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Resumen

Karl d'Ester, uno de los padres fundadores de la teorfa de la comunicacién alemana,
present6 en 1928 el «rbol del periédico», un modelo con el que intentaba guiar al lector
hacia una auténtica comprension del mundo de la informacién. En él, ademds de estruc-
turar la historia de la prensa en cuatro grandes tipos, llevé a cabo un estudio del periddico
contempordneo y establecié las categorfas de «noticia», «funcién», «forma» y «universa-
lidad» como piezas analiticas clave. El presente articulo busca exponer por primera vez
en nuestra comunidad académica el pensamiento de Karl d'Ester y subrayar aquellos
elementos que hoy, en tiempos de grandes cambios en el panorama medidtico, guardan
plena actualidad.

Palabras clave: teorfa del periodismo, funcién, forma, noticia, universalidad, perid-
dico.

Abstract

Karl d’Ester, one of the German communication theory’s founding fathers, intro-
duced the «newspaper’s tree» model in 1928. With this model, he intended to guide the
reader through the true understanding of the world of information by structuring the
history of the press in four classes. In addition, he ran a study of contemporary news-
paper and established the four categories of ‘news’, ‘function’, ‘form’ and ‘universality’
as the analytical key points. The aim of this paper is to set out d’Ester thinking, draw-
ing attention to those elements that are fully applicable in nowadays, in times of great
changes in the media landscape. To our knowledge this is the first study in the subject
in our academic community.

Keywords: theory of journalism, function, form, news, universality, newspaper.

Sumario: 1. Karl D’Ester, el «gran historiador del periédico». 2. El Zeitungswe-
sen y el «drbol del periédicor.  2.1. La necesidad de la ciencia del periédico. 2.2. El
periédico moderno, hijo evolutivo del pasado. 2.3. La noticia, célula originaria del
periédico.  2.4. Las formas del periddico. 3. Conclusiones.
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Cuando en 1984 el académico alemdn Wilhelm Klutentreter edité un volumen
dirigido a recopilar escritos de Karl d’Ester (1881-1960) dificiles de encontrar, lo
primero que quiso destacar en la introduccién es que, a pesar de que no habian
transcurrido aun 25 afos desde su muerte, la figura de d’Ester corria el peligro
de caer en el olvido (cfr. Klutentreter 1984: V).> Es muy comprensible que a
Klutentreter le intranquilizara esta posibilidad, puesto que Karl d'Ester contaba
con sobrados méritos para merecer ser recordado: en 1919 habia sido la primera
persona habilitada en teoria del peridédico (Zeitungskunde); ademds, a comienzos
de 1923 habia sido el primer profesor que en Alemania accedia a una cdtedra
de ciencia del periddico (Zeitungswissenschaft) plenamente dotada, cdtedra que
ostent hasta 1957. Felizmente, pese a que los temores de Klutentreter eran fun-
dados, hoy su patria sigue recordando a Karl d'Ester como una figura clave en los
inicios institucionales de la ciencia de la comunicacién (cfr. Kutsch 2002: 125;
Meyen y Loblich 2004a: 14).

Con este articulo queremos acercar, de manera introductoria, la figura de
d'Ester a nuestra comunidad cientifica y realizar una aportacién a la historia de la
teorfa de la comunicacién, especialmente en su versién europea.’ A fin de facilitar
la recepcién de un tedrico del periodismo tan alejado de nuestra tradicién aca-
démica, hemos decidido limitar el foco de atencién y centrarnos en el pértico de
su libro Zeitungswesen (La Prensa), publicado en 1928, un pasaje que, tras haber
estudiado su obra, consideramos especialmente relevante, tanto por sus conte-
nidos nocionales, como por su cardcter programdtico (cfr. Wagner 2002: 134).
Una vez hayamos expuesto algunos de los acontecimientos mds significativos de
la biografia de este pionero de la teoria del periédico, abordaremos el estudio del
modelo que presenté en el mencionado texto.

1. Karl d'Ester, el «gran historiador del periddico»

Karl d’Ester nacié el 11 de diciembre de 1881 en la ciudad de Vallendar del
Rin.* Realizé sus estudios universitarios en Munich, Munster (Westfalia) y Vie-
na.’ En 1907 publicé su tesis doctoral titulada «Das Zeitungswesen in Westfalen

2 Maria Loblich sitda en el afio 1945 el comienzo de un giro empirico en la ciencia de

la comunicacién alemana, giro al que asocia el comienzo del eclipse académico de perso-
nalidades como Emil Dovifat o Karl d'Ester, quien por aquel entonces ya habia superado
sobradamente las seis décadas de vida (cfr. Loblich 2010: 76).

> Hasta donde tenemos noticia, en Espafa, Karl d'Ester ha sido citado en Beth y Pross
1987: 13, 31, asi como en Algarra 2003: 22. No existen versiones espanolas de los textos
de d'Ester. En este articulo todas las traducciones son nuestras.

#  Consideramos que el articulo que Hans Bohrmann y Arnulf Kutsch escribieron en
1981 sigue siendo el mejor acercamiento biogréfico global a Karl d'Ester que existe. Nos
hemos basado en ¢l para esta parte del articulo, sin por ello dejar de acudir a otras obras
centradas en aspectos mds particulares.

> Cursé principalmente asignaturas pertenecientes al 4mbito de las ciencias humanas:
Filosoffa, Lenguas Cldsicas, Germanistica, Historia de la Literatura, Teologfa y, durante su
segunda etapa en Munster, también Geografia (cfr. Bohrmann y Kutsch 1981: 576).
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von den ersten Anfingen bis zum Jahre 1813» («La prensa en Westfalia, desde
los primeros inicios hasta el afio 1813»). Hasta su habilitacién, en 1919, fue pro-
fesor del Realgymnasium municipal de Hérde (junto a la ciudad de Dortmund).
Durante esa década su vida ya estuvo marcada por un gran interés en la historia
de la prensa y el estudio del periédico. En torno a 1928, muy poco después de
su acceso a la cdtedra de ciencia del periddico (Zeitungswissenschaft) en Minich,
se produjo el culmen del prestigio académico de d'Ester como «gran historia-
dor del periédico» y como uno de los fundadores de la disciplina, gracias a su
participacién en cinco hechos clave para el desarrollo institucional de la ciencia
del periédico en Alemania (cfr. Bohrmann y Kutsch 1981: 580).° Vamos a dete-
nernos en ellos porque componen el contexto en el que d'Ester escribi6 su obra
Zeitungswesen (La Prensa), en la que centraremos estas pdginas.

En primer lugar, es necesario mentar la aparicién de la primera revista especia-
lizada en ciencia del periddico, editada por d’Ester y Walther Heide (cfr. Bohr-
mann y Kutsch 1981: 581).” A sugerencia de Heide, en 1925 ambos empezaron
los preparativos para la fundacién de una revista internacional especializada, diri-
gida a los estudiosos de la prensa. La revista debia llevar por titulo «Weltpresse»
(«Prensa Mundial»), pero, tras dificultades con el primer editor, acabé por lla-
marse «Ciencia del Periddico» («Zeitungswissenschaft»), algo que tanto Heide
como d’Ester vieron como una solucién de emergencia. Sin embargo, cuando
en 1926 la «Zeitungswissenschaft» salié a la luz por primera vez, su cabecera fue
calificada como programdtica para la nueva disciplina, y d’Ester fue considerado
como el gran ideblogo de la iniciativa (Bohrmann y Kutsch 1981: 581).®

Una segunda circunstancia significativa para la trayectoria de d’Ester fueron
las grandes celebraciones que tuvieron lugar el 25 de enero de 1926 en Coblenza,

¢ En realidad, su etapa mds productiva tuvo lugar entre los afios 1934 y 1941.Tras la

toma de poder de los nacionalsocialistas, las condiciones de trabajo en el instituto de
Munich mejoraron de manera verdaderamente sustantiva. Y ello no tanto por una inteli-
gente negociacién de d’Ester, o por una sibita generosidad del Ministerio de Educacién
de Baviera, sino por una intervencién directisima de Walther Heide, gran amigo de Karl
d’Ester. Desde que a Heide se le encargara (inicios de febrero de 1933) la reestructura-
cién de lo que hasta entonces habia sido la seccién de prensa del gobierno del Reich y se
convirtiera en el subidrector de prensa del gobierno del nuevo «Reichy, a su disposicién
quedaron medios y vias para imprimir un vuelco positivo al instituto de d’Ester (cfr.
Bohrmann/Kutsch 1981: 584-585).

7 Después de doctorarse en Munster (1920) con Aloys Meister y de ejercer como perio-
dista, Walter Heide se habia interesado por una carrera académica en la teorfa del perié-
dico, si bien permanecié en su trabajo publicistico y, a partir de 1927, hizo carrera en
el departamento de prensa del gobierno del Reich, un puesto de intermediacién entre
el ejecutivo y la prensa. D’Ester le conocié en 1919, cuando Heide era meritorio en la
biblioteca municipal de Dortmund. Fue entonces cuando consiguié entusiasmarle con la
historia de la prensa y la teorfa del periédico (cfr. Bohrmann y Kutsch 1981: 581).

8 La editorial del primer niimero ocupé la primera pdgina y llevé por titulo «A modo
de introduccién. Las tareas de una revista para una investigacién internacional del perié-
dico». Todavia se pudo percibir en ella, por tanto, una relacién con el primer titulo pro-
puesto para la revista (cfr. d'Ester y Heide 1926: 1).
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con ocasién del 150 aniversario del nacimiento de Joseph Gorres. La utilizacién
propagandistica de esta fiesta, entendida en los circulos de la disciplina como un
aniversario de memoria nacional, y cuyos actos festivos se concentraron en torno
a una exposicion sobre Gérres, vertié un cierto relumbrén sobre la historiografia
de la prensa alemana y, con ello, sobre aquel que, por entonces, era considerado
su mayor exponente, Karl d’Ester (cfr. Bohrmann y Kutsch 1981: 581).

El episodio que aupé definitivamente a d’Ester hasta el reconocimiento cienti-
fico internacional fue la exposicion de prensa Pressa. En 1926, el alcalde de Colo-
nia, Konrad Adenauer, encargé a d’Ester la creacién y organizacién de una seccién
cultural-histérica, como parte de dicha exposicién, prevista para 1928 (cfr. Klose
1986: 210).” D’Ester vio en esa seccién la posibilidad de llevar a cabo la primera
exposicién completa de la actividad tedrica alemana sobre la prensa, es decir, de
promocionar la ciencia del periédico, mds que el periodismo o el periddico en si.
Para la organizacién de la Pressa, d'Ester disendé una gran cantidad de documen-
tacion sobre historia de la prensa, cuyo cardcter sinptico merecié el elogio und-
nime del publico (cfr. Bohrmann y Kutsch 1981: 581-582). Fue entonces cuando
publicé su libro Zeitungswesen (La Prensa), concebido en primera instancia como
una guia que orientara al visitante de la seccién que €l habia organizado.

Posteriormente, como punto culminante de la aportacién de la Pressa a la ciencia
del periddico, el cuarto foco de atencién que beneficié a d'Ester fue su liderazgo
en la organizacién de un congreso internacional sobre la ciencia del periédico.'
D’Ester, quien desde la aparicién de la revista «Zeitungswissenschaft» era conocido
como el abogado del intercambio disciplinario internacional, cedié la presidencia
del congreso a su colega suizo Oskar Wettstein. No obstante, la mayor parte de
la atencién recayé sobre él, considerado espontineamente como el principal ins-
pirador del proyecto (cfr. Bohrmann y Kutsch 1981: 582)." El compromiso de
d’Ester con el congreso y con la seccidn cultural-histérica de la Pressa obtuvo su
recompensa mds visible de la mano de su colega japonés Hideo Ono, quien, tras
asistir al congreso, le invit6 a impartir clases como profesor visitante en Japén.'?

? Los historiadores hablan de una media de 40.000 visitantes por dfa. Participaron
27 estados europeos y se dieron cita expertos de los cinco continentes (cfr. Klose 1986:
209).

12 El congreso tuvo lugar del 8 al 10 de agosto de 1928. Su principal logro fue reunir por
primera vez a representantes del mundo tedrico y del préctico, provenientes de distintos
paises (cfr. Klose 1986: 215).

"' Oskar Wettstein (1866-1952) fue la primera persona que se habilité como Privatdo-
zent para teoria del periédico en un pais de lengua alemana (Suiza). En 1903 pronuncié
su leccién inaugural, dedicada a glosar la relacién entre la cultura y la prensa diaria (cfr.
Wettstein 1903).

2 D’Ester realiz6 ese viaje en septiembre de 1929 vy, tras su vuelta, se ocupd, a través
de numerosas conferencias y articulos, de que una distincién tan extraordinaria para
aquella época fuera ampliamente conocida (cfr. Bohrmann y Kutsch 1981: 582, Schifer
2005). Hideo Ono es considerado el fundador académico de la antigua ciencia del perié-
dico japonesa, la Shinbungaku, disciplina que, por ese motivo, inicialmente tuvo fuertes
influencias de la Zeitungswissenschaft (cfr. Schifer 2005: 23).
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Tras estos acaecimientos, y como tltimo hecho biogrifico que sirve de contexto
a las ideas que nos ocupardn en los siguientes apartados, es preciso mencionar la
inauguracion, en marzo de 1928, de la coleccién editorial «Zeitung und Leben»
(«Periédico y Vida»), gracias a la cual d'Ester pudo presentar en publico los pri-
meros frutos de su actividad académica en Munich. La coleccién, dirigida por
¢l mismo, se marcé la meta de aportar estudios pertenecientes al dmbito de la
publicistica del pasado y del presente. En opinién de Bohrmann y Kutsch, lo que
en realidad le interesaba a d’Ester con la inauguracién de esta coleccién era pro-
porcionar a sus doctorandos la posibilidad de publicar, de manera que todas sus
producciones contribuyesen al desarrollo y difusién de la ciencia del periédico

(cfr. 1981: 582).12
2. ElZeitungswesen y el «drbol del periddico»
El «drbol del peridédico» es un modelo tedrico que Karl d’Ester presenté en su

libro Zeitungswesen (La Prensa, 1928) y que consideramos especialmente opor-
tuno recuperar como introduccién a su pensamiento.' Aunque el propio Karl

13

Desde 1928 hasta 1943 se publicaron un total de 94 volimenes (cfr. Bohrmann y
Kutsch 1981: 582). Michael Meyen ha estudiado la figura de Karl d'Ester como director
de tesis. Entre 1924 y 1935, 49 de los doctorandos a los que dirigié culminaron su tesis
doctoral; 30 de ellas se centraron en estudios histdricos de la prensa (cfr. Meyen 2004b:

35).
4" Resulta imposible citar todos los escritos de d'Ester. Sefialamos a continuacién algu-
nos de los que suelen ser considerados mds importantes por los historiadores:

1907: Das Zeitungswesen in Westfalen von den ersten Anfingen bis zum Jahre 1813. In
seiner geschichtlichen Entwicklung und kulturellen Bedeutung dargestellt. Miinster, Heinrich
Schéningh.

1924: Das Institut fiir Zeitungsforschung an der Universitit Miinchen. Bericht diber das 1.
Studiensemester. Miinchen, autopublicacién.

1934: «Aus meinem zeitungswissenschaftlichen Wollen und Wirken», en Deutsche Presse,
50/51, 1926.

Denkschrift des Instituts fiir Zeitungsforschung an der Universitit Miinchen. Miinchen,
manuscrito, 1931.

Weg und Ziel einer neuen Wissenschaft. Zehn Jabre Institut fiir Zeitungswissenschaft an der
Universitit Miinchen. Miinchen, autopublicacidn.

1936: Das politische Elysium oder die Gespriiche der Todten am Rhein. Ein Beitrag zur Ges-
chichte der deutschen Presse und des deutschen Gedankens am Rbein. Neuwied, Striider.
1937: Publizistische Webr im Westen. Die Gespriiche der Todten als Vorkiampfer des deutschen
Gedankens am Rhein von der franzisischen Revolution bis Bonaparte. Ein Beitrag zur Ent-
wicklung des deutschen Nationalgefiibls und zur Geschichte der deutschen Presse und Propa-
ganda. Neuwied, Strider.

1951: Schwarz auf weifS. Ein Leben fiir die Jugend, die Wissenschaft und die Presse. Miin-
chen, Pohl & Co..

1957: Der Traum eines Lebens. Ein deutsches Institut fiir internationale Presseforschung und
ein Weltpressemuseum. Ein Beitrag zur Geschichte der internationalen Zeitungswissenschaft.
Ingolstadt, Donau Kurier.
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d'Ester escribié que el Zeitungswesen era una obra divulgativa (cfr. d'Ester 1928a:
6), se dan dos circunstancias que, a nuestro juicio, aconsejan no quedarse en el
sentido literal de esas palabras e insistir en la relevancia que su autor pudo otorgar
a este volumen.

Ciertamente, el Zeitungswesen oficialmente habia sido pensado para acompanar
y complementar la visita a la seccién cultural-histérica de la exposicidn interna-
cional sobre el periddico, la Pressa. No obstante, tuvo que ser una obra redactada
pensando también en el congreso cientifico internacional que se organizé coin-
cidiendo con la Pressa (cfr. Schifer 2005: 42-48). Es decir, d'Ester escribié estas
reflexiones en torno a la naturaleza del periédico y de la ciencia del periddico en
un momento estelar para su figura: ante un publico masivo, con el foco de aten-
cién apuntando directamente hacia él, hacia su disciplina, y hacia el liderazgo que
por aquel entonces se consideraba que ejercia dentro de ese saber universitario. La
Pressa y el congreso a ella asociado constituian una ocasién doblemente éptima
de reivindicacién y de promocién de las propias ideas. Resulta inimaginable que
d’Ester no fuera consciente de ello.

Consecuentemente, defendemos que la manera de releer provechosamente el
Zeitungswesen es reparar en que, por criterio editorial y de oportunidad, todo lo
que en €l se explica efectivamente convenia que pudiera ser entendido fécilmente,
al menos en un primer nivel de lectura. Pero, al mismo tiempo, advertimos que
ello no debe llevar a engafio: estamos ante un libro mds significativo de lo que
una primera lectura pudiera sugerir. El hecho que parece validar nuestra hipétesis
es que durante el resto de su larga carrera académica, d'Ester no cambié préctica-
mente ninguna de las ideas centrales de este volumen (cfr. Wagner 2002: 134).

El elemento tedrico més caracteristico del Zeitungswesen es una metéfora-es-
quema que presidi6 el primer capitulo,' a la que d’Ester llamé el «drbol del perié-
dico» (Zeitungsbaum). Se trataba de una figura que, ademds de aportar unidad
discursiva al libro, lo trascendia, pues justificaba la necesidad de realizar un reco-
rrido histérico para hablar del peridédico moderno y aportaba las categorias que
iban a marcar la manera de hacerlo a partir de entonces (cfr. d’Ester 1928a: 11).'¢
Sin negarle la dimensién didédctica que tradicionalmente se le ha concedido a este
modelo, reconocemos en él un valor teorético y operativo para la Zeitungswissens-
chaft que d'Ester lideraba. Consideramos que entender bien este drbol —con sus
supuestos, matices y consecuencias— serd haber entendido lo mds fundamental
de su autor. Vale la pena, pues, centrarse en ¢él.

> En una parte inicial, d’Ester estudié la marcha evolutiva de la prensa alemana y esta-

bleci6 una tipologfa de las distintas formas que habia ido adquiriendo el periédico a lo
largo de los siglos. Estaba articulada en tres subapartados: (a) los precursores de la prensa;
(b) la prensa como educadora (siglo XVIII); (c) la prensa en camino hacia el poder poli-
tico (1789-1848). La segunda parte la dedicé a la prensa alemana de su época. Constaba
de otros tres subapartados, ademds de un cuarto dedicado a la ciencia del periddico: (a) la
prensa como gran potencia econdmica y politica; (b) la estructura de la prensa alemana;
(c) las fuentes del periédico: el sistema de noticias; (d) la prensa como objeto de estudio.
¢ Otto B. Roegele o Hans Wagner sefialan la centralidad del «drbol del periédico» en el
pensamiento de d'Ester (cfr. Roegele 1997: 66; Wagner 1997: 94, 2002: 133).
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2.1. La necesidad de la ciencia del

periddico ‘ ﬂ%

D'Ester escribi6 en la que, de hecho,

fue la primera frase del cuerpo del '
libro: : =
Como si de un roble gigante se tra- /3
5%

viven los pueblos de todos los con-

tinentes. La exuberante frondosidad

confunde a la mirada y permite £

descubrir sélo con dificultad la

estructura del d4rbol. Dos ramas D

destacan por su grosor y desarrollo C
B
A

tara, la prensa extiende sus ramas ‘%i
sobre toda la Tierra. Bajo su sombra
7

entrelazado: el periddico y la revista,
la prensa diaria y la prensa especiali-
zada (d’Ester 1928a: 9; enfatizados
en el original).

)1\
(CLT

4 1

Cuando d'Ester escribi6 que «la
prensa extiende sus ramas sobre toda
la Tierra», estaba expresando ya uno cfr. d’Ester 1928a: 11
de los motivos tipicos de su pensa-
miento. Ciertamente, un elemento
que recorrié tanto este libro como toda su obra fue la concepcién de la prensa
de su época como una superpotencia, la «Grofimacht Presse» o «gran potencia
prensa» (cfr. d'Ester 1928a: 5), un poder espiritual, politico, econémico y téc-
nico, a su juicio realmente de masas por primera vez (cfr. d'Ester 1928a: 68, 84,
92, por ejemplo).

Por otro lado, cuando d’Ester afirmaba que «la exuberante frondosidad con-
fundia a la mirada y permitia descubrir solo con dificultad la estructura del
drbol», lo que estaba haciendo era tratar de despertar al lector de una falsa
seguridad cognitiva que él consideraba muy extendida. En su opinién, el peri6-
dico estaba lejos de ser bien conocido, contrariamente a lo que su visibilidad
y la familiaridad que las personas sentian hacia ¢l podian sugerir (cfr. d'Ester
1928a: 122, 127, entre otras). La presencia del periddico era tan central y tan
apabullante en la vida de «los pueblos de todos los continentes» que su figura
tenfa un efecto casi cegador sobre la vista, sin que casi nadie fuera consciente
de ello. La simple connaturalidad que ya todos tenian con él no era suficiente,
o incluso resultaba contraproducente, a la hora de penetrar en su naturaleza.
Lo mismo sucedia con las dos ramas principales —la prensa diaria y la prensa
especializada— que habia en el modelo de d’Ester. Debido a su centralidad, es
decir, a lo llamativas que resultaban por su «grosor y desarrollo», destacaban
tanto que también podian confundir a la mirada e impedir que se descubriera
la verdadera estructura del 4rbol.
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La sociedad necesitaba urgentemente, pues, acudir a la mirada experta, distan-
ciada y objetiva que, segiin d’Ester, aportaba la Zeitungswissenschaft, una cien-
cia que ¢l estaba intentando impulsar y defender en la época en la que escribié
este libro."” Solo asi, pensaba, se iba a lograr convertir al periédico en objeto de
auténtico estudio cientifico. Segtin d’Ester, la manera de escapar de ese estado de
pseudoconocimiento que producia la omnipresencia y cercania del periédico de
su época era, primero, ganar conciencia de la condicién confundida de la mirada
hacia él dirigida y, segundo, abandonando el mds rabioso presente y acudiendo
al pasado para estudiar con perspectiva el origen de la gran potencia mundial
prensa. D'Ester mantuvo que sin el estudio de la historia de la prensa, el perié-
dico moderno no se entendia bien, era un objeto de estudio erréneo.'® Por eso, en
el Zeitungswesen invitaba a acudir a la ciencia del periddico y a estudiar las raices
del drbol, menos visibles y menos espectaculares, pero, precisamente por eso, mds
claras y mds objetivables. Solo a partir de ellas las personas iban a ser capaces de
entender la naturaleza del periédico moderno.

7" Desde 1916 habian ido ganando terreno en Alemania los esfuerzos que querian injer-

tar al periédico —y a todo aquello que dependia de él— como una disciplina especifica
en la universidad (cfr. Meyen y Loblich 2006: 55-61; d’Ester 1928a: 122). Varios Estados
alemanes habfan creado puestos docentes e incluso institutos especiales para la teorfa
del periddico y, casi siempre, habfan elegido la denominacién «Zeitungswissenschafo»
(«ciencia del periddico») para otorgarle marchamo cientifico a esa disciplina. No obstante,
seguia existiendo una fuerte oposicién hacia la Zeitungswissenschaft por parte de las disci-
plinas académicas ya establecidas. El propio d’Ester explicité en el Zeizungswesen que con
esas aprobaciones oficiales no se habfa resuelto «la cuestion de si la ciencia del periédico
como ciencia especial estd suficientemente fundada o no» (d’Ester 1928a: 122). Para los
representantes de disciplinas como la historia, la filosofia, la sociologia o la economia, las
formas externas universitarias no respondian a una realidad de conocimiento cientifico; se
trataba de una incorporacién meramente externa y, por tanto, incompleta (Kutsch 2002:
133; Maoro 1987). Al abordar abiertamente esta polémica, d'Ester estaba sugiriendo cudn
necesarias y relevantes eran sus propias reflexiones, las cuales, en consecuencia, deben ser
leidas como destinadas a arrojar luz sobre lo que el periddico era y sobre lo que la ciencia
del periédico tenia que ser.

8 d’Ester defendié que el primer nivel del acercamiento al periédico por parte de la
ciencia tenfa que ser «la investigacion descriptiva e histéricar. Sélo sobre la base de un rico
y fiable material basado en hechos podia construirse con éxito la doctrina tedrica sobre
el periédico —ésa que hacfa falta para que las estructuras externas cobijaran a un saber
verdaderamente cientifico. Por ende, hasta que no estuviera disponible para los cientificos
del periddico el suficiente «material de observacién», no se podria pensar en solucionar
realmente las importantes preguntas tedricas sobre el mundo del periédico como fend-
meno sociolégico y psicoldgico (cfr. d’Ester 1928a: 127-128).
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2.2. El periddico moderno, hijo evolutivo del pasado

Un drbol de esa envergadura posee una raigambre fuerte, expandida y muy capilar.
Para su nutricién necesita una tierra en la que las diferentes sustancias estén conte-
nidas en una proporcién adecuada. Hoy estas raices estdn estudiadas solo parcial-
mente (cfr. d’Ester 1928a: 9).

Con esta metafora de las raices d’Ester queria referirse a la multitud de antece-
sores que habian tenido los periédicos del siglo XX, segtin expuso con detalle a lo
largo del primer capitulo del Zeitungswesen. D’Ester se remonté hasta la Grecia
cldsica y descendié al estudio de muchas y distintas formas de informacién que se
habian dado a lo largo de la historia, las cuales, a su entender, habian cumplido
una funcién similar a la del periédico moderno durante las épocas en que se
generalizaron, de manera que podian ser consideradas sus precursoras. Asimismo,
d’Ester destac6 que, a lo largo de la historia, se habian ido sucediendo circuns-
tancias favorables y desfavorables que también habian influido en la evolucién
del periédico. Era necesario estudiar tanto la naturaleza de las raices de lo que
entonces constitufa la prensa —es decir, la naturaleza de sus antecesores— como
las circunstancias en las que se habian desarrollado o desvanecido.

Si bien la literalidad de lo que d'Ester destacaba era que a una copa grande y
frondosa le correspondian raices fuertes y profundas, nosotros aconsejamos fijar
la atencién en una segunda vertiente de esta imagen, que tuvo continuidad en
otros conceptos tipicamente de d'Ester: en el drbol del periddico, lo mds decisivo
desde el punto de vista tedrico no era que a las ramas les correspondieran unas
raices cuantitativamente numerosas, lo mds decisivo fue que eran cualitativamente
variadas. En realidad, mds que el recorrido histérico concreto que realizé d'Ester,
lo interesante para la periodistica y para nosotros hoy es que agrupa a todos los
antepasados del periédico contempordneo en cuatro grandes tipos: periddicos
hablados, manuscritos, impresos y gréficos.

Asi, los trobadores (Minnesinger), cantantes callejeros (Binkelsinger) y heral-
dos (Boten) eran los componentes del «periédico hablado», primer ramal de la
raiz del drbol. A la carta privada (Privatbrief), las cartas de comerciantes (Kau-
[fmannsbriefe), de diplométicos (Diplomatenbrief) y de intelectuales (Gelehrten-
brief), d’Ester las situ6 en la bifurcacién que denomina del «periédico manus-
critor. La hoja impresa (Einblattdruck), las Nuevas Noticias (Newe Zeitung),” el
folleto (Flugschrifi) y el periédico postal (Postzeitung) eran los elementos del capi-
lar que etiqueté como «periddico impreso». El sello (Stempelschnitt) y el papel de
carta adornado (Briefinalerei), el grabado mediante madera (Holzschnitt) o cobre

¥ Por el uso y el sentido que d’Ester —lo veremos con mds detalle en el siguiente

subapartado— dio al término «Zeitung», hemos dudado a la hora de traducir el nombre
«Newe Zeitungy y finalmente nos hemos decidido por una opcidn diferente a la habitual-
mente utilizada: en lugar de «Nuevos Periddicos», en este capitulo utilizaremos la cabecera
«Nuevas Noticias» (somos conscientes de que con ello nos alejamos de, por ejemplo,

Wilke 1992: 35 y Casasts: 1990: 13, 26).
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(Kupferstich) compusieron la tltima derivacién de la raiz del drbol, el «periédico
grafico» (Bildzeitung) (cfr. d’Ester 1928a: 10).

Habia habido, por tanto, cuatro grandes tipos de peridédico. Cada uno de ellos
quedé especificado mediante un adjetivo: hablado, manuscrito, impreso, gréfico.
Lo que resultaba mds caracteristico de esta clasificacién era su reverso 16gico:
d'Ester aplicaba esos cuatro adjetivos especificativos sobre un tnico sustantivo,
idéntico para todos. Las clases no eran, por tanto, cuatro géneros, sino cuatro
especies del gran género «periddico». Adn siendo tan distintas, todas ellas per-
tenecfan a un mismo y unico drbol, a un mismo esquema, y estaban vinculadas
entre si de algiin modo. Todas ellas eran periddicos.

Tal como hemos visto en el subapartado anterior, por encima del protagonismo
del periddico y la revista contempordneos, d'Ester quiso resaltar que la copa tenia
multiples ramas y que a esa multiplicidad se le unfa otra multiplicidad, sin la
cual no podia entenderse el presente: la de las raices. Sin embargo, tanto en uno
como en el otro caso, d'Ester estaba interesado en introducir el contrapunto de la
unidad en la multiplicidad. Ramas y capilares principales eran especies cualitati-
vamente distintas de una misma copa y una misma raigambre, las cuales, a su vez,
formaban parte de un mismo drbol: el periédico. Surgia, por tanto, la duda acerca
de qué era, en realidad, aquello comun a raices y ramas, es decir, qué era aquello
propio del género periddico, al que todas ellas pertenecian.

2.3. La noticia, célula originaria del periddico

La noticia era el elemento que las cuatro clases de periddico que formaban las
raices del drbol y las rama de la copa tenfan en comun. «La célula originaria es la
noticia» (d’Ester 1928a: 10). Ella era el origen temporal, ella dio lugar al primer
periddico y luego al género «periddico», cuyo recorrido evolutivo abarcaba nece-
sariamente toda la historia, puesto que no era sino la respuesta funcional a una
necesidad bdsica consustancial al ser humano: «la transmisién de noticias es tan
vieja como la humanidad» porque el <hambre de novedades es tan innato en las
personas como el deseo de comida o bebida» (d’Ester 1928a: 10).%°

Para entender bien el alcance de esta centralidad de la noticia en la naturaleza
del periédico y en el estudio que de él hizo d'Ester, es imprescindible que nos
detengamos en un brevisimo apunte de tipo filolégico. En el alemdn de nuestros
dias «Zeitungy efectivamente se refiere a la misma entidad que nosotros designa-
mos con el término «periédico». Pero, tal como recuerda Hans Wagner,?' Karl

2 Ni aqui, ni en ninguna otra obra suya d'Ester probé esta justificacién antropoldgica.

Era una experiencia ordinaria que le parecia innegable. Mientras hubiera seres humanos
habria periédico y la noticia serfa su centro. Wagner ve en este punto un paralelismo claro
entre d'Ester y Kaspar Stieler, a quien presentamos en la siguiente nota a pie (cfr. Wagner
2002: 134).

2l Hasta 2002, afio en que pasé a ser emérito, fue el médximo exponente activo de la
«escuela de Munichy, heredera del pensamiento de nuestro autor (cfr. Meyen y Léblich
2004a: 11; Loblich 2010: 107; Beth y Pross 1987).
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d'Ester recuperd, gracias a Kaspar Stieler, el sentido originario del término «Zei-
tungy (cfr. Starkulla y Wagner 1981; Wagner 1997, 2002).** Si acudimos al cld-
sico diccionario de los hermanos Grimm, veremos que «Zeitung» es una palabra
que proviene de la forma «zidinge, zidunge», derivada de «tidinge», la cual signifi-
caba «noticia» o «embajada». El alcance bdsico del vocablo se seguia de la relacién
de la palabra «tidungy, noticia, con el verbo «tidan», acaecer o acontecer, por lo
que en origen designaba tanto como «narracién» o «relato de un acontecimiento».
Incluso se conservan ejemplos mds antiguos en los que el término primitivamente
designaba el «suceso» mismo (cfr. Grimm y Grimm 1960: volumen 31, columna
592; cfr. d’Ester 1928a: 23-24).

Por tanto, a diferencia de lo que sucede en la lengua castellana, lo que el tér-
mino germdnico «Zeitung» contiene en su nicleo no es algo relacionado princi-
palmente con el tiempo o la periodicidad, sino directamente con la noticia, es
decir, con la realidad o el suceso y su transmisién; mds atn, con el acto mismo
de hacerla presente, de notificar acontecimientos, de avisar o informar de ellos,
en un sentido dindmico y procesual. Es el mismo sentido con el que Kaspar von
Stieler, leido y seguido por d’Ester, ya habia utilizado el término (cfr. Wagner
1997: 95).

Para d'Ester, la recuperacién de este sentido en el Zeitungswesen no significé
un erudito ejercicio filolégico o un educado gesto divulgativo. En realidad, todo
su planteamiento se apoyé con rotundidad en las conclusiones que logré extraer
de la diferenciacién entre la noticia-como-suceso (o Zeitung-suceso) y la noticia-
como-reporte-del-suceso (o Zeitung-reporte). Recuperar el sentido originario del
término «Zeitungy tenfa, en efecto, una consecuencia de gran calado: d’Ester
imponia pacificamente en la mente de sus lectores la idea de que en el periddico
lo nuclear y originario era informar, es decir, el proceso, el acto de transmitir
informacién, y no la forma o el medio de hacerlo. Asi, lo que conseguia era
asentar la idea de que un mismo suceso originario podia ser reportado de muchas
maneras, esto es, que una noticia podia ser noticiada mediante muchos métodos
y sistemas distintos. O, lo que es lo mismo, que el periédico era una entidad que
se podia presentar ante nuestra vista vestida de muy diversas formas.

Con todo ello, d'Ester parecia empefiado, una vez mds, en ayudar a superar las
apariencias asociadas al mundo del periédico. Pretendia llegar a la esencia de lo
que este era, para disponerse a fundamentar en ella la Zeitungswissenschaft, un
saber auténtico acerca del periédico. Tal como acabamos de ver, la misma natu-
raleza humana y su necesidad innata de saber, asi como la noticia en tanto que
respuesta funcional a dicha necesidad, fueron dos principios sélidos e invariables
sobre los que d'Ester se apoyé para explicar muchos de los aspectos del periddico
de su época.”® Ademds, si se aceptaba que el periddico respondia a una necesi-

22 Kaspar Stieler (1632-1707) publicé en 1695 el libro Zeitungs Lust und Nutz (El placer
y la utilidad del periédico), su tnica obra dedicada a este dmbito, en la que enfatizé los
grandes beneficios que aportaba la lectura de diarios (cfr. Hagelweide 2002: 422-424).
» d'Ester decliné las que definié como principales funciones de la prensa de su época a
partir de la noticia. Ademds de la transmisidn de informacidn, tanto la instruccién como
el entretenimiento y la influencia tenfan como base la noticia (cfr. d'Ester 1928a: 10).
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dad humana bdsica, él mismo pasaba a ser un objeto necesario, trascendental, en
ningn caso frivolo, lo cual, sobre el papel, no podia sino favorecer la aceptacién
de la Zeitungswissenschaft por parte del resto de disciplinas académicas.

2.4. Las formas del periédico

Un elemento del que d'Ester se valié para dar unidad a su propuesta le llegd
de la mano de Wolfgang Riepl, contempordneo suyo y autor de una voluminosa
obra titulada «Das Nachrichtenwesen des Altertums» («El sistema de noticias de
la Antigiiedad», 1913).

A la hora de presentar el 4rbol del periédico, d'Ester escribi6 que, en su historia
del sistema de noticias de la Edad Antigua, Riepl no s6lo habia hecho un anilisis
excelente de esa época tan alejada en el tiempo, sino que, ante todo, «logré esta-
blecer una regla universalmente vélida» para toda la historia de la humanidad: en
la transmisién de noticias, «los medios, formas y métodos més sencillos», una vez
se habfan implantado y habian sido hallados de utilidad, ya nunca eran reempla-
zados completamente por otros posteriores, ni atin en el caso de que, gracias a la
evolucién de la técnica, estos fueran mds «perfectos» y potentes que aquellos mds
primitivos (cfr. d'Ester 1928a: 9).

D’Ester adopté esta idea de Riepl de manera entusiasta, pero no ingenua, de
suerte que no olvidé un ultimo matiz: los medios informativos antiguos que
habian demostrado ser funcionales, se conservaban junto a los mds modernos,
siempre y cuando supieran encontrar «cometidos y dmbitos en los que volver a
resultar valiosos» (cfr. d'Ester 1928a: 9). Por tanto, d'Ester animaba a no pensar
automdticamente en términos de sustitucién de unos medios por otros y hablaba
de la posibilidad, mds frecuente, de que un medio nuevo desplazara a otro mds
antiguo y este ultimo se viera obligado a buscar un nuevo dmbito o cometido
donde ser funcional. Asi, el nacimiento de un nuevo medio obligaba al antiguo
a reformarse o incluso a transformarse, es decir, a cambiar su forma para seguir
siendo funcional en las nuevas circunstancias.

La conclusién era clara. Las formas de transmitir informacién asentadas al
menos durante una época tendian a perdurar, a pesar de que técnicamente fueran
mis sencillas que las nuevas. Si estas formas habian sido aceptadas y usadas por
las personas de manera general en algiin momento de la historia del periédico,
ello significaba que habian sido dtiles y, por lo tanto, funcionales. Esto era asi
precisamente porque no eran solo formas técnicas auténomas, sino formas de
algo que permanecia inmutable: la funcién de satisfacer la necesidad humana de
conocer. Por este motivo, el género «periddico» era estable y no iba a desaparecer.
Sus formas concretas si estaban sujetas a cambios, aunque, a ojos de d'Ester, estos
eran menos frecuentes y mds entrelazados de lo que intuitivamente podia pen-
sarse: una vez ha sido preferida, una forma «perdura con obstinada tenacidad por
un tiempo extraordinariamente largo» (d'Ester 1928a: 10).

A la luz de la ley de Riepl y de las categorias de «noticia», «funcién» y «forman,
d’Ester abordé el estudio del periddico de su época, de la gran potencia prensa,
en tanto que forma superior a otras previas. Como hemos visto, segn la Ley de
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Riepl, cuando una forma de transmitir informacién se asentaba era porque las
personas la consideraban til para informarse o, lo que es lo mismo, funcional en
su noticiar. No cabfa duda de que exactamente eso estaba pasando desde comien-
zos del siglo XX con el periédico de masas (cfr. d’Ester 1928a: 70). Cuando
d'Ester expresaba una alborozada admiracién por la prensa contempordnea sobre
todo era porque veia en ella una respuesta por fin satisfactoria a algo que, a su
entender, venia latiendo desde siempre en el noticiar como funcién: la necesidad
de ser universal, tan universal e insaciable como la vida. En sus andlisis de la
historia de prensa, d'Ester senalaba como importantes hitos a aquellas formas de
periédico que habian significado un paso adelante en la misién de dar respuesta
a la necesidad innata que el ser humano tenia de conocer. Como no podia ser
de otra manera, saludé como al mayor de los avances la aparicién de la primera
forma que posibilité un noticiar universal: la prensa de masas.

Las grandes rotativas habian permitido al periédico transformarse en una mer-
cancia de masas (cfr. d’Ester 1928a: 70). Sin embargo, a juicio de d'Ester, la
técnica no era el tnico factor que habia ayudado a la prensa a adquirir un poten-
cial gigantesco: siendo el periédico moderno «una criatura de la edad moderna,
junto a la posibilidad de la produccién en masa y la distribucién hasta el dltimo
rincén del pais, el crecimiento de la alfabetizacién y el deseo de participar en los
sucesos universales eran otros dos elementos tipicamente modernos que influfan
en el éxito de la prensa (d’Ester 1928a: 73). En sentido estricto, mds que por la
técnica, el periddico moderno se diferenciaba de sus estadios anteriores princi-
palmente por su universalidad. La prueba de que el peridédico contempordneo
habia alcanzado una forma sin precedentes era que lograba dar una respuesta
plenamente satisfactoria a la universalidad del hambre de conocer. Su noticiar era
universal, tanto en cantidad y diversidad de contenidos producidos y distribuidos,
como en numero y variedad de publicos, a los que no solo llegaba, sino por los
que habia logrado ser seguido con entusiasmo (cfr. d’Ester 1928a: 73).

Para ser universal, el periédico del siglo XX se apoyaba en la impresién, el
transporte y los sistemas de captacién y distribucién de noticias. Todos ellos eran
técnica y econémicamente inauditos, hacfan que el periddico fuera una cumbre
de la organizacién capitalista y superara a las empresas de todas las otras ramas de
la vida econdmica (cfr. d’Ester 1928a: 74). Pero, al fin y al cabo, para el periédico
esos factores eran importantes solo en tanto que resultaban funcionales respecto a
un noticiar universal. Algo semejante sucedia con la impresién y el soporte papel.
De manera un tanto sorprendente para nuestra época, centrada en un debate
acerca del futuro del la prensa impresa, ya en 1928 d'Ester hablaba de la «impre-
sién» como de otra apariencia de los periédicos: «la reproduccién mediante la
imprenta emerge hoy como el atributo que mds llamativo de la prensa. Pero es
solo una forma» (d'Ester 1928a: 12; destacado en el original).

3. Conclusion

Si la ley de Riepl resulté tan util para d'Ester fue porque, en primer lugar,
animaba a ir mds alld de las apariencias, algo que, como hemos visto ya, él con-
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sideraba muy necesario en la relacién cognitiva con el periédico. Cuando d'Ester
presentd como ley que las formas tendfan a perdurar, en el fondo también estaba
indicando cudn fécil resultaba que, por esa presencia tendencialmente estable de
las formas, se las confundiera con lo permanente o lo sustancial del periédico
o, incluso, como el periédico mismo. En realidad, lo verdaderamente propio e
invariable de la entidad periddico era la noticia o, mds propiamente, la funcién
de noticiar.

Cuando se leen con detenimiento sus escritos, resulta evidente que d'Ester no
despreciaba en ningtn caso las apariencias materiales de los periédicos. Mds bien
lo que hacia era detenerse en ellas. Sin embargo, un andlisis ponderado revela
que d'Ester las estudiaba no con una voluntad formalista, sino funcionalista: para
descubrir qué manifestaban acerca de la naturaleza de ese género «periddico» que
recorria toda la historia de la humanidad. Por lo tanto, en manos de d'Ester la ley
de Riepl sirvié para subrayar muy especialmente la importancia de centrarse en la
funcién del periédico. Por ello, d'Ester no solo estudié con atencién las distintas
formas concretas que habia ido tomando el periédico, sino que su mayor logro
fue intentar, ya en aquella época, encuadrarlas en un amplio proceso evolutivo en
el que unas se habian sucedido en el tiempo y otras habian convivido durante una
misma época, siempre seglin un criterio de funcionalidad.

La ley de Riepl, en definitiva, introducia un principio de orden y continui-
dad, una légica dentro de la volatilidad que tipicamente se asociaba a la entidad
periédico. Ello interesaba sobremanera a d'Ester, porque, en gran parte, habilitaba
al periédico para poder ser objeto de estudio cientifico. Gracias a Riepl, d'Ester
pudo pasar de una variabilidad desordenada e inabordable desde un punto de vista
tedrico-cientifico a establecer la tipologia recogida en el drbol del periddico, la cual
estaba dirigida a guiar los estudios histérico-tedricos posteriores que debia acome-
ter. Tal tipologia aportaba los puntos de referencia para la busqueda, acumulacién
y andlisis de unas formas periodisticas, cuya continuidad hubiera sido dificil de
proponer sin la adopcién de un recurso conceptual como la ley de Riepl.

Tal como se deducia de la variedad de ramas de la copa del drbol, ademds de
la prensa impresa, en la mente de d'Ester cabfan otras muchas formas o maneras
concretas de producir periédicos. En el Zeitungswesen d'Ester habld, por ejem-
plo, de periédicos «hablados, manuscritos, tamborileados, silbados, telefoneados
o radiados» (d'Ester 1928a: 10-12).* Asi pues, el periddico impreso en papel,
dominante en el siglo XX, ni habia hecho desaparecer a todas las formas que le
habian precedido, ni gozaba de una hegemonia absoluta entre los medios de su
propio tiempo. Nada de ello era incompatible con seguir defendiendo que habia
conseguido ser una forma superior a todas las demds.

Si atendemos a las categorias de «noticia», «funcién» y «formar, se entiende
bien que d'Ester no podia estar pensando que la prensa impresa de su época

*  Con periédicos tamborileados o silbados d'Ester hacia referencia a la manera en que,

segin ¢l mismo, todavia por aquel entonces, algunos pueblos primitivos transmitfan las
noticias. A nuestro juicio, fue una manera més de subrayar que la transmisién de noticias
era una funcién que se desprendia de la existencia de una necesidad humana radical.
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hubiera frenado la evolucién del drbol del periédico. Nada impedia pensar en la
aparicién de formas mds funcionales respecto a un noticiar universal. Tanto la
«célula originaria» (d'Ester 1928a: 10) como su drbol seguian y seguirian vivos,
continuarfan creciendo y dando lugar a nuevas ramas. Trascendian a las formas
concretas a través de las que se acometia la funcién de noticiar. Trascendian,
incluso, al poderoso periédico contemporineo, también al impreso, el cual, pese
a toda su grandeza, para d'Ester era una forma frnal, fruto de una larga evolucién,
pero no una forma definitiva.

El «drbol del periédico» llevaba a adoptar un punto de vista histérico-genético.
Para d’Ester, el periédico moderno era un hijo evolutivo: pertenecia al pasado, a
la vez que era algo rabiosamente nuevo. La idea de evolucién conllevaba que algo
antiguo fuera a la vez nuevo, porque era algo cuya esencia no cambiaba, pero
cuya forma si lo hacfa. Esta permanencia de lo esencial del periédico fue aquello
en lo que d’Ester tuvo la oportunidad de fundamentar su Zeitungswissenschaft, la
cual, en aquellos afios, estaba tan necesitada de demostrar actualidad y relevancia
social como de certificar la posesiéon de aquel abolengo y aquella substancia que
solo el paso del tiempo habia otorgado a las ciencias establecidas y a sus objetos
de estudio.
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Abstract

Recently, the issue of mass media, advertising and their influence on the building
of our culture and social values has been broadly debated by both academics, from a
sociological standpoint, and public entities aimed at regulating media content-especially
television.

The following paper' contains the results of a qualitative approach on the matter,
based on the effect of household appliances commercials in constructing female identity
of Spanish women today. Conclusions were drawn based on a juxtaposition of social
background and advertising content between the 60’s and the past decade, and, most
importantly, on how Spanish women of today perceive the evolution of female imagery
depicted in advertising from these two periods.

The aim is to demonstrate how much advertising mirrors society and how far it rein-
forces paradigms no longer existing, through the use of semiotics and symbology which
are not always clear to the target audience, who fails to realize such influence of this
medium.

Keywords: Gender roles in advertising, TV Advertising in Spain.
Sumary: 1. Introduction. 2. Background and theoretical frame. 3. Methodo-

logy. 4. Conducting the interviews. 5. Research outcome. Conclusion and final
considerations. References.

! This Paper is grounded on a Master degree dissertation presented at Universitat Pompeu

Fabra (Barcelona, Spain) and tutored by Prof. Monika Jimenez in September, 2010. In
the adaptation of such dissertation, some content was inevitably set aside. However, the
Paper intends to extract the most crucial information found during the investigation as
well as to put the reader in context to what regards the background of this work. As the
author sees the Paper as an academic tool and possible reference to other authors, the
bibliography used for the dissertation was chosen to remain intact, even if some references
do not appear in the final version.
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1. Introduction

«By presenting, in a caricatured way, scenery where the woman must be a
‘womarn’, advertising-a reflector and agent of society, confirms as a fact a ‘natu-
ral’ behavior that is not at all according to the interests of women’s world itself»
(Herne, 1993: 31). The conclusion made by Claude Herne in 1993, shows clearly
the power of advertising in helping society to define specific models of behavior
for men and women and submitting the latter to a specific and limited role.

The analysis proposed by Herne does not come out accidentally in the end
of the 20™ century. With the boom of technology and economic growth in the
second half of the century, the western urban woman finds herself on the thresh-
old of her final emancipation from the household. As «advertising does not exist
in isolation from the rest of society, it mirrors in some way the ‘reality’ that sur-
rounds it» (Jhally, 1987: 200), one assumes that advertising from this period on
should therefore portray a woman at the peak of her independence, show no
judgment of values between genders and propose no specific roles to men and
women.

By watching advertisings today, seventeen years after Herne’s study, one can
easily perceive how the format in which they portray men and women in the pri-
vate sphere might have changed, but the message at its core seems to remain the
same-even though, according to Herne, «this social definition is not perceivable

at a first glance» (Herne, 1993: 5).

2. Background and theoretical frame

The issue of a mass-produced stereotypical identity vs. the construction of an
individual identity with self-defined critical consciousness (Heidegger ed. 2002)
was a constant issue of abstract analysis in different fields within humanities,
from Jung’s analysis of the existence of archetypes, collective unconscious and
their effect on the formation of being, to Eco’s work on the «existence of various
codes and sub-codes and the variety of the socio-cultural circumstances in which a
message is emitted» (Eco, 1984: 5).

Over the past few years, there has been an increase on papers and studies which
applied these quoted concepts into the study of the female role and its represen-
tations in mass-consumption communication pieces. They arrive basically with
the establishment of democracy in post-dictatorial countries such as Spain in the
last decades of the 20™ century, which has allowed the idea of gender parity to
take an important role in social and political discussions, as well as to generate
action rather than to maintain its previous formal character. However, the gender
research issue in Spain, according to a study developed in 2002 by Celia Valiente,
tends to be more influenced by the political rather than the social evolution in
the country.

«The first steps taken by the Spanish government to foment parity between
genders»’ (Mohammad 2005) and currently one of the most relevant institutions
on the matter in Spain is the /nstituto de la Mujer en Espana (Women's Institute in
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Spain). Created in 1983, it is an autonomous institute which, under the Ministry
of Equality, works for «removing the obstacles so they (women) can be a part of
culture, work, political and social life».?

A recent report emitted by the /nstituro considered the «Female Image in (visual)
Advertising and Communication» in 2008 and aimed at pointing out commercials
or TV programs which depicted women in a negative way, in which one of the
conclusions was: «The woman appears now as a mother, housewife and working
out of the house, even if the predominant connection to the private sphere and
the house is still strong» and «the elements which propose transgression of stere-
otypes seem unnatural» (Instituto de la Mujer, 2008: 9). The Instituto received
317 complaints from viewers in 2008, 18.6% of which regarded household stere-
otypes.

Parallel to public reports and leveraging on the relevance they give to the sub-
ject, academic work has also been developed in the field. Some recent studies have
recognized that advertising sells the idea of a new concept of «co-responsibility»,
that is, a more balanced presence of men in the house and women in the public
sphere, which is the case of the study done by Maria Elésegui in 1998: «Los Roles
de la Mujer y el Varén en la Sociedad Espaola y su Reflejo en los Anuncios de
Televisién» («The roles of men and women in Spanish society and their reflections
on TV commercials»). However, even recognizing some changes in the female
image portrayed in advertising, studies acknowledge there are still others to be
made, and none can actually conclude that advertising and media do not provide
at all a biased gender-oriented viewpoint.

Another interesting study on the theme was conducted by Federico Valls-Fern-
dndez and José Manuel Martinez-Vicente, entitled «Gender stereotypes in Spanish
Television Commercials». They state the importance of analyzing media content
—and advertising in particular, as they are «a reflection of society and therefore, of
prevailing cultural values» (Valls-Fernandez, Martinez-Vicente, 2007: 691). They
also quote the work of J.P Murray in sustaining that «television and television
advertising are confirmed to be one of the main agents of socialization [...] and
are means by which children learn about «appropriate» gender behaviors and
roles» (Valls-Fernandez, Martinez-Vicente, 2007: 691). This concept also relates
to archeologist Lambros Malafouris’ idea that children get engaged to culture
through its artifacts (television being today definitely one of the main artifacts of

culture dissemination), so that culture is created by us just as we are created by
culture (Malafouris 2004).

2 'This is one of the many public organizations which analyze and/or control gender-

oriented issues in Spain. There are many others institutions which see to regulate the issue
specifically in the media, to quote: Asociacion para la Autorregulacion de la Comunicacion
Comercial-Autocontrol (Self-regulation of the Communication Community Association)
and Consejos Audiovisuales (Audiovisual Councils) in Andalucia -CAA; Islas Baleares-
CAIB; Navarra-CoAN; and Catalunya-CAC. Also to quote, two other relevant entities in
Europe: The Advertising Standards Authority-ASA, in UK and The European Advertising
Standards Alliance-EASA.



[102] Zextual & Visual Media 4, 2011 Camila Lobo

Fernandez and Martinez also touch a crucial point, which is the core of this
study, when describing results of research in gender stereotypes in the past few
years, as «these representations [gender stereotypes] have not changed much over
the last 25 years, although a few attributes are presented in a more balanced
fashion. The general opinion is that sexism or gender stereotyping in television
advertising continues, although portrayals of women in advertising are becoming
more realistic» (Valls-Fernandez, Martinez-Vicente, 2007: 692).

The paper intends to, grounding on previous studies on the theme, depict a
fresh vision on advertising’s effect in psico/social values construction, based on :

i) an outsider look on the role that commercials play in Spanish society,> which

is tangent to an unbiased perspective and favors a broader source of biblio-
graphic resources;
ii) a deeper dive in some specific aspects of gender-oriented commercials, such
as misperceptions of the audience to a veiled message contained in them
—eclements overlooked by the observer, thus more likely to being ‘dange-
rously’ absorbed as reality.

iii) a new intersection between the historical context in Spain and its effect
on the construction of advertising content in correlation with psycho-social
effects of mass media advertising and consumption.

3. Methodology

The first step was to determine how the difference between women’s role in
society, politics and economy vs. the image presented in commercials could be
made clear. In order to do so, a comparison was made between female participa-
tion in these public spheres fifty years ago and now, followed by an analysis of
commercials from that period and from today.

The reason why the 60’s was the decade chosen to be compared with the present
time is that there was a specially remarkable female oppression in that period in
Spain under Franco’s Dictatorship, which was translated both as legislation and
timid female participation in the public space (as society was openly patriarchal
and government favored traditional family structures), besides extreme sexist
concepts in commercials.

Both quantitative and qualitative data on women’s (active and passive) pres-
ence in politics and in economy (their presence in the work space, the number of
housebound women, number of women holding public office, etc.) were consid-
ered, as well as a qualitative approach to women’s rights regarding legislation and
an analysis of their role in social life. This information was collected from other
academic works and from public data sources, such as public reports. The evolu-
tion of the female participation in Spanish society observed in these period was
remarkable, both from a quantitative (representation of women in the work force
or number of women in politics) and a qualitative (women being recognized by
legislation in parity to men, for instance) point of view.

3 Given that the author has a personal and academic background outside of Spain.
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The next step was the choice of advertising material to be used in the research.
A number of commercials were selected based on their reflection of the issue in
question: men and women and their relation to the household and the family.
These commercials did not always show a woman wsing a household appliance
or product, but are necessarily related to house appliances or products and the
family. The criteria to select the commercials aimed at creating a set of different
situations and settings within the household ambit, in order to enable a wider
range of discussion between the groups. The group of commercials should, in the
end, contain: female/male interaction with household care; sole female participa-
tion in house care; women’s presence as something evoked rather than necessarily
physical; settings inside and outside the house.

These commercials would be presented to women (whose profiles will be better
explained in «Conducting the interviews») in the form of focus groups, as 6
advertisements from the 60’s and 6 advertisements from the past decade were
considered adequate to provide a sufficient amount of material for discussion
while, at the same time, keeping women engaged and interested. It was important
to have a small number of advertisements, as showing the commercials could not
take too long, for repeated images and concepts could influence the women’s
perception and thus distort the result of the research. As they all concerned the
same theme, that number would be sufficient.

After that, an analysis of content was developed,* based on a semiotic and
sociologic bibliography. At this point, elements regarding gender treatment were
pointed out (most of them much clearer in the 60’s advertisements) in order to
specify some almost unperceived gender elements in images or discourse.

The importance of such an interpretation is reinforced by Judith Williamson
in «Decoding Advertising», where she defines advertisements as an assemblage of
signs that convey a specific meaning, designed to sell products and create a con-
sumerism ideology (Williamson 1978). Nevertheless, advertising signs should
not be seen only with a «meaning in themselves» as, «a sign consists of two ele-
ments, the signifier (the material object, word, or picture) and the signified (the
meaning ascribed to the material object, word or picture). Hence the structuralist
slogan: a sign is always thing-plus-meaningy (Ball, Smith, 1992: 48).

The chosen advertisings were:

From the past decade: Skip detergent; Kalia Vanish Oxi Action Multi; Fairy
Cleansing and Care, Fairy cold water dishwasher, Bold easy ironing, Ala deter-
gent.

From the 60’s: Cognac Soberano, Financer Fiseat, Bimbollo Bread, Aspes
Appliances, Ruton Polisher and Vacuum Cleaner, Corcho Kitchen.

Some hypotheses were raised as a result of the analysis of the advertising mate-
rial and the social, political and economic approach comparing women’s role

* In order to adapt the format of the dissertation into this paper, the advertisements

content analysis are not included, but are, most definitely, reflected on the conclusions, as
they helped building the critical overview from the author as the investigation was being
conducted.
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regarding household in the 60’s and today. When considering these hypotheses,
the need to conduct a qualitative research in order to obtain the desired type of
data and achieve the objective of this project became clear. More specifically, the
dissertation was driven towards a constructive or naturalistic investigation, which
sought to «understand the constructions of reality created by the people being
studied and by the researcher through a circle of inquiry» (Morgan, 1993: 139).

Focus groups seemed an appropriate technique to conduct such a research
because they provide not only «qualitative data to answer research questions»
(Morgan, 1993: 11), but also «insights into the formation of views which cannot
be so readily achieved via individual interviews» (Somekh, Lewin, 2005: 42).
Moreover, a specific nuance of this type of inquiry is that results can be enriched
by observing not only how women relate to their own identity regarding gender
roles, but also how they perceive their identity among peers. Thus, focus groups
«often give facilitators the chance to observe how individuals within groups react
to the views of others and seek to defend their own views» (Somekh, Lewin,
2005: 42).

The results of the questionnaire were divided according to the theme proposed
by each set of questions:

i) Identification with the protagonist and the situation in the advertisements;
ii) Perspective of the men/women relation;
iii) Identification of gender-oriented signs.

The hypotheses formulated led towards a reflection concerning the economic
and political data which give an account of female changes in the social sphere
from fifty years ago until today, as well as the women’s view on the commercials
presented. New insights generated in the course of the research and fresh perspec-
tives not foreseen in the initial hypotheses helped forming a broader view of this
investigation, which is expressed in the conclusion.

4. Conducting the interviews

The interviews were conducted with 5 groups of women, each composed by 3
to 5 women, in a total of 18 women. They were aged between 28 and 40; middle
class; single or in a stable relationship; all of them living in urban areas (and cur-
rently living in Barcelona, State of Catalonia); and having used similar products
to those advertised.

In order to guarantee a resemblance in their lifestyle regarding career-focused
vs. housewife, the filter of this research was whether they had worked or were
currently working out of home in the past two years.

A guide with questions was formulated in order to guarantee that the answers
would provide the desired data content according to the hypotheses raised, but
also leaving some space for insights and to enable unexpected information and
reflections to arise.

First, the group received some simple orientation on how the work would be con-
ducted. They were informed that some household appliances advertisements would
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be shown and they would have to answer a few questions. At no point was the final
purpose of the enquiry mentioned, so as to avoid influencing the discussion.

The women would watch the first range of advertisements, the «<modern» ones,
and answer questions related to them. The chronological order of the advertise-
ments was inverted due to the fact that the 60’s commercials had more obvious
signs of sexism, which could affect their perception of the modern ones. The
order of the questions after each set of advertisements was also chosen in such
a way that they would not influence the direction of the discussion, aiming at
providing realistic answers as far as possible.

Next, they were presented the 60’s set of advertisements and other questions were
asked. The first set of questions was more relevant to the core of this project, but
the second set was necessary to confirm some presumably more obvious hypotheses.
In all the groups, interviewees seemed interested in the theme and discussions soon
arose, especially regarding comparisons such as «In my family it is not like this».

The questionnaire was developed especially to avoid misleading informa-
tion related to spontaneous speech. It allowed the enquiry to take an informal
approach, enabling a situation where the interviewees reformulated the questions
themselves, according to personal background and beliefs. This form of dialogue
was needed to reach realistic and palpable insights, as it allowed a more reciprocal
structure, which enables personal and projective dialog (Ferrando, Ibanez, Alvira
2002). In other words, the result was both a rational, realistic discourse based on
a personal view and experience, and a more subjective, abstract discourse, based
on unconscious beliefs and collective patterns of behavior.

Considering that the groups interviewed were composed only by women, some
female discourse analysis was carried out before starting the research, in order to
get the best from the interviews. One important source of data on female dis-
course characteristics was the work of anthropologist John Gumperz. According
to him, «in friendly talk, women are negotiating and expressing a relationship,
one that should be in the form of support and closeness, but which may also
involve criticism and distance» (Gumperz, 1982: 209). An important point to
be considered was the fact that women seem to be more influenced by others in
this type of enquiry than men, as they «explicitly acknowledge and respond to
what has been said by others and [...] attempt to link their utterance to the one
preceding it by building on the previous utterance or talking about something
parallel or related to it» (Gumperz, 1982: 210).

5. Research outcome

The results of the survey applied to the eighteen women are presented below
according to the 3 pre-mentioned ambits, followed by excerpts of comments,
perceptions from the moderator and discourse analysis.

An adjective to sum up the opinions expressed in the discussions would be
«contradictory». Very often, women confused real life situations or perceptions
with their personal ideology —which sometimes was expressed as if it were «the
ideology to follow». All of them wanted to express how they do not feel like
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housewives as they used words such as «ridiculous» or «I do not relate at all», only
to tell later on how they did most of the house tasks themselves or how it was
exactly the same at their homes.

a) Identification with the protagonist/situation in the advertisements

Most women did recognize the situations of today’s advertisements (cleaning
dishes, washing clothes) as something related to their daily lives, but thought
that the way these activities were represented was exaggerated; thus, it did not
provide a perfect reflection of their everyday lives. There was no one who dis-
agreed entirely that the situations somehow represented part of their routine.
There was no complete rejection towards the first advertisements presented
regarding identification, nor an immediate reaction such as laughter or signs of
feeling offended. The reaction was quite the opposite in relation to the second
group of advertisements. Women seemed shocked or would laugh thinking they
were too absurd.

There was a difference between some of the groups regarding their position
towards the «identification» questions: a few of them interpreted the questions
more literally and started talking about gender issues only in the middle of the
discussion, while others answered with a defensive, «feminist» approach from the
beginning. In relation to this matter, some of the answers were «Yes, every day I
have to wash dishes and I do care that my hands do not get damaged»; or: «Yes,
there is no way out, we have to clean».

Others replied, «Well, not really [I do not identify myself with the situation].
I’'m not a housewife, I do not really care about cleaning products»; or «Yes [I do
identify myself with the situation], and this is very sexist. Cleaning is actually a
concern of our [female] daily lifer.

Even women who felt somehow related to the products (and to household
chores) pointed out that the commercials seemed actually «a bit ridiculous, [due
to] the importance they give to these tasks. These are daily situations but they are
not such a big deal. I do not really care about stains».

Another interesting comment was: «But, I don’t know, the concept that I have
of washing dishes is quite different from these women’s ideas. I don't think they
are related to my mother’s time, let alone to my own. I do not imagine my mother
washing dishes as my father simply passes by and grabs a towel. So I do identify
with cleaning, but not with the context». The same interviewee, later on in the
discussion, gave an account of how her father finishes dinner, simply leaves his
dish on the table, and goes to watch television (which, to her, is «ridiculous,
washing dishes is an individual task, it should not be divided between men or
women»). These sorts of statements relate to the contradiction mentioned above,
in the same person’s or the same group’s answers: ideology vs. behavior was some-
thing quite relevant in all the groups.

Generally, there was a pattern of stages in which women displayed this ideology
compared to what happened in real life, as can be seen in Model 1. First, they
showed a really clear viewpoint that they do not want to be seen as <housewives»,
as this is «not acceptable», seen as a negative characteristic. «Yes, cleaning is a
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necessity, but I see it as something to be shared, not an exclusive female respon-
Sibility».

Then, they would talk about friends or relatives who did act in the way the
commercials presented, still using negative adjectives or showing some kind of
complacence towards these people as though trying to say «I know people who
are like this, but not mel»: «I have a friend who does buy gloves to wash dishes,
because she cares about her hands»; «My sister just got married and she thinks it’s
the most incredible thing in the world to have a husband that helps in the house.
But she leaves to work before him and gets home later, so for me it’s just normal
that he should help her», or: «To me it’s not like that (women staying at home
while men leave to work). Some of my friends have this idea of being housewives,
I take care of the house while my husband works and supports me’. So, to many
people it is like that, but not to me». From this standpoint, they would then con-
clude: «Yes, I believe that, after all, the image of women at home, taking care of
the clothes and the kids, is still quite related to real-life women».

And finally, without seeming to notice it, they would talk about their personal
experience and mention how it works at home with their partners, which was
quite related to what was shown in the advertisements —and precisely to what
they did not want to be related to: «I live with a [male] flat mate who never puts
out the trash, so I have to do it» (from the same woman who mentioned that her
friends want to be housewives, but she «does not conceive of it»); «I think women
try to change this [occupying themselves exclusively with the house], they try to
share things more, I mean, talking about me and people I know, but I still see
myself in this role, even though I don’t want to». In between these lines, there
were some contradictory statements, such as: «Society has evolved a lot. Before,
women had an inferior position. Today, I do not see this difference so clear (there
are not many economic, social, political differences, I mean, see Germany, for
instance» (referring to Chief of State Angela Merkel).

But the conclusion was always generalized in the words: «I believe society still
sees women like this [a housewife]»: however they almost never formalized the idea
that they were a part of this society. All of them showed an ideology of change, but
considered society, and non-explicitly themselves, a product of a general image of
women. The cause always seemed to be something far beyond their power limits.

One curious comment diverged from this pattern, as a woman mentioned: «I
spend my whole life trying not to be like this». However, she also sees it as some-
thing a bit out of her control, and she continues: «But in the end, I guess that
women have a role that is like that».

An important observation regarding the 60’s advertisements is that none of
the women felt at any level identified with the images presented, and all of
them defined those women with negative phrases such as: «She’s almost an
object», «She’s his servant», «She’s stupid, he hits her and it’s her faule?!?», «I
feel sorry for her. I want to say: wake up!». Some of them even laughed when
asked if they could relate themselves to those women: «No! Of course not!». Just
one woman mentioned that she related herself to the Bimbollo advertisement
because her father never prepared her school lunch and she thought she would

do it for her kids.
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Model I.

Phase 2 Phase 3

Partial Acceptance Acceptance

Ideology which
conveys “housewives”
as a negative model
not to be followed.

Exterior examples:
friends, and “some
women — not me.”

A society model still in
vogue — “l am inevitably
a part of it”.

Source: Elaborated from data of this study.

However, when the discussion was further encouraged after the second set
of advertisements, women little by little began to recognize some resemblances
between the women in the first and those in the second sets of commercials:
«Well, they [commercials today] still show the same hierarchy. It is an evolution
of dependence.»; «Yes, there is more technology to help you, but it is still the
woman who has to do it»; «It is the same thing, but it’s less obvious today»; «They
still show a service relationship»; «The one in which the man hits the woman does
not relate, it’s too silly, but the others, yes [referring to today’s commercials]».

Another relevant insight concerns how advertising has helped women reflect on
the female role today, but has also built the image of women from the 60%s. In a
group, when asked if they thought that the women in the second set of advertise-
ments reflected the image of women of that time in general, one of them answered:
«Well, you could say so, I mean, I didn't live in that period, but from what people
tell me it was like that. Besides, the advertising is like that because this is how
it was». In the same group, other comments built on this woman’s statement: «I
think women [from the commercials] feel ok with this position. They don’t seem
to question what they have to do, they feel good about it». Another assumption
was: «Well, I mean, women in the 60’s didn’t think the way we think today. They
saw these commercials and felt identified with them».

In another group, this matter also took a different direction as some of the
women mentioned: «I think things were a bit like that, but it’s exaggerated. Com-
mercials always exaggerate. But it’s funny, because if women look at these com-
mercials [of today] a few years from now they will think we were like that!!»

b) Perspective of the men/women relation

Generally, all women thought that the men/women relation in the «modern»
commercials represented (on different levels to different women) the real form
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of relationship between men and women regarding house care today. Not one
seemed to be appalled by the images or consider them completely far from real-
ity. At this point of the discussion, practically all the groups were already more
involved in the gender topic, rather then took questions as a practical issue —ide-
ology and sociological views dominated this stage of the discussion.

«We are still living a sexist reminiscence. Advertising should sell what we want,
parity. It would be taking the lead in the transition were leaving now, but it is
still stuck in a concept of 40 years ago». This statement was quite an insight
on how these women, even though they do not seem to feel much bothered or
outraged at a first look, do feel that advertising is part of our culture and should
represent the evolution of sociological perspectives, as a great influence on col-
lective imagery.

Almost all the women referred to previous generations —and the collective
imagery of women and household care— at this point, either to compare them
with the evolution of the female role today, or to state that current relations are
actually quite similar to those of their parents’/grandparents’ generation: «I don’t
really relate [to male/female relation in the «modern» advertisements]. I think
that in some parts of the world there are women like that, but the tendency is to
decrease [the number of women who are like that]. These commercials relate to
the old model». Others recognized an evolution in the female role: «But there is
a great generation gap between my parents and me. So, even if society does influ-
ence a lot, I don't see such a strong discrimination today».

It was also mentioned that there is still a great influence of previous generations
on the male behavior toward household chores, as they are used to following the
model they had when growing up: «Well, I think it is also related to education.
My father is fifty years old and can’t wash his own clothes; my grandmother does
it for himy; «It is always the mothers’ fault. Usually mothers ask for their daugh-
ters to help them do the chores, not the sons. I see boys who help, do grocery
because their mothers taught them to, while others don't care, they leave every-
thing dirty because no one ever told them differently»; «I have a friend who was
talking about this. In her husband’s house, where there are only boys, the mother
always asked them for help, so now he is used to doing it in his own house».

Women talked about how there are still some big gender differences regarding
household care, saying more often «some people think» than «I believer: «It’s
not considered anything special for the woman to work at home while the man
works out, whereas if the man does something in the house he provokes admira-
tion, there are [magazine] articles that say: look how he’s fantastic, he lost his job
and now he’s working in the house. But there are articles on this because it’s an
exception»; «This [taking care of the house] is still a woman’s job, it’s a gift to have
a man who does it».

Between ideology and practical life, the contradictory behavior can be also
translated into «confusion», based on the idea that «we are still living a sexist
reminiscence». It seemed clear to all of them how things should work (they were
all in favor of parity and sharing the house chores), but they were a bit confused
by the image that «society» built on the matter: «We are from a younger genera-
tion and we're all independent, we work, we've lived abroad. But we still think
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sometimes ‘Ah, that’s nice, he’s cleaning’, the idea is still inside us, we know that
it is not meant to be like that but it’s inevitable to think like that sometimes», or:
«At least today we pretend we don't live like that [with gender differences]».
Besides, a frequent idea regarded the existence of actual differences between
men and women, which many times justified the image presented in the adver-
tisements. First of all, some women mentioned economic disparity: « Women still
earn less money. So they can work for the same period of time, but, I don’t know,
there’s still a tradition that women do it [house chores] and there’s also the feel-
ing of guilt that they put less money in the house». They also mentioned taking
care of the house and the family as a natural female characteristic: «I think that
women are naturally predisposed to do some things and men to do others, just for
being born like that»; «I think that women naturally take care of the others».

¢) Identification of gender-oriented signs and women’s reflection upon it

With no exception, gender-oriented signs were more easily recognized in the
commercials from the 60’s. Immediately after the women watched them, com-
ments related to sexism started to pop up, which did not happen after the display
of the «modern» advertisements.

Some of the comments were: «This is ridiculous; she only has a car because her
husband bought it for her!»; «It was the mother who prepared the snack for the
child —when she’s not the mother, she’s the teacher; «[The woman] is domestic.
Her appliances define her status».

However, after some minutes of discussion, women began to notice and com-
ment on sexist elements in «modern» advertisements as well. A curious observation
was: «But we are only noticing this because this is a study. If we're watching this ad
at our house on a Sunday afternoon it’s going to pass by without being noticed».
They started to discuss how there was only the female figure in the modern adver-
tisements as «Men don’t even appear, only to get a clean towel»; «Men are practi-
cally inexistent [in modern advertisements]. I don't like his face expression in the
Fairy ad. The woman can't even argue with him. It’s silly»; « Women’s activities are
always based on men’s activities [in modern advertisements]».

As the discussion developed, women started pointing out more specific ele-
ments in the modern advertisements which incited a gender orientation. As some
of them began to discuss it, others felt stimulated to think and talk more about
the subject. Actually one of them had an insight which everyone agreed with and
admitted not having noticed: «You know, when I think about it, in two adver-
tisements women are washing the clothes and men are washing themselves. He’s
concerned with his looks and she’s worried about the house, the kids». Another
woman then replied: «Yes, it’s true! And in the ad where she’s taking the clothes
out of the washing machine, they are not even her clothes, it’s just men’s shirts.»

Another related comment was: « What about this ad, where the woman is wash-
ing the dishes and the man simply turns the water tap? He doesnt even speak to
her, it’s humiliating». Upon this, there was a quite illuminating comment, related
to women’s image depicted in the 60’s advertisements, as they seemed to be com-
fortable in the housewife position: «But, you know, they camouflage the scene.
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Because it’s not bad, everything is so natural, he enters with a nice face and the
woman goes on cleaning, just happy».

When they were asked if they thought advertising was reflecting reality by ori-
enting cleaning advertisements towards women, a few possibilities were raised and,
even within the same group, it was one of the issues that seemed to cause higher
disagreement. Two groups referred to the fact that maybe commercials were like
that because they had been created by men: «Maybe who created this was a man,
with a wrong conception of today’s world. This man was raised in a really closed
family». Another group also mentioned that: «I think it’s a late reflection»; «I don’t
know if 'm trying to be optimistic, but I think there’s a delay [in advertisements vs.
reality] of commercials of today, maybe it’s the same with commercials from the
60’s», «It’s like they followed an old plot» (referring to today’s commercials).

In another group, a woman commented: «I think advertising looks like infor-
mation [reality] and we start to act like the advertisements, it justifies your actions.
Like, it’s not something you immediately start imitating, but it’s so normal that
it is transmitted as reality, it’s like if it was like that. It’s like [as if the advertise-
ment were saying]: ‘I'm not being evil; this is how the world is’. It informs you
and influences you.

Differences in discourse construction and in the security that women expressed
when exposing their thoughts made it possible to realize this is a theme they are
not very familiar with and do not seem to think about much ( men’s and women’s
role at home and in society). One of them said: «You never know what came first,
the egg or the chicken. Advertisements act according to society: it’s how it works,
it’s how life is, so you identify with the character and you buy it. But it also stimu-
lates a behavior, so you never know who came first. It’s like a snow ball».

Regarding the idea that commercials should (or could) be different, there was
not full agreement. Some women thought that «There should be a change to
break the pattern and make people question these things. It’s necessary. It could
even be a strategy»; «But this has to change, with feminism and all that. I think it
would be efficient to show men doing the cleaningy. Others believed it would not
be a very good marketing strategy and, thus, did not see so clearly the possibility
of change: «Imagine if men saw an ad of a man cleaning the house. They would
feel offended. They present things like that just so you know what the product is
about. Even if you're not that type of woman, you understand the benefit of the
product»; «It’s easier to sell it like this».

Conclusion and final considerations

The study has lead to the conclusion that commercials, in this case in particular,
of household appliances, are a form of perpetuating stereotypes and maintaining
paradigms inherent to some economic systems, forming the basis of this system’s
own existence.

Such a conclusion is made clear with the juxtaposition of the evolution of the
female role in Spanish society in the past fifty years and the stability of their status
as housewives in commercials over the same period.
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Women in Spain have undeniably gained more space and relevance in all
spheres (being political, economical and social) as the study shows both through
quantitative data —number of women in politics, in the labor market, etc.—
and through an empirical investigation which sustains that women today have
further aspirations than being necessarily limited to house chores. That is, both
practically and ideologically, men and women are reaching parity in the public
and private lives.

Commercials, however, seem to depict a more conservative scenario. House-
hold products are clearly targeted at women, as they are shown responsible for
all house tasks, even if now more practical and combining it with a working
life. This new, «all-in-one woman» package makes them easier to be ‘digested’
and supports a model with pre-conceived roles, preventing an collective organic
evolution to a more equal society from moving at a faster pace (thus meeting the
practical and ideological equality which already exists).

The author agrees with public authorities who believe that advertisers should be
conscious of the social and cultural impact of their products when creating their
discourse, that is not, generally speaking, the case of commercials today. That is
precisely because economic forces are much more influential than the awareness
of social responsibility —and escaping the convention, in this case, could be eco-
nomically risky to these advertisers. Yes, maybe advertisements are being based
on a reminiscent social belief that —within the scope of this paper— women are
bound to be house-oriented, but according to the interviewees, who understand
that members of society may still think like that, they do not at all accepted as a
correct social behavior which leads to the conclusion that advertising should not
perpetuate a negative, limited female image.

However, the author does not by any means believe that advertising has the
whole responsibility for the perpetuation of such social models: it is, in fact, only
one tool or super-structure that helps moving society towards a certain direction.

The way this situation can change is to have a more rigorous legislation on
the subject. At least regarding the female/male issue, laws seem too abstract and
open to interpretation, which allows many breaches in the process of diminish-
ing stereotypes in the media. One honestly cannot expect a natural swift in the
direction of advertisements regarding social accountability. Therefore, it is up
to governments to reinforce that switch. It is also necessary to stimulate female
reaction as to seek accountability for this type of content in mass media and in
advertisements. They should feel entitled to complain and should realize their
own responsibility within the social scope they themselves criticize, in order to
provoke their desired changes.

Another key element to take into account while debating the significant role of
advertisements today is the lack of other sources of values to learn by. Mass media
is the main source of information today —received with increasing credibility—
and its content is much more driven by the audience and the consumption it rep-
resents than by social accountability. This causes a biased look on some important
issues of our society, the gender matter being just one in a thousand.

To conclude, advertising in fact helps (though not being the only agent) per-
petuate paradigms in our society —and, as an increasingly powerful tool of social
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and cultural construction, the image presented by advertisements tends to be
more and more taken as a reflector of reality and mold behaviors an beliefs. A
firmer control of possibly stereotyped-contents by specialized entities, a stronger
presence of society in the debate of such contents along with a solid, critical edu-
cation on social matters, such as gender roles would be, therefore, the elements to
help creating a more accurate reflection of society by advertisements.
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Annex

a) Skip detergent
Protagonist: Young, modern, romantic woman.
Setting: In home, out of home, laundromat.
Plor. A women is on her way to a date when her clothes get stained. She sees
a laundromat, goes in, takes off her clothes and waits for them to be done in
just a few minutes. A voice over says: «Some things are impossible to achieve.
But Skip has made it possible». She leaves the laundromat with her clothes
feeling satisfied.

b) Kalia Vanish Oxi Action Multi
Protagonist: Middle-age woman, mother of three and responsible for the
house care.
Setting: In and out of home. A «T'V-breaking-news» aesthetics, atmosphere
is a bit chaotic.
Plot: ATV team is doing a report on clothes stains and interviews a woman at
her house, asking about how she deals with the problem. The team calls the
interviewee and everyone in the neighborhood (all women) to make a stain
test nearby-through a huge cleaning structure, they show how the product is
effective on stains, so that these women can be «in peace».
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¢) Fairy cleansing and care
Protagonist: Woman who cooks and cleans the house (only her hands can be
seen).
Setting: In home
Plot. Sequence of female hands performing daily tasks such as buying grocer-
ies, hanging clothes to dry, cleaning a rough surface and peeling a potato. A
female voice over says: «Think about what your hands have to go through
throughout the day. New Fairy cleansing and care gives you the strength of a
Fairy and helps you keep your hands soft and moisturized».

d) Fairy cold water dishwasher
Protagonist. Young couple
Setting: In home, at a modern kitchen.
Plor. A young woman is washing dishes as a man’s voice singing is heard
from the background. Suddenly, he screams as the woman turns the tap to
hot water. A male voice over says: Everybody is affected by turning from hot
to cold water: everybody but Fairy, because it has twice as much anti-grease
strength as any traditional detergent». The man comes out of the shower
covered in foam and turns the tap back to cold water. The woman smiles and
continues washing the dishes as he goes back to the shower.

¢) Bold easy ironing
Protagonist: Young couple
Setting: In home, at an all-white modern kitchen.
Plor. A woman is taking the clothes out of the washing machine. As she takes
of some shirts and puts them on the table, they naturally fold perfectly, as if
they had already been ironed. A man passes by, grabs a towel and says: «I'm
going to take a shower», while the woman seems not to notice him and con-
tinues her job. A male voice over says: «New Bold Matic: new formula, easy
ironing».

f) Ala detergent

Protagonist: Children.

Setting: In and out of home, where children are playing.

Plot: A number of children, one after the other say «Perdén, mamd!» (I'm
sorry, mummy!), «I got dirty. What did I have in mind? ... I was absent-
minded saving animals’ lives, learning how to have my own ideas and not
be selfish», etc. A pack shot of the product is shown in the end of the com-
mercial, with the lettering: «The stain goes away, the knowledge stays: to get

clothes dirty is healthy».

Commercials from the 60’s

a) Cognac Soberano
Protagonist: Young couple, crystal-ball consultant.
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Setting: Crystal-ball consultant’s office and young couple’s house.

Plor. A woman goes to a crystal-ball consultant to ask for help with a «terrible
problemy»: her husband’s dissatisfaction is causing him to act badly towards
her. As the consultant analyzes her problem, images of the woman’s daily life
appear in the crystal ball: her husband tosses dishes on the ground, yells at
her and even seems to hit her. Following the consultant’s advice, the woman

serves her husband a glass of Cognac Soberano and the couple is happy
again.

b) Financer Fiseat

Protagonist: Two young women
Setting: Parking lot of a supermarket.
Plor. Two women leave the supermarket when one of them asks the other:

«You finally got your husband to buy you a car, eh?». The other answers: «Yes,
but only thanks to Fiseat».

¢) Bimbollo Bread

Protagonist: A primary school teacher and her students.

Setting: Classroom

Plot: In the classroom, a child tries to sneak out a Bimbollo sandwich without
letting the teacher notice it. As the child makes some noises in the silent class-
room, the teacher, who is writing on the blackboard, turns round to see who
is disturbing the class, but eventually the boy gets to eat his Bimbollo without
being noticed. A voice announces that his mother always chooses Bimbollo
for lunch, followed by a brief description of the product and the image of a
woman packing a sandwich.

d) Aspes Appliances

¢)

Protagonist: Young woman

Setting: In home

Plor: A housewife shows her different kitchen appliances while briefly describ-
ing their basic qualities. First, she approaches a washing machine and states:
«This is my washing machine. Beautiful, modern, it never gets tired». As she
opens the machine, a parrot comes out saying the name of the brand. Then
she approaches the oven and says: «This is my Aspes oven, who speaks for
me». A parrot comes out of a pan and again says the name of the brand. A
voice over then says: «Aspes works in your house».

Ruton Polisher and Vacuum Cleaner

Protagonist. Young woman

Setting: In home

Plot: A woman cleans up scenario living-room with her Ruton appliance. As
the products are displayed, the woman sings: «My vacuum cleaner/ my pol-
isher/ make the house clean and shinning/ Saved by Ruton/ in 1 minute/
Saved by Ruton». In the last few seconds, a chorus of female voices repeats
the jingle and another woman appears, holding a Ruton appliance.



[120] Zextual & Visual Media 4, 2011 Camila Lobo

f) Corcho Kitchen
Protagonist. Young couple
Setting: In home
Plot: A woman wearing an apron comes out of the kitchen with a dish of
cooked meat and serves her husband, who is wearing a tie and suit. Mean-
while, she is thinking of how she hopes he appreciates the food, while his
thought concerns «how thrilling it is to think about all the trouble she went
to prepare this food». When the man expresses his approval ;Que bueno
te ha salido!» the woman sits down to eat and wonders how many «good
moments like this she would enjoy thanks to her kitchen».




