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This objective of this research is to analyze the characteristics of role models as well as
the role model strategies used in campaigns that promote the reduction of algohol consumption
to determine their influence in changing the behavior of the reduce alcchol consumption
campaign target audience. This research will also study the role of the media in establishing the
position of the role model by exarﬁining 24 television commercials, news and related materials
concerning the role models and advertising promoted in newspapers. This research is a
qualitative study that uses theories and ideas concerning role models as the framework for
analysis.

Research results found a number of characteristics that stood out for role models in
aleohal consumption reduction public communication campaigns. These include similarities
between the role model and target consumers when it came to gender, nationality and
viewpoints. The well-known role models are also similar to the target in that they represent
independence and warm relations with others. The campaign strategies that that were more
intensely promoted role model characteristics were found to be real slice of life, symbol
modeling, covert modeling, multiple role models, models demonstrating how to solve the
problem, models that are slowly revealed, and models acting like teaéhers. The research also
showed that the role models influence on the campaign target audience included motivational
processes, attentional processes, retention processes, production processes, self perception
and social comparison. Results also showed that agenda setting for all campaign role models
becomes more evident during the campaign period. Well-known role models often appear
during press conferences to announce a new campaign to create more interest and enthusiasm
in the project. For the most part, these role models will come from the campaign organization and
network, and thisg will generate a great amount of news during the project initiation, or during the

first three to six months. This will all depend on public and media interest in the role models.





