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Resumo

As questdes levantadas para esta investigacdo partem do principio que o consumidor
perceciona os produtos/servigos através de cddigos culturais que lhe assistem a personalidade e o
fazem tender para certo tipo de constru¢do de decisd@o de consumo. Tendo por objetivo geral
averiguar se as modas constituem tendéncias de consumo destes jovens e, especificamente, saber
se existe apeténcia pelo quebrar da regra enquanto codigo cultural e se os novos mass media
influenciam o consumo, além de qual o meio predileto, € realizada uma andlise tedrica assente no
processo de comunicagdo e nos trés niveis de explicacdo da decisdo — sociocultural, interpessoal
e individual. Tendo sido levantadas algumas subquestdes no enquadramento tedrico -
dependéncia do mundo da imagem, espetacularizacdo, efemerizacdo, ludicidade dos meios,
personalizacgao, consumidor  crescentemente  exigente, paradoxo  preocupacdes
sociais/egocentrismo, horizontalidade da opinido, esbatimento da fronteira privado/social e
ubiquidade dos novos mass media — matematizou-se esses fatores relevando-se uma anélise
estatistica que permite a afericdo, na forma de personas tipo, destas tendéncias. Os dados foram
obtidos através de levantamento de opinido por questiondrio. Apds o tratamento de dados e
validadas as conclusdes da teoria com a estatistica, converge-se para as conclusdes finais do
documento: existe um importante segmento com tendéncia despreocupado/anti-regra como
contetido psicogrdfico nos jovens em estudo, na medida de um ter¢o; os novos meios de
comunicacdo de massas (internet) sdo o meio predileto e encontram-se constantemente presentes

e as modas sdo um fenémeno que influenciam largamente este ptiblico-alvo.

Palavras chave: Anti-regra; Cultura; Comunica¢do; Jovem consumidor; Marketing; Modas.
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Abstract

This research assumes that the consumer perceives the products and services through cultural
codes that are embodied in his/her personality, leading him/her into a specific process of decision-
making related with consumption. Having as its general purpose to ascertain whether fashion is a
trend that characterises IPG students and, more specifically, whether there is a desire to break the
rule as a cultural code, as well as trying to understand if the new mass media influences
consumption, this analysis is based on the communication process and on the three levels of
decision taking: sociocultural, interpersonal and individual. After some questions had come up
during the empirical analysis — dependence on the world of image, ephemerisation, media lucidity
(playfulness), trends towards personalisation, consumers increasingly more demanding, paradox
between social concerns and egocentrism, opinion horizontality, blurring of boundaries between
private and social and ubiquity of the new mass media — the study follows with the
mathematicisation of these factors, allowing the measurement of consumer trends in the form of
type of person. Data was collected through a survey by questionnaire and after data processing
and validation of the outcomes of the empirical part with the statistical analysis, we continued
with the final conclusions of the document. There is an important segment made up of one third
that follows a carefree non-rule trend as psychographic content in young people under study; the
new mass media (internet) is the preferred and always present way and these youth trends are a

phenomenon which strongly influences this target public.

Keywords: Communication; Culture; Marketing; Non-rule; Trends; Young consumer
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