysis in the three groups the same way, the results were different 

for each group because teenagers are at an age of permanent change and exploration (Berger, 

2006). It should be highlighted that despite the age difference among the different study groups, 

the model was efficient for the three groups, assuring the validity of the model in the three study 

groups. Structural analysis is most suitable for the research study concerning the first group of 

teenagers aged 14 to 15 years old because all model factors are associated with high rates. 

However, as age increases, the efficiency of the model decreases.  

In the second stage of research, a structural model is proposed to understand the connections 

between the variables in the proposed model to measure the digital content activity of teenagers 

from Cusco. 9 constructs or scales explain the study model: 1) the influence of the teenager self-
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esteem (TSE); 2) the influence of teenager life satisfaction (TLS); 3) teenager interpersonal 

influence (TII ); 4) influence from peers, parents and friends (PPF); 5) influence of digital 

advertising on teenagers (DAI); 6) influence of teenager’s attitude towards the internet (TATI); 7) 

group influence in teenagers (GIT); 8) social media engagement (SME); 9) digital content activity 

(DCA). In each scale, the items are constructed to measure the research purpose, and the 

internal consistency of each construct was measured before proceeding with the analysis of 

structural equations. 

Two different methodologies are applied to corroborate the internal consistency of the constructs, 

Cronbach's alpha and main components analysis (Marôco, 2014b), proving the internal 

consistency of all factors in the model. The construct with greater internal consistency was 9) 

DCA digital content activity. This was due to the coherence of the questions formulated in the 

items. It was certified that the scales specifically measure the digital activity. In both 

methodologies approved to measure the internal consistency according to (Harlan et al., 2012), 

teenagers learn through trial and error in the social networks they are involved in. This group also 

uses information to create content and share it through their social networks (Harlan et al., 2012). 

Subsequently, the focus groups allowed identifying that preteenagers use information to generate 

digital content and share it with their social networks, in a dynamic environment (Dodds, 2017). 

They do not just create content, they also generate content.  

Surprisingly, it was found that the variables with lower internal consistency were 1) the influence 

of teenager self-esteem (TSE) and 5) digital advertising influence (DAI), not relevant at the 

moment the teenager performs a certain digital activity in social media. These two constructs 

were eliminated from the model because they didn’t have internal consistency. By the opposite, 

the 7 remaining constructs or factors in the model show internal consistency. Monteiro (2011) 

advocates that virtual media improve teenager self-esteem (Monteiro, 2011). This is arguable, 

since digital media per se may not be good or bad for self-esteem. Nevertheless, with positive 

orientation they may help improve personal self-esteem. Subsequently, social media engagement 

as a sole factor may not improve personal self-esteem.  

Lindstrom (2004) argues that preteenagers are sometimes a dream and sometimes a nightmare 

for marketing scholars because it is very difficult to influence them towards a specific market 

behavior (Lindstrom, 2004).For Freeman & Shapiro, (2014), teenagers are a nightmare due to 

their growing skepticism regarding advertising. Therefore, filling digital media with advertising to 

reach teenagers does not necessarily improve their social media engagement and does not 

compromise the intensity of their digital activity.  
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Likewise, the general validity of the structural model was measured in order to corroborate the 

hypothesis, considering 7 constructs or factors among the 9 initially proposed, constituting the 

explanatory model, composed by 5 independent constructs: 1) The influence of teenager life 

satisfaction (TLS), 2) teenager interpersonal influence (TII), 3) parents, peers and friends 

influence (PPF), 4) teenager attitude towards the internet (TATI ), 5) group influence in teenagers 

(GIT), and one intermediary construct that is 6) teenager social media engagement (SME), and 

one dependent construct that is 7) teenager digital content activity (DCA); these relate the 

constructs and corroborate the explanatory model, developed in the different study groups,. The 

first group of 14 and 15- years old teenagers is the most suited according to the SEM results. 

However, the second group of 16 and 17- years old teenagers also corroborates the theory, with 

less validity than the first group; the third group of teenagers 18 and 19- years old also 

corroborates with less intensity than the first and second group of teenagers.  

According to (Cupani, 2012), in the Structural Equation Model (SEM) analysis of first stage 

structural equation, all latent factors correlate to confirm the adequacy of the items of each factor 

or construct (Cupani, 2012); and corroborate the proposed model to measure the digital content 

activity of teenagers from Cusco, Peru, tested and validated through the analysis of first stage 

structural equations (SEM). Therefore, this analysis corroborates our theory proposed in Chapter 

VI Theoretical Framework, where each factor and the corresponding items are equally proposed 

for the three models, but each factor and item has a different value and meaning for each group. 

 

10.1.3 Influence of Teenage Self-Esteem (TSE) and Digital Advertisement (DAI) on Social 

Media Engagement (SME) 

Before corroborating the assumptions made in the model for each study group, two factors or 

constructs were removed from the model, not contributing to research. These were Teenager 

Self-esteem TSE and digital advertising influence DAI, therefore rejecting Hypothesis H1 and H5, 

with no internal validity due to the fragility of the construct.  

 

10.1.4 Influence of Teenage Life Satisfaction (TSE) on Social Media Engagement (SME) 

Hypothesis H2 postulates that “the positive influence of teenager life satisfaction TLS generates 

greater social media engagement"; it is positive, therefore it confirms H2 hypothesis of the first 

model of teenagers (14 and 15 years old). (Valkenburg et al., 2006) state that receiving positive 

comments on their profiles improves the teenagers’ social self-esteem and well-being. This is 

corroborated by hypothesis H2. The hypothesis H2 was confirmed in the three study groups, 
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confirming the H2 hypothesis in the three models, interpreted as follows: “the older the teenager, 

the increased life satisfaction is generated", and accordingly, a greater social media engagement. 

 

10.1.5 Impact of Teenage Interpersonal Influence (TII) on Social Media Engagement (SME) 

Hypothesis H3, “the positive teenager interpersonal influence TII towards social media generates 

more digital activity and social media engagement” is confirmed, corroborating the bibliographic 

review. Also, according to Batinic et al.(2016), opinion leadership, informal attitudes and 

behaviors influence the peers regardless of a specific issue or media used to influence social 

media. Hence, for the study it may be inferred that teenager opinion leaders may influences their 

groups and environment. According to Kim et al. (2016), social media engagement is related to 

the teenagers’ need to belong, and social networks facilitate and canalize their engagement to a 

digital platform (kim et al., 2016). Applying this relationship between teenager interpersonal 

influence TII and social media engagement SME allowed identifying the existence of a direct 

relationship in the three models. It is the one that best fits the third group of teenagers (18-19 

years old), who has greater interpersonal influence. Consequently, hypothesis H3 is corroborated, 

stating that as age increases, the teenager interpersonal influence increases in the social 

networks and therefore his digital engagement with social networks increases as age increases. 

 

10.1.6 Impact of Peers, Parents, Family, and School (PPF) on Social Media Engagement 

(SME) 

Hypothesis H4 suggested that the positive influence of peers, parents, family and school PPF in 

the teenager towards the digital media generates a greater social media engagement. This was 

confirmed. According to Areepattamannil & Swe, (2017), social media can be used to leverage 

the cognitive development of teenagers and increase the possibilities of socialization and self-

development, improving academic engagement. Bandura, (1986) also claims that the influence of 

the surrounding environment such as family, teachers and friends is essential, allowing automatic 

learning by simple observation (Bandura, 1986). Therefore, the influence of family, school and 

friends in the teenager is essential and can be used to leverage the benefits of digital media, as 

advocated by Kamal et al. (2016), who argue that the influence of family, school and friends in 

social media is fundamental, especially to leverage the full development of the teenager (Kamal 

et al., 2016). Therefore, H4 is corroborated in all three models obtaining higher values than the 

previous hypothesis H3; For the first model, H4 is corroborated, with a very strong direct 

relationship between PPF factors (influence of peers, parents and family) and SME (social media 

engagement). 
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Likewise, there was a highly standardized regression relation in the first study group between 

PPF and SME, which follows from the first model: Friends, parents and family members have a 

strong influence on the social media engagement of teenagers, making them have greater digital 

activity. Hypothesis H4 is also confirmed in the second study group (16 and 17- years old), with a 

direct relationship between PPF and SME. Therefore, the hypothesis H4 is confirmed. However, 

the PPF factor of influence is much smaller than the first model. The PPF factor of influence 

decreases as the age of the teenager increases. In the third model, PPF influence disappears 

due to the fact that 18 and 19 years-old teenagers are no longer influenced, given their 

individualization as young adults.  

Finally, in the third model, PPF disappears between 18 and 19- years old. In the first model of 

teenagers 14 and 15 years-old, the PPF factor has a fundamental influence, while for 18 to 19- 

years old teenagers this factor PPF has no influence and does not generates greater social 

media engagement, unlike in the first and second models. 

 

10.1.7 Impact of Teenager Attitude Toward Internet (TATI) on Social Media Engagement 

(SME) 

Hypothesis H6 is also confirmed. The positive influence of teenager attitude towards the internet 

(TATI) will increase social media engagement (SME). This direct relationship is also confirmed, 

supporting the findings by Chou, et al. (2009). The teenager has a positive attitude towards the 

internet because it serves as a tool, as a toy, as a territory, as treasure of information, as 

telephone; According to Mishra et al. (2015) and San Martín & Mujica (2010), teenagers and 

university students are the main users of technological media, converting it into a virtual global 

village, where ideas, information and communication are exchanged. Hypothesis H6 is 

corroborated in the three models, with direct relationship between TATI and SME. 

Hypothesis H6 is confirmed for the first group of teenagers aged 14 and 15, obtaining one of the 

higher standardized regressions, confirming a strong relationship between TATI and SME factors. 

Similarly, for the second group (16 and 17-year-old teenagers) there is a direct relationship 

between TATI and SME, although lower than the previous. Finally, in the third model the direct 

relationship between TATI and SME is confirmed with a positive standardized regression, slightly 

higher than for the second model. Thus, hypothesis H6 is onfirmed in the three models, 

establishing that a positive teenager attitude of towards the internet increases social media 

engagement, specially by the ages of 14 and 15, decreasing % for 16 and 17- years old 

teenagers and increasing for 18 and 19- years old teenagers. 



265 

 

 

 

10.1.8 Impact of Teenager Group Influence (GIT) on Social Media Engagement (SME) 

Hypothesis H7 is also confirmed, establishing that a positive group influence in the teenager GIT 

increases the social media engagement SME. A direct relationship was found between the group 

influence of teenager GIT and social media engagement SME, according to Chiang & Wu (2015), 

who identified that: teenagers tend to treat better the teenagers from their group than teenagers 

who are outsiders to the group. According to Siman (1977), teenagers  share the same 

atmosphere within the group, including norms, patterns and customs that influence their peers. 

According to Serrano-Puche (2012) the changes generated by the digital age allow more 

integration of the participants, and these social influences are clearer in social networks.  

Hypothesis H7 was confirmed in the three models, establishing a direct relationship between GIT 

and SME in the three models. The first model obtained a positive relationship between GIT and 

SME, the second model showed a direct relationship between GIT and SME with higher rates 

than the first model; and the third model also showed a relationship between GIT and SME with 

higher values than the first mode, although lower than the second model. This allows inferring 

that group influence on teenagers increases their social media engagement, and increases from 

14-15 until 16-17 years old, decreasing in 18 and 19- years old teenagers. 

 

10.1.9 Impact of Social Media Engagement (SME) on Teenagers Digital Content Activity 

(DCA) 

Hypotheses H8 and 9 was also confirmed in the three study groups, establishing that a greater 

social media engagement SME will positively affect the teenager Digital Content Activity of 

Passive and Active Information, with direct relationship between SME and DCAA and DCAB. This 

had been advocated by Dodds, (2017), arguing that social media is a tool that helps create 

content for active and passive information. Digital Content Activity of Passive Information 

increased between the first and second group of teenagers, decreasing in the third group. Digital 

Content Activity of Active Information decreases between the first and the second group, 

increasing in the third group. This indicates that Digital Content Activity of Passive Information 

decreases as the age increases, while the active increases with age. 

Hypotheses H12 and 13 was confirmed in the three age groups, establishing that a greater social 

media engagement positively affects the increase in teenager Digital Production and Creation 

Content Activity. According to Dodds (2017), social media are a tool that helps content creation 

and production, which supports hypothesis H12 and 13. The creation and production activity is 

greater in the first group, decreasing in the second group and also decreasing in the third group. 
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This suggests that teenager Digital Production and Creation Content Activity decreases as age 

increases. 

Hypothesis H10 is also confirmed in the three study groups, establishing that a greater social 

media engagement (SME) will positively affect the increase the Digital Entertainment Content 

Activity (DCAC). There is a direct relationship between SME and DCAC, supported by the 

findings from Dodds (2017) who advocates that social media is a tool that helps create content. In 

this specific case we refer to entertainment content activity, which was higher in the first group, 

decreasing in the second group and decreasing even more in the third group. This indicates that 

the Digital Entertainment Content Activity decreases according to age. 

Hypothesis H11 is confirmed in the three study groups, establishing that a greater social media 

engagement positively affects the increase in digital transactional content activity. According to 

Dodds (2017), social media is a tool that helps create Digital Transactional Content Activity. The 

transactional activity was higher in the first group, decreasing in the second group and increasing 

in the third group. Additionally, in the second study group, all the hypotheses are corroborated, 

however the factors and hypotheses for this second group vary according to the adolescence 

stage of development.  

Thus, for the second group of teenagers, Hypothesis H12 and 13 is that a greater social media 

engagement will positively affect the Digital Production and Creation Content Activity; Hypothesis 

H9 is that a greater social media engagement will positively affect the Digital Content Activity of 

Active Information; Hypothesis H8 is that a greater social media engagement will positively affect 

the Digital Content Activity of Passive Information. Hypothesis H10 is that a greater social media 

engagement will positively affect the Digital Entertainment Content Activity, and the Hypothesis 

H11 is that a greater social media engagement will positively affect the Digital Transactional 

Content Activity. All these hypotheses were confirmed for the second study group of 16 and 17 

years-old teenagers (see table 63-C). 

For the third group study of teenagers aged 18 and 19, Hypothesis H12 and 13 is that a greater 

social media engagement will positively affect the Digital Production and Creation Content 

Activity; Hypothesis H9 is that a greater social media engagement will positively affect the Digital 

Content Activity of Active Information; Hypothesis H10 is that a greater social media engagement 

will positively affect the Digital Content Activity of Passive Information. Hypothesis H10 and 11 is that 

a greater social media engagement will positively affect the Digital Entertainment and 

Transactional Content Activity. Finally in the third group, these hypotheses are corroborated and 

all hypotheses for the third group were confirmed. This is supported by the findings from Dodds 
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(2017), indicating that social media are a tool that helps create content. See table 73 showing the 

different values of the hypotheses. 

Therefore, all hypothetical relationships proposed between the independent and dependent 

factors in Chapter VII are able to prove and corroborate the Teenager Digital Content Activity 

Model (see Table 4). The three study groups fit the model developed to measure the teenager 

digital content. It is the optimal model for the first group of teenagers aged 14 to 15 years, 

diminishing the indicators in the second and third group, decreasing the model efficiency as 

teenager ages increase. Hence, the third group has less validity than the first two groups because 

teenagers are in constant change and development (Berger, 2006; Gowers, 2005; Lozano 

Vicente, 2014) The explanatory model was also developed initially with 9 constructs or factors, 

with two factors eliminated, the influence of teenager self-esteem TSE and digital advertising 

influence DAI,  to improve the explanatory model and the validity of the model (Marôco, 2014b, 

2014a).  

 

Table 114 Synthesis of the research hypothesis 

Hypothesis Results 
H1: “A positive influence of Teenage Self-Esteem (TSE) generates more activity 
and Social Media Engagement (SME)” 

Rejected 

H2: “A positive influence of Teenager Life Satisfaction (TLS) generates greater 
Social Media Engagement (SME)” 

Confirmed 

H3: “A positive Teenager Interpersonal Influence (TII), regarding social media, 
generates more activity and Social Media Engagement (SME)” 

Confirmed 

H4: “A positive influence of Friends, Parents, and school towards digital media 
(PPF) generates greater Social Media Engagement (SME)” 

Confirmed 

H5: “A positive of Digital Advertising Influence (DAI) on Teenagers increases their 
“Social Media Engagement (SME)” 

Rejected 

H6: “A positive Teenager Attitude Towards Internet (TATI) will increase Social 
Media Engagement (SME)” 

Confirmed 

H7: “A positive Group Influence on Teenager (GIT) Increases Social Media 
Engagement (SME)” 

Confirmed 

H8: “A greater Social Media Engagement (SME) will positively affect the increase of 
the teenager Digital Content Activity of Passive Information (DCAA)” 

Confirmed 

H9: “A greater Social Media Engagement will positively affect the increase of the 
teenager Digital Content Activity of Active Information (DCAB)” 

Confirmed 

H10: “A greater Social Media Engagement will positively affect the increase of the 
teenager Digital Entertainment Content Activity (DCAC)” 

Confirmed 
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H11: “A greater Social Media Engagement will positively affect the increase of the 
teenager Digital Transactional Content Activity (DCAD)” 

Confirmed 

H12: “A greater Social Media Engagement will positively affect the increase of the 
teenager Digital Production Content Activity (DCAE)” 

Confirmed 

H13: “A greater Social Media Engagement (SME) will positively affect the increase 
of the teenager Digital Creation Content Activity (DCAF)” 

Confirmed 

 

10.2 Conclusions 

This research thesis developed an explanatory model to measure teenager digital content activity 

among 14 to 19- years-old teenagers from Cusco (Peru). Many of these teenagers attend high 

school, and some are beginning college, a study segment that determined the determinant and 

antecedent factors that influence and generate engagement with teenager digital content activity 

in the urban area of the city of Cusco. This thesis also allows observing the diversity and intensity 

of teenager digital activity in the various social platforms and measures the influence they receive 

from parents, family, friends, school and different advertising, determining a certain social media 

engagement, as well as the manipulation of digital contents such as logos, brands and daily 

advertising related to the digital activity and development in their daily lives. Also, this thesis 

contributes to improve the debate in the academic community to the extent there was no previous 

research study in Cusco-Peru concerning these issues. In addition, it contributes with a tool to 

measure teenager digital content activity.  

Hence, this work contributes to bridge a gap in scientific knowledge, with development of the 

concept of Digital Content Activity. It is the process performed by the teenager generating content 

when he is connected online in any of the social media platforms, whose final result will be digital 

content activity. To measure the teenager digital content activity, five new scales were designed 

and presented to the scientific community as one of the major contributions of this research 

study. The scales measure: 1a) Digital Content Activity of Passive Information; 1b) Digital 

Content Activity of Active Information; 2) Digital Entertainment Content Activity; 3) Digital 

Transactional Content Activity; 4) Digital Production Content Activity; and 5) Digital Creation 

Content Activity. These 5 scales also constitute a marketing instrument to measure the diversity 

and intensity of teenager digital content activity. 

Also, this research helps expand knowledge in marketing studies concerning teenagers, an 

important study segment, moving in a very dynamic environment marked by technology 

advancements for the new generations. Teenagers are in a development stage of social, 

physical, biological, and psychological changes, characterized by permanent search for 
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independence (Berger, 2006; Gowers, 2005; Kroger, Martinussen, & Marcia, 2010; Lozano 

Vicente, 2014). Using technology has become a lifestyle (Loveland, 2017; Oprea, C., Stan, 2012). 

This environment of constant change requires information about such an important market 

segment as teenagers. Marketing experts have claimed to require consolidated information due 

to the characteristics of this new generation of teenagers (Beall, 2016). Therefore, this 

contribution will be useful for the marketing academic community. 

To measure the teenager digital content activity in the various social platforms, a structural study 

model was designed to identify the different factors that influence teenagers to generate a certain 

digital content activity. It constitutes a valuable tool to measure the level of influence of the 

different factors in the environment that determine a digital behavior. These factors that influence 

and affect the digital content activity are nine: 1) the influence of teenager self-esteem (TSE), 2) 

the influence of teenager life satisfaction (TLS), 3) teenager interpersonal influence (TII), 4) peer, 

parents and friends influence (PPF), 5) digital advertising influence (DAI), 6) teenager's attitude 

towards the internet (TATI), 7) group influence on teenagers (GIT) , 8) social media engagement 

(SME), 9) digital content activity (DCA). Therefore, the model developed to measure the different 

influencing factors in the various social media where teenagers meet constitutes one of the 

greatest contributions to the academic community and marketing scholars in the teenager 

segment. 

The present research was conducted in the urban area of the city of Cusco, Peru, because the 

urban area has a higher index of internet penetration. The process included visiting schools, 

universities and pre-university education centers in order to interview teenagers. Private schools 

revealed a high level of hermeticism and conservatism, originating a communication strategy 

designed to overcome the difficulties found in the field study. Therefore, the present research 

study consists of two research approaches. The first approach was qualitative, preparing the 

foundations and providing important data from preteenagers, useful as key information to develop 

the second approach, quantitative, and subsequent conclusions: 

The first qualitative approach included 14 focus groups, 8 with preteenagers from 11 to 15- years 

old, 3 with teachers and 3 with parents. It concluded that teenagers from Cusco don’t have much 

digital production. However, they have an intense digital activity, which increases with age. The 

focus groups with teachers and parents allowed concluding that parents and teachers have fears 

and worries concerning the internet risks for preteenagers. However, they can’t forbid technology 

to their children, so they restrict and supervise the use of the internet by teenagers. Teenagers 
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declare they are free to surf the net since the age of 13 to 14. Therefore, preteenagers access the 

Internet in a restricted manner and under supervision.  

As a result, the study was adjusted and the age range of the teenagers in the study was raised to 

14 to 16- and 17 to 19- years old. On the other hand, the teachers claimed that the quality of 

digital production inside the classroom and under supervision is high, lowering the quality when 

they are unsupervised. Contrarily, teenager digital activity increases when not in classroom. 

Therefore, this first approach was useful to assess the teenager digital activity in the field and to 

design the scales to measure teenager digital content activity.  

As a result of the second approach, which was quantitative, it was concluded that the developed 

model is useful to measure teenager digital content activity. This tool was designed and validated 

to confirm the correct hypotheses. For this purpose, the analysis was performed in three different 

study groups, grouped according to age. The first group was composed by teenagers aged 14 

and 15; the second group included teenagers between 16 and 17- years old, and the third group 

included 18 and 19- years old teenagers. Also, these three groups suit the proposed model. The 

first group of teenagers (14 and 15); is the one that best fits the proposed model. The quality and 

validity of the model decreases as age increases. 

The results of the quantitative study allow concluding that the most influential factor for teenager 

digital activity (14 and 15- years old teenagers from the first group), is teenager attitude towards 

the Internet (TATI), increasing the teenager digital engagement; followed by the influence of 

peers, parents, friends and school (PPF). Another factor is group influence (GIT) on the teenager 

digital activity, concluding that these three factors are particularly determinant in the digital activity 

of 14 and 15- years old teenagers. 

The results from the second group of teenagers aged 16 and 17- years old indicate that factors 

such as the influence of parents, peers, friends and family (PPF) decreases as teenagers’ age 

increases. Hence, this factor affects with less intensity this second group of teenagers. The 

determining factor for 16 and 17- years old teenagers is group influence (GIT), which increases 

with age. The factor teenager attitude toward the Internet (TATI) is also determining, affecting 

teenager digital activity. To conclude, these three factors are determining towards the digital 

activity of 16 and 17- years old teenagers. 

The results from the third group, concerning the digital activity of 18 and 19- years old teenage, 

were mainly teenager attitude towards the internet (TATI), followed by group influence on 

teenagers GIT, and almost to the same extent, teenagers interpersonal influence (TII), increasing 

with age. However, the factor influence of peers, parents, friends and school (PPF) disappears 



271 

 

 

with age. Unlike the first study group, this factor is high and disappears, not being decisive when 

young teenagers perform digital activities. So, in the third group of teenagers, as age increases, 

some factors disappear, as PFF. It stops affecting teenagers because they grow to become 

autonomous and tend towards independence. 

This allows concluding the overall model results are valid, confirming all hypotheses validated 

and corroborated. The 13 hypotheses in the study model were discussed, and two were 

discarded due to low Cronbach alpha and low KMO Kaiser-Meyer-Olkin values. Consequently, 

only 11 hypotheses were analyzed in the previous chapter. They were all confirmed in the three 

teenager groups, concluding the three study groups suit the proposed research model. The 

results allow concluding that the first study group of 14 and 15- years old teenagers is better 

suited to the proposed model. 

Therefore, the model is efficient for the different groups of teenagers, adapting better to the first 

group of 14 and 15- years old teenagers. Finally, the study was conducted in two complementary 

stages, a qualitative and a quantitative stage. Both approaches were complementary and allowed 

a better quality to the research study in order to measure teenager digital activity in Cusco. 

 

10.3 Recommendations 

This research model allows measuring teenager digital content activity, from 14 to 19- years old, 

also known as the Generation Z. This model is recommended for evaluation by marketing 

researchers and information content scholars in order to analyze the simultaneous information it 

allows gathering concerning influence on teenagers triggering digital content activity. The 

measurement scale produced in this research is also recommended for academic purposes to 

measure and improve technological information media in schools and universities to improve 

knowledge about teenagers and young teenagers, using the information allowed by this study 

model to develop the level of individual and collective digital creativity and content production. 

 

10.4 Future Research 

This research suggests several issues for future research, such as the creation of a measuring 

scale for general digital content activity that could be appropriate for all kinds of public or all kinds 

of users generating content, targeting young adults, adults and senior. Additionally, performing a 

study on digital content activity in different contexts could allow establishing a single 

measurement scale for any user. 
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10.5 Limitations of the Research Study  

The main limitation of the study is geographic, since the study was exclusively conducted in the 

urban area of the city of Cusco, in Peru. A similar study might produce different results in a 

different geographic context with a wider scope. Also, although the proposed model aims to 

measure the diversity of digital content activity, it specifically targets teenagers. It might be valid 

for pre-teens and young teenagers but not for other age groups. Another limitation of the research 

concerns the extremely closed policy of private schools, restricting the access to information 

about preteenagers, narrowing the randomness of the study object. 
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Appendix 1 Teenager Focus Group Script Guide A 

Focus Groups - Teens. 

Hi boys and girls, my name is Breezy Martínez, I am a PhD student from the University of Porto 

and this time we will talk about you and about some online habits, at school, at home and in 

public places. 

To begin, I would like us to know each other in this group so we will start by introducing 

ourselves; first, we say our name, age, gender, badge name or nickname and indicate what is our 

favorite hobby and why? 

Creating trust in communication. 

X1: TWEEN OWN BEHAVIOR (TB) 

Very well, since in this room we all know each other, let's each one say what is our favorite 

cartoon or favorite game and why? 

Well now, after knowing each other a little more, we will move to our homes, schools and public 

places. 

Let's begin by giving an opinion about the good and the bad of being a pre-teenager. What are 

the advantages and disadvantages - please start talking one by one. 

X6: SOCIAL MEDIA 

1. Now let's try to connect online and remember what is your favorite device to connect 

online and why? 

2. Speaking of web pages; What are the Web Sites you visit the most and why? 

3. Do you have any preference for any website and why? 

X7: DIGITAL CONTENT PRODUCTION 

4. What is the online activity you carry out: searching information, uploading photos, videos, 

image editing, uploading and downloading music, games, chat, mention more activities 

you perform.: a) alone; b) in group? 

5. Of all these online activities which one do you like the most? Why? 

 

 

X4: BRAND ENGAGEMENT 
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6. Do you identify with any type of advertising in particular, artist, internet ads, product 

brand, logo, program, group? Why? 

7. Do you have a favorite brand? Why; how often do you buy it? 

8. If you don’t find your favorite brand in the market / store, what do you do? Would you buy 

another brand or keep searching until you find it? Explain. 

X5: BRAND ATTITUDE 

9. What attitude do you have when you see a good product? Do you tell your parents to buy 

it immediately, do you buy it as soon as your parents can; do you ask opinions from 

people around you to buy, it; do you give it likes despite not buying? Explain what you 

would do in your case? 

X2: PEERS, PARENT FAMILY INFLUENCE TWEENS BEHAVIOR 

10. Who influences the most when choosing a brand to buy, parents, siblings, friends, 

teachers or others? Explain how they influence? 

11. Do you think that teachers and parents have enough knowledge to help you online, or do 

they you it is not enough? 

X3: PRODUCT PLACEMENT 

12. What do you think about online product advertising? How do you find them? Do you have 

any in particular? 

13. Do you that this advertising influences when you are going to choose a brand? Yes or 

no? Why? 

14. Finally, is there any topic, opinion, clarification, and observation to add about the online 

activities you perform? 
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Appendix 2 Focus Group Teenagers Parents Script Guide B 

Focus Groups- Parents. 

My name is Breezy Martínez, I am a PhD student from the University of Porto and this time we 

are going to talk about your preteen children and about some online habits, at home and in the 

classroom. 

To begin, I would like us to know each other in this group so we will start by introducing each one, 

first, we say our name, age, and number of children, gender and age of the children. 

Creating trust in communication. 

Very well, since we all know each other in the room, we are going to imagine that we have 

powers and each one will say what animal he would like to become and why? 

Well, now that we know each other a little better, we will move to our homes with family and 

preteen children. 

X1: TEEN BEHAVIOR (PARENTS POINT OF VIEW) 

1. Let's begin by giving an opinion about the good and the bad of having pre-teenager 

children. What are the advantages and disadvantages? Please start talking one by one. 

X7: DIGITAL CONTENT PRODUCTION 

2. Now we are going to try to connect online and remember what electronic media are most 

used by our children and what activities they carry out online. Explain their online 

activities. 

3. Do you know what is your children's digital content production and what they do online? 

4. Could you comment on the quality level of online content production of your preteen 

children? Do you know what they do online? 

 X6: SOCIAL MEDIA 

5. How often does your child/children connect online? Could you state the number of hours 

your children stay connected per week? 

6. Have you ever felt that your pre-teen children are more online experts than you? Why? 

7. How often do you use software to control what your children do online? Do you usually 

know what they do? 

 X4: BRAND ENGAGEMENT 
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8. Do you know which web pages are most visited by your children? Why? 

 X5: BRAND ATTITUDE 

9. Do you have information on the type of online identification your children have with an 

advertising product, product brand, artist, logo, advertising? Do you believe this affects 

their studies? Why? 

 X3: PRODUCT PLACEMENT 

10. What is the influence of advertising spots on your children behavior? Explain. 

 X2: PEERS, PARENT, FAMILY INFLUENCE - TB 

11. Do you believe that it influences your child when he chooses a product, advertising, or 

brand to buy? 

12. Finally, is there any other topic, opinion, clarification, or observation to add about your 

preteen children? 
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Appendix 3 Focus Groups Teenager Teachers Script Guide C 

Focus Groups - Teachers  

My name is Breezy Martínez, PhD student at the University of Porto, and this time we are going 

to talk about your students and about some online habits and in the classroom. 

For starters, I would like us to know each other in this group so we will start by introducing 

ourselves; first we say our name, years of experience as a teacher and years of experience 

teaching pre-teenagers. 

Creating trust in communication. 

Very good, now we all know each other a little better, we will imagine that we have powers and 

each one will say what animal he would like to become and why? 

Well now, after knowing each other a little more, we will now move to the classrooms with our 

preteen students. 

X1: TEEN BEHAVIOR (TEACHERS POINT OF VIEW) 

1. Let's start by giving an opinion about the good and the bad of working with teenagers. 

What are the advantages and disadvantages? Please start talking one by one. 

X6: SOCIAL MEDIA 

2. How often do they connect in classroom and why? 

3. Have you ever felt that some students are online experts even more than you? Why? 

4. How often do you use software to control what students are doing online? Do you usually 

know what they do? 

 X7: DIGITAL CONTENT PRODUCTION 

5. Now we are going to try to connect online and remember which are the most used 

electronic media by your students and what are the activities you do with students? 

Explain about curricular and extracurricular activities. 

6. What is the digital production content of pre-teens and what do they do online? 

7. Could you comment on the quality level of the online content production of the preteens 

and why? 

X4: BRAND ENGAGEMENT 
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8. Do you have information about the online preferences of your students concerning an 

artist, advertising, product brand, logo - do you believe this affects their learning? Why? 

9. Do you believe your students know about brands more than their parents? Why? 

 X2: PEER, PARENTS INFLUENCE IN TB 

10. Do you know what is the influence of parents and friends on their preferences concerning 

brands, logos and various products? 

 X3: PRODUCT PLACEMENT 

11. What is the influence of advertising spots on the student? Do you know? 

 X5 BRAND ATTITUDE 

12. Do you know what is the attitude of students regarding the different brands? 

13. Finally, is there any other topic, opinion, clarification, or observation to add about preteen 

students? 
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Appendix 4 Questionnaire 

 

 

 

  

 

  

 

Genero:     Femenino                  Masculino Edad:

Número de hermanos?

Vive con padres?   Sí     No

1. Marque con un aspa uno de los numeros del 1 al 7, si  totalmente de acuerdo 
(7) o si esta totalmente en desacuerdo (1), en las siguientes afirmaciones:                                                                                                                                                                                     

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

erdo

poco 

des-

acuer-

do

Ni 

Acuerdo 

Ni Desa-

cuerdo

Un 

poco 

de Acu-

erdo

De  

Acu-

erdo

Totalmente 

De  

Acuerdo

1.1   Siento que tengo una serie de buenas cualidades. 1 2 3 4 5 6 7

1.2  Yo soy capaz de hacer cosas mejor que otras personas. 1 2 3 4 5 6 7

1.3   Siento que no tengo mucho de que enorgullecerme. 1 2 3 4 5 6 7

1.4   Ciertamente me siento inútil a veces. 1 2 3 4 5 6 7
1.5 Siento que soy una persona que valgo, al menos en igual nivel que los
demás. 1 2 3 4 5 6 7

2. Marque con un aspa uno de los numeros del 1 al 7, si esta de  totalmente 
acuerdo (7) o si esta totalmente en desacuerdo (1), en las siguientes afirmaciones:                                                                                                                                                                             

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

erdo

poco 

des-

acuer-

do

Ni 

Acuerdo 

Ni Desa-

cuerdo

Un 

poco 

de Acu-

erdo

De  

Acu-

erdo

Totalmente 

De  

Acuerdo

2.1 En la mayoría de los casos mi vida está cerca de mi ideal. 1 2 3 4 5 6 7

2.2 Las condiciones de mi vida son excelentes. 1 2 3 4 5 6 7

2.3 Estoy satisfecho con la vida. 1 2 3 4     6 7

2.4 Hasta ahora he conseguido las cosas importantes que quiero en la vida. 1 2 3 4 5 6 7

2.5 Si yo pudiera vivir mi vida entera, yo no cambiaría casi nada. 1 2 3 4 5 6 7

3. Marque con un aspa uno de los numeros del 1 al 7, si esta  totalmente de 
acuerdo (7) o si esta totalmente en desacuerdo (1), en las siguientes afirmaciones:                                                                                                                                                                             

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

erdo

poco 

des-

acuer-

do

Ni 

Acuerdo 

Ni Desa-

cuerdo

Un 

poco 

de Acu-

erdo

De  

Acu-

erdo

Totalmente 

De  

Acuerdo

3.1 Si yo quiero ser como alguien, frecuentemente trato de comprar la misma
marca que ellos compran. 1 2 3 4 5 6 7
3.2 Para mí es importante que a otros les guste el producto y marcas que yo
compro. 1 2 3 4 5 6 7
3.3 Yo raramente compro los últimos estilos de moda hasta que esté seguro de que 
mis amigos los aprueben. 1 2 3 4 5 6 7
3.4 Yo a menudo me identifico con otras personas al comprar los mismos productos 
y marcas que compran. 1 2 3 4 5 6 7
3.5 Al comprar un producto, generalmente compro aquellas marcas que creo que
otros aprobarán. 1 2 3 4 5 6 7
3.6 Me gusta saber qué las marcas y productos hacen buenas impresiones en los
demás. 1 2 3 4 5 6 7

3.7 Si otras personas pueden verme usando un producto, a menudo compran la
marca que esperan que yo compre. 1 2 3 4 5 6 7

Con la finalidad de investigar el comportamiento digital de los adolescentes, se realiza este cuestionario a los 
alumnos del Perú,  y por motivos estrictamente de estudio sus datos son confidenciales por lo que  

agradecemos sus respuestas sinceras a estas preguntas.
 En una escala del 1 al 7,  marque el  grado de aprobación o desaprobación  de las siguientes afirmaciones 

Mayores: Menores:

Grado de Estudio:
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4. Marque con un aspa uno de los numeros del 1 al 7, si es siempre (7) o si es 
nunca (1), en las siguientes afirmaciones:                                                                                                                                                                                                                      

Nunca

Casi 

Nun-

ca

De v es 

en 

cuan-

do

A veces
Normal-

mente

Muy  a 

Menu-

do

Siempre

4.1   Mis padres deciden que marca yo voy a comprar. 1 2 3 4 5 6 7

4.2   Mis amigos deciden que marca voy a comprar. 1 2 3 4 5 6 7

4.3   Mis tíos/sobrinos deciden que marca yo voy a comprar. 1 2 3 4 5 6 7

4.4   Mi abuela/ hermanas deciden que marca yo debo comprar. 1 2 3 4 5 6 7

4.5   Mis padres/apoderados generalmente  pasan mayor tiempo en casa 
controlandome y restringiéndome el acceso a internet. 1 2 3 4 5 6 7

4.6   Mis padres/apoderados determinan que página puedo o no puedo visitar. 1 2 3 4 5 6 7

4.7  Mis profesores determinan que pagina puedo o no puedo visitar. 1 2 3 4 5 6 7

4.8  Mis padres me ayudan y hablan acerca  del uso adecuado del internet. 1 2 3 4 5 6 7

4.9  Mis profesores me ayudan y hablan acerca del adecuado uso del internet. 1 2 3 4 5 6 7

5. Marque con un aspa uno de los numeros del 1 al 7, si esta totalmente de 
acuerdo (7) o si esta totalmente en desacuerdo (1), a las siguientes afirmaciones:                                                                                                                                                                              

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

erdo

poco 

des-

acuer-

do

Ni 

Acuerdo 

Ni Desa-

cuerdo

Un 

poco 

de Acu-

erdo

De  

Acu-

erdo

Totalmente 

De  

Acuerdo

5.1   En general  considero que la publicidad es algo bueno. 1 2 3 4 5 6 7

5.2   En general mi opinión sobre la publicidad digital es desfavorable. 1 2 3 4 5 6 7
5.3   La publicidad me ayuda a saber que marca reflejará o no el tipo de persona 
que soy. 1 2 3 4 5 6 7
5.4  A veces la publicidad digital es más entretenida que otros contenidos del medio 
social. 1 2 3 4 5 6 7

5.5  La publicidad digital hace que la gente viva en un mundo de fantasias. 1 2 3 4 5 6 7

6. En una escala del 1 al 7, marque con un aspa en las siguientes afirmaciones de 
acuerdo a su opinión:

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

poco 

des-

acuer-

Ni 

Acuerdo 

Ni Desa-

cuerdo

Un 

poco 

de Acu-

De  

Acu-

erdo

Totalmente 

De  

Acuerdo

6.1 A mí me gusta navegar en internet. 1 2 3 4 5 6 7

6.2 Yo gasto mucho tiempo  en internet. 1 2 3 4 5 6 7

6.3 En mi opinión el internet es una herramienta negativa. 1 2 3 4 5 6 7
6.4 Siento que el internet es un buen lugar para expresar mis pensamientos y 
sentimientos. 1 2 3 4 5 6 7

6.5 Yo generalmente uso internet para ayudarme con mi tarea. 1 2 3 4 5 6 7

6.6 Yo uso internet para pasar el tiempo. 1 2 3 4 5 6 7
6.7 El internet es mi compañero de juego. 1 2 3 4 5 6 7

7. Marque con un aspa uno de los numeros del 1 al 7, si esta totalmente de 
acuerdo (7) o si esta totalmenteen desacuerdo (1), en las siguientes afirmaciones:                                                                                                                                                                              

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

erdo

poco 

des-

acuer-

do

Ni 

Acuerdo 

Ni Desa-

cuerdo

Un 

poco 

de Acu-

erdo

De  

Acu-

erdo

Totalmente 

De  

Acuerdo

7.1  Yo siento que al usar o comprar una marca en particular realzará mi imagen 
que otros tienen de mí. 1 2 3 4 5 6 7

7.2  A veces siento que sería bueno ser como las personas de los anuncios 
publicitarios que muestran una marca en particular. 1 2 3 4 5 6 7

7.3 Yo siento que al comprar una marca en particular soy admirado y respetado 
por otros. 1 2 3 4 5 6 7
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8. Marque con un aspa uno de los numeros del 1 al 7, si esta de acuerdo (7) o si 
esta en desacuerdo (1), en las siguientes afirmaciones:                                                                                                                                                                                                         

Totalmente  

En 

Desacuerdo 

en 

Des- 

acu-

poco 

des-

acuer-

Ni 

Acuerdo 

Ni Desa-

Un 

poco 

de Acu-

De  

Acu-

erdo

Totalmente 

De  

Acuerdo
*) En general cuando estoy en una Red Social  es porque...

8.1 Porque todo el mundo lo hace. 1 2 3 4 5 6 7

8.2 Porque mis amigos lo hacen. 1 2 3 4 5 6 7

8.3 Porque quiero conectarme con gente que comparte mis ideas y valores. 1 2 3 4 5 6 7

**)En general considero que las Redes Sociales (Facebook, Youtube, Twitter, 
WhatsApp, y otros) son... 1 2 3 4 5 6 7

8.4 Son Buenas 1 2 3 4 5 6 7

8.5 Son perjudiciales para la privacidad. 1 2 3 4 5 6 7

8.6 Prefiro utilizar el Whatsapp en vez del facebook. 1 2 3 4 5 6 7

8.7 En general prefiero buscar productos y marcas mediante las Redes Sociales. 1 2 3 4 5 6 7

9. Marque con un aspa uno de los numeros del 1 al 7, si es siempre (7) o si es 
nunca (1), en las siguientes afirmaciones:                                                                                                                                                                                                                      

Nunca

Casi 

Nun-

ca

De v es 

en 

cuan-
A veces

Normal-

mente

Muy  a 

Menu-

do

Siempre

Consumo en las Redes sociales (Facebook, YouTube, Twitters, WhatsApp)

9.1.1 Leo el estado del equipo, notificaciones y/o actualizaciones. 1 2 3 4 5 6 7

9.1.2 Leo publicaciones y páginas de fans relacionadas con marcas de productos. 1 2 3 4 5 6 7

9.1.3 Veo imágenes / gráficos relacionados con marcas de productos. 1 2 3 4 5 6 7
9.1.4 Yo sigo los Blogs relacionados con marcas de productos. 1 2 3 4 5 6 7
9.1.5 Yo sigo en línea a mis marcas favoritas. 1 2 3 4 5 6 7
9.1.6 A mí me gusta  poner  “Like” a imágenes/gráficos /publicaciones  
relacionados con marcas de productos. 1 2 3 4 5 6 7

9.1.7 Yo hago descargas de videos y fotos en las  Redes Sociales. 1 2 3 4 5 6 7

9.1.8 Me encanta revisar todas las fotos y/o  ver perfiles. 1 2 3 4 5 6 7
9.2.1 Yo comento sobre publicaciones/ imágenes/ gráficos y videos relacionados 
con  marcas de productos. 1 2 3 4 5 6 7
9.2.2 En Redes Sociales yo escribo mensajes relacionados con marcas de 
productos en los foros. 1 2 3 4 5 6 7

9.2.3 Visito salas de chat de diversos temas, hago intercambio de comentarios,
chateo con mis amigos y diferentes grupos. 1 2 3 4 5 6 7
9.2.4 Yo pongo en facebook mi preferencia de marcas/ equipos/ materias/
cantantes/ gastronomía. 1 2 3 4 5 6 7

9.3.1 Yo comparto las publicaciones relacionadas con marcas de productos. 1 2 3 4 5 6 7
9.3.2 Me encanta compartir musicas/videos/selfies/juegos hechos por otras
personas o amigos. 1 2 3 4 5 6 7

9.3.3 Yo consigo información para la escuela sobre diferentes materias y tópicos. 1 2 3 4 5 6 7

9.3.4 A mí me gusta poner productos avisos de  venta en OLX o en otras paginas. 1 2 3 4 5 6 7

9.4.1 Yo compro cosas en línea como libros, música y programas de software. 1 2 3 4 5 6 7

9.4.2 A mí me gusta realizar todos los trámites administrativos por línea. 1 2 3 4 5 6 7

9.5.1 Me encanta jugar en línea con otros grupos tanto como individualmente. 1 2 3 4 5 6 7

9.5.2 Organizo diferentes eventos como fiestas, concursos grupales, aniversarios. 1 2 3 4 5 6 7
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En las Redes Sociales (Facebook, YouTube,Twitters, WhatsApp, Instagram, Blog):

Nunca Casi 

Nun-

ca

De v es 

en 

cuan-

A v eces Normal-

mente

Muy  a 

Menu-

do

Siempre

9.6.1   Yo produzco videos para ponerlos en el Facebook/ You Tube/ Instagram. 1 2 3 4 5 6 7
9.6.2  Yo produzco fotos/dibujos para colgar en el Facebook/ You Tube/
Instagram. 1 2 3 4 5 6 7

9.6.3 Yo produzco músicas/ canciones para el Facebook/ You Tube/ Instagram. 1 2 3 4 5 6 7
9.6.4 Yo produzco selfies para  las poner en el Facebook/ You Tube/ Instagram/
Twitter. 1 2 3 4 5 6 7
9.6.5 Yo produzco breves historias, leyendas y cuentos para colgarlas en el
Facebook/ You Tube/ Instagram. 1 2 3 4 5 6 7

9.6.6 Yo produzco imágenes con snapchat. 1 2 3 4 5 6 7

9.7.1  Yo he creado un canal en you tube. 1 2 3 4 5 6 7

9.7.2  Yo he creado mi propia página web y/o blog. 1 2 3 4 5 6 7
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Appendix 5 Documents from the Ministry of Education and schools 
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Appendix 6 Summary of the Focus Groups Transcription byVariable 

X1:  SUMMARY OF THE BEHAVIOR OF TEENAGERS, IN THE FOCUS GROUPS OF TEENAGERS, PARENTS AND TEACHERS  

School Level Variable: X1 Teenagers Parents Talk About Teens Teachers Talk about Teenagers 

Female school 
Santa Rosa 
 

6 Primary 

What is the easiest 
and most difficult 
thing of being a 
Preteen? 

It is easy to be 11 years old when your parents 
give you everything, they take care of you and 
buy things, and care for you. Your life is not 
complicated; it is difficult when they make you 
take responsibility and if you make mistakes, 
they get angry. 

For mothers of the first group 
of families it is easier to mother 
girls aged 11 to 13, because 
this age is still very flexible, it 
will depend a lot on the 
education that is given to 
them. 

First Group of Teachers: This age is at a wonderful 
stage in their life, there are integral changes such as 
the bio-psycho-social change that gives us the 
opportunity to guide them better, teaching them values 
in a better way. One advantage is that at this age they 
are still so young they can be molded, they can be 
supported, helped; the disadvantage is the bad 
influence of dysfunctional families on the small ones 
because they absorb very quickly all the problems at 
home. Another advantage is working with girls of this 
age is that they are extremely docile, they come from 
primary school with learning problems which we have 
to overcome in the classroom.  

Female school 
Santa Rosa Secondary 

What is the easiest 
and most difficult 
thing of being a 
Preteen? 

It’s easy to be a preteen from 12 to 13 years old 

Favorite cartoon? 

40% prefer gravity falls, 10% History Channel, 
10% Animal Planet, the rest say they have no 
preference. 

Female school 
Santa Rosa 

2 
Secondary  

What is the easiest 
and most difficult 
thing of being a 
Preteen? 

Preteens have no major complications in the 
physical changes of their age, and they show it 
is easy to be a 13- and 14-years old preteen. 

Way of learning on 
the Internet? 

Participants as a whole: we have learned alone 
on the internet, and we explore different things, 
such as downloading music, photoshop, but 
sometimes there are different formats, such as 
combining music, and we ask how, but it is very 
rare. 

For the second group of 
parents 25% state that in the 
age of 12 children are docile, 
not rebel, they are obedient, 
and 25% state their 12-years 
old girl is quiet, still a sponge 
absorbing all information and 
the rest also agree it is easy to 
be a preteen parent. 

Second group of Teachers: Another advantage is that 
they are in full swing easy to teach, it is an age when 
they are still calm and are at an age to discover and 
know is the age where they absorb more knowledge,  
by 13 they already needed parental support, also 
agreeing with other teachers is the flexibility and 
energy of learning at this age; They are always very 
willing to learn new knowledge and restless to learn 
more, these children are very affectionate, enthusiastic 
and supportive and their detachment is noticeable 

Mixed gender 
school 
Alfa 
Ingenieros  

6 Primary What is the easiest 
and most difficult 
thing of being a 
Preteen? 

It's easy because they can ask anything from 
their parents without having to buy it or work, 
and they have no responsibilities unless getting 
good grades and it's difficult because they can’t 
do anything without asking for permission and 
sometimes there are inconveniences and 
difficulties. 



297 

 

 

School Level Variable: X1 Teenagers Parents Talk About Teens Teachers Talk about Teenagers 

What are the most 
played games? 
And who taught 
them? 

geometry gash, soase leitor, finishing, injustis, 
combat, mainly played in group. 70% mention 
that they learned from their friends, 20% with 
their siblings and 10% alone. 

For the first group of parents 
the difficult thing is to be with 
them all the time because of 
work it is not possible. The 
difficult thing is to control the 
easy access they have to 
information media. the difficult 
thing is to stay alert and 
protect them from danger. 

Cesar Vallejo Teachers: It is very easy to teach 
children this age since they are still children, we can 
talk to them more and monitor them for, above all. The 
easy thing is to work with them since they are always 
willing to learn new knowledge. 

Way of learning on 
the Internet? 

50% claim they learned on their own; 30% claim 
they learned from friends and 20% learned from 
siblings and parents 

Mixed gender 
school  
Alfa 
Ingenieros  

1 Middle  

What is the easiest 
and most difficult 
thing of being a 
Preteen? 

All the participants choir and say it is easy to be 
a 12-years old teenager.  

Favorite cartoon? 

73% say they prefer Happy to friend, Dragon 
ball, Pokémon, the neighborhood family while 
the rest have no preference 

For the second group of 
parents, 40% state that having 
pre-teenager children of 11 is 
easy especially if it is a girl, at 
this age they are obedient and 
the other 20% consider that in 
the case of twins, 13 years it is 
a bit difficult. Of course, both 
have different personalities 
and one of them is more 
difficult than the other, but in 
general they don’t create many 
problems. 40% say it is 
complicated with their 11-years 
old son because of the 
dominant, stubborn nature, but 
at the same time he is very 
sensitive. 

Coincidence between First and Second group of 
Teachers: The disadvantage is the influence of our 
violent society and the problematization of this age due 
to lack of understanding, lack of support from parents 
since at this stage we need to work hand in hand with 
them to be able to direct them in the best way. The 
disadvantage is the bad influence of dysfunctional 
families on the children because they absorb very 
quickly all the problems at home. The disadvantage is 
the change from primary to secondary need more 
support at home and at school. Another disadvantage 
in my language area is that the technological media 
promote abbreviations and writing incorrect words that 
affect the development of good spelling at this stage. 

What are the most 
played games? 
And who has 
taught them? 

36% say they learned with a family member as 
cousins and siblings; 36% learned to play with 
friends, the remaining say they learned alone. 

Way of learning on 
the Internet? 

72% claim they learned to look for their tasks on 
the internet alone and the remaining was helped 
by siblings and cousins. 

Mixed gender 
school 
Alfa 
Ingenieros  

2 Middle  What is the easiest 
and most difficult 
thing of being a 
Preteen? 

It is also difficult because they can’t have 
permission to leave the time they want, and 
sometimes it is a problem to feel new emotions, 
especially girls sometimes don’t know if they are 
tired, annoyed or bored and suddenly you are 
happy, unlike the interviewed boys who state 
that these changes are easy for them 

It is a bit difficult because they are children 
experiencing various changes of character and 
developing personality, this age is a little difficult 
because of the changes they experience especially to 
reach them; different personalities and not all have the 
same ability so some don’t have support at home The 
difficult thing is to implement rules I see that this age at 
home and school have rules, what I see that they hate 
rules because at this age they already want to choose 

All-Boys 
School, Razuri  

6 Primary What is the easiest 
and most difficult 

60% say their favorite cartoon is "Dragon Ball", 
20% " Gravity Falls", 10% " Gumball Time ", 
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School Level Variable: X1 Teenagers Parents Talk About Teens Teachers Talk about Teenagers 
thing of being a 
Preteen? 

10% "Adventure Time". them; Sometimes this situation is a difficulty we have 
to deal with. 

Mixed gender 
school 
Razuri  

1 Middle 

What is the easiest 
and most difficult 
thing of being a 
Preteen? 

40% say their favorite drawing is "Gravity Falls", 
20% that is a YouTube page and Fernanfloo, 
10% is "Dragon Ball", 10% "Disney" and the 
remaining state they don’t have a favorite 
cartoon. 

Way of learning on 
the Internet? 

50% say they learned with siblings, cousins and 
friends, 10% learned from parents and 40% say 
they learned by themselves exploring. 
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X2: INFLUENCE OF FAMILY, SCHOOL AND FRIENDS IN THE DIGITAL BEHAVIOR OF THE TEENAGER  

School Grado  Variable: X2 Teenagers  Parents Talk about Teenagers Teachers Talk about Teenagers 

Santa 
Rosa 

6 Primary Who influences 
you when it comes 
to Buying a 
product? 

20% say they are influenced by their 
mothers to buy a product; 20% by their 
mother and advertising; 30% say they are 
influenced by their parents; 10% are 
influenced by relatives as uncles, cousins, 
brothers and 20% say they are influenced 
by friends. 

All mothers answered that indeed all girls try to 
influence them especially when they like a 
product, they want them to buy it. 

Of course, they influence, I observe 
them when talking about cell phone 
brands, they influence each other and 
they influence their parents. Also, 
some are experts in manipulating their 
parents to buy something. 

Santa 
Rosa 

1 
Secondary 

Who influences 
you when it comes 
to Buying a 
product? 

50% say their parents influence them, dad 
and mom to buy a product; 10% say their 
mother influences a lot; 20% say their 
mother, grandmother and sister influence 
them; 20% say that store promotions 
influence them at the moment of purchase 
since they like to buy physically 

20% don’t impose, but they influence you; the 
other 20% they choose their products therefore 
they influence them; 20% of them choose, but they 
have to evaluate whether they can buy it or not. 
And they understand no as an answer; all mothers 
answered that indeed all girls try to influence 
them, especially when they like a product, they 
want to buy. 20% (father) in this case mothers buy 
what they ask usually fashion items.  

Of course, they try to influence, for 
example, when they are given an 
opportunity they confuse and try to 
influence, but it depends a lot on the 
maturity of the teacher; In conclusion, 
yes, but our work goes further and, in 
many cases, we are involved in roles 
that are not ours. 

And when you 
want to influence to 
buy a product; How 
do you influence 
your parents? 

30% have to get good grades or deserve it; 
30% say that parents buy for instance: 
stuffed animals, clothing and accessories, 
cell phones; while 30% buy a product when 
they need, for example jeans, shoes, ball or 
some other accessory. 

25% first influence is from their friends, then 
parents, other 25% first influence is father, friends, 
fashion and advertising, 25% the older sister, 
mother and then friends, 25% say they greatly 
influence their cousins and their mother. 

Yes, definitely in this stage of identity 
search especially girls searching for 
role models can be positive and 
negative, and definitely their path 
influences their parents because they 
want all the fashion items. In this age 
advertising influences more, so they 
want their parents to buy products they 
saw in advertising, for example they 
imitate the artists from series, how 
they dress, talk, hairstyles; or singers, 
combat or football stars. 

    
Who influences 
more friends, 
parents or 
advertising? 

30% say their mother influences more; 10% 
more influence from father; 10% say 
parents and friends; 10% say parents and 
publicity; 20% advertising, parents and 
friends; 20% say that no one influences 
them, they choose alone what they want to 
buy, and they influence their parents when 
they want to buy something. 

75% first influence from friends, then publicity and 
lastly parents, the other 25% first influence from 
older sister, for example, was on Facebook and 
then switched to Instagram, and the younger did 
the same. 
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School Grado  Variable: X2 Teenagers  Parents Talk about Teenagers Teachers Talk about Teenagers 

Santa 
Rosa 

2 
Secondary 

And when you 
want to influence to 
buy a product; How 
do you influence 
your parents? 

20% say they influence their parents to buy 
a product; 30% say they influence their 
parents, 50% say that before influencing 
their parents they demand good grades at 
school. 

20% believe that their cousins and friends are the 
most influential, the other 40% influences their 
father and eldest son, 20% influences their father 
and friends, 20% influences their cousins and 
friends. 

In English, the use of ICT ranges from 
60 to 80%. 

Who influences 
more: friends, 
parents or 
advertising 

50% say they influence themselves; 20% 
say they influence themselves and their 
mother; 10% themselves and their father; 
20% say they influence their mother very 
much. 

20% say that among publicity, family and friends, 
cousins and friends influence more; not much in 
terms of social networks because they are still 11 
and we don’t know what changes will come, for 
the moment, the role of the internet is good 
because it is controlled. They don’t pay much 
attention, they like some music and fashion dolls, 
they have favorite brands: pet chops, happyloo, 
monster, ever Hugh, and it changes. 20% say 
social networks don’t influence much the twins but 
the father and brothers do, and as for the Internet 
role it is positive because they never exceed, they 
have Facebook but they rarely use it, they like 
games, but they don’t like them much either. On 
the other hand, they are not fanatical about 
brands, they have some superheroes; 20% 
influence from advertising, to the point that they 
learn everything from advertising and explains it to 
me as a seller, features, benefits, colors, prices 
and wants to convince me until I buy it; in terms of 
the role of the internet it is not good, because it 
helps but it also hinders, with concentration 
problems at school but good concentration in front 
of the computer, resulting in a poor balance; 20% 
influence from older brother and father, and then 
advertising. The role of the Internet is positive, 
they learn to deduce, analyze, to know if it is good 
or bad, but it is also negative in the case of 

In my case social sciences, we use 
80%, what we do is programs like 
Prezi to make presentations, we work 
with office, we download videos or 
software where they can work, 
interacting with the software itself 
since the ministry has posted them on 
the web page. We also interact with 
other teachers, like the students, and 
why not work 100% with machines? 
The ministry sends texts or they have 
already posted them, that we have to 
work with, and it is a media for their 
work. They usually prepare their work 
in office then we transfer them to 
PowerPoint, and finally we use prezy 
and some interactive programs to post 
videos. 

Alfa 
Ingenieros  6 Primary 

Do you connect 
alone on the 
Internet or in 
group? 60% alone and in group, and 40% alone  

Do you influence 
your parents 
purchase decisions 
or not? 

Yes, we try to influence our parents: when 
we like some advertising spot; books and 
supplies that influence the school; often to 
have the latest version of something, for 
example: cell phone; Sometimes it can be 
dangerous, our accounts may be hacked. 

Alfa 
Ingenieros  

1t Middle 

Do you influence 
your parents 
purchase decisions 
or not? 

54% they say they influence their parents 
but finally they make the final decision. The 
remaining say that the greater influence is 
from older brothers or their 
recommendation, or otherwise they shop 
with parents. 

And when you 
want to influence to 
buy a product; How 
do you influence 
your parents? 

54% achieve to influence to buy a product, 
especially if needed; the remaining states 
they influence their parents depending on 
the product. 

Alfa 
Ingenieros  

2 Middle 
Who influences 
you most? 

100% say their parents, siblings and friends 
are the most influential. 

In my case literature is 80%; this year 
has more grammar. In the case of 
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School Grado  Variable: X2 Teenagers  Parents Talk about Teenagers Teachers Talk about Teenagers 

Razuri  6 Primary 
Who influences 
you most? 

10% their parents buy right away, 10% say 
their parents buy it with the condition of 
getting good grades; 10% buy, but the 
condition is to behave well, 40% say their 
parents buy if necessary, 30% have to ask if 
they are going to buy or not. 

games, so you need strong control; 20% influence 
from publicity, his friends think that sometimes it's 
bad, they just want to be bought brand items and I 
have to negotiate with them. 

history courses the ministry has sent 
us subjects that are posted online, we 
practically have these resources such 
as videos, comic strips, and of course 
we are always using ICT directly or 
indirectly. In history we use comic 
videos, but girls are required to search 
the internet further, to socialize it in 
class with the use of technological 
tools, such as presentations, 
recordings, photos they prepare 
themselves for presentation. 

Razuri  1 Middle When you want to 
buy a product, who 
influences you? 

80% their fathers; 10% friends; 10% 
grandma and mother. 

For example, in times near Christmas they get the 
fever of Christmas gifts and then they distinguish 
brands a lot in their gifts, which I like very much. 

 

  



302 

 

 

X3: DIGITAL ADVERTISING AND PRODUCT PLACEMENT IN TEENAGERS 

School Level  Variable: X3 Teenagers Parents Talk About Teenagers Teachers Talk about Teenagers 

Santa 
Rosa 

6th Primary 

When you like a doll and 
want to buy, where and 
how do you choose to buy 
it? 

They all say they see doll features online to find out more 
things like price, model and other offers. (Brand Attitude) 

60% of the mothers believe that 
advertising influences above all, 
they don’t want a single product 
that is not fashionable. 20%, on 
the other hand, say their daughters 
are strongly influenced by 
advertising, for example, in 
Christmas they already know what 
doll is fashionable, price, 
characteristics, where they can 
buy it, offers, etc. 20% does not 
influence because they are 
educated not to be influenced, but 
also advertising influences strongly 
because they influence each other 
concerning any new product. 

Yes, at this age it influences 70%, 
since they are still sponges absorbing 
everything. Yes, it definitely influences 
to the extent the presence of parents 
allows it, that depends on the family; 
there are families who neglect girls 
and therefore they absorb all 
hairstyles, ways of dressing, music, 
jargon, everything. It would be a good 
fashion to read a self-help book; that 
would be helpful. Yes, it influences 
quite 80%: brands are memorized, 
characteristics, everything. It 
influences a lot; the only thing teachers 
do is to convey values that is what we 
can do. Advertising influences social 
fashions very much. 

Do you have any brand 
preference? 

20% Facebook advertising as movistar; 20% Incacola 
advertising; 10% platanitos; 10% cocacola; 10% saga, 
10% chaveli, 10% Oeschlle, 10% don’t mention any 
brand. (Brand Attitude) 

Do you think that 
advertising influences you? 

50% say that advertising does not influence, it is mostly 
skipped, advertising; or sometimes the filter skips 
advertising; 40% influences fashion trends, but it is not 
exactly the advertising that influences, but rather fashion; 
10% say that advertising influences a lot on makeup, 
clothes, fashion. 

Santa 
Rosa 

2 
Secondary 

When an advertisement 
appears online do you 
open it? Yes or no? 

60% say they don’t open the ads and skip it; 20% say 
that if they are attracted, they open it, depending on the 
warning; 10% say they buy a filter to avoid advertising; 
10% say they like to see some ads that appear. 

Do you think advertising 
influences you? 

90% answered advertising sometimes influences them; 
10% said advertising doesn’t influence them. 

25% say it influences her a lot (12 
years), for example a drone that 
was compatible with her iPhone; 
25% say it influences a lot 
regarding what is fashionable, 
such as a movie that is 
fashionable and dolls are rolled 
out, they will want to buy; for 
example, last year she asked for 

 

How do you choose the 
product you like? 

40% with good characteristics such as a cell with front 
camera, internet, Wi-Fi, Bluetooth, audio recording, 
speed, large memory and good model; 10% that is a 
good operator; 20% good quality and brand; 10% good 
quality and Samsung brand; 10% good quality and 
Samsung brand. 
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School Level  Variable: X3 Teenagers Parents Talk About Teenagers Teachers Talk about Teenagers 

Alfa 
Ingenieros  

6 Primary 

How do you find out about 
the existence of a certain 
product? 

When they are playing and a commercial appears; When 
searching for something on Google, you will immediately 
see advertising icons; there are also several advertising 
spots on Facebook. 

the monster hast dolls. 25% it 
influences 50% of their choices, if 
new versions of his game are 
released, he is there ready to ask 
us to buy them. 25% it influences 
my daughter a little. 

Have you ever purchased 
these products online? 

We don’t have a card yet, they are underage, we only buy 
antivirus and some online programs. 

Alfa 
Ingenieros  

1 Middle Has advertising ever 
influenced you? 

100% say that advertising has influenced, but they are 
also aware that sometimes it is not true. 

Alfa 
Ingenieros  

2 Middle 
Has advertising ever 
influenced you? 

100% opens a video when it is playing advertising 
appears, I only see when I find it interesting or funny, I 
open them. And 100% answered that advertising does 
not influence them much. 

20% it affects fast learning brands 
and models; 20% it influences 
more than when he speaks to 
them; 20% it influences, you learn 
the characteristics, colors, prices; 
20% in the case of 13-years old 
twins, some influence, they are a 
little older; In the case of my 
daughter of 11 I see that it does 
not influence much only in the 
case of toys. 

Advertising really influences a lot, an 
example in fashion, jargon, 
technology. Definitely yes, 
advertising influences, whether 
positive or negative, and they absorb it 
quickly, I also watch them glued to 
everything that social networks say, for 
example, in class we are all 
concentrated when suddenly I see that 
they snidely take their cell phone to 
receive or send sms’s. It’s a positive 
influence in the case of good publicity 
in the sense that they teach values 
and negative when it is bad because 
they are searching for their identity; 
they copy everything, and there they 
can pick negative aspects that are not 
good examples for them.  

Razuri  6 Primary 

When you are gaming and 
ads pop up, do you watch 
them or not? 

60% closes advertising or jump; 20% close it and only 
see if it is from Apple; 10% see it is interesting trips or 
interesting things; 10% see it if it's cell phones or things 
like that. 

Has advertising ever 
influenced you? 

30% say they don’t believe because it is false and a lie no 
one believes; 20% it is good we buy it; 20% depends on 
what the ad is; 10% if it is good in cell phones; 20% we 
only watch the advertising I prefer to save. 

Razuri  1 Middle 
Has advertising ever 
influenced you? 

40% say it does not influence and they don’t open it they 
skip advertising; 30% say they see what advertising is 
about to open it and it depends, sometimes it does not 
influence; 20% say they open it, analyze it, and then see 
if they buy it or not. 
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X4: TEENAGER DIGITAL ENGAGEMENT  

School Level  Variable: X4 Teenagers  

Santa 
Rosa 

6 Primary 

What is your favorite page to connect online? 
50% prefer to connect to Facebook; 40% prefer to connect to YouTube; 10% prefer to connect to Google 
Chrome. 

Why do you like those pages? 
50% say because they communicate with everyone especially friends; 20% say they listen to music and watch 
videos; 20% say they prefer to listen to music; 10% say they prefer to watch videos. 

Who is your favorite artist? Justin Bieber, a Has, Martin Car, Romeo Santos and many more were mentioned. 

Do you have a favorite Brand? 
10% prefer Chick girl in dolls; 40% prefer Topitop clothes; 20% prefer zapatos de bata; 10% prefer Oeschlle 
clothing; 20% look for fashion clothes and they choose the brand accordingly. 

What brand do you prefer to connect? 40% prefer Samsung; 10% Toshiba; 10% Apple; 10% Nokia; 10% Lenovo; 10% LG; 10% Asus. 

What is your favorite brand? 
20% remembered Puma brand; 10% Adidas; 10% Bata; 10% Oeshlle; 10% Topitop; 10% Huawei; 10% LG; 10% 
Nibi; 10% Becas. 

Santa 
Rosa 

1 
Secondary 

What is your favorite page to connect online? 
40% say they always connect to Facebook also to do tasks; 20% connect to Wikipedia; 20% connect to 
Facebook and YouTube; 20% connect to YouTube and WhatsApp. 

Can you say your preference for a Brand? 
10% Barbie, Adidas and Reebok; 20% SBS books; 10% Bata in shoes; 10% Topitop in clothes; 50% indifferent 
to brand, clothing depends on fashion. 

If the product was a cell phone, what is your 
favorite brand? 60% prefer Samsung; 20% Apple; 10% Assumi; 10% don’t have a defined brand. 

What is your favorite activity to connect online? 
40% prefer the free page where they choose games; 30% prefer YouTube where they watch music videos and 
other interesting ones; 20% prefer research pages, videos with legends, information on animals, wildlife, birds; 
10% other pages of games that are not free. 

Santa 
Rosa 

2 
Secondary 

Now let's choose the preferred page among all 
those mentioned? 

100% said their favorite page is Facebook. 

What is the brand of the device to connect 
online? 

30% say their computer is hp and their cell phone is Samsung; 20% say they have a Toshiba computer; 10% say 
they have a Toshiba computer and a Samsung cell phone; 20% say they have a Toshiba computer and Acer 
Tablet; 10% say they have a Nokia and Compac computer; 10% say they have hp computer and LG cell phone 

If the product was a cell phone, what is your 
favorite brand? 

50% Samsung; 10% Apple; 10% Huawei; 30% have no preference. 

Favorite brand of non-technological products? 40% don’t have a favorite brand; 30% Nike; 10% Puma; 10% Adidas; 10% madison Oeschlle in blouses. 

Alfa 
Ingenieros  

6 Primary 
Which pages do you prefer to visit on the 
internet? Almost 100% visit Facebook and YouTube; 30% visit Instagram; 20% Gmail and WhatsApp; 10% free for games. 

What is your favorite brand? Mentioned LG, Samsung, Apple, Sony. 
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School Level  Variable: X4 Teenagers  

Alfa 
Ingenieros  

1 Middle 

What is your favorite page to connect online? 
36% say their favorite page is Facebook; 54% say their favorite page is YouTube; 10% have no page preference. 

Favorite page to do homework? 
100% of the students use Wikipedia and Google search engine, but they also visit other sites such as YouTube, 
Encarta, rincón del vago, Bink, and Safari. 

What is your favorite computer brand? 27% prefer HP brand; 27% prefer Apple brand; and the remaining prefer Samsung, Sony, Toshiba. 
If the product was a cell phone, what is your 
favorite brand? 

Almost 100% prefer Samsung and Huawei. 

Alfa 
Ingenieros  2 Middle 

What are the pages you connect to? 53% say they connect on Facebook and YouTube; 14% say they connect on YouTube and free for games; 14% 
on Wikipedia and YouTube; 7% Jk anime; 7% Ask evangelio; 5% Free Sangry. 

What is your favorite page to connect online? 
57% prefer YouTube, 14% Facebook; 29% prefer games page as free and coincidentally those who answered 
were boys. 

Razuri  6 Primary 
What is your favorite brand? 70% prefer Adidas brand; 20% prefer Nike brand; 10% prefer dangenmol clothing brand. 
If the product is technological, what is your 
favorite brand? 

20% prefer HP; 20% prefer Samsung; 20% prefer Apple; 20% prefer Samsung and Advant; 10% prefer LG; 10% 
prefer Sony. 

Razuri  1 Middle What is your favorite page to connect online? 
30% say that they prefer WhatsApp because they like to keep in touch with friends and like to talk, for example, 
homework or interesting things; 30% say they prefer Youtube.com, for example, which teaches how to build 
cubes and the new versions that come from China; 20% say they prefer Facebook because they chat, share 
games, girls photos (photos of sexy girls); 10% say they prefer Google to search for interesting applications 
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X5:  TEENAGER DIGITAL BRAND ENGAGEMENT  

School Level  Variable: X5 Teenagers  Parents Talking About Teenagers 

Santa Rosa 6 Primary 

And when you see a 
product, do you have any 
inclination for a brand? 

20% have to show the product to parents and if they also like them, they buy them; 
20% of all moms want to buy their tastes and we don’t like them because we search 
the internet; 40% state deciding alone I decide to buy alone I decide and nobody 
influences me; 20% are influenced by other friends. 

Pages most visited by their daughters 
(Santa Rosa School) 

If you like the Advertising 
of a Product, do you buy 
it? 

10% say they buy the product; 20% say they buy most of the times; 50% say 
sometimes they buy or just keeps whishing; 20% only like advertising 

40% Facebook and YouTube, they like to 
listen to music, chat, communicate with their 
friends on WhatsApp. 20% (father) does not 
know which page they connect to. 20% say 
they visit Disney pages, play with dolls like 
changing clothes online and painting figures. 
the other 20% visit YouTube and listen to 
music all the time free. 

Santa Rosa 1 Secondary What product would you 
like to buy now? 

They respond in chorus we would like to buy clothes, for that we have to get good 
grades, so that they buy us, we see this through catalogs and online. 

Santa Rosa 2 Secondary  
Where do you know the 
brands? Participants answered they know all the brands from advertising 

Alfa 
Ingenieros  

6 Primary 
    

Alfa 
Ingenieros  1 Middle 

 
  

Alfa 
Ingenieros  2 Middle 

What are the most visited 
pages to do homework? 

57% use a search engine first and generally use Google to access information about 
their tasks; 21% always resort to Wikipedia; the remaining of 22% always resorts to 
YouTube. These are the most visited pages, they also visit other pages. (mentioned 
in BE)  

Razuri  6 Primary      

Razuri  1t Middle 
On what pages are you 
connecting? 

30% visit more Facebook, YouTube and WhatsApp; 30% visit Facebook and 
YouTube and a page of cubes to arm and disarm; 10% visit YouTube and 
WhatsApp; 10% visit Facebook, WhatsApp, YouTube and visit a lot the pages of 
www.lego.come; 10% visit Facebook to communicate; 10% visit bombean. 
(mentioned in BE) 
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X6: SOCIAL MEDIA  

School Level Variable: X6 Teenagers  Parents talk about Teenagers Teachers Talk about Teenagers 

Santa 
Rosa 

6 Primary 

In which devices 
do you connect 
to the internet? 

50% of girls say they use the following devices to connect online: 
computer, laptop, tablet and cell phone; 20% laptop; 10% Tablet, 
laptop; 10% computer, cell phone; 10% cell phone 

The devices that our daughters 
are connecting: 60% of mothers 
say that their girls connect on a 
tablet and cell phone. 40% in 
computer and Tablet 

In the area of citizen and civic education 
technology is used from 60 to 70%, a lot of work 
is done with audiovisual material, slides, videos 
related to corruption, about children's rights, 
people's rights which also expand information 
through Internet, to participate in the class with 
different exhibitions and opinions. In the area of 
communication, the use of technological hours 
in the classroom is approximately 80% of the 
curricular hours, this resource attracts them a lot 
because we have to focus on what they are 
attracted to, we have also been working with the 
learning routes. Internet tool of the education 
ministry. The DREC has implemented the 
learning directions two years ago, we have 
continued to interact with the learning routes 
where the number of ICT hours per subject is 
compulsory, indicating the number of hours that 
must be connected for an effective learning of 
the students. In the social sciences, we have 
these learning routes in which information and 
the number of ICT hours in this course, we use 
audiovisual material. In mathematics, the 
number of ICT hours needed by the ministry is 
different. Equally as the teacher of mathematics 
mentioned the number of hours ICT Information 
Technology and Communication is established 
by the DREC (Directorate of Education Cusco), 
this electronic tool establishes for each course, 

Which of these 
devices is your 
favorite? 

50% say they prefer to connect on a laptop; 20% on cell phone; 20% 
on Tablet; 10% computer 

On what pages 
are you 
connecting? 

40% say they connect on YouTube; 20% Google Chrome and 
YouTube; 20% Google chrome and Facebook; 20% Google chrome. 

40% Facebook and YouTube 
like to listen to music, chat, 
communicate with friends on 
WhatsApp; 20% (father) does 
not know which page is 
connected; 20% say they visit 
Disney pages, play with dolls to 
change clothes online, paint 
figures. 20% visit YouTube and 
listen to music almost all their 
free time. 

Santa 
Rosa 

1 
Secondary  

In which devices 
do you connect 
to the internet? 

30% connects om a cell phone; 20% connect on cell phone and 
computer; 10% connect on cell phone, tablet and computer; 10% 
connect on cell phone and laptop; 10% connect on computer, laptop 
and Tablet; 10% connect on computer and Tablet; 10% connect on a 
computer. 

Which of these 
devices is your 
favorite? 

40% prefer to connect on a cell phone; 20% prefer to connect on 
Tablet; 20% prefer to connect on laptop; 20% prefer to connect on a 
computer. 

Santa 
Rosa 

2 
Secondary  

In which devices 
do you connect 
to the internet? 

40% say they use a computer, laptop and cell phone; 30% say they 
use a laptop and cell phone; 10% use a computer, laptop, tablet and 
cell phone; 10% use a computer, tablet and cell phone; 10% use a 
computer and cell phone. 

 Which of these 
devices is your 
favorite? 

70% of preteens prefer cellular; 20% prefer laptop and cell phone; 
10% prefer Tablet and cell phone. 

 
Why do you 
prefer to connect 
on cell phones? 

Because we can take them anywhere, it is convenient and easy to 
save and most of us can connect at any time and download the 
information we want. They don’t allow it in exams, there they limit us 
and in some courses. 
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On what pages 
are you 
connecting? 

30% of pre-teens visit Facebook, Instagram and apps WhatsApp, 
Messenger and Ask; 20% use the pages Facebook, YouTube, 
Instagram, Twitter, Messenger, tango, the latter is an application as 
well as sms’s; you can communicate through video calls with several 
people. 20% use Facebook, Twitter, Google. 20% only use 
Facebook. 10% use a special program for blind people the Jaws and 
also Google and Facebook. 

 

each subject their respective electronic pages so 
it constitutes an essential resource. 

How long do you 
connect online 
daily? 

50% connect online daily or 3 to 4 hours; 30% connect from 1 to 2 
hours a day; 10% connect all day and waits for notifications and 
messages; 20% less than 1 hour a day. 

80% of the mothers say their 
daughters usually connect half 
an hour and sometimes a little 
more if they have a lot of 
homework, but after homework 
is done, they are free to connect 
for other things. 20% only 
connect almost half an hour a 
day to a lot, because adding all 
up there is not  much free time, 
to return home at 3 pm, lunch, 
change clothes, it is already 4:30 
pm and then they have they do 
their homework until 5:30 to 
6:00, sometimes even more, 
then they play or are left free to 
chat or talk until before 7:00, 
after dinner, at about 8 they have 
to sleep, to get up early, as you 
see with that schedule there isn’t 
time for them to connect more 
than an hour. 

Quite long. At this age they need control to 
indicate the good and the bad. Of course, it 
influences a lot of them, as they learn some 
brands and fashion products. The influence of 
social networks is inevitable, the only thing we 
can do is give them a good orientation so they 
can always do the right thing. 

How long do you 
log in online to 
do homework? 

40% use half or one hour to do homework, more time if they have an 
assignment; 20% 15 to 30 minutes; 20% one hour to two hours to do 
homework; 10% first searches in books and afterwards resorts to the 
internet; 10% use between 10 to 20 minutes for homework, then 
chat, talk, and other stuff. 

How do social 
networks 
influence you? 

In the social network, fashion pages, or girls showing clothes, shoes 
or accessories to dress fashionably; Fashionable colors models 
influence s lot, and we all try to buy similar ones; fashionable music 
also influences a lot, pages from artists, fan networks; But we also 
find pages to care for the environment, for animals. 

Social pages that 
influence you? 

despegar.com for travelling; Olx virtual site, here they sold us a 
Tablet with bad battery so we prefer to go to the store and buy 
physically; Clothes we like to buy n the physical store, to measure 
clothes and buy if it fits, but technology is different. 

 

Yes, it depends on the course, but they stop 
connected with their cell phones all the time; the 
problem is that they don’t have control at home. 
It depends on the subject course, what is 
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Alfa 
Ingenieros  6 Primary 

In which devices 
do you connect 
to the internet? 

50% of the participants connect on a computer, tablet and cell 
phone. 10% of the participants connect on a computer, laptop, tablet 
and cell phone. 10% on computer and cell phone. 10% on computer. 
20% on a cell phone. 

 

necessary and demanded by DREC. At least 
40% are connected to work in classrooms. At 
least in class we use a lot, more than 50% of the 
time they are connected in social personnel we 
use videos to show videos, photos, articles and 
tell some parts of the story which they like; I also 
see they manage social networks, there is not a 
single one without Facebook 

Which of these 
devices is your 
favorite? 

70% prefer to connect on a computer. 30% prefer to connect on a 
cell phone. 

 What are the 
reasons for 
connecting by 
computer? 

It is a device designed to perform all kinds of jobs and programs, this 
is more accessible to them, they can also download high definition 
games; 70% prefer to connect on a computer. 30% prefer to connect 
on a cell phone. 

 In what places do 
you connect on 
the internet? 

40% at home, school class and public booth; 30% home and school; 
30% public booth and school. 

 

At school outside the curricular hours of work 
extracurricular, 3 to 4 hours a week? 

On what pages 
are you 
connecting on 
the internet? 

Nearly 100% visit Facebook and YouTube; 30% visit Instagram; 
20% Gmail and WhatsApp; 10% free for games. 

 
What is the 
percentage you 
use to study and 
to play? 

50% of preteens use 10% to study and 90% to play and other things. 
30% of preteens use 20% to study and 80% to play and other things. 
10% of preteens use 40% to study and 60% to play and other things. 
10% of preteens use 50% to study, and 50% to play and other 
things. 

 
What pages are 
you using to 
study? 

70% almost 80% of the interviewees state they connect 1 hour a day 
to do tasks; The remaining 20% connects less than 20 minutes a 
day exclusively to do the tasks. Use Wikipedia to study; 20% use the 
Google search engine; 10% use the Rincón del Vago.  

Of course, it can help them play instruments, 
read songs and paint combining colors, and only 
guide them; the problem sometimes is the 
excessive easiness that does not allow them to 
develop more. 

Why use the 
internet? 

Because all the books are on the internet and there is more 
information option; I prefer books because there is real information, 
and the internet is a help more because sometimes it can help you 
and sometimes not. There are all kinds of pages, reliable, unreliable. 
It has to be an official page. 
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How do you 
know that the 
information is 
official? 

To be reliable I have to put pdf as my brother says. We identify when 
it is official or not. 

 
  

How long do you 
connect daily? 

  
  

Alfa 
Ingenieros  

1 Middle 

In which devices 
do you connect 
to the internet? 

45% say they connect on a cell phone. 18% connect on a computer. 
18% connect in laptop. 18% connect through a laptop.     

Who taught them 
to search the 
pages to do the 
homework? 

72% claim to have learned to search the internet alone, while the 
remaining 28% said they learned with siblings and cousins 

 
  

What pages are 
you using to 
study? 

100% of the students turn to Wikipedia and Google search engine; 
But they also visit other pages like YouTube, Encarta, Rincón del 
Vago, Bing and Safari. 

 
  

Where do you 
search for a 
product? 

All students claim they have searched the Internet once, they use 
Google to review all the features of the product. 

 
  

Have you ever 
bought a product 
on the internet? 

All claim they have searched for products, but have not purchased 
because they don’t have a bank card, but they influence their 
parents to buy the product they want such as cell phones, books and 
computers.    

And how do you 
search for 
information for 
homework? 

100% say they search the internet and it is easy to find. And state 
that 30% of the time is to do homework at home and the rest is to 
play, chat, download applications, watch movies and listen to music.     

Alfa 
Ingenieros  

2 Middle 
In which devices 
do you connect 
to the internet? 

100% is connected to a computer; 54% say they use a cell phone 
apart from a computer; 38% say they use more tablets than 
computers; 30% say they use laptop besides from a computer. It 
was detected that girls use Tablet and boys prefer computers 
because there they can download games with high resolution and 
the screen is wide enough to play.     
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On what pages 
are you 
connecting? 

53% say they connect on Facebook and YouTube, 14% say they 
connect on YouTube and free for games; 14% on Wikipedia and 
YouTube; the remaining usually enters the pages JK anime, ask 
evangelio, free angry.     

What pages are 
you using to 
study? 

85% searches the internet and half of them sometimes search for 
information also in books. And 15% search in books and libraries     

What percentage 
is used to study 
and how long to 
do other things? 

57% connect daily one hour and use to do the task 30 minutes. 28% 
connect daily one hour and to do the tasks 10 to 20 minutes. While 
15% connects all day and uses about half an hour for homework.     

Razuri  6 Primary 

In which devices 
do they connect 
to the internet? 

30% connected in computer and cell. 30% connects on Tablet and 
cell phone. 10% connect in laptop, tablet and cell phone. 10% is 
connected in computer and Tablet. 10% connect in Tablet. 10% is 
connected in computer, laptop, tablet and cell phone. 

 
  

Which of these 
devices is your 
favorite? 

40% prefer to connect on a cell phone. 30% prefer to connect on a 
Tablet. 20% prefer to connect in laptop. 10% prefer to connect on a 
computer. 

 
  

What pages do 
you visit online? 

40% connect more on Facebook and YouTube; 30% connect on 
Facebook, YouTube and Google (and other search engines); 10% 
connect on Facebook, YouTube and Twitter; 10% connect on 
Facebook and Google; 10% connect to Google, YouTube, Instagram 
and Twitter. 

 
  

Which of these 
pages do you 
prefer? 

50% prefer YouTube to watch videos, news, music videos. 40% 
prefer Facebook to play, and one of them plays agalio. 10% prefer 
Twitter. 

 
  

How long do you 
connect to do the 
homework? 

40% say they use 1 hour a day to do homework. 20% use half an 
hour. 20% between 15 to 20 minutes a day. 10% less than one hour. 
10% 1 hour and a half. 
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Razuri  1 Middle 

In which devices 
do they connect 
to the internet? 

20% connected through computer, tablet and cell phone. 20% 
connect through Laptop and cell phone. 20% connect through 
computer and cell phone. 10% connect through Tablet and cell 
phone. 10% connect through laptop, tablet and cell phone. 20% 
connect through computer, laptop, tablet and cell phone. 

 
  

Which of these 
devices is your 
favorite? 

60% prefer to connect on a cell phone; 20% prefer to connect in 
laptops and the remaining said they prefer to connect through a 
computer. 

 
  

What pages are 
you connected 
to? 

30% visit Facebook, YouTube, WhatsApp; 30% visit Facebook and 
YouTube and a page of cubes to arm and disarm; 10% visit 
YouTube and WhatsApp; 10% use Facebook, WhatsApp, YouTube 
and visit the pages of www.lego.come.home; 10% visit Facebook to 
communicate; 10% visit Facebook to communicate; 10% visit 
bomberman. 

 
  

How many hours 
a day are you 
connected 
online? 

10% say 3 hours to study and half an hour to play; 20% say are 
connected all day and use 2 hours to study and 2 hours to play; 10% 
say 1 hour for homework and 2 hours to play; 10% say that 1 hour 
for homework and 3 hours for play; 30% say that 1 hour for work and 
1 for play; 20% say 2 hours for homework and the rest for games. 
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X7: TEENAGER DIGITAL PRODUCTION 

Scho
ol Level  

Variable: 
X7 Teenagers  Parents Talk About Teenagers Teachers Talk about Teenagers 

Santa 
Rosa 

6 Primary 

What do 
you do on 
the 
internet? 

Most of the interviewees state they share everything, 
photos, posters, selfies, games, upload and download 
and comment on different topics. They also comment 
on things like animal care. They also say they socialize, 
chat in groups, they comment on some things post like 
photos, they annoy their buddies. Most of them are 
connected to Facebook and also talk about homework, 
share files from classes that some didn’t copy. 

The parents see their children produce the 
following: 20% communicate with their friends, they 
sit well, connected to WhatsApp, they upload files, 
they download files, they go through tasks with 
their partners and sometimes they use it to do the 
tasks. 20% they are connected all the time, talking 
in audio or chatting. 20% due to their school 
schedule almost don’t have much time to enter 
Facebook, but the time they have left they chat, 
play with friends. 20% are very skilled with 
technology, they upload, download files, change 
formats; 20% the father ignores what he does 
because he is rarely at home due to his work. 

What is the digital production of their students? 
Our link is in the classrooms so we cannot see 
their production outside, but if they are under 
control, they develop at least in communication 
very creative works. Although our work is the 
classroom if under control the girls work well, the 
problem is when they are not under control, for 
this we can only recommend the good use of the 
internet and some use to communicate with me 
when they have any doubts in the task and they 
are helped as much as possible. I think that at 
the moment the production takes place in the 
tasks where they do very creative work, it only 
depends on knowing how to orient them so that 
they don’t use it badly. In my case we have only 
used it in the classroom with didactic purposes 
but I have not used social networks with them 
because I think they are still very small, for 
example if I use with the fourth and fifth girls. I 
believe that they are all in social networks only 
that the nature of the mathematical course is not 
intended unless it is a search for bibliography 
and examples but as a teacher, I can only advise 

How do 
you 
search for 
homewor
k? 

Firstly, go to Google chrome to find the task whatever 
the subject. To do the task first research on the subject 
sometimes I enter Wikipedia first, Rincón del Vago or El 
Abuelo Enseña. Also, another page we visit a lot to see 
videos on YouTube for example for science, 
environment and social personnel, as well as other 
pages such as Monografias, the page Buenas Tareas. 

Besides 
homewor
k, what 
else do 
you do 
while 
connecte
d? 

100% enters Facebook to chat with friends, cousins, 
check notifications, check all photos, comment on other 
accounts. 30% of the interviewees play different games 
such as Mundo Natura and Dragon Ball. 20% see 
utilities such as makeup, fashion, clothing and more. 

They state that: Of course, they are skillful, 
everything that is technology they catch fast, they 
handle electronic things very well and they upload 
and download files, make arrangements, that is to 
say, they handle these instruments very naturally. 
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Santa 
Rosa 

1 
Secondary 

What do 
you do on 
the 
internet? 

20% say: when we are on a network they talk with 
friends about homework and see notifications. 40% chat 
about various topics, not just homework, about what 
happens, review profiles, comment online; 20% post 
photos, images, phrases, comments and review profiles 
of others and interact. 20% listen to music, post music, 
chat with friends. Here they comment they don’t like to 
use Facebook very much except to communicate and 
chat; also, to communicate longer they use WhatsApp. 

20% do their jobs and tasks on the Internet search 
Google, YouTube, music pages where they teach 
to play instruments such as zampoña, charango, 
and research on biology. He is very fond of 
biology. 20% search on Google to do homework, 
also enter YouTube to search for music videos and 
practice and learn them since they have music 
training, they also play online, see tutorials of 
games, and play with their brother and father a set 
of creative logical blocks and strategies for the 
provision of food resources. 20% the most visited 
page is free for games is a page that has several 
icons and each icon is a game, also online 
strategies Ashop, Bayer Mythology because he 
likes mythology. He knows all the stories that are 
very useful for him in his history courses; he also 
visits YouTube videos he likes music with lyrics, 
karaoke so he can read faster and sing, he had 
reading problems and improved quite a lot, and 
when I check the Facebook account and the 
history of connections, I see he publishes some 
images and talks to friends. 20% enter Facebook 
as necessary to chat, but do homework, watch 

the good use of these technological means. I 
know girls are connected in social networks 
among them but I only use in the classroom with 
for didactic purposes, in case of mathematics the 
use is not intense. 
 
 
What would be the quality of production of 
preteens: 20% I think the influence is good for 
purposes of creating, games for practical 
purposes, explanatory tutorials, obviously 
everything supervised and we always check the 
history to know the visited pages. 

More 
comment
s on your 
online 
digital 
productio
n? 

Yes, to communicate they use the cell phone with 
WhatsApp and this keeps them communicating more 
fluently, with friends, siblings and family. They also 
comment they use Facebook mainly to share photos 
and change their profiles. To listen to music they use 
YouTube, they download music sometimes they upload. 
They prefer using WhatsApp because it is more private 
than Facebook. 

Use of some software for online control: There 
was control in DI innovation classes, there was a 
mother machine in charge of this, but at the 
moment for bureaucratic reasons it was shut 
down, probably it will be reinstated the next 
season since this school period is ending. 
 
 
In poorer families there is a generation gap with 
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How 
many 
hours do 
you stay 
online 
and how 
many 
hours 
doing 
homewor
k? 

20% are always connected, also the cell phone 
connected to WhatsApp to communicate with friends, 
and remains on the average computer 3 hours where 
he listens to music and then start the tasks, when he 
gets tired, he checks his cell phone and starts 
answering the messages, that is, it is connected all the 
time and does everything at once. 10% is connected 3 
to 4 hours of which 1 to 2 hours is to do the homework. 
50% connects from an hour and a half to two hours a 
day online, of which normally they use 1 hour to do the 
rest of the task to be on Facebook, chat, view profiles, 
listen to music. 10% say they use half an hour to do 
homework and another half hour to do other things. 
10% indicate that they don’t have time to connect since 
they have little time due to school and homework, the 
tasks are done in the books. 

music videos are not very addicted to games. 20% 
go online, tablet cell phone, but is still a little girl, 
innocent, by reviewing history we can see they 
access YouTube to see tutorials on origami that 
consists on making figures with plasticine; they like 
to create different shapes than those she has 
seen, she combines colors, shapes and another 
tutorial she likes is how to bathe the hamster; 
everything depends on her needs, now my sister 
created her a restricted Facebook to communicate 
with their friends and sometimes plays games such 
as rim pingüe, tom Perkin, a game with virtual 
animals, and for homework always resorts to 
Google. He also likes to read a lot and always 
watches craftwork videos such as ligas happy loo, 
to build figures or knitting with loom bands. 

children well involved with technology, less than 
their parents. It is true that young people are 
more immersed than older people, but the truth is 
that technology is not good or bad, to make it so 
we must use it for a good purpose with a good 
orientation. 

Santa 
Rosa 

2 

Secondary  

What do 
you do on 
Facebook
? 

20% usually chat on Facebook, they have chat groups 
between schools, they post photos, they comment, they 
also play games like criminal case, dragon city, 
Premium rate. 30% like selfies a lot and also talk a lot, 
gossip, laugh, talk about everything, review images, 
publish and like them, they also send audio, answer 
notifications, comment on photos, download and upload 
photos. 40% usually see profiles, also review 
publications, watch   photos, upload and download, also 
have conversation groups with other schools. 

Have you ever used social networks to support 
your course? 50% prefer indirect communication, 
classes are face-to-face, therefore I prefer face-
to-face communication. 50% uses for social 
networks like Facebook and emails to 
complement some course work example 
Facebook tasks queries, emails justifications or 
petitions, etc. We have seen that the production 
under supervision is of quality, but we cannot tell 
what digital production they make outside 
classroom, we have never tried to find out. 
Generally preteen post everything on the 
Internet, such as photos, Photoshop, new clothes 
or some brand, including publicly; to 
communicate is an activity I see it, but it is also a 
risk in terms of safety issues. Officially we have 
not used the networks for example we 
recommended videos to practice English, chat in 
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English but not handling more information. 
Another subject social networks are used at their 
initiative, not the teacher’s. At least in my case. I 
avoid communication through social networks 
because human relations would lose nature 
because it is about developing interpersonal 
skills. 

Alfa 
Ingeni
eros  

6 Primary 

What do 
you do on 
the 
internet? 

Almost 100% play in teams with other teams, listen to 
music and watch videos. 20% download applications 
such as Torrent and games. 20% use to communicate 
with friends and family. 20% use YouTube for academic 
reasons. 100% download applications and enter play 
store. 

 

What do 
you do 
most? 

Videos on YouTube. Tutorial on YouTube, youtubers 
and games. The most watched youtubers are: 
wherevertomorrow, mayros, bros and others 

Alfa 
Ingeni
eros  

1 Middle 

What do 
you do on 
the 
internet? 

45% chat, talk with friends and socialize. 36% say they 
watch videos listen to music. 18% see notifications and 
sometimes answer and talk or do homework. And it 
should be noted that most preteens play at least 15 
minutes. 

80% don’t have control software besides history. 
20% have other control software besides history I qualify digital production with the use of these 

technological media as very good, for example 
they use a lot of adornments in their work, they 
are very creative, they express themselves a lot 
in these media. I also see that they copy-paste a 
lot, so in that point they are criticized. In the end, 
they achieve excellent homework. Ultimately, it is 
good when they are under our control. I qualify 
as regular because sometimes they copy and 

What are 
you 
playing 
online? 

54% plays Dota all children play dota. The remaining is 
other games like rocman, can of duty, granti house, 
minicraf, granti house and all free games. 

What they do most on the internet according to the 
second group of parents: 25% play online games 
with their friends, like Candy Crush, watch videos 
on how to play guitar, or piano. 25% watch a lot of 
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Besides 
homewor
k, what 
else do 
you do 
when you 
are 
connecte
d? 

27% watch videos and listen to music. 54% Take 
pictures and post selfies, see pictures, post photos and 
share things. 19% communicate, chat and play, this 
group does not like to share anything and they like their 
privacy, they also state they are fed up with posting 
photos and sharing stuff. They click like on the things 
they like. 

Korean K-pop, which is Korean Rock also watch 
YouTube for cooking videos to bake their cakes 
and cookies, also with cell phone they play a lot, 
now rarely goes on Facebook, not a fan of this 
social network. 25% in the case of my child it is 
different, he plays PlayStation a lot online, and 
searches for information online to pass to the next 
level in this case not only checks the web but also 
make virtual friendships that give them advice on 
how to witch level. Ii is the main distraction. Now 
he uses Facebook very little, just to communicate 
with friends. 25% when on the internet my 
daughter listens to music, she usually downloads 
and uploads music, she reads, and also talks with 
her friends through Facebook or WhatsApp. 

paste and they don’t even read, and if there is no 
supervision it is terrible. But if there is a strict 
follow it’s an excellent help for the student. It is 
good when there is follow-up; work can achieve 
very good quality; you can achieve excellence 
with this medium, so under certain control 
parameters qualify as good digital production of 
these girls. I would dare to say that digital 
production depends on the quality of student; 
among girls, generally the most careful and 
talented preteens are those that produce better. 
In mathematics it is up to the interest of the 
student, generally those who try their best to 
understand are those who seek the best solution 
for the different math problems given to them. I 
qualify as regular because they often copy- paste 
and they don’t read and if there is no supervision 
it is terrible; differently, if there is a strict student 
follow-up it’s an excellent help. It is good when 
there is follow-up very good quality work can be 
achieved, if you can achieve with excellence with 
this medium, so under certain control parameters 
qualify as good digital production of these girls. I 
would dare to say that digital production depends 
on the quality of the student, of the girl, generally 
the most careful and talented preteens are the 
ones that produce the best. In the works that are 
given to them in mathematics, the girls 
investigated through these media, but the type of 
production varies according to the student. 

What else 
do you do 
on social 
networks? 

100% chats with friends, family and communicate i.e. 
socialize. 45% do selfies and posts them, posts 
pictures. 45% watch videos and generally on YouTube. 
Also 54% play games and the most popular game is 
dota. 

What do 
you chat 
about? 

To communicate, and talk about things in life, interact 
with each other. We talk about cartoons, animes like the 
red baron, knights of the zodiac, avatar. 
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Alfa 
Ingeni
eros  

2 Middle 

What do 
you do on 
the 
internet? 

14% watches videos of crafts, how to fix a notebook, 
how to fix your room, backpacks and experiments. The 
14% I see models of clothes, models of clothes, 
fashion, pages of dolls to dress like Barbie and 
parades.14% uses Facebook to communicate with my 
mom, dad and friends. 14% use Facebook, send 
images of their favorite games such as dota, videos, 
music, also send their photos and upload photos. 14% 
exclusively watch YouTube videos to perform different 
crafts such as making shirts, converting different shirt 
shapes, knitting a sweater and more. 14% watch videos 
to listen to music, comment, like, see curiosities, post 
music, 16% exclusively do selfies, send and receive 
files, have friends and play online. 100% at some point 
perform the aforementioned activities, so the answer to 
the question was what they first remember doing. 

25% upload photos, is on Facebook, open mail, 
chat with friends and play games of dressing up 
dolls. 25% use Facebook from time to time, like to 
take photos upload them, especially selfies to post 
online, also play games of dressing up dolls, and 
watch YouTube videos especially utilities like 
cupcake, cakes, pies, empanadas and other 
recipes to do at home, he also creatively applies 
these recipes. 25% don’t care much about 
Facebook but chats about games like PlayStation, 
how to switch level, and then teach friends to play 
sometimes, I think it is very creative to learn these 
games which he does learn fast. 25% like to take 
pictures in group, alone, and selfies that he 
uploads with different frames, inserts figures, 
combines colors, according to the time, for 
example, at Christmas, all arrangements are from 
Christmas, he also listens to YouTube videos. 

The number of ICT hours we use is established 
by DREC in the learning plans where they are 
established for each course, they indicate the 
product they want to be achieved, which 
components, and which indicators are finally 
going to be used. In my case, I plan to use 30% 
in social sciences with preteens. In my case 50 to 
60% on the subject of communication. In my 
case 80 to 90%, it depends on the teacher the 
number of hours to work with ICT or not. For 
example, in a course of education we use 100% 
these tools for work. In my case, I think above all 
get the benefit from this, but often this is not the 
case; but with good supervision it works. That is, 
yes, they produce good things but under 
supervision. I believe that is good because many 
of them bring new concepts, innovate in many 
works, and while they are with us, production is 
good. Of course, technology helps improve skills 
and social networks should be used to benefit the 
course. For example, in comic book productions, 
girls are more orderly, meticulous, women take 
great care of their presentation, unlike boys, who 
are careless in their presentation. Ultimately, 
technology is very good to encourage and 
improve work but always supervised. It’s a fact 
that they like to interact with a computer and their 
production increases when using these 
programs, I think it increases their creativity for 
example there is a program that is used to make 

Razuri  6 Primary 

What do 
you like to 
do 
online? 

All participants in choir: games. (probably because they 
are 11 years old children). 

What 
other 
things do 
you do? 

40% enter Facebook to play agalios; 10% use two 
hours of games, communicate and chat with friends 
from other countries and mark and hashtag them; 30% 
watch videos on YouTube and games; 20% post 
photos, images, chat with other friends to play. 

25% considers that on the one hand it is positive, 
helps them grow and develop, but the other side of 
the coin is negative so they always need constant 
supervision. 25% I can’t say positive or negative is 
how the child handles this information, I consider 
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What do 
you do 
when they 
are given 
homewor
k? 

Participants answer in chorus first we check Google, 
Wikipedia and YouTube 

there are games that develop various skills and 
abilities, but on the other hand it takes away 
socialization if they spend long hours behind 
machines, that is why I limited the connection time; 
I always supervise what he is doing. 25% say 
technology is very positive, it helps them develop, 
it can boost their skills and increase their creativity, 
but it can also be negative if there is no control and 
teaching of all the bad things that can exist in 
networks. 25% say it is positive with prior parental 
control. 

conceptual maps the cmac tools, which helps 
them a lot in their works. I think they can be good 
at using Facebook and games but not in other 
software packages and much less in 
programming languages. There are different 
learning rhythms that also contribute. Digital 
production in the audiovisual method is 
indisputable but the issue is as my colleague 
says that girls handle technology since childhood 
but the problem is the channeling of this; it may 
be that the information is not certified or from a 
reliable source; this is when we intervene for this 
to be positive. At least during our classes to be 
successful in our group of students. Of course, 
their production is very good, they are very 
predisposed to improve in the classroom with 
these instruments, but especially when they are 
guided and accompanied, for example these 
media attracts them and if it is language and 
communication they love, comics, stories, fables, 
they produce better, with beautiful finishes, 
arrangements, colors, figures, a good 
presentation in general. They love doing work 
using ICT, that is precisely our role – so that they 
can do quality work. For instance, in a theme 
they insert pictures, post figures, some include 
animation, etc. 

What 
pages are 
you using 
to study? 

40% searches for homework on Wikipedia; 40% on 
Google and then access different links; 20% search the 
Rincón del Vago 

Razuri  1 Middle 
What do 
you do 
online 
when you 
connect? 

I enter Facebook because I like to play, talk, chat with 
my friends and see what they publish, sometimes I post 
pictures and some things; I inquire more about the 
lessons I like to investigate; We explore videos on 
YouTube to learn more about everything, such as 
building cubes, class lessons and games. 

 

 


