
 



Isabel Cepeda González 

1 

 

  

 

D
y

k
in

so
n

 e
B

o
o

k
 

El mundo a través de las 

palabras 

Lenguaje, género y comunicación 

 
Sergio Marín Conejo (ed.) 

 

 
978-84-1324-300-9 



  

 

 

EL MUNDO A TRAVÉS 

DE LAS PALABRAS 

 

LENGUAJE, 

GÉNERO, 

Y COMUNICACIÓN 
 

 

 

 

 

 

 

Sergio Marín-Conejo 

(ed.) 
 

 

 

 
 

 



 

 

 

 

 

 

Todos los derechos reservados. Ni la totalidad ni parte de este libro, incluido el diseño de 

la cubierta, puede reproducirse o transmitirse por ningún procedi-miento electrónico o 

mecánico. 

Cualquier forma de reproducción, distribución, comunicación pública o trans-formación 

de esta obra solo puede ser realizada con la autorización de sus titulares, salvo excepción 

prevista por la ley. 

Diríjase a CEDRO (Centro Español de Derechos Reprográficos) si necesita fo-tocopiar o 

escanear algún fragmento de esta obra (www.conlicencia.com; 91 702 19 70 / 93 272 04 47) 

 

 

 

© Copyright by 

Los autores 

Madrid, 2019 

 

 

 

Editorial DYKINSON, S.L. Meléndez Valdés, 61 - 28015 Madrid 

Teléfono (+34) 91 544 28 46 - (+34) 91 544 28 69 

e-mail: info@dykinson.com 

http://www.dykinson.es 

http://www.dykinson.com 

Consejo Editorial véase www.dykinson.com/quienessomos 

 

 

 

 

ISBN: 978-84-1324-300-9  



ÍNDICE 

ÍNDICE ....................................................................................................................................................... 2 

UN ORDEN DEL MUNDO: LENGUAJE, GÉNERO, JUSTICIA, COMUNICACIÓN .................... 5 

SERGIO MARÍN CONEJO

IGUALDAD DE GÉNERO: ¿DÓNDE ESTÁN LOS LÍMITES DE LA COMUNICACIÓN? ......... 17 

ISABEL CEPEDA GONZÁLEZ  

LENGUA, DERECHO Y DERECHOS LINGÜÍSTICOS.................................................................... 28 

MARÍA LUISA SORIANO GONZÁLEZ  

LA “UTOPÍA” DEL FEMINISMO EN THOMAS MORE: ANHELOS LITERARIO-
FILOSÓFICOS DE CARÁCTER ANDROCÉNTRICO EN UN CONTEXTO NEOLIBERAL 43 

JORDI LUENGO LÓPEZ  

LA PALABRA CONDICIONADA: EL TEATRO NACIONAL Y TRADUCIDO ANTE LA 
CENSURA FRANQUISTA ................................................................................................................ 59 

NURIA FERNÁNDEZ-QUESADA  

ACTIVE PARTICIPATION AND CITIZENSHIP: THE POWER OF TECHNOLOGY TO 
CHANGE POWER DYNAMICS ...................................................................................................... 70 

MIREN GUTIÉRREZ  
MARÍA PILAR RODRÍGUEZ  

EL PROBLEMA DEL SUJETO MORAL EN TIEMPOS DE BIG DATA: ¿HACIA UN NUEVO 
GIRO COPERNICANO? ................................................................................................................... 85 

ROSA COLMENAREJO FERNÁNDEZ  

DEL LABERINTO PATRIARCAL A LA REVOLUCIÓN DE LAS MUJERES. PERSPECTIVA 
DE GÉNERO COMO TÉCNICA JURÍDICA TRANSFORMADORA DE LA JUSTICIA ....... 95 

LUCÍA AVILÉS PALACIOS  

LA PERCEPCIÓN DEL GÉNERO GRAMATICAL Y SU REPERCUSIÓN PARA LA 
COMUNICACIÓN MULTILINGÜE: PROGRESOS DE LAS CIENCIAS COGNITIVAS Y 
ESTUDIO TRANSLINGÜÍSTICO RUSO-ESPAÑOL-ALEMÁN .............................................. 108 

OLGA KORENEVA 

LA EXPRESIÓN DEL GÉNERO GRAMATICAL EN EL JUDEOESPAÑOL 
CONTEMPORÁNEO ...................................................................................................................... 118 

CRISTÓBAL JOSÉ ÁLVAREZ LÓPEZ 

MÁS ALLÁ DE LA GRAMÁTICA: EL SIGNIFICADO POLÍTICO DE LAS PALABRAS ..........130 

MARIAGIULIA COSTANZO TALARICO 

LOS LIMITES A LA LIBERTAD DE EXPRESIÓN: EL DISCURSO DEL ODIO EN INTERNET
 .............................................................................................................................................................138

OLGA BURGOS GARCÍA 

TAXONOMÍA DEL VOCABULARIO PERIODÍSTICO EN RELACIÓN CON EL CONCEPTO 
DE EXTRANJERO. EL CASO DE ABC EN EL PERIODO 1903-2011 ....................................... 151 

MERCEDES BARRUTIA NAVARRETE 

LA INTERSEXUALIDAD A TRAVÉS DE LAS SERIES FICCIONALES DE TEMÁTICA 
MÉDICA: HOUSE Y ANATOMÍA DE GREY ............................................................................... 161 

MARÍA TOSCANO ALONSO 



EL MUNDO A TRAVÉS DE LAS PALABRAS: LENGUAJE, GÉNERO Y COMUNICACIÓN

TESTANDO ESTRATEGIAS DISCURSIVAS: ENTRE LA DEONTOLOGÍA PERIODÍSTICA Y 
EL ANÁLISIS SEMIÓTICO ............................................................................................................. 167 

YOLANDA MARTÍNEZ SUÁREZ Y SALETA DE SALVADOR AGRA 

LA PRENSA COMO HERRAMIENTA PARA LA HISTORIA DE LAS MUJERES: LA 
IRRUPCIÓN DEL MOVIMIENTO FEMINISTA EN MALLORCA ........................................... 175 

EMPAR ISABEL BOSCH SANS 

PRÁCTICAS EDUCATIVAS DE LIBERTAD FEMENINA EN LAS EXPERIENCIAS DE 
EDUCACIÓN LIBRE EN CATALUÑA .......................................................................................... 183 

VALERIA VITTORIA AURORA BOSNA 

LA CATEGORÍA DE GÉNERO EN EL DEBATE ÉTICO FEMINISTA: ENTRE LA IGUALDAD 
Y LA DIFERENCIA. .......................................................................................................................... 187 

ANTONINA MARIA WOZNA 

¿ELECCIÓN O COERCIÓN?: LA NOVELA DE MARGARET ATWOOD EL CUENTO DE LA 
CRIADA (1985) Y LOS DEBATES SOBRE LA GESTACIÓN SUBROGADA EN LA PRENSA 
ESPAÑOLA......................................................................................................................................... 192 

ARIADNA SERÓN NAVAS 

LA MUERTE Y LA DONCELLA: SEXUALIZACIÓN DE LA VIOLENCIA EN LA CULTURA 
VISUAL CONTEMPORÁNEA ......................................................................................................... 200 

CAROLINA SÁNCHEZ-PALENCIA CARAZO 

MUJERES EN HETEROTOPIAS: LA ACADEMIA FEMENINA Y EL CONVENTO DEL 
PLACER ............................................................................................................................................. 205 

MARIA ANTÒNIA MARTÍ ESCAYOL 

VAMPIRES AND SATYRS: THE ROLE OF FIN DE SIÈCLE LITERATURE, ART, AND PRESS 
IN THE SUSTAINING AND SPREADING OF POLARIZED GENDER IDENTITIES............ 222 

AURORA MURGA AROCA 

WOMEN THINKERS OF THE SOUTH ATLANTIC: BUILDING INTER-AMERICAN 
RELATIONS FROM BRAZIL ....................................................................................................... 227 

ROCÍO COBO PIÑERO 

HACIA UNA ESTÉTICA DE LA SORORIDAD: EVELYN DE MORGAN, PRECURSORA DE 
UNA NUEVA CULTURA HUMANISTA ...................................................................................... 236 

Mª CRISTINA HERNÁNDEZ GONZÁLEZ 

CUERPOS DE IMAGEN E (IN)CULTURA DE LA APARIENCIA HETERÓNOMA. CUERPOS 
EMPODERADOS Y CUERPOS APROPIADOS .......................................................................... 241 

ALICIA M. DE MINGO RODRÍGUEZ 

LA VIOLENCIA SIMBÓLICA EN LAS SERIES DE FICCIÓN. ACTITUDES 
MICROMACHISTAS EN SÉ QUIÉN ERES ................................................................................. 246 

NARCISA GÓMEZ JARAVA 

LA VIOLENCIA DE GÉNERO EN LOS MEDIOS DE COMUNICACIÓN: ESTADO DE LA 
CUESTIÓN Y NUEVAS PROPUESTAS PARA LA REFLEXIÓN ............................................ 251 

NEREIDA CEA ESTERUELAS 

MUJERES Y MEDIOCRIDAD EN LA TELEVISIÓN NORTEAMERICANA ............................. 257 

REGINA FREYMAN Y HÉCTOR SÁNCHEZ BENÍTEZ 

LA MUJER EN EL ESPACIO PÚBLICO: VISIBILIDAD, JERARQUÍA DE LA MIRADA Y 
MECANISMOS DE CONTROL SOCIAL ..................................................................................... 265 

AMAYA NOAIN SÁNCHEZ 



EL MUNDO A TRAVÉS DE LAS PALABRAS: LENGUAJE, GÉNERO Y COMUNICACIÓN

EL MICROMACHISMO Y SU MEDICIÓN: REVISIÓN TEÓRICA DEL CONSTRUCTO Y 
ADECUACIÓN DE SUS DIMENSIONES ..................................................................................... 270 

ANA ISABEL PAREJO MONTES, MARÍA ARANDA, BEATRIZ MONTES BERGES Y RAFAEL SANZ 
GÁLVEZ 

PREVENTING MALE VIOLENCE AGAINST WOMEN THROUGH COMMUNICATION: A 
COMPARATIVE ANALYSIS OF THE TELEVISION CAMPAIGNS OF THE ITALIAN AND 
SPANISH GOVERNMENTS .......................................................................................................... 281 

GABRIELLA POLIZZI Y ANTONINO MARIO OLIVERI 

CRÍTICA Y CULTURA DE MASAS: DOS ARISTAS DEL PENSAMIENTO 
CONTEMPORANEO ...................................................................................................................... 287 

MARÍA RODRÍGUEZ GARCÍA 

DISEÑO Y VALIDACIÓN DE CUESTIONARIO SOBRE LENGUAJE IGUALITARIO ........... 293 

VICTORIA DEL ROCÍO GÓMEZ CARRILLO, CARLOS CASALEIZ LINERO Y JOSÉ LUIS GONZÁLEZ SODIS 



EL MUNDO A TRAVÉS DE LAS PALABRAS: LENGUAJE, GÉNERO Y COMUNICACIÓN 

 

PREVENTING MALE VIOLENCE AGAINST WOMEN 
THROUGH COMMUNICATION: A COMPARATIVE ANALYSIS 

OF THE TELEVISION CAMPAIGNS OF THE ITALIAN AND 
SPANISH GOVERNMENTS  

GABRIELLA POLIZZI 
UNIVERSITÀ DEGLI STUDI DI ENNA “KORE” (ITALY) 

ANTONINO MARIO OLIVERI 
UNIVERSITÀ DEGLI STUDI DI PALERMO  

1. Introduction 
It is well-acknowledged that the media have the power to construct, spread or legitimize 
stereotypes of masculinity and femininity which are often thought as the cultural basis for 
gender discrimination as well as male violence on women (Suárez Villegas, 2011). 
However, the media can also be used by public institutions and non-profit organizations 
to deconstruct gender stereotypes circulating across wide sections of the population, thus 
contributing to fostering beliefs and behaviour that respect gender diversity. A growing 
number of EU countries has recently started pursuing this goal by implementing social 
campaigns against men’s violence on women.  

From this background, this paper shows some results from a large study, currently 
underway, which aims to identify what representations of male violence on women and 
what communication strategies for preventing and fighting the phenomenon are emerging 
from the national campaigns implemented by European Union Member States. In this 
regard, the study adopted the classification proposed by Corradi and Stöckl (2014), who 
distinguished the European Countries into early-birds, intermediates and newcomers 
depending on the time when government action against intimate partner violence 
developed. Early-bird countries have developed government action since the mid-1970s-
early 1980s, intermediate countries since the late 1980s-early 1990s and newcomer 
countries since the mid-1990s. 

The study aims to test the hypothesis that, as it goes from newcomer to intermediate 
to early-bird countries, governmental communication campaigns tend to become more 
tailored to specific target groups of population and more differentiated in terms of types 
of male violence addressed, modes of representation of violent acts, types of target 
groups, frames of male violence adopted by national governments as well as types of 
communication objectives. 

In line with the general research scope, this paper presents a comparative analysis of 
the communication strategies adopted by the Governments of Italy and Spain, two 
European countries which have in common the ideology of machismo as a widespread 
trait of their national culture, but have different levels of experience in relation to the time 
when government action on intimate partner violence developed. In particular, Spain can 
be included among the intermediate countries, whereas Italy among the newcomers. 

Section 2 proposes to apply the definition of “social problem” by Hilgartner and Bosk 
(1988) to male violence on women and analyses the role that governmental campaigns 
may play in preventing it.  

Section 3 and section 4 present the methodology and main results of textual analysis 
of the television campaigns broadcast by the Italian and Spanish Governments from 2009 
to 2017, with the ultimate aim of comparing how the campaigns in the two Countries 
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portrayed the perpetrators of violence against women and what stereotypes about 
masculinity the campaigns intended to combat.  
2. The role of governmental campaigns in the prevention of male violence on 

women as a “social problem” 
Male violence against women has recently entered the public agenda of an increasing 
number of national governments, which nowadays classify the phenomenon in terms of 
“social problem”. Referring to the symbolic interactionist model by Blumer (1971), 
Hilgartner and Bosk (1988) claimed that social problems should be considered as 
“products of a process of collective definition” (Hilgartner and Bosk, 1988: 53) rather 
than as “objective and identifiable societal conditions that have intrinsically harmful 
effects” (ibidem). Different actors compete in the public arena not only to make the 
problem enter the public agenda by competing for “space” into the public discourse but 
also to draw attention to a specific definition of the problem rather than to a different one. 

Communication campaigns implemented by national governments as “claim-
makers” (Loseke, 1999) serve these purposes by a) framing a phenomenon as a “social 
problem”, b) proposing specific definitions of the problem, c) identifying prospective 
recipients of the proposed definitions and d) providing recipients with subsequent 
solutions to tackle the problem. As discussed elsewhere (Polizzi and Oliveri, 2015), this 
is happening in the field of male violence against women, too. As a consequence, more 
and more governments have started using strategies and techniques of social marketing 
(Kotler and Roberto, 1989) in order to implement public campaigns that aim to be 
effective. As with other fields of social marketing, a governmental communication 
campaign or a single advertisement in the field of male violence prevention may aim at 
six different types of communication objectives (Lavidge and Steiner, 1961; Kotler, 
1967):  

a) cognitive objectives, such as a.1) raising awareness towards the existence of 
male violence as a social problem, and a.2) spreading specific knowledge about 
the recognition signals for different types of male violence (e.g. physical, 
psychological or sexual violence);  

b) affective objectives, such as b.1) fostering dislike of ideas and behaviour which 
national governments as communicators labelled as “harmful” to women’s 
human rights, and b.2) fostering preference towards ideas and behaviour which 
the communicators consider “socially responsible” rather than ideas and 
behaviour which are considered “harmful”;  

c) conative objectives, such as c.1) raising conviction towards the adoption of ideas 
or behaviour the communicator frames as “positive” as well as raising conviction 
against the maintenance of ideas or behaviour framed as “negative”, and c.2) 
fostering purchase. In the field of social problems, the term “purchase” refers to 
the stable adoption of new ideas or behaviour framed as “positive” along with 
the phasing-out of those labelled as “negative”. 

Traditional target populations addressed by governmental campaigns against violence on 
women are the victims, but more and more countries have started paying attention to 
different segments of population such as the male perpetrators of violent acts (Flood, 
2011), as well as witnesses, local community and educators (e.g. parents, teachers, etc.). 

As with any other type of social campaign, governmental campaigns against 
violence on women may use a wide range of communication channels, such as paper 
media, radio, television, websites and social media, depending on the media coverage and 
the type of communication goal they aim to achieve. For example, television covers wider 
sections of the population in comparison to other media. In addition, due to their short 
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format, TV public service advertisements seem to be more suitable to raise awareness 
towards the existence of male violence rather than giving detailed information about 
single types of it.  
3. Research hypotheses and methodology  
As already mentioned in the Introduction, this research, which is focused on Italy and 
Spain, is part of a larger study aiming to test the hypothesis that countries with different 
experiences of public intervention in the field of gender violence are implementing 
different communication campaigns, as it goes from newcomer to intermediate to early-
bird countries. These differences can be directly observed in terms of: types of male 
violence addressed; modes of representation of violent acts, types of target groups; 
frames of male violence adopted by the Governments; and types of communication 
objectives. Given that Italy is commonly considered a newcomer country whereas Spain 
is an intermediate country, a comparative textual analysis was carried out on the public 
service adverts broadcast by the national Governments of Italy and Spain on television 
between 2009 and 2017. The choice of the 2009-2017 timeframe was based on the results 
from a previous study carried out by Polizzi and Oliveri (2015) on the television public 
service adverts broadcast by the Italian Government between 2009 and 2015. The study 
identified 2009 as the year in which some fundamental regulatory measures were 
introduced in Italy, such as those against stalking, and an increasing number of national 
campaigns against violence on women started to be launched by the Italian Government.  

The present research analysed 26 TV public service adverts, 9 by the Italian and 17 
by the Spanish Government. The adverts were retrieved from the official web sites of the 
Italian Department for Equal Opportunities (source: http://www.pariopportunita.gov.it/contro-la-
violenza-sessuale-e-di-genere/campagne-di-comunicazione/) and the Spanish Ministry of Health, 
Social Services and Equal Opportunities (source: 
http://www.violenciagenero.igualdad.mpr.gob.es/sensibilizacionConcienciacion/campannas/violenciaGob
ierno/campannasAnteriores/home.htm). 

Television adverts were chosen as units of analysis, since television is the most 
widespread medium across the EU Countries (European Commission, 2016), it covers 
wider sections of the population in comparison to other media, and the larger study from 
which the present research derives aims to explore the representation of violence against 
women as spread to the general public. The indicators used to analyse the Italian and 
Spanish TV adverts were drawn from a longer list proposed by Polizzi and Oliveri (2015), 
and are the following:  

1. Types of male violence addressed by governmental adverts (measured as binary 
variables). After comparing the classification of male violence adopted by the 
Italian Statistical Institute (Istat, 2007) to that of Spain (Gobierno de España-
Delegación del Gobierno para la Violencia de Género, 2015), four main possible 
types of violence were identified: 1.1) physical violence, 1.2) sexual violence, 1.3) 
psychological violence, treated in Spain as three separate types of violence, i.e. 
controlling behaviour, emotional abuse and economic violence, and 1.4) stalking. 

2. Modes of representation of violent acts. They consist of two categorical variables: 
2.1) the violent act is either showed in the moment when it occurs or just told 
sinceit occurred;  
2.2) consequences of the violent act are either showed or not showed. 

3. Types of target audiences (measured as binary variables), namely the types of 
recipients to whom each advert may be addressed. They were classified into 3.1) 
victims, 3.2) perpetrators, 3.3) witnesses, 3.4) other citizens (different from 
witnesses) acting as “influencers” (i.e. parents, teachers, ecc.), and 3.5) non-
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governmental institutions or organisations engaged in fighting and preventing male 
violence against women (including the media system). 

4. Characteristics of the perpetrators of violence. They were measured by variables 
such as age, socio-economic status and kind of relationship with victims. 

5. Frames of male violence against women as a “social problem”. Social campaigns 
may propose numerous types of definitions of violence against women as a social 
problem. In the present research, the most common definitions of such problems 
were grouped into three general categories, which were measured as binary 
variables:  
5.1) the problem of “protecting victims’ human rights”, whose solution might 
consist of action aiming to help and support victims, whether they are women 
directly abused by men or children witnessing men’s violence;  
5.2) the problem of punishing the perpetrators by means of criminal sanctions or 
social punishments;  
5.3) the problem of “preventing violence against women”, which may consist of 
interventions at the educational and cultural level addressed to prospective victims, 
prospective perpetuators, prospective bystanders as well as the civil society as a 
whole. 

6. Gender beliefs and behaviour addressed by governmental adverts:  
6.1) gender beliefs and behaviour that the adverts labelled as “negative”, asking 
their recipients to phase-out;  
6.2) gender beliefs and behaviour that the adverts labelled as “positive”, asking their 
recipients to adopt. 

7. Adverts’ communication objectives. They were classified into the six types 
discussed in Section 2:  
7.1) raising awareness;  
7.2) spreading specific knowledge;  
7.3) fostering dislike;  
7.4) fostering preference;  
7.5) raising conviction;  
7.6) raising stable adoption and/or rejection. 

The authors of this paper performed textual analysis by carrying out independent 
observations of the 26 governmental adverts retrieved from the web, finally building a 
shared observational grid. The Italian and Spanish data were then compared and analysed. 
Research results are summarised in Section 4. 
4. Research results 

The textual analysis of the Italian and Spanish Governments’ TV adverts shows 
noticeable differences between the communication strategies of the two countries. One 
of the most relevant differences refers to the types of male violence addressed by the 
adverts. In line with the research hypotheses, most of the Italian adverts deal with the 
issue of violence against women as a whole and rarely distinguish between specific types 
of violence (e.g. stalking), whereas the Spanish adverts distinguish and treat separately 
different types of violence, especially the psychological ones. Both the Italian and 
Spanish campaigns pay little attention to sexual violence. Consistently with these 
findings, both the Italian and Spanish campaigns pursue cognitive objectives, with the 
former focusing on raising awareness towards the general issue of violence against 
women and the latter aiming to increase knowledge about the recognition signals for 
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different types of male violence. As to other communication objectives, the Italian and 
Spanish campaigns share knowing the Government helpline service – i.e. a cognitive 
objective – and using it – i.e. a conative objective – as the most frequent. A relevant 
difference deals with the emotional dimension of communication – i.e. the affective 
objectives –, which the Italian campaigns seem to neglect, whereas the Spanish seem to 
emphasise by means of a different way to represent victims and perpetrators as well as 
their violent relationships.  

In this regard, looking at the adverts’ target audiences, female victims of violence, 
followed by witnesses in fewer cases, are the prevalent recipients of the Italian adverts. 
In line with the starting hypotheses, the Italian Government’s adverts portray female 
victims as an undifferentiated group and hardly ever speak to perpetrators. A different 
strategy has been chosen by the Spanish Government, which aims to reach two additional 
target groups, i.e. witnesses, portrayed as fundamental support for victims, as well as 
perpetrators, whose socio-demographic characteristics in terms of age and relationship 
with the victim are clearly portrayed.  

Focusing on the modes of representation of male perpetrators, textual analysis 
highlights differences between the two Governments’ adverts. Whereas the Spanish 
campaigns show the perpetrator in the foreground with his face, voice, hands as well as 
his whole body acting against his victim, the Italian campaigns almost never show the 
perpetrator or, in case he is shown, images of his shoulders or his blurred silhouette are 
prevalent. These differences between the communication strategies of the two 
Governments affect the representation of violent acts, too, since the Italian campaigns 
tell about the violent relationship between perpetrator and victim, as well as about the 
consequences of violence, but they almost never show violent acts as while these acts are 
occurring. In contrast, the Spanish adverts show male violence acts at the exact moment 
when they are occurring, along with the consequences of violence. 

Looking at the frames of male violence adopted by the two Governments, the Italian 
campaigns define the issue as a “female problem” more than a “societal problem”, and 
implicitly portray the victim as the only person who can tackle it. In line with this frame, 
the Italian campaigns seem to fight stereotypes such as the beliefs that male violence is 
not a crime and a woman has the duty to stay with her man despite being abused by him. 
Differently from the Italian, the Spanish campaigns define more frequently male violence 
as a “societal problem”, as it is evident from the slogan “Si la maltratas a ella, me 
maltratas a mí” (“If you abuse her, you abuse me”) adopted by some of the most popular 
adverts. As a consequence, the Spanish campaigns frequently encourage people close to 
the victim as well as ordinary people to take action against violence by supporting the 
victim first-hand or seeking external help. In addition, the Spanish campaigns seem to 
fight subtle stereotypes such as that violent men are masculine, and their behaviour will 
not be punished by society. In line with this frame, the Spanish campaigns clearly seem 
to foster a cultural shift towards new beliefs and behaviour, such as the idea that habitual 
offenders do not deserve to be considered part of the society, and the subsequent action 
of social expulsion of the perpetrators that slogans such as “Saca tarjeta roja al 
maltratador” (“Give a red card to the abuser”) encourage witnesses and ordinary people 
to do. 
5. Conclusions 
Textual analysis of the Italian and Spanish Governments’ public service adverts broadcast 
on television showed noticeable differences in terms of types of male violence addressed, 
modes of representation of violent acts, types of target groups, frames of male violence 
adopted by national governments, as well as types of communication objectives. These 
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findings seem to support the hypothesis that governmental communication campaigns 
tend to be more tailored to specific target groups of population and more differentiated, 
as it goes from a newcomer country like Italy to an intermediate country like Spain. 
Further research is required to test this hypothesis, by including a larger number of 
European countries as well as by analysing governmental texts other than television 
public service adverts. 
6. References 

Blumer, H. (1971). Social problems as collective behavior. Social Problems, 18 (3): 298-306. 

Corradi, C. and Stöckl, H. (2014). Intimate partner homicide in 10 European countries: Statistical data and 
policy development in a cross-national perspective. European Journal of Criminology, 11(5): 601-618. 

European Commission (2016). Media use in the European Union. Standard Eurobarometer 84. Autumn 
2015. Brussels: European Union. Retrieved from 

http://ec.europa.eu/commfrontoffice/publicopinion/index.cfm/ResultDoc/download/DocumentKy/72667. 

Flood, M. (2011). Involving men in efforts to end violence against women. Men and Masculinities, 14(3): 
358-377. 

Gobierno de España-Delegación del Gobierno para la violencia de género (2015). Macroencuesta de 
violencia contra la mujer 2015. Madrid: Ministerio de Sanidad, Servicios Sociales e Igualdad. Retrieved 
from 

http://www.violenciagenero.msssi.gob.es/violenciaEnCifras/estudios/colecciones/pdf/Libro_22_Macroen
cuesta2015.pdf 

Hilgartner, S. and Bosk, C. L. (1988). The rise and fall of social problems: A public arenas model. American 
Journal of Sociology, 94(1): 53-78. 

Istat-Italian Statical Institute (2007). La violenza e i maltrattamenti contro le donne dentro e fuori la 
famiglia - Anno 2006. Rome: Istat. Retrieved from https://www.istat.it/it/files/2011/07/testointegrale.pdf  

Kotler: (1967). Marketing management. Analysis, planning, and control. Englewood Cliffs, NJ: Prentice-
Hall. 

Kotler: and Roberto, E. (1989). Social marketing. Strategies for changing public behaviour. New York: 
The Free Press. 

Lavidge, R.J. and Steiner, G.A. (1961). A model for predictive measurements of advertising effectiveness. 
Journal of Marketing, 25(6): 59-62.  

Loseke, D. R. (1999). Thinking about social problems: An introduction to constructionist perspectives. New 
York: Aldine de Gruyter. 

Polizzi, G. and Oliveri, A.M. (2015). La comunicazione sociale a tutela delle donne. Rappresentazioni della 
violenza sulle donne e strategie comunicative nelle campagne di comunicazione sociale del Governo 
italiano. In Bartholini, I. (Ed.) Violenza di genere e percorsi mediterranei. Voci, saperi, uscite (pp. 177-
195). Milan: Guerini e Associati.  

Suárez Villegas J.C. (2011). La maternidad masculina y otros ensayos sobre de la igualdad entre mujeres y 
hombre desde otro punto de vista. Madrid: Dykinson. 

286

http://ec.europa.eu/commfrontoffice/publicopinion/index.cfm/ResultDoc/download/DocumentKy/72667
http://www.violenciagenero.msssi.gob.es/violenciaEnCifras/estudios/colecciones/pdf/Libro_22_Macroencuesta2015.pdf
http://www.violenciagenero.msssi.gob.es/violenciaEnCifras/estudios/colecciones/pdf/Libro_22_Macroencuesta2015.pdf
https://www.istat.it/it/files/2011/07/testointegrale.pdf

	ÍNDICE
	PREVENTING MALE VIOLENCE AGAINST WOMEN THROUGH COMMUNICATION: A COMPARATIVE ANALYSIS OF THE TELEVISION CAMPAIGNS OF THE ITALIAN AND SPANISH GOVERNMENTS
	Gabriella Polizzi
	Antonino Mario Oliveri
	1. Introduction
	2. The role of governmental campaigns in the prevention of male violence on women as a “social problem”
	3. Research hypotheses and methodology
	4. Research results
	5. Conclusions
	6. References





