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Resumen

Los estudios literarios de Aristételes perduran a pesar de que la lingiiistica cartesiana negd
que su autoridad pudiera servir de prueba cientifica. Fueron los mismos gramdticos quie-
nes los validaron como prueba al reconocer la competencia lingiistica del hablante. Com-
probaron que la ambigiiedad léxica, que algunos filésofos reprochaban como defecto del
lenguaje cotidiano, obedecia al proceso de gramarticalizacién que Aristdteles explicé en sus
trabajos sobre gramdtica, poética y retérica. El articulo enlaza la persistencia de la tradi-
cién retérica durante la modernidad con la automatizacién de los procesos mentales que
alcanza, con el algoritmo ChatGPT, un punto culminante, para concluir, con Chomsky,
que la mdquina usa medios incalculables para emular la inconmensurable creatividad
humana sin superarla.
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Resum. Gramatica i retorica aristotéliques, condicions de lalgoritme generador de textos

Els estudis literaris d’Aristotil perduren malgrat que la lingiiistica cartesiana va negar que
la seva autoritat pogués servir de prova cientifica. Van ser els mateixos gramatics els qui
els van validar com a prova en reconeixer la competéncia lingiiistica del parlant. Van
comprovar que I'ambigiiitat Iéxica, que alguns filosofs retreien com a defecte del llenguat-
ge quotidid, obeia al procés de gramaticalitzacié que Aristotil va explicar en els seus tre-
balls sobre gramatica, poetica i retorica. L’article enllaga la persisténcia de la tradicié reto-
rica durant la modernitat amb I'automatitzacié dels processos mentals, que assoleix, amb
lalgoritme ChatGPT, un punt culminant, per concloure, amb Chomsky, que la maquina
utilitza mitjans incalculables per emular la incommensurable creativitat humana sense
superar-la.

Paraules clau: algoritme; ChatGPT; retorica; gramatica; eurocentrisme

Abstract. Echoes of Aristotle: Grammar and Rhetoric, conditions of the text generation
algorithm

Aristotle’s contributions to literary studies remain influential, notwithstanding the scepti-
cism of Cartesian linguistics regarding his authority as a foundation for scientific evi-
dence. It was the grammarians themselves who affirmed the significance of these studies
by acknowledging the nuanced linguistic skill of the speaker. They discerned that the
lexical ambiguity, critiqued by some philosophers as a flaw inherent to colloquial lan-
guage, stemmed from the process of grammaticalization—a concept Aristotle elucidated
in his treatises on grammar, poetics and rhetoric. This article draws connections between
the enduring legacy of rhetorical tradition throughout the modern era and the culmina-
tion of mental process automation exemplified by the ChatGPT algorithm. Following
Chomsky’s insights, it argues that while the machine employs vast resources to mimic the
boundless creativity of human beings, it does not surpass it.

Keywords: algorithm; ChatGPT; rhetoric; grammar; eurocentrism

1. Génesis del eurocentrismo, invenciones y descubrimientos en la
modernidad

Independientemente de si se adopta una historia universal vista desde la men-
talidad europea, la perspectiva de un encuentro casual del Viejo Mundo con el
Nuevo Mundo coincide con acontecimientos que ocurren casi simultdnea-
mente con el llamado descubrimiento. Algunos indican un final, como el del
Imperio bizantino al caer Constantinopla en manos otomanas; otros, una
singular retroaccién renovadora, como el retorno de las artes al mundo cldsi-
co durante el Humanismo. Coinciden bruscamente con anuncios de noveda-
des de efectos epistemoldgicos, como el del giro copernicano, o geoestratégi-
cos, como el encuentro de regiones habitadas m4s alld del confin de la Tierra.
La convergencia de estos avatares explica la «gran mudanza que caracteriza a
esta época que llamamos Renacimiento», que produce invenciones invisibles,
como la invencién de América (O’Gorman, 1986: 46), o visibles, como el
telescopio. Reparemos en que, a la vez que en los ambientes cortesanos se
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recuperaba el clasicismo artistico del pasado, se iniciaba, acaso paradéjica-
mente, el despojamiento de la coetdnea filosofia griega, cuya recepcién duran-
te el Bajo Medievo contribuyé, no menos que el de las artes y las letras, a
integrar el legado helénico y romano en la antesala ilustrada del Humanismo.
Donde el espiritu critico halla motivos para soliviantar la unidad cristiana no
es en acontecimientos bélicos, como la disputa del Mediterrdneo a los otoma-
nos, o en el cambio de la tramoya cultural, como la recuperacién de las artes y
las letras grecorromanas, sino en la conflictiva vinculacién de estos sucesos
con las creencias seculares conmovidas al saber que desconocidas rutas oced-
nicas llegan a un nuevo mundo, y que una nueva ciencia sustitutiva de la
aristotélica descubre un nuevo cosmos. Comienza el recelo al pasado, actitud
que distingue a la modernidad iniciada y perdura hasta el presente como
rasgo del autoexamen que rectifica a los fundamentos sociales.

La recuperacién del clasicismo y la animadversién hacia un aristotelismo
recién adoptado a través de los filésofos drabes, o la aventura previsible del
paso de Occidente a Oriente por el cabo de Buena Esperanza, se entrecruzan
con la gestacién del espacio copernicano y el hallazgo de un orbe nuevo. Asi lo
denomind Pedro Mirtir de Angleria (1989). Nada permitia prever que la
busca de un rumbo ultramarino facilitara el lazo para el comercio de las espe-
cies para coincidir con la invencién de una nueva imagen césmica que aca-
rrearfa el rdpido despojamiento de la representacion ptolemaica del orbe, una
representacion secularmente admitida como descripcién de la terra cognita
bajo la ciipula celeste. La confluencia entre el cristiano cortesano y humanista
con novedades que suscitan las expectativas de dominio y notoriedad, a la vez
que siembran motivos de desconfianza hacia la adecuacién del legado recibi-
do, es el embrién donde se gesta la eclosién del criticismo radical eurocéntri-
co, el patrén donde engarza el progresismo entendido como una tarea de
emancipacion de las relaciones de servidumbre que de La Boétie examiné en
su célebre Discurso (2010). Comienza el rechazo a una tradicién que legitima
las adherencias serviles y se da salida a la pretensién de construir una sociedad
exenta de relaciones de dominio basada en principios humanitarios universa-
les de libertad, igualdad y fraternidad. La zozobra se aduena de las mentalida-
des mds cultivadas para pasar a ser inherente al proceso de rectificacion del
pasado que pugna entre acomodar la herencia de creencias o sumarse a la
tarea de autodescomposicién generada por una critica progresiva que se auto-
define progresista.

El relato de Pedro Martir, primer historiador del descubrimiento, se antici-
pa a acoger el orden nuevo desde la perspectiva eurocéntrica de su novedad.
Humanista refinado, afincado en la corte de Castilla y amigo de Coldn, su
obra expresa ya la colision interna que supone admitir las novedades colom-
binas y el auge humanistico con los ideales cristianos de igualdad y fraterni-
dad. Lo nuevo descubierto, la valoracién artistica del pasado clasico, el auge
comercial y la vida de la corte contrastan con los principios que legitiman la
tarea descubridora. El conflicto se abre paso al no poder conciliar los dispares
6rdenes que impulsan la invencidn, el descubrimiento y los ideales que se
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dicen suscribir. Durante el largo plazo que enlaza la Modernidad a la globali-
zacion, el conflicto lleva a una profunda alteracién de los valores pretendida-
mente universales que legitimaban su proceso. Al hacer posible la técnica
occidental un mundo global de interacciones simultdneas, el sobreentendido
universalismo de los supuestos del eurocentrismo naciente es interpretado
por el progresismo critico como un abuso colonial. Proclamando el relativis-
mo multicultural, el eurocentrismo presenta como progresion haber socavado
la universalidad de los valores transmitidos durante la colonizacién.

Confiando en que el ejercicio de la critica lo desliga del objeto criticado, la
complacencia eurocéntrica descompone esa presuposicion de universalidad,
compartida con la ciencia y la técnica que fueron aplicadas para afianzar la ser-
vidumbre colonial al imperio. El conjunto pasa a ser objeto principal de la cri-
tica filoséfica. El progresismo eurocéntrico se inmuniza frente a la critica que
desencadena, desligindose de sus aportaciones cientifico-técnicas y de la eco-
nomia de produccidén en serie. No se percata de que su perspectiva critica es
tan eurocéntrica como la tarea colonizadora que critica, pues nace de su propio
y singular criticismo. La ciencia y la técnica, en cambio, son objetivas y por ello
transferibles a cualquier perspectiva vital que se disponga a aceptarlas.

El conocimiento cientifico inicia asf la andadura. Su éxito préctico confir-
ma su pretensién de autonomia respecto del legado de la pretensién universa-
lista donde emerge. Es un pensamiento objetivo cuya verdad es transitoria,
desvinculado de las tradiciones establecidas por el mundo cultural que lo
engendra. Esta invencién muestra tanto su independencia de doctrinas filos6-
ficas como ser compatible con la floreciente disgregacién de disidencias que
dividen el tronco cristiano en diversos modos de interpretarlo. La religién
unificadora «de una visién del mundo (la visién cristiana del mundo), al
hacerla moderna de esta suerte» (Heidegger, 1969: 69) resulta ser fuente de
conflictos internos; la ciencia, en cambio, prueba su adecuacién descriptiva y
explicativa, porque su eficacia estd al alcance de cualquiera, unifica y compar-
te sus logros discutiendo criterios desde su propia intensidad autocritica e
inventando instrumentos que amplian o focalizan el campo de observacién
sensorial. Lo observable es un criterio inapelable, comtn a todo el que esté
presto a comprobar a través de las invenciones que amplifican el alcance de
los sentidos, especialmente la vista. El objetivo del microscopio abre el ojo a
una percepcién independiente de y accesible a cualquier mirada que, como
decia Sécrates en Cratilo, sepa mirar lo que ve:

[...] «anthropos» significa que los demds animales no observan nada de lo
que ven, ni razonan, ni examinan con atencion; pero el hombre, a la vez que a
visto, examina con atencién y razona sobre lo que ha visto. De ahi que entre
los animales solo el hombre haya sido denominado «<hombre» porque reflexiona

sobre lo que ha visto. (399c1-6)!

1. 3¢ avOponog dua Edpkev -T0DTO §'€0TL «dmoner- Kol dvadpel kol AoAileTar TodTo &
yiyveton 0 npwikov edAov [...] dvopdshn, avabpdv & dnmne.
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Es lo que importa retener para comprender cémo prende el criticismo
eurocéntrico en la conjuncién scasual? de descubrimiento e invencién duran-
te el Renacimiento. Lo novedoso de la astronomia copernicana no reside en
la critica al pasado, sino en que no es una invencién fantasiosa, como pueda
serlo El viaje quimérico a la Luna, de Dominique Gonzales, o el de Bergerac,
ejemplos de la naciente imaginacién quimérica que siembra la fantasmagoria
humana de productos técnicos y utopias sin ubicacién, que expresan un
nuevo modo de fantasear que sustituye al mundo imaginario de las caballerias
y las mitologias. Buscar cristianos en la Luna para acabar encontrdndolos, sin
percatarse de donde los halla, en Italia. Nace una nueva forma de imaginar el
espacio abierto por Copérnico.

Contra lo presupuesto por la critica, la nueva ciencia enlaza directamente
con el logos griego y no rompe con todo el aristotelismo. El nuevo conoci-
miento europeo rompe, ciertamente de modo abrupto, con el rigorismo con-
ceptual del escolasticismo aristotélico tardio y establece condiciones de conti-
nuidad con las mismas reglas de la ciencia griega. Es una ruptura con la
metafisica y la fisica aristotélica, invalidadas por Copérnico y sus seguidores,
pero no con sus reglas de conectar la razén con los sentidos. De aqui que
Descartes, a cambio de disciplinar la inventiva tedrica a través del método de
comprobacién y refutacién de la realidad percibida, prescinda del rigorismo
de las definiciones escoldsticas, del que también se quejan Spinoza, Hobbes y
Bacon. Escribe que su «método permite a un ingenio mediocre hallar en si
mismo todo lo que puedan inventar* los mds sutiles» (2011: 81). Descartes
renueva el sensualismo aristotélico aportando una nueva apreciacién que que-
daba fuera del alcance del saber peripatético: la investigacién escrutadora va
mis alld de la nuda aprehensidn sensible, requiere la mediacién instrumental
que prolongue el campo empirico disponible a los nudos sentidos. Es un neo-
naturalismo que se separa del aristotélico en que este, por haberse entregado
ingenuamente a la lectura directa de los sentidos, era mds especulativo que
empirico. La nueva ciencia no rompe, refuerza mds la dependencia sensible
apelando a la potencia de los inventos técnicos para ampliar el campo de
conocimiento mediante nuevos artilugios que prolongan el alcance sensorial.

2. La nueva gramitica transfiere la autoridad eurocéntrica a la prueba
empirica

Contra lo que la critica eurocéntrica reprocha, esta discrepancia no implica
en su origen una ruptura con la tradicién social. Descartes tenia bastante con-
ciencia de hasta dénde habria que llevar el espiritu de la duda. En el Discurso
escribe:

[...] no serfa en verdad sensato que un particular se propusiera reformar un
Estado cambidndolo todo desde los cimientos, y derribdndolo para endere-
zarlo [...]. Estos grandes cuerpos politicos es muy dificil levantarlos una vez
que han sido derribados, o aun sostenerlos en pie cuando se tambalean, y sus
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caidas son necesariamente muy duras [...] en lo tocante a sus imperfecciones,
si las tienen [...], el uso las ha suavizado mucho, sin duda, y hasta ha evitado
o corregido insensiblemente no pocas entre ellas, que con la prudencia no
hubieran podido remediarse tan eficazmente. (2011: 111)

Mds precavido que algunos seguidores, se le fue, no obstante, de las manos
su recurso a la duda, al separar tajantemente la res cogitans de la res extensa. La
divisién presentaba un problema que no hubo forma de resolver. ;De dénde
y cémo emerge la res cogitans? Descartes, poco escrupuloso con su propio
método, acudié a la epifisis de Galeno para rescatar de la antigiiedad griega la
ubicacién de la glindula pineal (Lépez-Munoz et al., 2012: 161-168). Aun-
que solo fuese una hipétesis, tampoco se interesé por la glindula. Si la res
cogitans no tiene continuidad con la extensa, ;cémo es posible que un nifio
adquiera conciencia de si y no esté en condiciones desde que nace de salir de
dudas sin conciencia de tenerlas? Aristdteles observé que el individuo no es
autdrquico (1951: 1253a26), sino que es dependiente desde que nace. Lo que
distingue a una res cogitans pura, separada de una res extensa mecdnica, es la
autarquia, la independencia corporal. ;Dénde prende esta autonomia en un
recién nacido que no habla y necesita aprender a tener conciencia de si
mismo? La respuesta no puede ser la res cogitans. Platén y Aristételes compar-
tian el dualismo cartesiano, pero no su oposicién en dos naturalezas, sino su
conjuncién en una sola.

Hay razones para aceptar su unidad. La principal es que ni el monismo
materialista ni el dualismo cartesiano pueden dar explicacién alguna. El
materialismo no puede explicar cémo «la materia puede pensar» (Leibniz,
1977: 74) una significacién inmaterial. Leibniz responde «que el espiritu
tiene facultades no solo pasivas sino activas» (Leibniz, 1977: 84). El dualismo
cartesiano no puede explicar cémo prende la excogitaciéon pura en un ser cor-
poral, de modo que el nifio aprenda a excogitar. Los lingiiistas de Port Royal,
tenidos a si mismos por cartesianos, se inspiraron en su obra, pero rechazaron
la distincién principal: el dualismo infranqueable que desune la lengua de la
vida corporal. No inventaron una gramdtica pura excogitable, sino que estu-
diaron cdmo era posible una gramdtica de andar por casa con la lengua apren-
dida en la casa. El plan de ataque no era distinto del platénico o el aristotéli-
co. No se plantearon construir un lenguaje puro, ideal, sino cémo se puede
generar el lenguaje efectivo en la vida. Discutieron a Aristételes porque le
habian convertido en autoridad indiscutible. Aristételes mismo no aprobaria
ser indiscutible, porque discutié a su maestro Platén cuanto pudo: amicus
Plato sed magis amico veritas*. Habia sobrados motivos para discutir a Arist4-
teles. Los estudios analiticos de la metafisica y la fisica de las formas sustancia-
les aristotélicas no estaban en condiciones de saltar por los océanos. Hubo

2. Frase no literal que se debe a Amonio y que coincide con el texto en que Aristételes ante-
pone el acuerdo con la verdad al acuerdo con la amistad, en especial si se es filésofo (Erica
a Nicémaco, 1096 a, 13-15).
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que esperar al Renacimiento para descubrir nuevas tierras y completar la cir-
cunnavegacion en un viaje desproporcionado para los navios de la época. Pri-
mus circumdedisti me celebré Carlos I a Elcano, que empled tres afos en
circundarlo.

Los presuntos descubridores no se percataron de que también los descubier-
tos descubrieron a los que a si mismos se llamaban descubridores. El descubri-
miento o era reciproco o no era. La visién del mundo a través de los ojos euro-
peos, convencidos de que habian descubierto un nuevo mundo, era un modo
de mirar nada platénico, donde no basta que uno sepa que ve a otro cuando le
mira, también tiene que saber que cuando mira a alguien de frente suele ser
visto por el mirado. Platén asegurd que, al contrario, el hombre se distingue de
los animales porque sabe cuando ve, por eso se llama hombre? (Crar 399¢4).
Ser visto por el mirado implica que es la mirada del cuerpo la que mira y la del
alma la que lo sabe, porque ni el alma ni el saber ocupan lugar.

El lector sutil advertird que es el antecedente del cogito ergo sum. Como
Platén no escribia en latin como Descartes, no necesitaba probar que existia
cuando miraba y no puso ergo. Otro tanto ocurre con el lenguaje y la escritu-
ra: el cuerpo habla o escribe lo que el alma sabe, pero el alma no puede escri-
bir por si sola. Esto Aristételes si lo dejé claro. El lenguaje es una técnica del
alma ejecutada por un cuerpo que habla o escribe. Eso es justamente lo que
significa que el simbolo es arbitrario como discutié Platén en el Cratilo y
aclaré Aristételes sin molestarse en discutir lo que consideré una obviedad
tras haberlo escrito Platén. «El nombre es un sonido vocal significativo por
convencién»?. No plantea si «posee rectitud natural», como Platén, lo descar-
ta por probado. Si los simbolos son por convencién, no son naturales. Los
sonidos son simbolos de las afecciones del alma y lo escrito (grafomena), una
duplicacién de la foné (De int. 16a 4). Se anticipa a la lingiiistica moderna al
concebir el signo como una convencién arbitraria y la escritura como un arti-
ficio que duplica el habla para conservarla fuera del espacio natural. Los
actuales emoticonos duplican la gestualidad corporal para representar, dicho
en términos platdnicos, «afecciones animicas» (Cantamutto, 2017: 337-352).

Religadas en la gestualidad corporal, la retérica y la poética aristotélicas
son modos de saber el alma lo que el cuerpo habla o escribe. Los gramdticos
de Port Royal no desplazaron la poética ni la retérica aristotélicas. Si por car-
tesiano se entiende la escisién entre res cogitans 'y res extensa, la gramdtica de
Port Royal no fue estrictamente cartesiana. No separé el lenguaje de su expre-
sién sensible. Para el mecanicismo cartesiano estas reglas tendrian que ser
mecdnicas. Desde la perspectiva de la res cogitans, las reglas traducen procesos
del pensamiento en lenguaje, como decian Platén y Aristételes, por lo que no
podian serlo. Su respuesta fue que los procesos sinticticos podian explicarse si
se presumia que obedecian a una capacidad operativa predispuesta para el
aprendizaje. Como somos «innatos a nosotros mismos» disponemos de una

3. avBpdrovg oiov v katoyeio olknost onnAioiddet (Rep 514 a3).
4. Ovopa p&v ovv €oti v onuovtikn (De inz. 16a 19).



8 Analisi 70, 2024 L. Ntfez Ladevéze; M. Nufiez Canal; I. Alvarez de Mon Pan de Soraluce

«facultad de pensar», escribié Leibniz en el prefacio a su Nuevo tratado sobre el
entendimiento humano (1977: 74). El nifio aprende a hablar del mismo modo
que a vivir. El innatismo vital se vale por si mismo para andar y socializar al
nifio en compafia de otros.

La lingiiistica cartesiana era tan racionalista como Platén y Aristételes y
dejé de ser aristotélica en el mismo sentido y con la misma firmeza con que
Aristételes dejé de ser platénico. No reconocié el argumento de autoridad
como guia de su propia doctrina.

Lo distintivo de la nueva ciencia empirica es que interrumpe la continui-
dad del saber aristotélico reestablecido a través de los sabios isldmicos y utili-
zado por Tomds de Aquino para fraguar la conformidad entre fe y razén. Al
rechazarse la autoridad aristotélica solo se admite como prueba lo que obe-
dezca al procedimiento de control de la experiencia, que era por lo que pug-
naba Aristételes. «El conocer se instala a si mismo como proceso en un domi-
nio del ente de la naturaleza o de la historia [...] se garantiza el proceder
dentro del dominio de ser de su campo de objetos» (Heidegger, 1969: 69).
Asegura su autoridad sustituyendo las fuentes de autoridad establecidas por la
tradicién por la comprobacién empirica unificando, con sus invenciones téc-
nicas, procedimientos de comprobacién, y desincentivando los supuestos
doctrinales y filos6ficos del ambiente social. Las demds fuentes de autoridad
quedan desvinculadas del tinico procedimiento que garantiza con su eficacia
el dominio de la experiencia. La desautorizacién de Aristételes no implicé
que estuviera equivocado, sino que no valiera como argumento su autoridad
en aquellos campos descubiertos por invenciones, como el microscopio o la
brdjula, en los que su propio método de comprobacién empirica contradecia
sus razonamientos. Como adelanté Sdnchez de las Brozas:

Se ha de dar razén de todas las cosas, incluso de las palabras [...] el uso no se
cambia sin la razén [...] por mucha autoridad que para mi{ tenga un gramdti-
co, si no prueba lo que ha dicho por medio de la razén y ofreciendo ejemplos,
no me inspirard confianza. (1976: 45 y 46)

Los andlisis aristotélicos valian, no por su palabra, sino porque fueran
empiricamente probados. Su propuesta de que la mente es una tbula rasa y
el aprendizaje se inicia a través de la percepcion sensible podia someterse a
prueba. Leibniz consagré la sintesis racionalista frente a la empirista al escri-
bir nisi est in intellectus quod prius non fuerit in sensu, nisi intellectus ipse (1977:
104). La solucién que ofrece Port Royal es el innatismo de una facultad, no el
idealismo de un lenguaje desambiguado. De aqui que la gramdtica aristotéli-
ca, base de la poética y la retérica, no fuera desautorizada por la devaluacién
del principio de autoridad. Basta entender la linea de congruencia que liga la
nocién de gramdtica del De Interpretatione (Aristételes, 1980) y la anticipa-
cién del principio de economia gramatical en las elecciones estilisticas expues-
tas en la Retdrica y la Poética, para establecer una continuidad entre el racio-
nalismo platénico aristotélico y el racionalismo de la gramdtica cartesiana.
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Ambos se fundan en el mismo modo de entender el /ogos argumentativo en la
distincién entre alma y cuerpo. Se separan en el innatismo racionalista que
profesan Port Royal y Chomsky. Su objecién a la tabula rasa conductista se
centra en que, si es explicada solo como un estimulo material, no puede ger-
minar un efecto mental. Dicho con Leibniz «no se comprende como la mate-
ria puede pensar» (1977: 74), como puede el hombre inventar o fabricar arti-
lugios que la naturaleza no produce si no es porque tiene alguna propiedad,
competencia diferencial que no se explica mds que como hipétesis de un atri-
buto especifico. Esta confianza prende sobre la desconfianza en el servicio que
prestan los sentidos al reducir la experiencia a la apariencia de lo que queda
ante su alcance. Establece como drbitro el control metodolégico del uso de
los instrumentos técnicos que amplian la capacidad allende los sentidos. El
nuevo conocimiento entiende que la nuda aceptacién de la materia a través
de lo sensible era la principal limitacién del naturalismo vy la fisica aristotéli-
cas. Alentada por esta ampliacién novedosa de la experiencia sensible a través
de los instrumentos que inventa, la imaginacién occidental promueve utopias
que anticipan artilugios y describe viajes siderales donde antes habitaba la
mitologfa.

3. Permanencia del trivium y trasferencia al algoritmo de IA

El corolario de esta permanencia de la retérica y la poética a través de la gra-
madtica se conviene actualmente en que las simulaciones artificiales de la
comunicacién humana no sustituyen, sino que imitan los principios bdsicos
de la comunicacién, la gramdtica y los textos, y no las suplantan como algu-
nos parecen creer. La reciente novedad de inteligencia artificial simuladora
del lenguaje, lejos de poner en cuestién la vigencia de las artes comunicativas,
ratifican el vigor adquirido durante casi tres milenios y la imposibilidad prac-
tica de que puedan sustituir a las normas gramaticales aprendidas en el espon-
tdneo adiestramiento doméstico utilizado para comunicarse socialmente, que
es el lenguaje emulado por el ChatGPT y en las traducciones de textos. Los
procedimientos de redes neuronales (Lépez Pereira, 2019) y las combinacio-
nes estadisticas selectivas de ejemplos pragmdticos (Casacuberta y Peris,
2017) sustituirdn a los profesionales, aunque los guionistas de Hollywood
vayan a la huelga o los traductores sigan empledndose en las revistas de revi-
sién por pares. La motivacién econdémica acelera la automatizacién hasta el
punto de que la innovacién da lugar a mecanizar lo que parecia exclusiva-
mente reservado a la tarea intelectual (Trujillo, 2009).

Retorica, poética y gramdtica compusieron el #7ivium medieval. La gramd-
tica era el presupuesto de ambas. La retdrica y la poética persisten actualmen-
te gramaticalmente reguladas como formas expositivas para dirigirse a distin-
tos auditorios. La poética adiestraba sobre los modos narrativos para
entretener. Su supervivencia también se explica porque la condicién de la
vida humana es narrativa y la historia es objeto de una narracién. Los modos
narrativos actuales, cinematogréficos o teatrales, expresan, como dice Ortega
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y Gasset, que la historicidad es narrativa, progresa y retrocede (2003: 105).
Los procedimientos actuales son andlogos a los de la poética aristotélica. Esto
resulta posible no solo porque la narracién sigue siendo un modo de contar el
testimonio de un protagonista, sino también porque, aunque estos testimo-
nios estdn escritos en lenguas maternas de épocas distintas, pueden ser tradu-
cidos en las nuestras, siempre que se cumpla la condicién de que se conozcan
las reglas gramaticales en las que estaban escritos. Otro tanto ocurre con la
retérica como arte de persuadir a un auditorio. La condicién que cumplen las
mdquinas productoras de textos es justamente que cumplan la misma grami-
tica que ha de cumplir todo texto narrativo para ser comprendido por un
espectador o un lector. No construyen una gramdtica ideal ni una retdrica
sublime, sino que imitan las reglas de construccién de las gramdticas aprendi-
das por los ninos y desarrolladas por las funciones retéricas. En la situacién
doméstica o familiar, en las tareas acostumbradas de las circunstancias coti-
dianas, basta con atenerse a las reglas gramaticales, aunque, como Monsieur
Jourdain, no sepamos que las cumplimos.

Desde la Poética y la Retérica aristotélicas hasta la actualidad, la literatura,
teatral o narrativa, refleja en la ficcidn la mimesis de la vida cotidiana. Han
propiciado el canon de las reglas ocultas de la gramdtica que aseguran la clari-
dad en las peores condiciones, es decir, cuando hay grandes diferencias de
conocimiento entre unos hablantes y otros. Aunque la lengua hablada espon-
tineamente sea incorrecta, al contrario que la escrita, que suele rectificarse
mientras se escribe, la gramdtica es la misma. Son las posibilidades de rever-
sién de la escritura las que capacitan para expresar canénicamente la normati-
va gramatical. La dificultad para expresarse con claridad procede de la especia-
lidad del conocimiento. Si la claridad es la cortesia del fildsofo o del cientifico,
como dice Ortega, lo que se precisa para mantener la cortesia es que los cien-
tificos se plieguen cuanto puedan a las reglas gramaticales comunes a todos los
usuarios de su lengua y eviten su léxico particular en lo posible. Asi escribian
Galileo y Newton. Los actuales procesadores de textos disponen de mecanis-
mos de aviso para asegurar la correccién gramatical como condicién sine qua
non de la claridad. Es un indice de la vigencia de reglas de comprensién
mutua, cuya correcta aplicacién facilita la tecnologia informatica.

La gramdtica es el arte de hablar correctamente. Ars recte loquendi 1a lla-
maban los latinos. Quintiliano define la gramdtica como recte loquendi scien-
tia (1887, 1.4.29). Sus propiedades son «claridad, correccién y elegancia» (/4
1,4,2), pues la «elegancia» es una eleccidn estilistica. Las tres propiedades
pueden integrarse en que la gramdtica es norma de correccién y estilo, no
porque la Academia lo diga, sino porque, siendo la lengua instrumento de
todos, el uso de todos decide el criterio tltimo de claridad hablada o escrita
que posibilite, a quien adquiere nueva experiencia y conocimiento, transmi-
tirlo al que lo desconoce. Lo que la Academia expresa es la regla de correccién
que nos damos a la que la mdquina coopera.

La regla es material de la retérica, el ars bene dicends. La retérica asume que
el conocimiento verdadero es tan complejo y sutil que reconocerlo también es
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complicado. A todos interesa ajustarse ptiblicamente a la verdad para saber a
qué atenerse en la disputa simplificando riesgos imprevisibles en la exposicién.
Decia Aristételes que aceptar que «la verdad y la justicia son mds fuertes que
sus contrarios» (1953: 1355a 21-24) evita al orador el riesgo de incurrir en
incongruencias. Como si se anticipara a la topologia moderna, la propuesta
aristotélica aseguraba la comprensibilidad de la informacién nueva sin elimi-
nar la dificultad de reconocer el conocimiento verdadero, ya que reconocerlo
o no depende de los mds diversos propdésitos, intereses, patologias e intencio-
nes de los interlocutores. La continuidad del #ivium vino acumulando una
experiencia secular de ensenanzas y ejercicios para encauzar el arte del orador a
una estrategia al servicio de la comunidad que no arraigue en la simulacién, el
embaucamiento o la martingala o, como se dice ahora, la posverdad.
Paradédjicamente, en un entorno donde el multiculturalismo, la posverdad
y la desinformacién conviven con la unitaria enciclopedia del mundo en inter-
net, regresan las tribus por las redes (Blanco, 2020) para imponer sus fueros
identificativos. Como dice Bauman en su obra péstuma (2017: 54 y s.), la
opinién doctrinal es solo un servicio prestado a los correligionarios. La sofisti-
cay la verborrea demagdgicas se exhiben hasta el punto de que hasta el zerra-
planismo prearistotélico encuentra espacio en el entorno global y propagandis-
tico de la red. De los viejos principios queda, sin embargo, la reserva vital del
arte de la retdrica, asidero de una artesania espiritual constantemente renova-
da, revisada y adaptada por los estudiosos para esparcir un ambiente cultural
que facilite distinguir la opinidn veraz y fundada de la arbitraria y mendaz.

4. Conclusidén: de los motores de traduccién al ChatGPT

Obsérvese que el éxito de los motores de traduccién se basa en la gramdtica
de la lengua cotidiana y en imitar la redaccién de los grandes escritores y retd-
ricos. Por eso la traduccién automdtica se encamind a generar el lenguaje
como se practica en la vida corriente’. El modelo de aprendizaje de la mdqui-
na es la conducta del habla cotidiana, no al revés (Dorr y Hollnbuchner,
2017). «La produccién de algoritmos procede de la simulacién del cerebro
humano [...] Los robots cognitivos llegan a abordar la incertidumbre de la
situacién natural» (Kirley, 2016: 20). Esto se aplica igual a la simulacién
escrita, cuando se la dedica a construir narrativas, lo que plantea problemas
para detectar las responsabilidades contraidas en las informaciones periodisti-
cas, para atribuir o no derechos de autor a la mdquina (Lacruz, 2020), o sobre
los reparos de incrustar patrones de simulacién del comportamiento humano
que pueden favorecer la eficacia en las estrategias de publicidad y de marke-
ting empresarial (Vilaseca y Morales, 2021).

El 10 de marzo de 2023, en plena estampida de la nueva herramienta de
inteligencia artificial ChatGPT, el filésofo y director de inteligencia artificial

5. Para informacién y bibliografia actualizada, véase el proyecto MTUOC: <https://github.
com/aoliverg/ MTUOC-project/wiki/Publications>.


https://github.com/aoliverg/MTUOC-project/wiki/Publications
https://github.com/aoliverg/MTUOC-project/wiki/Publications

12 Anailisi 70, 2024 L. Ntfiez Ladevéze; M. Nufiez Canal; I. Alvarez de Mon Pan de Soraluce

en Oceanit, Jeffrey Watumull, el profesor Ian Roberts, de la Universidad de
Cambridge, y el afamado lingiiista Noam Chomsky firmaron un articulo en
el New York Times en el que examinaban las ventajas y los defectos del nuevo
sistema de redaccién de textos denominado ChatGPT, una invencién llama-
da a tener resultados inesperados, por lo que suscita inquietudes sobre las
consecuencias de su funcionamiento. Sin embargo, esta preocupacién no
tiene nada de nueva. Los avances técnicos siempre han suscitado recelos, por-
que las ventajas de su uso van aparejadas a inconvenientes manifiestos. Este
recelo remonta a los comentarios que Platén dedicé al invento de la escritura
en su didlogo Fedro (2010). El ChatGPT es un sustituto artificial de la escri-
tura, o sea, una derivacidn, secuela o consecuencia de que la escritura sea, a su
vez, un sustituto artificial del habla oral, es decir, un producto de la tecnici-
dad humana, dicho en términos de Ortega y Gasset, una derivacién tecnolé-
gica por la que una mdquina usa la gramdtica que utiliza un redactor, el cual
se sirve de la escritura para utilizar la gramdtica que usa un hablante. La cons-
tatacion de que la escritura reemplaza artificialmente al habla y el ChatGPT
reemplace artificialmente al redactor los vincula internamente. Lo decisivo
del Chat no es que sustituya al redactor, sino que no sustituye a la gramdtica
ni a la capacidad retdrica de los hablantes. Y la cuestién que plantean los fir-
mantes es si un robot puede generar una gramdtica mds perfecta que la gra-
matica procesada por la interaccion retérica de las mentes humanas. Conclu-
yen que la gramdtica no es sustituible, porque procesa con un minimo de
recursos un conjunto de elementos limitados para obtener resultados inabar-
cables. Una gramdtica va de la memoria limitada a la produccién innumera-
ble. Parafraseando a Humboldt, «can make “infinite use of finite means”»
(Humboldt, 1991). La inteligencia artificial se aproxima en su imitacién cada
vez mds a la gramdtica y a la retérica, no las sustituye.

También concluyen que el robot es incapaz de ofrecer juicios morales,
pues no razona moralmente, repite acriticamente tanto lo posible como lo
imposible, iguala todas las disposiciones morales sin juzgarlas. Justamente la
funcién de la retérica aristotélica y el motivo de que perdurase secularmente
radica en que tenfa y tiene por funcién exponer ante un auditorio, para poder
juzgar ptblicamente, el ejercicio racional y critico de un producto discursivo
a cuya artesania intelectual subyace una gramdtica presupuesta.

La equiparacién del lenguaje artificial al humano se basa en un malenten-
dido. Los limitados recursos de que dispone la mente para generar ilimitada-
mente ideas, funciones y textos, asi como la ilimitada capacidad combinatoria
de la médquina sin restricciones de memoria, son disimiles e inconmensura-
bles entre si. La robética del texto puede ser tanto un instrumento para el arte
de la retérica como para su perversion. Al igual que ocurre con la energia
atémica y con la escritura, su utilidad es un problema moral inaccesible a la
mdquina. Encauzar la artesania retérica a distinguir la verdad del error, servir
a lo verdadero no al engano, tiene sentido hoy mds que lo tuvo ayer.
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Abstract

The integration of Artificial Intelligence (Al) in the media results in the publication of
thousands of automated news articles in Spanish every day. This study uses a Turing test to
compare the quality of news articles written by professional journalists (from Efe) with
those produced by natural language generation (NLG) software (from Narrativa). Based on
Sundar’s dimensions (1999) crucial to news perception — credibility, readability and jour-
nalistic expertise — , an internationally validated experimental methodology is employed,
exploring a novel topic in Spanish: health information. The experiment deliberately varied
real and declared authorships — Al and human journalists — to detect potential biases in
assessing authorship credibility. A self-administered questionnaire adapted for online sur-
veys was used (N=222), and gender imbalances were minimized to ensure gender equality
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in the sample (N=128). The study reveals that there are no significant differences between
news articles generated by the Al and those written by professional journalists. Both types
of news are considered equally credible, though some biases are detected in the evaluation of
declared authorship: the Al author is perceived as more believable than the human, while
the human journalist is perceived as creating a more lively narrative. The study concludes
that it is feasible to produce automated news in Spanish without compromising its quality.
In the global media landscape, automated systems employing NLG, machine learning and
sophisticated databases successfully advance into new domains such as health information.

Keywords: automated journalism; automated news; artificial intelligence; Turing test;

COVID-19

Resum. Intel-ligéncia artificial enfront de periodistes: qualitat de les noticies automatitzades i
biaix per autoria mitjancant una prova de Turing

Amb la integracié de la intel-ligéncia artificial (IA) en els mitjans cada dia es publiquen
milers de noticies automatitzades en espanyol. Aquest estudi compara la qualitat de les
noticies escrites per periodistes professionals (d’Efe) amb les realitzades amb programes
informatics de generaci6 de llenguatge natural (NLG) (de narrativa) mitjangant un test de
Turing. Basat en dimensions crucials per a la percepcié de noticies (Sundar,1999) —credi-
bilitat, llegibilitat i pericia periodistica—, s'usa una metodologia experimental comprovada
a escala internacional per explorar un tema inedit en espanyol: informacié de salut. Lex-
periment va variar intencionadament les autories reals i declarades —periodistes humans i
IA— per detectar possibles biaixos entorn de la credibilitat de 'autoria. Es va fer servir un
quiestionari autoadministrat adaptat per a enquestes en linia (N = 222) i es van minimitzar
els desequilibris de génere per assegurar la paritat de la mostra (N = 128). L’estudi revela
que no hi ha diferéncies significatives entre les noticies generades per IA i les elaborades per
periodistes professionals. Tots dos tipus de noticies sén considerades igualment creibles,
encara que es van detectar alguns biaixos en I'avaluacié de I'autoria declarada: la IA com a
autor és percebuda com més creible que 'huma, mentre que es considera que el periodista
huma escriu textos més vivids. Lestudi conclou que és factible produir noticies automatit-
zades en espanyol sense comprometre’n la qualitat. En el panorama mediatic global, els
sistemes automatitzats que empren GLN, aprenentatge automatic i sofisticades bases de
dades avancen amb éxit cap a nous ambits, com la informacié de salut.

Paraules clau: periodisme automatitzat; noticies automatitzades; intel-ligencia artificial;

prova de Turing; COVID-19

Resumen. Inteligencia artificial frente a periodistas: calidad de las noticias automatizadas y
sesgo por autoria mediante una prueba de Turing

Con la integracién de la inteligencia artificial (IA) en los medios cada dia se publican miles
de noticias automatizadas en espafiol. Este estudio compara la calidad de las noticias escri-
tas por periodistas profesionales (de Efe) con las realizadas con programas informdticos de
generacion de lenguaje natural (NLG) (de narrativa) mediante un test de Turing. Basado
en dimensiones cruciales para la percepcién de noticias (Sundar,1999) —credibilidad,
legibilidad y pericia periodistica—, se usa una metodologia experimental comprobada a
escala internacional para explorar un tema inédito en espafol: informacién de salud. El
experimento varié intencionadamente las autorias reales y declaradas —periodistas huma-
nos e IJA— para detectar posibles sesgos en torno a la credibilidad de la autoria. Se usé un
cuestionario autoadministrado adaptado para encuestas en linea (N = 222) y se minimiza-
ron los desequilibrios de género para asegurar la paridad de la muestra (N = 128). El estu-
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dio revela que no hay diferencias significativas entre las noticias generadas por IA y las ela-
boradas por periodistas profesionales. Ambos tipos de noticias son consideradas igualmente
creibles, aunque se detectaron algunos sesgos en la evaluacién de la autorfa declarada: la IA
como autor es percibida como mds creible que el humano, mientras se considera que el
periodista humano escribe textos més vividos. El estudio concluye que es factible producir
noticias automatizadas en espafiol sin comprometer su calidad. En el panorama medidtico
global, los sistemas automatizados que emplean GLN, aprendizaje automdtico y sofistica-
das bases de datos avanzan con éxito hacia nuevos ambitos, como la informacién de salud.

Palabras clave: periodismo automatizado; noticias automatizadas; inteligencia artificial;
prueba de Turing; COVID-19

1. Introduction

The rise of Artificial Intelligence is a phenomenon that affects all sectors. As
we enter the Fourth Industrial Revolution (Schwab, 2016) journalism is no
exception — and not without risks and opportunities. In fact, Al changes how
information is “obtained, stored, processed, transmitted and consumed”
(Tafez-Lépez et al., 2021: 178; Tejedor et al., 2021a). This paper focuses on
the quality of automated news from the audience’s perspective (Clerwall,
2014; Haim and Graefe, 2017; Moravec et al., 2020; Zheng et al., 2018). Its
findings help clarify the question of whether automated news articles achieve
the necessary quality to compete with articles written by journalists, setting
aside its effects on the profession, the media or even the tensions between
them (Moran and Shaikh, 2022).

Advances in the field of information and communication technologies
(ICTs), linguistics and natural language generation (NLG) have allowed
algorithms to write automated news from stored data in a structured and
readable format for machines (Clerwall, 2014; Diakopoulos, 2019; Graefe
et al., 2018; Graefe and Bohlken, 2020; Haim and Graefe, 2017; Jia, 2020;
Lermann-Henestrosa et al., 2023; Tandoc et al., 2020; Van-Der-Kaa and
Krahmer, 2014; Wolker and Powell, 2021).

News organisations have increasingly been using computer-generated
news in recent years (Fanta, 2017; Beckett and Yaseen, 2023). North Ameri-
ca (The Associated Press, The New York Times, Los Angeles Times, The Wash-
ington Post, Forbes), China (Xinhua News Agency, Southern Metropolis Daily)
and Japan (Shinano Mainichi Shimbun, Spectee Inc.) are countries with an
early and wider implementation of computer-generated news. In Europe, the
United Kingdom and Finland stand out (Linden and Tuulonen, 2019;
Tuanez-Lépez et al., 2019; Calvo-Rubio and Ufarte-Ruiz, 2020), while East-
ern European countries encounter difficulties due to the Slavic origins of
their languages (Movarec et al., 2020).

In the field of automated news in Spanish, the company Narrativa Inteli-
gencia Artificial (Ufarte-Ruiz and Manfredi, 2019) stands out, serving a mul-
titude of media companies in Spain and other countries — including news
agencies. This paper therefore focuses its analysis on information generated
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by the company, as its services rely on NLG and machine learning and it
reaches a significant proportion of the Spanish-speaking population through
the media outlets that use them.

Automated news on different topics has been analysed before in experi-
ments that based their dimensions linked to quality — credibility, readability
and expertise — on Sundar’s approach (1999) and his MAIN model: “Modal-
ity (M), Agency (A), Interactivity (I) and Navigability (N)” (Sundar, 2008:
78). Most of the topic stimuli were around finance, sports, entertainment
and politics, though recently topics more related to complex texts have been
added, such as scientific information around conferences and talks, biodiver-
sity and technology (Table 1). However, health information was not analysed

in these experimental designs, and specifically news generated during the
COVID-19 pandemic lockdown.

Table 1. Topic stimuli in previous experimental designs

Topic stimuli Authors

Sports Clerwall (2014)

Politics Jia and Jhonson (2021), Waddell (2019)

Breaking news: earthquake alerts Tandoc et al. (2020)

Finance and sports Van-Der-Kaa and Krahmer (2014), Wélker and
Powell (2021), Graefe et al. (2018)

Finance, entertainment and sports Haim and Graefe (2017)

Finance, sports and politics Wu (2019)

Finance, sports, entertainment (civic news) and  Jia (2020)
Scientific information (conference news)

Scientific information: biodiversity, technology Lermann-Henestrosa et al. (2023)

Source: Author’s own.

As Knight News Innovation fellow Danzon-Chambaud notes:

When the virus spread globally at the beginning of 2020, governments and
health authorities made accessible a considerable amount of open-source
data, generally available through structured datasets or APIs. These statistics
contained critical information such as the number of deaths and patients in
intensive care units as well as 7-day incidence rates. (Danzon-Chambaud,

2023: 98)

The abundance of ever-expanding structured data made the COVID-19
pandemic an opportune time to automate tables, news and interactive graph-
ics. Moreover, the media assumed a “pivotal role in disseminating informa-
tion to the public regarding the virus spread, especially during the most criti-
cal phases of lockdown” (Tejedor et al., 2021b: 252).

Several media organisations attempted to leverage the advantages offered
by this open-data to automate structure data from COVID-19 that could
result in predictable story frames. In a study that compiled the experience of
nine media organisations, Danzon-Chambaud found that working with
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external databases and Al signified a move towards “new forms of newsroom
workflows that involved contributing to the creation of automated news or
working directly with them” (Danzon-Chambaud, 2021).

In this context, Narrativa launched its purportedly non-profit COVID-
19 Monitoring Project at the beginning of the pandemic. According to their
website, the project aimed to gather “information from different data sources
to provide comprehensive data on the new coronavirus, SARS-CoV-2,”. At
the same time, the largest Spanish news agency, Efe, which annually dissemi-
nates approximately three million news items (SEPI, 2020), formulated a
strategic plan to mitigate the economic repercussions of the pandemic. This
plan involved technological advances and digitalisation, and enabled the
agency to maintain its leadership in Spanish-speaking countries (SEPI, 2021).

These reasons made Efe and Narrativa the perfect fit for an experiment
that aims to analyse how news written by Al is perceived by media users in
Spanish, a language spoken by 595 million people worldwide (Instituto Cer-
vantes, 2022). Although previous studies have analysed how journalists and
users perceive automated news in Spanish — as we will discuss in the follow-
ing section —, no study had ever been conducted using widely tested experi-
mental methods validated internationally (Sandoval-Martin and La-Rosa,
2023). This paper fills that gap. The reliability of the experimental method-
ology employed adds value to the results of the study.

The growing platformisation of the media industry and the economic
challenges faced by news organisations increase the need to produce brief,
quick and cost-effective news items, potentially leading to an increase in the
production of automated news worldwide. This study aims to contribute to a
better understanding of how to analyse and measure the quality of automated
news in Spanish using widely accepted experimental methods. It also explores
the prospect of diversifying topics to encompass health-related information.

2. Literature review

Ever since the English mathematician and widely-acknowledged father of
computing Alan Turing started to speak about his automatic-intelligent
machine in 1936 and created the well-known Turing test, researchers from
various disciplines have been intrigued by the possibility that computers
could exhibit intelligence, albeit for specifics periods (Parra and Torrens,
2018). In the field of journalism, robotic storytelling has been in existence for
over 40 years (Mechan, 1977). Journalists have used computers and comput-
ing programmes to investigate facts or analyse data at least since the Seventies
(Meyer, 1973). However, it was not until the era of big data — within a dis-
tinctive technological and sociocultural context (Sandoval-Martin and La-Ro-
sa, 2018) — that its use expanded, coinciding with the rise of artificial intelli-
gence at the end of the last decade. In this new context and as an extension of
‘data journalism’, the media industry has begun to innovate and apply Al in
the production of news. In early academic articles, this development was
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given various names: robot journalism, algorithmic journalism, machine-written
news or computational journalism (Lee and Kim, 1998; Matsumoto et al.,
2007; Latar and Nordfors, 2009; Latar, 2014; Clerwall, 2014; Domingos,
2015; Rutkin, 2014; Dorr, 2016). In the field of the sociology of communi-
cation automated journalism (A]) was preferred (Carlson, 2015; Lecompte,
2015; Napoli, 2014), and this term has become increasingly widespread.

For Al this study adopts the widely agreed definition issued by the Europe-
an Commission’s High-Level Expert Group on Al (European Commission,
2018). This definition encompasses software and hardware systems designed
by humans for complex purposes that perceive and interpret their environment
through the collection of data, whether structured or not. These systems engage
in reasoning using knowledge, and process the information derived from it,
ultimately deciding the best course of action to achieve a given objective. Fur-
thermore, Al can interact with its environment and can modify its behaviour
based on the reactions that have occurred in response to its previous actions.

The quality of journalistic narratives has traditionally been a complex and
often overlooked issue. This complexity is further heightened in the realm of
Al systems. A systematic review of the scientific literature on research into
the quality of artificial journalism reveals that it has gained significant atten-
tion since the middle of the last decade (Sandoval-Martin and La-Rosa,
2023). Studies focused on how algorithms can autonomously generate news
(Carlson, 2015); the extent of automation in newsrooms (Lecompte, 2015);
the processes involved in content production and consumption (Napoli,
2014); and notably, how news written by robots is perceived (Clerwall, 2014;
Haim and Graefe, 2017; Moravec et al., 2020; Zheng et. al, 2018).

Additionally, various studies have explored confirmation bias, i.e., evalua-
tor bias when aware of (human-machine) authorship (Jia and Johnson, 2021;
Jung et al., 2017; Lermann-Henestrosa et al., 2023; Waddell, 2019; Wolker
and Powell, 2021; Tandoc et al., 2020). Furthermore, other works employ-
ing different approaches have examined similarities and differences between
automated and journalist-written texts (Murcia Verdd et al., 2022) as well as
patterns in their structures (Ufarte-Ruiz and Manfredi, 2019), among others,
in an attempt to elucidate the quality of automated news. Thus, the results of
previous studies in other languages (Haim and Graefe, 2017; Wolker and
Powell, 2021; Wu, 2019; Moravec et al., 2020; Jia, 2020; Jia and Johnson,
2021) agree that “the automated news quality is generally perceived as opti-
mal, although with some limitations such as the impossibility of adding con-
text, different points of view and interpretation” (Sandoval-Martin and
La-Rosa, 2023: 119). Most researchers have been inspired by Shyam Sund-
ar’s 1999 study on the perception of print and online news and have applied
an experimental design (Sandoval-Martin and La-Rosa, 2023).

In most experiments evaluating the quality of automated news in other
languages, no significant differences were found between news articles gener-
ated by Al and those written by professional journalists, although small biases
in authorship were observed (Table 2).
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Table 2. Findings of experimental designs that evaluate the quality of automated news
based on Sundar’s approach

Authorship Findings on perception of the message and authorship bias
Clerwall (2014) No differences in the quality of news written by Al and human
journalists in credibility and readability items.

Van-Der-Kaa and Krahmer No differences in the quality of news written by Al and human
(2014) journalists.

Haim and Graefe (2017) Little difference in the quality of news written by Al and human
journalists.
Graefe et al. (2018) Differences in terms of perceived credibility and expertise tend to

be small, favouring evaluation of automated news in the message.
Little bias was found in authorship: human-written texts were better
rated in authorship credibility items.

Waddell (2018) Small biases in authorship: human-written texts better perceived in
credibility.
Waddell (2019) Little bias in authorship: declared Al authorship decreased

perception of credibility of news.

Wu (2019) Automated news perceived as more credible (message), but
significant differences — not biases — were found in perception of
authorship depending on the topic.

Jia (2020) No significant difference in terms of credibility of the text.
Significant differences in human-written news in readability and
expertise items.

Tandoc et al. (2020) No significant differences perceived in message and authorship
credibility between algorithm, human, and mixed (human-Al).
Jia and Johnson (2021) No significant difference in terms of credibility of the text, but small

differences were detected toward human-journalist authorship over
automated news - not biases. For both human and algorithm
authorship, attitude-consistent news is rated as more credible than
attitude-challenging news.

Wolker and Powell (2021) Perceived credibility of Al-written news, human-written news and
mixed (human and Al) may be assumed equal. No bias detected
towards Al-written news in authorship.

Lermann-Henestrosa et al.  No differences in perceived credibility and trustworthiness between
(2023) Al-written and human-written texts. No authorship biases detected.

Source: Author’s own.

The present study provides knowledge in this field by revealing that in
the Spanish language the audience do not perceive significant differences
between news articles generated by Al and those written by professional jour-
nalists. Both types of news are considered equally credible, although some
biases were detected in the evaluation of declared authorship, as discussed in
the Results section of this paper.

This research aligns with the field of Science, Technology and Society
(STS) studies, which addresses issues relating to scientific and technological
practices affecting everyday life. Within this context, the emergence of auto-
mated news raises crucial questions, such as challenging the traditional role of
human journalists as sole content creators in journalistic narratives.
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3. Hypothesis and objectives

The general purpose of this study is to assess whether Spanish-speaking audi-
ences perceive automated news to be of similar quality to human-written
news. The first hypothesis (H1) posits that Spanish audiences perceive auto-
mated news to be of comparable quality to human-written news, particularly
in the context of health-related information. In other words, Al seems to
provide credible and high-quality information about health, even in the case
of automated news in Spanish. A subsequent hypothesis (H2) explores biases
relating to authorship: there are positive biases in people’s evaluation of news
articles created by machines.

The primary objective is to compare audience perception of news articles
written in Spanish by either a robot or a human journalist with real or
declared authorship, taking into account three dimensions: credibility, read-
ability and journalistic expertise. A specific objective, linked to this primary
one, is to determine the credibility and readability of the message in each case
and level — implicit in quality.

The second objective aims to determine authorship credibility in each
case, so it will be possible to identify potential biases in people’s evaluation of
news articles created by machines versus those written by humans. This
involves investigating whether informing evaluators about the authorship of
the news article influences their response regarding authorship credibility.

The third general objective is to assess journalistic expertise. A subsequent
specific objective involves identifying positive or negative biases for journal-
ists and machines in the authorship variable.

4. Methodology and experimental design

Given the lack of transparency regarding algorithms used for automated news
generation, a tool involving reverse engineering is needed. A methodological
instrument to measure the quality of this kind of news content with journal-
istic parameters is a first step to building up an automated reverse-engineer-
ing tool. This study employs a qualitative methodological approach to anal-
yse how users perceive the quality of automated news compared to news
made by humans, creating an instrument to achieve the first step of an auto-
mated reverse-engineering tool.

The instrument is based on previous experimental methodologies in
Sweden (Clerwall, 2014), the Netherlands (Van-Der-Kaa and Krahmer,
2014), Germany (Haim and Graefe, 2017; Graefe et al., 2018; Graefe and
Bohlken, 2020) and several Asian countries (Wu, 2019; Jia, 2020; Tandoc
et al., 2020). A methodological design involving a Turing test to evaluate
automated news-writing in natural language for Spanish news consumers is
presented, to exhibit the skills of automated news software in performing
like a human journalist according to Turing’s Imitation Game (Turing,

1950).
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The experiment involves presenting respondents with two news articles
based on the same information extracted from COVID-19 databases, one
written automatically by Narrativa and one by a human journalist from Efe
(Appendix A). The study uses news created from large health databases, such
as the official open data generated during the pandemic by the Spanish Min-
istry of Health and the health councils of 17 Autonomous Communities
(Guisado-Clavero et al., 2022).

After reading each text, respondents answer questions relating to news
quality based on specific survey objectives and theoretical and methodologi-
cal foundations presented in the following sections. This approach allows the
quality of news written by a computer to be analysed and compared to arti-
cles on the same news event written by journalists. To eliminate biases and
detect potential evaluator biases in assessing authorship credibility, two news
articles with falsified authorship were included. One article written by a jour-
nalist was falsely attributed to a computer, and vice versa.

The Turing test used a self-administered questionnaire adapted for online
surveys and experimental methodologies. It draws on psychological dimen-
sions relevant to news perception: credibility, readability and journalistic
expertise (Sundar, 1999). Respondents evaluated news quality based on these
three dimensions. The original questionnaire can be found in the supple-
mentary material (Appendix B).

To evaluate credibility, respondents were asked dichotomous questions for
six message credibility items and four readability items. Message credibility
was assessed based on Meyer’s (1988) and Flanagin and Metzger’s (2000) cri-
teria, adapted to evaluate the credibility of automated news (Wolker and
Powell, 2021). These items assess whether the message is: 1) credible or non-
credible; 2) accurate or inaccurate; 3) impartial or biased; 4) balanced or unbal-
anced; 5) reliable or unreliable; and 6) complete or incomplete. Readability
items gauge whether the message is: 1) entertaining or boring; 2) lively or not
lively; 3) interesting or uninteresting; and 4) well-written or poorly written.

The second part of the evaluation focused on message credibility, using
the same six items mentioned above. Additionally, it assessed journalistic
expertise using four items, evaluating whether the message was coherent,
concise, descriptive and comprehensive. Respondents evaluated these 10
items on a 5-point Likert-scale, where 1 represents the most negative evalua-
tion and 5 the most positive.

4.1. Definition and operationalisation of variables

Each of the desirable items is represented in Table 3 along with its respective
dimensions. The table also explains what is being assessed with each item.
This was available during the assessment process, to resolve any doubts for
respondents. Since there are items that are useful for assessing both the mes-
sage and the authorship, their explanations have been grouped according to
the object of the assessment.
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Table 3. Quality dimensions of news and items to assess

Dimensions Message Authorship

Credibility - Believable - Accurate - Unbiased - Believable - Accurate - Unbiased
- Complete - Reliable - Fair - Complete - Reliable - Fair

Readability - Entertaining - Lively

- Interesting - Well written

Expertise B - Coherent - Comprehensive
- Concise - Descriptive

Item Message Authorship

Believable Measures whether the message is Measures the credibility of the
believable. authorship.

Accurate Measures whether the message Measures whether the authorship
comes as close as possible to what presents verifiable facts.
really happened.

Unbiased Measures whether the message does Measures whether the authorship does
not lean toward any position. not take sides in the narration of facts.

Complete Measures whether the message does Measures whether the authorship has
not lack any information that helps to  not omitted any relevant information.
explain things better.

Reliable Measures whether the message Measures whether the authorship is
conveys confidence in the information worthy of confidence or seems to be
presented. correct.

Fair Measures whether the message has Measures whether the authorship has
an informative balance between been fair when presenting all sides of
positions. the story.

Entertaining Measures whether the message has
been written in an entertaining
manner.

Lively Measures whether the message is
capable of evoking great force and
clarity.

Interesting Measures whether the message
contains information that might
interest the reader.

Well-written Measures how well written the
message is, if it has spelling,
grammatical or drafting errors.

Coherent Measures whether the authorship

Comprehensive

Concise

Descriptive

relates the narrated events logically.

Measures whether the authorship
narrates the events in an
understandable manner.

Measures the authorship’s degree of
expressiveness (few and adequate
words).

Measures the authorship’s capacity to
describe events in great detail.

Source: Author’s own.
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4.2. Respondents and conditions assessed

The experiment was administered via an online survey (N=222) in May
2020, in which each respondent was assigned a text for reading with one of
the following conditions (Table 4).

Table 4. Authorship conditions of news content

Cases Real authorship Declared Authorship Respondents  Code Name

Case1 Human journalist Human journalist N=37 Real Jour. * Dec. Jour
Case 2 Human journalist Al N=42 Real Jour. * Dec. Al
Case3 Al Human journalist N=50 Real Al * Dec. Jour
Case4 Al Al N=93 Real Al * Dec. Al

Source: Author’s own.

The news article that respondents in cases 1 and 2 read was written by jour-
nalists from the Efe news agency on 4th May 2020, while the news article that
respondents in cases 3 and 4 read was written by the automated software of Narra-
tiva on the same date. Both news articles were about COVID-19 and had very
similar headlines and numbers of characters (Appendix A). The two news arti-
cles gave daily figures of individuals affected by the virus, accessible on the inter-
net — on the websites of both the technology company and the news agency.
Only the text was displayed, and the design was standardised to avoid interfer-
ence with perception. Tables were removed in the case of the automated news,
as they contained additional data and information already present in the text.

After excluding incomplete surveys, the sample was reduced by excluding
assessments completed by people over 40 years of age and an excess number
of men, at random, to obtain an equal sample (N=128), with 32 respondents
for each case.

A total of 51.56% of assessments were completed by women, while two
subjects preferred not to declare their gender. The mean age was 21.68 years
old — standard deviation (§D)=5.846 — and the nationality of 90% of the
sample was Spanish. Only 15% of respondents had had no education related
to journalism at all: out of 100 who had finished high school, 39 were jour-
nalism students and 57 were students of combined degree programmes
including journalism. In this way, value has been added to the experiment by
incorporating a high percentage of qualified respondents.

4.3. Procedure

Over the course of a week during term time, links to the online surveys were
provided to the staff and students of the undergraduate degree and combined
degree programmes in Journalism at Universidad Carlos III de Madrid. They
in turn shared the links with colleagues and acquaintances. The links were
provided randomly, and each one corresponded to one of the conditions of
the experimental design.
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Respondents provided demographic information such as age and level of
education, among others. They then proceeded to read the assigned text in
order to evaluate it. They answered the questionnaire regarding the credibili-
ty and readability of the message first, followed by the questionnaire relating
to the credibility and journalistic expertise of the authorship.

In each of the four conditions presented, Kolmogorov-Smirnov and Sha-
piro-Wilk normality tests were conducted for each of the 20 variables, using
the statistical software SPSS. None of the variables had the necessary normal-
ity for the application of parametric tests. Therefore, a sampling simulation
or bootstrap of 1,000 samples in each variable was made, a versatile method to
estimate the sampling distribution of estimated parameters (Efron, 1982)
and thus find approximate standard errors of the variables for comparison
purposes. Initial descriptive results of the demographic variables were also
made in this way.

Using this method, descriptive statistics were extracted, and three one-
way analysis of variance (ANOVA) tests were conducted for each of the
dependent variables with the following independent variables: 1) Real
Authorship; 2) Declared Authorship; and 3) Authorships (Real Authorship*-
Declared Authorship). In the cases of Real Authorship and Declared Author-
ship, the design was A=2, while in the case of Authorships, it was A=4.

For the ANOVA analysis where the factor was Authorships, a post hoc com-
parison in SPSS was performed to determine which pairs of means exhibited
significant differences. Tukey’s Honestly Significant Difference (HSD) test
and the Games-Howell test were conducted for all variables, interpreting the
results based on the homogeneity of variance provided by the Levene’s statistic.

Lastly, our criterion for selecting significant differences from the three
ANOVA analyses conducted was based on our interest in detecting biases
among the evaluators when assessing authorships. In this regard, significant
differences in declared authorships took precedence over real and mixed
authorships. In cases where no significant differences were found in declared
and real authorships, consideration was given to those involving authorships
that, after a post hoc comparison, did not imply variance homogeneity
according to the Levene’s statistic.

5. Results

In the analysis of responses from the first part of the questionnaire, reading
habits regarding both general topics and COVID-19 information did not
show significant differences across the variables studied. No gender or educa-
tion-related disparities were observed. However, variations emerged based on
specialisation: respondents without a journalism background tended to rate
the authorship balance more positively, scoring it at 3.74, compared to 3.31
and 2.88 for the two groups with a journalism education. The most import-
ant findings in the second part of the questionnaire will be explained in the
following paragraphs.
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5.1. Credibility and readability of the message

In general, the articles written by human journalists and those written by
Al were perceived as credible, taking into account the following regarding
credibility:

Apart for the variables ‘Complete’ and ‘Fair’, when comparing cases 1 and
4, Al was rated better than journalists. Nevertheless, the difference between
the two is small. If we restrict ourselves to a comparison of these two cases, the
differences between the variables ‘Reliable’ (AI=1.97 and Jour.=1.78) and
‘Believable’ (AI=1.97 and Jour.=1.84) are much more significant, even
though the lowest means of these variables are still high (Figure 1).

In Case 2, the variable ‘Fair’ does not exceed the neutral point of 1.50.
Nevertheless, the same text signed by a journalist received the highest rating of
all the cases in the same variable (1.72), alone exceeding the two cases relating
to the text written by AL This means that the message of the text written by
journalists was not perceived as less balanced or fair than the one written by AL

Figure 1. Means of the variables of the message credibility in each case
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If we look at significant differences in assessments of the credibility and
readability of the message, these only appear in the declared authorship of the
variables ‘Believable’ and ‘Lively’: the respondents perceive a text as more
believable when it is signed by Al (Figure 1) and perceive it to be more lively
when it is signed by a journalist (Figure 2).

It is worth noting that in the message variables for the dimension ‘Read-
ability’, none of the means of the cases reached the neutral value of 1.5 in
‘Entertaining’ and ‘Lively’ (Figure 2).

Figure 2. Means of the variables of the message readability in each case
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Source: Author’s own.

5.2. Authorship credibility

The bias shown in the variable ‘Believable’” seems to be confirmed by the general
result of the items relating to Authorship in the dimension ‘Credibility’ (Figure
3), since Al was rated more highly than real journalists. Nonetheless, the only
significant difference worth taking into account in this dimension was in the
declared authorship of the Authorship variable ‘unbiased’, where a positive bias
was found in the texts signed by Al compared to those signed by journalists.



Artificial intelligence versus journalists

Analisi 70, 2024 29

Figure 3. Means of the variables of the authorship credibility in each case
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It is also noticeable how in the general results some variables slightly miss
the neutral value: ‘Complete’, ‘Reliable’ and ‘Fair’.

5.3. Journalistic expertise

In the general comparison of the cases in the dimension ‘Expertise’, journal-
ists are more descriptive and comprehensible than A, while the latter is more
concise (Figure 4). The only significant difference appeared in the Author-
ship variable ‘Comprehensive’, where it can be observed that journalists were
rated more highly by respondents, indicating a bias by respondents when rat-
ing comprehensibility.
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Figure 4. Means of the variables of the authorship expertise in each case
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6. Discussion and Conclusions

Overall, the content written by human journalists and Al are perceived as
credible in both message and authorship (H1). This is a common result in
previous studies, and is due to the illusion that articles written by algorithms
are more objective than those written by journalists. This has been corrobo-
rated empirically by the detection of a bias that leads to texts written by Al
being evaluated more positively in terms of the credibility of the text and the
impartiality of the authorship than written by journalists (H2). In this regard,
the research results coincide with those of Wolker and Powell (2021) in their
study on automated sports news.

This indicates the enormous danger in perceiving algorithms to be impar-
tial, since it confirms that the general public does not take into account the
fact that algorithms are written with the biases of their human creators.

Both Al and journalists are perceived to have journalistic expertise. How-
ever, we cannot be sure that their authorships were perceived as readable,
since they were not considered to be entertaining or lively. The latter could be
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related to the topic, since delivering figures on the state of the pandemic did
not leave any room to write an entertaining text, with great force and clarity.
Nevertheless, all cases greatly surpassed the other variables, ‘Interesting” and
‘Well-written’, in the message readability dimension (H1). Therefore, in spite
of not entertaining and not being written lively, the topic concerned and
interested everyone, and the texts were considered to be well written by both
journalists and Al. Based on these results, the media and journalists should
consider producing writing that is perceived to be less boring.

The fact that the automated news pieces were not considered to be enter-
taining or lively in the case of the chosen topic raises the possibility of continu-
ing the experiment with other topics (finance, sport, the weather) and making
comparisons. However, the expected results would be similar to those obtained
in this experiment if we take into account a fact that has been highlighted by
authors of previous studies (Graefe et al., 2018; Wolker and Powell, 2021):
human journalists who are asked to write numerous articles at great speed tend
to list facts and figures repetitively, like algorithms, on routine topics.

Curiously, in the variables of the ‘Readability’ dimension, in which all the
cases exceeded the neutral value, the differences between means are not very
great, so the statements added to the text written by a human did not really
make this topic seem less of a routine task. However, if we take into account
that the only significant difference in this dimension appeared precisely in
how the message was perceived as lively, we can infer that the fact that the text
written by a journalist included textual quotes and the one from the AI did
not is closely related to the fact that texts written by journalists are perceived
as more lively than those written by Al All of this in spite of having found a
bias in which people tend to rate texts written by journalists as more lively.

Given the results produced in this study, we can confirm that in the
Spanish context, algorithms can coexist with journalism professionals in
making automated news. This form of narrative is integrated into the pub-
lic’s media consumption without their conscious knowledge.

The author of Automating the News (Diakopoulos, 2019) uses the term
‘hybrid journalism’ to refer to a new environment in which complex commu-
nication, expert thinking and ethical judgment of human journalists will still
have a lot to add. It is precisely within this context that examining the quality
of automated journalism becomes crucial, especially following the recent
opening to the public of large language models (LLMs). US-based ChatGPT
and China-based Ernie — released in November 2022 and March 2023
respectively — are LLMs, advanced language models with massive parameter
sizes and exceptional learning capabilities (Chang et al., 2023). In other
words, “the most prominent form of generative Als” (Arguedas and Simon,
2023). This will be the focus of our coming research projects.

When a LLM scrapes gigantic swathes of information from the internet to
train the machine, there is not enough transparency within this process to con-
firm sources. Even less large NLG tools used in specific fields such as journal-
ism might have the same problem, making the study of audience perceptions
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of automated content an area that the academic community needs to cover. If
automated news can be perceived to be as good as a story written by a journal-
ist, the transparency issues highlighted above will become even more critical.
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Resumen

Desde hace ya més de una década las elecciones en Espafia tienen una doble lectura: la
que se hace en el mundo real y la que se extrae de las redes sociales. La literatura académi-
ca sobre este aspecto es dilatada. El presente trabajo tiene como objetivo analizar la pre-
sencia de los cuatro candidatos principales a las elecciones generales del 23 de julio del
ano 2023 a la presidencia del Gobierno. Para ello, emplea una metodologia cuantitativa
con el uso de herramientas para la recoleccion de datos en redes sociales. Entre los princi-
pales hallazgos cabe destacar que los candidatos que generan mayor respuesta por parte de
los usuarios son Yolanda Diaz y Santiago Abascal. Del mismo modo, la imagen, y en con-
creto el mundo audiovisual, se convierte en el centro de la comunicacién politica en redes
sociales, relegando al texto a un segundo plano.
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Resum. Una campanya audiovisual: analisi de les eleccions generals de l'any 2023 a les xarxes
socials

Des de ja fa més d’una deécada, les eleccions a Espanya tenen una doble lectura: la que es
fa en el mén real i la que s’extreu de les xarxes socials. La literatura académica sobre aquest
aspecte és dilatada. El present treball té com a objectiu analitzar la presencia dels quatre
candidats principals a les eleccions generals del 23 de juliol de I'any 2023 a la presidencia
del Govern. Per fer-ho, utilitza una metodologia quantitativa amb I'ds d’eines per a la
recollida de dades a les xarxes socials. Entre les principals troballes cal destacar que els
candidats que generen una resposta més gran per part dels usuaris sén Yolanda Diaz i
Santiago Abascal. Aix{ mateix, la imatge, i en concret el mén audiovisual, esdevé el centre
de la comunicacié politica a les xarxes socials i relega el text a un segon pla.

Paraules clau: comunicacié politica; xarxes socials; eleccions generals; imatge
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Abstract. An audiovisual campaign: Analysis of the 2023 general elections on social networks

For more than a decade, elections in Spain have been subject to a double reading, one in
the real world and one extracted from social networks. The academic literature on this
issue is extensive. The aim of this paper is to analyse the presence of the four main candi-
dates for the Presidency of the Government in the general elections of 23 July 2023.
To do so, it employs a quantitative methodology with the use of tools for data collection
on social networks. Among the main findings, it is worth highlighting that the candidates
that generate the greatest response from users are Yolanda Diaz and Santiago Abascal.
Similarly, images, and specifically audiovisuals, become the center of political communi-
cation on social networks, relegating text to a secondary role.

Keywords: political communication; social media; general election; image

1. Introduccién

El 85% de la poblacién espafiola usa las redes sociales de forma regular (We
are social, 2023), lo que las convierte en una herramienta de comunicacién
politica en la sociedad actual.

Ademis, las nuevas generaciones ya no se informan a través de la prensa,
la radio o la television, sino que acuden directamente a las redes sociales. De
hecho, son el medio mds utilizado por los menores de 44 anos para estar
informados (We are social, 2023).

Unido a esto, el panorama politico espafiol, que entre 1982y 2011 se habia
mantenido estable, ha asistido a una serie de transformaciones que han cam-
biado la forma de entender la politica en Espana. En las elecciones generales
del afio 2015 surgieron dos nuevos factores que alteraron este escenario, puesto
que cambiaron el reparto de escafos en el Congreso de los Diputados: 1) apa-
recieron dos nuevos partidos, Podemos y Ciudadanos, y 2) las redes sociales
dejaron de ser un elemento complementario en las campanas electorales para
resultar un factor clave a la hora de atraer a los votantes (Galdon, 2015).

Los comicios de 2019 vuelven a transformar el reparto de escanos. Cae
Ciudadanos (de 57 a 8 escafos) y aparece Vox, un partido de extrema dere-
cha (Ribera y Diaz, 2021). Lagares et al. 2021 y Garcia (2019) sefalan que
esta formacién politica ejerce un gran impacto a nivel electoral y en redes
sociales. Esto se debe a que, durante la tltima década, Instagram se ha conso-
lidado como herramienta de comunicacién politica. Mds concretamente,
algunos autores (Moreno-Diaz, 2022) afirman que fue con las elecciones a la
presidencia de la Comunidad de Madrid (2021) cuando se normalizé su uso.

En el caso de las elecciones generales, celebradas el 23 de julio de 2023, se
presentan cuatro candidatos principales a la presidencia del Gobierno: Pedro
Sénchez Pérez-Castejon (PSOE), Alberto Nunez Feijéo (PP), Santiago Abas-
cal Conde (Vox) y Yolanda Diaz Pérez (Sumar), que emerge como una nueva
fuerza politica que se introduce en estos comicios.

Estas elecciones despiertan un gran interés medidtico, pues ningtn parti-
do obtiene una mayorfa suficiente que le permita gobernar en solitario. Ello,
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unido a la normalizacién del uso de las redes sociales como herramientas para
la comunicacién politica, genera una gran actividad en redes sociales. Ade-
mds, esta campana conlleva la introduccién de TikTok, la red social basada
en la publicacién de videos cortos, cuya duracién no excede los 60 segundos en
el caso de ser creados directamente desde la aplicacién y tres minutos si se
trata de un video subido. Ahora, las campanas no solo se tuitean o se publi-
can en Instagram, sino que también encuentran en TikTok una nueva herra-
mienta para seguir llegando al votante mds joven (Morején-Llamas, 2023).

A partir de ello, el objetivo general de este trabajo es estudiar la influencia
de los principales candidatos a la presidencia del Gobierno en las redes socia-
les mds usadas en Espana. Junto a esto se plantean una serie de objetivos
especificos, como conocer la tipologia de contenido mds empleada por los
candidatos, asi como analizar el impacto que ha tenido TikTok en la campa-
fia electoral de julio de 2023.

2. Marco tedrico

Cada red social se utiliza de distinta manera a la hora de crear el imaginario
de cada candidato (Stier et al., 2018). Por ejemplo, en Twitter el discurso es
mds agresivo (Baladrén-Pazos et al., 2023), muchas veces excesivamente criti-
co y busca la polémica. Sin embargo, en Instagram asistimos a la construc-
cién mds humana y cercana del candidato (Pallarés-Navarro y Zugasti, 2021).
Por su parte, Facebook, al igual que Instagram, busca acercar la imagen del
candidato a la ciudadania (Rullo y Nunziata, 2023). Ademis, los cédigos de
conducta son distintos en cada red social, de tal manera que se construye la
imagen del candidato como un agregado de lo que muestra en cada una de
ellas (Shulman, 2022). No obstante, todas las redes sociales estin disehadas
con una mecdnica comun: permitir la interactividad entre los usuarios, rom-
piendo la unidireccionalidad de la web 1.0 (Berrocal et al., 2012).

En Espana ya se empez6 a vislumbrar el potencial de las redes sociales, mds
concretamente de Twitter, en la politica en las elecciones municipales y auto-
némicas del Pais Vasco y Galicia en 2009 y Cataluna en 2010 (Rodriguez y
Urefa, 2011; Criado et al., 2012). Sin embargo, su uso, tal y como lo enten-
demos en la actualidad, comenzé a implementarse a partir de los comicios
celebrados en 2011 (locales, autonémicos y generales), promovido y magnifi-
cado por el triunfo obtenido por Barack Obama en las elecciones a presidente
de los Estados Unidos en 2008 (Castells, 2009; Tumasjan et al., 2010; Rodri-
guez y Urena, 2011; Benitez, 2012; Adams y McCorkindale, 2013).

2.1. Del texto a la imagen

Los primeros estudios sobre comunicacién politica en redes sociales se centra-
ban en Twitter y el contenido creado por los politicos (Campos-Dominguez,
2017; Delany, 2008; Flores, 2009; Pano y Mancera, 2014; Mancera y Pano,
2013), asi como en aspectos como la polarizacién politica (Guess et al., 2023;
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Barberd y Rivero, 2012; Mousavi y Gu, 2014; Cruzd, 2012). Posteriormente
cambiaria el foco, lo que dio preponderancia a la propia imagen en Twitter
(Ruiz del Olmo y Bustos Diaz, 2016, 2020; Bustos Diaz y Ruiz del Olmo,
2016, 2018; Quevedo-Redondo et al., 2016). Tras la aparicién de Instagram
y su impacto en la sociedad, la comunicacién politica pas6 a concentrarse en
esta red social. Diversos autores la consideran una evolucién natural como
herramienta electoral (Bustos et al., 2023; Ferré y Codina, 2022; Gamir-Rios
et al., 2022a; Quevedo-Redondo y Portalés-Oliva, 2017), y su éxito ha que-
dado patente tras cada comicios (Gamir-Rios et al., 2022b).

La imagen, y lo que se transmite con ella, es un elemento clave en la comuni-
cacién politica. Trabajos como el elaborado por Lépez-Marcos y Vicente-Fer-
nindez (2023) apuntan los aspectos de mayor preponderancia en lo que respecta
a la imagen que se busca transmitir desde el perfil de los candidatos: carcter per-
sonal, afable, distendido e informal. En el uso politico de Instagram, retomando
la idea de emplear imdgenes en los perfiles para hacer mds cercanos a los politicos
(Pallarés-Navarro y Zugasti, 2021), se acenttia el candidato como individuo, mds
que la ideologia o el simbolismo del partido al que pertenece (Pineda et al., 2020).

Morejon-Llamas (2023) sitda el salto de la politica a Instagram en 2021,
tras un periodo inicial de adaptacién en 2020. Esto coincide con lo que sefala-
ba Moreno-Diaz (2022) al mostrar c6mo, en las elecciones a la presidencia de
la Comunidad Auténoma de Madrid, Instagram pasé a ser una pieza clave en la
comunicacién politica en Espafa. Con anterioridad a esto, existia una brecha
entre la forma de gestionar la comunicacién por parte de los partidos tradicio-
nales (PP y PSOE) frente a los que emergieron en 2015 (Podemos y Ciudada-
nos), es decir, las formaciones surgidas a partir de 2015 posefan un equipo
con mejor preparacién y una estrategia mds clara en redes sociales. No obstan-
te, ya en esta gestién inicial se puede observar una preponderancia de la perso-
nalizacién en el contenido de las publicaciones (Ferré-Pavia y Codina, 2019).

En la actualidad también se debe prestar atencién a TikTok, otra red
social basada en lo visual, mds concretamente videos, dado que su uso entre
los jévenes es cada vez mayor (Morejon-Llamas, 2023; Cervi y Marin-Lladé,
2021a). A pesar de que los partidos politicos han empezado a usar TikTok
con frecuencia, lo hacen empleando las mismas estrategias utilizadas en Face-
book o Twitter durante afos. Esto es, como un canal unidireccional en el que
no existe interaccion entre el usuario y el partido (Cervi et al., 2023). Ade-
mds, los contenidos que mds éxito tienen, en términos de alcance, son los
vinculados a la critica al rival (Morején-Llamas, 2023), hecho que se repite
desde hace anos (Ruiz del Olmo y Bustos Diaz, 2016).

En cuanto a la forma en la que la sociedad participa en la politica en redes
sociales Lagares-Diez et al. (2022), basindose en Onfate y Lépez-Lépez
(2020), observan que los votantes que mds presencia tienen en las redes socia-
les son los de Vox y Podemos. Este hecho, segtin los mismos autores, no varié
con la pandemia y se sostuvo en el tiempo, lo que permite establecer el con-
cepto de «audiencia partidista» (Lagares-Diez et al., 2022: 280). Junto a esto,
los usuarios buscan en el debate politico «Desarrollar habilidades civicas,
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aprender, disfrutar de deliberaciones publicas o privadas, reducir la desinfor-
macién y persuadir y ser persuadido» (Goyanes et al., 2023).

2.2. Polientretenimiento y movimientos populistas

Senala Berrocal et al. (2021: 23) que «El polientretenimiento es un fenémeno
que se ocupa de la comunicacién politica del entretenimiento en cuanto a su
produccidn, difusién y captacion en sus diferentes formatos». En este contex-
to, los autores indican que dicho concepto conlleva la celebritizacién de los
politicos y destacan que las redes sociales desempefian un papel fundamental
en la difusién de esta clase de comunicacién politica.

En este escenario, distintos estudios vinculan dicho fenémeno al auge del
populismo, que en las redes sociales ha encontrado un vehiculo de difusién
para llegar a un gran niimero de usuarios (Cervi et al., 2023; Prior, 2021).

Sobre el comportamiento de los lideres politicos en las redes sociales, se
ha hecho hincapié en la evolucién de la tipologia de contenidos. Sin embar-
go, otro hecho que ha recibido mucha atencién por parte de la academia es
saber qué tipo de discurso tiene mayor éxito entre los votantes. Fenoll (2022),
en su investigacién centrada en Facebook, advierte que los discursos populis-
tas tienen un mayor éxito que otro tipo de narrativas.

Crabtree (1997: 97) define que los lideres populistas son «figuras politicas que
tratan de obviar las instituciones existentes, de cuestionar el szatu quo y de legiti-
marse a través de su relacion directa con el pueblo». En el presente trabajo, acorde
con esta definicién y con literatura académica anterior (Ribera y Diaz, 2021;
Agustin, 2024), se consideran populistas los lideres de Vox y de Sumar, si bien
ambas fuerzas politicas estdn situadas en ideologfas completamente opuestas.

3. Metodologia

Como ya se advertia en la introduccién de este trabajo, el objetivo general del
presente articulo es estudiar la influencia de los principales candidatos a la
presidencia del Gobierno en las redes sociales mds usadas en Espafa: Insta-
gram, Facebook, TikTok y Twitter.

Adicionalmente se plantean una serie de objetivos especificos. En primer
lugar, conocer la tipologia de contenido mds empleada por los candidatos. Por
otro lado, analizar el impacto que han tenido los perfiles de los principales can-
didatos a la presidencia del Gobierno en TikTok en la campana electoral de
julio de 2023. En este caso, se propone el siguiente objetivo secundario: cono-
cer si los lideres politicos populistas tienen mayor éxito en las redes sociales.

Finalmente, este estudio parte de la siguiente hipétesis: la imagen se ha
convertido en el centro de la comunicacién politica en redes sociales.

3.1. Método y herramientas

Este articulo se fundamenta en una perspectiva cuantitativa que muestre y
evidencie el niimero y la naturaleza de las interacciones en Facebook, Insta-
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gram, Twitter y TikTok de los politicos espafoles. En este sentido, pretende
conocer los hechos reales tal y como se dan objetivamente, tratando de sena-
lar sus caracteristicas comunes con otros hechos semejantes, sus origenes y sus
consecuencias (Ruiz Olabuénaga, 2012). Busca determinar las caracteristicas
externas generales de una poblacién basindose en la observacién de muchos
casos individuales (Sierra, 1998).

En concreto, este trabajo emplea el software Fanpage Karma, una herra-
mienta en linea para el monitoreo de redes sociales que ha sido utilizada y
validada en numerosos estudios de investigacién para realizar el anilisis de
redes, por ejemplo, los de Mdrquez-Dominguez y Lopez-Lépez (2017), entre
otros muchos, con el eje comun del andlisis cuantitativo (Bustos Diaz et al.,
2023; Bustos Diaz y Ruiz del Olmo, 2021; Martinez-Sdnchez et al., 2021;
Caballero-Escusol et al., 2021).

Hasta ahora, los estudios indicados no analizan TikTok usando esta herra-
mienta. En este sentido, cabe destacar que los datos ofrecidos por Fanpage
Karma contienen menos informacién que en el caso del resto de redes sociales,
no obstante, permiten ver la importancia que estd adquiriendo esta red social en
comunicacion politica. Por ejemplo, en el caso de Facebook, Instagram o X,
Fanpage Karma ofrece un anlisis de la frecuencia de publicacién, de donde se
pueden extraer los datos de las principales publicaciones o la matriz de actividad,
que no estd presente en TikTok. No obstante, todos los pardmetros estdndar de
medicién (nimero de publicaciones, seguidores, etc.) si que estdn presentes.

3.2. Descripcion de las variables

Para poder comprender los resultados, a continuacién se pasa a describir cada
una de las variables que se han considerado para realizar este estudio.

Tabla 1. Descripcion de las variables del estudio

Variables comunes en Facebook, Descripcién de la variable

Instagram, Twitter (X)

Crecimiento de seguidores (en %) Cambio porcentual en el niUmero de seguidores
o fans en el periodo seleccionado.

Tasa de interaccion de las publicaciones Promedio de interacciones en publicaciones por
seguidor por publicacion.

Numero de publicaciones Numero total de publicaciones, videos, tuits,

pines, etc. realizados en el periodo
seleccionado.

Crecimiento de seguidores (absoluto) Aumento o disminucién del nimero de
seguidores o fans en el periodo seleccionado.

Numero de reacciones, comentarios y Total de «me gusta», «<me encanta», reacciones,

comparticiones comentarios, pines, acciones compartidas, etc.

de todas las publicaciones en el periodo
seleccionado.

Compromiso Promedio de interacciones en publicaciones por
seguidor por dia.

Fuente: Fanpage Karma.
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El compromiso (engagement) muestra cudnto anima un perfil a los usua-
rios a interactuar. Dado que todos los datos utilizados son publicos y las inte-
racciones estdn estandarizadas en funcién de la cantidad de seguidores, pue-
des usar este indicador para comparar el éxito de perfiles de diferentes
tamafos y todos los competidores.

El compromiso estd estrechamente relacionado con la tasa de interaccién
de las publicaciones, que es el niimero de interacciones dividida entre el nime-
ro de seguidores. Es importante tener en cuenta que la media se calcula por
publicacidn, a diferencia del compromiso, que se calcula por dfa. Por lo tanto,
el compromiso se ve afectado positivamente cuando un perfil publica con més
frecuencia, pero no sucede asi con las interacciones de las publicaciones. El
compromiso muestra la efectividad del perfil y la interaccién de las publicacio-
nes muestra la calidad de las mismas. Si el compromiso es bajo, pero la inte-
raccién de las publicaciones es alta, entonces el perfil deberfa publicar con més
frecuencia para aprovechar la buena calidad de las publicaciones.

Tabla 2. Descripcion de la tipologia de contenido publicado segun la red social

Tipologia de Descripcion Facebook Instagram Twitter
publicacién
Imagenes Publicaciones basadas en imagenes. v v v
Pueden tener un texto asociado.
Videos Publicaciones que son de naturaleza de v v v
video. Pueden tener un texto asociado.
Reel Los reels son videos cortos que puedes v
crear y ver con facilidad en Instagram.
Carrusel Conjunto de imagenes publicadas en la v
misma entrada.
Texto Publicacion donde el texto no va v v
acompanfado de ningun soporte audiovisual.
Enlace La publicacién se basa en una URL. v v
Enlace + video  Un video acompafado de una URL. v
Enlace + imagen Una imagen acompafada de una URL. v

Fuente: elaboracién propia.

3.3. Procedimiento

Este trabajo gira en torno a las elecciones generales celebradas en julio de 2023.
Por ello, cabe destacar los siguientes aspectos clave. En primer lugar, la muestra
objeto de estudio se centra en la campana electoral. La Ley Orgdnica 5/1985, de
19 de junio, del Régimen Electoral General, establece un periodo de 15 dias para
las campanas electorales, de modo que cualquier tipo de acto de este tipo debe
acabar el difa antes de los comicios, lo que se conoce como «jornada de reflexién».
En este sentido, el Real Decreto 400/2023, de 29 de mayo, de disolucién del
Congreso de los Diputados y del Senado y de convocatoria de elecciones, esta-
blece que la campana electoral durard quince dias, comenzando a las cero horas
del viernes 7 de julio y finalizando a las veinticuatro horas del viernes 21 de julio.
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Una vez definido el periodo de andlisis y establecidas las variables (que se
pueden consultar en el apartado anterior), se pasé a verificar las cuentas en
redes sociales de los principales candidatos a las elecciones. Ello implica lo
siguiente: por un lado, nutrir a este estudio de las cuentas oficiales, por otro,
establecer qué candidatos iban a incluirse dentro del andlisis. A partir de los
resultados electores del 23 de julio, se ha optado por analizar a los cuatro can-
didatos que mayor nimero de diputados y diputadas han obtenido: Alberto
Nunez Feijoo (PP), Pedro Sdnchez Pérez-Castejon (PSOE), Yolanda Diaz
Pérez (Sumar) y Santiago Abascal Conde (Vox).

Finalmente, cabe destacar que desde el 24 de julio de 2023 la red social
Twitter ha pasado a ser conocida como X, si bien, tanto en su dominio web
(<https://about.twitter.com/es>) como en la descripcién de su pdgina corpo-
rativa, se sigue identificando como Twitter. Por lo tanto, para mantener la
coherencia en este trabajo, se indicard de aqui en adelante como Twitter (X).

Figura 1. Captura de pantalla de Twitter tras el cambio a X
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Inicio
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X
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X @

how often do you guys think about the roman empire

Fuente: Twitter (X).

4. Resultados

Para poder comprender el alcance de las campafias en redes sociales, esta prime-
ra parte de los resultados se centra en mostrar una radiografia general de tres de
las cuatro redes sociales objeto de estudio: Facebook, Instagram y Twitter (X).
Dado que TikTok es una herramienta emergente y no todos los candidatos tie-
nen una cuenta oficial en ella, se abordard en el punto 3.4 de forma exclusiva.
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Tabla 3. Variables comunes en Facebook, Instagram y Twitter

Crecimiento Tasade Numero  Crecimiento Numero de Compromiso
de interaccion de publica- de reacciones, (en %)
seguidores de las publi- ciones seguidores comentarios
(en %) caciones (absoluto) ycomparti-
(en %) ciones

Facebook desde el 7 hasta el 21 de julio de 2023
Alberto Nufiez

Feiféo 2,58% 2,73% 33 1.883 66.719 6,01%
Ezzfgzz;’;z 0,62% 1,12% 34 2.507 153.835 2,53%
iﬁzts'iglc’(:on ge  1448% 1,08% 81 7.950 472.144 5,81%
YolandaDiaz 4 449, 2,12% 41 4.791 123.956 5,8%

Pérez

Instagram desde el 7 hasta el 21 de julio de 2023
Alberto Nufiez

Feiibo 8,97% 5,15% 41 11.192 276789  14,07%
ﬁ:?gggiggj‘sﬁ 4,12% 3,99% 18 14983 266958  4,79%
;g'rae'z‘da Diaz 7,18% 54 - 1100872 25.83%
Santiago 2,27% 2,4% 77 19.405  1.597.862  12,33%

Abascal Conde
Twitter (X) desde el 7 hasta el 21 de julio de 2023
Alberto Nuiez

Feiibo 7,01% 1,71% 102 11.315 295855  11,64%
2:?;2222%}% 0,94% 0,92% 42 16.669  691.866  2,59%
igggggloCon go  124% 0,13% 285 9.435 272,257 2,38%
Yolanda Diaz 2,44% 0,44% 237 1.4535 622.606 6,88%

Pérez

Fuente: Fanpage Karma.

En primer lugar, cabe destacar que Alberto Nufez Feijéo es el candidato
que mds crecimiento de seguidores (porcentualmente) muestra durante toda
la campana en Twitter (X) e Instagram y, ademds, de forma muy acusada res-
pecto al resto de candidatos: en el caso de Instagram, Feijéo obtiene un creci-
miento del 8,97% frente al 4,12% de Pedro Sinchez Pérez-Castejon vy al
2,27% de Santiago Abascal Conde. Yolanda Diaz Pérez se mantiene igual
durante toda la campana. En el caso de Twitter (X), se replica este resultado
con un crecimiento del 7,01% para Alberto Nufez Feijéo, seguido de un
2,44% para Yolanda Diaz Pérez, un 1,24% para Santiago Abascal Conde y
un 0,94% para Pedro Sinchez Pérez-Castején. Solo en el caso de Facebook,
Yolanda Diaz Pérez es la candidata que mds crecimiento muestra, con un
3,41%; seguida de Alberto Nunez Feijoo, con un 2,58%; de Santiago Abascal
Conde, con un 0,62%, y de Pedro Sdnchez Pérez-Castejon, con un 0,62%.
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Por otro lado, se asiste a un fenémeno llamativo que ha sido tratado por
la literatura académica, y es que publicar una gran cantidad de entradas e
imdgenes (dependiendo de la red social a la que nos estemos refiriendo en
cada momento) no estd directamente vinculado a tener un mayor o menor
impacto en las redes sociales.

Siguiendo esta linea argumental, se puede apreciar que, en la mayoria de
las ocasiones, los candidatos que mds publican no son los que mds reacciones,
comentarios y comparticiones (las tres funciones bésicas de interactividad que
ofrecen las redes sociales estudiadas) generan. En el caso de Facebook, destaca
que Pedro Sdnchez Pérez-Castején, con 34 publicaciones durante la campa-
fia, ha generado un total de 153.835 reacciones; no obstante, Yolanda Diaz
Pérez, con 41, ha provocado un total de 123.956 reacciones. En el caso de
Alberto Nunez Feijéo es todavia mds evidente, dado que, con una publica-
cién menos que Pedro Sdnchez Pérez-Castejon (33), no alcanza la mitad de
las reacciones que obtiene el lider socialista (66.719). Por tltimo, sobre esta
red social, cabria destacar que Santiago Abascal Conde si que obtiene un
namero significativo de reacciones (472.144), con un niimero muy elevado
de publicaciones (81).

Esta tendencia se revierte en Instagram, donde los usuarios premian el
compromiso del candidato con la actualizacién de su perfil. En este caso,
el candidato del Partido Popular y el del Partido Socialista son los menos par-
ticipativos durante la campana, con 41 y 18 publicaciones respectivamente.
Ello lleva a que el primero genere un total de 276.789 reacciones, y el segun-
do, 266.958 reacciones. Si bien aqui es evidente que Pedro Sdnchez
Pérez-Castejon ha conseguido generar un mayor impacto con un nimero
menor de publicaciones si se compara con el resto, es evidente el cambio de
tendencia respecto a Facebook y Twitter (X). Asi, Yolanda Diaz Pérez genera
un total de 1.100.872 reacciones con 54 publicaciones y Santiago Abascal
Conde genera 1.597.862 de reacciones con 77 publicaciones durante la cam-
pana electoral.

En relacién con lo anterior, Pedro Sdnchez Pérez-Castejon es el candidato
que mds reacciones genera en Twitter (X), dado que con 42 tuits se producen
un total de 691.866 reacciones; seguido por Yolanda Diaz Pérez, que alcan-
za un total de 622.606 reacciones con 237 tuits; Alberto Nufez Feijéo, con
295.855 reacciones tras 102 tuits, y Santiago Abascal Conde, con 272.257
reacciones con un total de 285 tuits. En este caso, el candidato que mds ha
publicado es el que menos reacciones ha generado.

4.1. Facebook

Este articulo gira en torno a la evolucién que la comunicacién politica hace
de las redes sociales. Para ello se analizard la frecuencia y la tipologia de publi-
cacién en cada una de ellas.
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Tabla 4. Tipologia de publicaciones y frecuencia de publicacién en Facebook

Candidato Frecuencia: Imagenes Video Texto Enlaces
publicacién por dia

Alberto Nufez Feijoo 2,3 23 10 1 0

Pedro Sanchez Pérez-Castejon 2,3 6 23 2 4

Santiago Abascal Conde 55 20 60 0 2

Yolanda Diaz Pérez 2,7 12 25 0 4

Fuente: Fanpage Karma.

Como se puede apreciar en la tabla 4, los lideres de los partidos populis-
tas, Yolanda Diaz Pérez y Santiago Abascal Conde, son aquellos que mayor
frecuencia de publicacién muestran. Este hecho, y para evitar caer en la
redundancia, se repite en todas las redes sociales analizadas durante la campa-
fia electoral.

Junto a esto, y entrando en la parte mds cuantitativa, se puede observar la
preponderancia de lo audiovisual sobre el texto. De hecho, Santiago Abascal
Conde y Yolanda Diaz Pérez no publican contenido que no venga acompa-
fiado por imagen o video. Finalmente, otro dato a tener en cuenta es que
Alberto Nunez Fejiéo es el tnico candidato que publica mds imdgenes
que videos.

4.2. Instagram

Tabla 5. Tipologia de publicaciones y frecuencia de publicacion en Instagram

Candidato Frecuencia: Imagenes Carrusel Reel
publicacién por dia

Alberto Nufiez Feijéo 2,8 6 30 6

Pedro Sanchez Pérez-Castejon 1,3 1 0 18

Santiago Abascal Conde 51 5 32 40

Yolanda Diaz Pérez 3,7 2 8 45

Fuente: Fanpage Karma.

Del uso que los candidatos han realizado de Instagram, cabe destacar dos
cuestiones. Si bien Instagram se constituye como la red social de la fotografia,
lo cierto es que se observa un cambio de tendencia donde se pone en valor el
material audiovisual respecto a la imagen. En este sentido, los reels, una herra-
mienta de Instagram que permite crear y compartir videos de 15 segundos
con audio y efectos, se imponen al resto de opciones que ofrece esta red social.

En cifras, Yolanda Diaz Pérez, con 45 reels publicados, es la candidata que
mids ha usado este tipo de publicaciones; seguida de Santiago Abascal Conde,
con 40. En tercera posicién se encuentra Pedro Sdnchez Pérez-Castején, con
18 reels, y en ultimo lugar, Alberto Nufez Feijéo, con 6.

Si bien la estrategia del candidato de Vox ha sido ser el mds activo en Ins-
tagram junto a Yolanda Diaz Pérez, los lideres de partidos tradicionales como
Alberto Nunez Feijéo y Pedro Sdnchez Pérez-Castején parecen haber optado
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por una postura mds conservadora. No obstante, y tal y como recoge el portal
Statista (2024), Instagram es la red social mds utilizada por los usuarios espa-
fioles, con un 66% sobre el total de personas que tienen redes sociales. A
modo de conclusién precoz, se debe de replantear la estrategia, pues los
votantes la usan cada vez mis.

4.3. Twitter (X)

En el caso de la red social Twitter (X), los datos arrojados por la herramienta
descrita en el apartado de metodologia permiten al investigador abordar el
fenémeno desde dos perspectivas, ofreciendo una visién mds completa sobre
el uso que hacen los politicos de esta red social durante la campana.

Tabla 6. Tipologia de publicaciones y frecuencia de publicaciéon en Twitter (X)

Candidato Frecuencia: Iméagenes Video Enlace Texto Enlaces Enlace +

publicacion y video imagen
por dia

Alberto Nufiez 6,9 57 0 0 20 19 7

Feijoo

Pedro Sanchez 2,9 23 0 0 4 12 5

Pérez-Castején

Santiago 19,8 31 16 9 189 29 23

Abascal Conde

Yolanda Diaz 15,2 89 0 0 97 32 10

Pérez

Fuente: Fanpage Karma.

Como se puede observar en la tabla 6, al igual que en los casos anteriores,
existe una prevalencia notable de la imagen respecto al resto de formas de
comunicacion. Y, al igual que en el caso de Instagram o Facebook, la estrate-
gia de los lideres de partidos tradicionales espanoles muestra cierto paralelis-
mo, al igual que en el caso de los lideres de Sumar y Vox.

En primer lugar, la frecuencia de publicacién de Yolanda Diaz Pérez y
Santiago Abascal Conde, de 15,2 y 19,8 tuits por dia respectivamente, es
notablemente mds elevada que en el caso de Alberto Nufiez Feijéo y Pedro
Sdnchez Pérez-Castejon, con 6,9 y 2,9 tuits por dia respectivamente.

Ademds, tanto en el caso de Alberto Nufez Feijéo como en el de Pedro
Sénchez Pérez-Castejon, el porcentaje mayor de publicaciones se centra en las
imdgenes, en el caso del lider del PP con un 57% del total de tuits y en el caso
del lider socialista, con un 52% de los mismos.

Por otro lado, en el caso de Yolanda Diaz Pérez y Santiago Abascal Conde,
destaca el gran nimero de tuits con solo texto que han publicado durante la
campana, esto es, 189 en el caso del lider de Vox y 97 en el caso de la lider de
Sumar. No obstante, si se elimina el niimero de tuits de solo texto, la tipolo-
gfa mds usada es la imagen, con un 29% en el caso de Santiago Abascal Conde
y un 68% en el caso de Yolanda Diaz Pérez.
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Finalmente, y como se apuntaba al principio de este apartado, de la red
social Twitter (X) se pueden hacer dos lecturas: la que se ha realizado de
acuerdo con el resto de las redes sociales y la que se recoge en la tabla 7.

Tabla 7. Tipos de publicacion en Twitter (X)

Candidato Respuesta Contenido Contenido nuevo
a otros compartido

Alberto Nufez Feijéo 1 (1%) 20 (19,4%) 82 (79,6%)

Pedro Sanchez Pérez-Castejon 1(1%) 3 (6,8%) 40 (90,9%)

Santiago Abascal Conde 40 (13,5) 225 (75,8%) 32 (10,8%)

Yolanda Diaz Pérez 29 (12,7%) 83 (36,4%) 116 (50,9%)

Fuente: Fanpage Karma.

Aunque estos datos no se pueden extrapolar al resto de redes sociales, si los
analizamos en el contexto de lo que implican estas, muestran que existe una
tendencia, por parte de la gestion de la comunicacién de los politicos en redes
sociales, a ejercer una funcién unidireccional de la comunicacién, en lugar de
ser un espacio para interactuar y crear debate. En este sentido, la mayor parte
del contenido publicado en la red social Twitter (X) por parte de los cuatro
candidatos objeto de estudio es nuevo o compartido de otra cuenta. Por lo que
respecta a la categoria de respuesta a otros, en el caso de Alberto Nunez Feijéo y
de Pedro Sdnchez Pérez-Castejon, el porcentaje se sitda en un 1% para ambos,
y en el caso de Santiago Abascal Conde y Yolanda Diaz Pérez, este se eleva hasta
el 13,5% en el caso del lider de Vox y del 12,7% en el caso de la lider de Sumar.

4.4. TikTok

En primer lugar, sobre esta red social, cabe destacar que solo Yolanda Diaz
Pérez y Santiago Abascal Conde tienen cuenta en ella. En el caso del resto de
candidatos, los partidos a los que representan si poseen una cuenta, pero a
titulo individual no han creado ningan perfil.

Tabla 8. Resumen de actividad en TikTok (X)

Candidato  Publicaciones Crecimiento Tasa de Numero de Compromiso
por dia de seguidores interaccion reacciones,
(en %) de las comentarios y
publicaciones comparticiones
Santiago
Abascal 1,4 34,95% 18,17% 197.623 26,65%
Conde

Yolanda Diaz

. . 1,6 - 14,31% 145.661 23,85%
Pérez Pérez

Fuente: Fanpage Karma.

En primer lugar, tanto Diaz como Abascal tienen una frecuencia de publi-
cacién durante la campana electoral superior a un video diario. Otro dato
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para considerar es que se trata de la red social que muestra una tasa de inte-
raccién de las publicaciones més elevada de todas las analizadas.

En el caso del lider de Vox, alcanza el 18,7%, y en el caso de la lider de
sumar, el 14,31%, cifras que estdn muy por encima de la media que se puede
observar en la tabla 3. Finalmente, en lo que respecta al nimero de comenta-
rios y de reacciones generadas, se puede observar que en ambos casos han
despertado un interés relativamente amplio entre sus seguidores.

5. Discusidén y conclusiones

El objetivo general de este articulo consiste en estudiar la influencia de los
principales candidatos a la presidencia del Gobierno en las redes sociales més
usadas en Espafa. Sobre este objetivo cabe destacar lo siguiente a raiz de los
datos presentados en el apartado de resultados:

a) Los lideres politicos espanoles muestran una alta actividad en las prin-
cipales redes sociales usadas por los ciudadanos espanoles, esto es,
Facebook, Instagram y Twitter.

b) Pérez-Curiel y Garcia-Gordillo (2019) ya apuntan en sus conclusiones
que, frente a la necesidad de los politicos de realizar un discurso critico
para debatir o generar interés dentro de la comunidad de redes sociales,
aquellos estdn centrados en conseguir votos. Esto es, se busca mantener
una estrategia unidireccional con el objetivo de obtener la mayor canti-
dad de influencia posible (Chaves-Montero, 2023). En esta investiga-
cién se refuerza esta idea, pues los porcentajes de interactividad son real-
mente bajos, tal y como se puede comprobar en el apartado de resultados.

Se ha identificado que, en funcién de su tipologia, los partidos politicos
act@an de manera distinta en las redes sociales. Esto es, los lideres de partidos
tradicionales, Alberto Nufiez Feijéo y Pedro Sdnchez Pérez-Castejon, tienen
una estrategia que se centra en realizar una cantidad de publicaciones mds
baja que en el caso de los lideres de partidos de cardcter mds populista, como
Santiago Abascal Conde y Yolanda Diaz Pérez, cuya actividad es mucho mis
elevada en comparacién con aquellos.

De hecho, este tltimo punto introduce uno de los objetivos especificos plan-
teados en el presente trabajo. A saber: conocer si los lideres politicos populistas tie-
nen mayor éxito en redes sociales. Esto parte del trabajo de Fenoll (2022), que ya
indica que los discursos populistas tienen un mayor éxito que otro tipo de narrati-
vas, al menos el autor lo recoge asi en su investigacion centrada en Facebook. Sobre
este objetivo, cabe destacar que, de acuerdo con Fenoll (2022), los lideres populis-
tas tienen un mayor éxito en las redes sociales. Sin bien dicho autor solo se centra
en Facebook, este estudio analiza el niimero de reacciones que generan entre los
usuarios los principales lideres politicos espafoles y en las principales redes socia-
les, y se puede concluir, a partir de las tablas 3 y 8, que los lideres que mds éxito
tienen entre los usuarios son Yolanda Diaz Pérez y Santiago Abascal Conde.
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Por otro lado, se planteaba analizar el impacto que han tenido los perfiles
de los principales candidatos a la presidencia del Gobierno en TikTok en la
campana electoral de julio de 2023. Sobre este punto, cabe destacar dos cues-
tiones. En primer lugar, solo los lideres de Sumar y Vox tienen cuenta en esta
red social, hecho que expande la propuesta de Fenoll (2022). Por otro lado,
se observa una gran interactividad y participacién por parte de Yolanda Diaz
Pérez y Santiago Abascal Conde en ella.

Uno de los grandes puntos a favor de la red social TikTok es que ha conse-
guido transformar, de forma positiva, la implicacion de los politicos y cambiar
el paradigma respecto al resto de las redes sociales, lo que se puede observar en
la variable acerca de la tasa de interaccidn de las publicaciones. En este sentido,
las diferencias entre los candidatos no son destacables, a excepcién de Yolanda
Diaz Pérez en Instagram, donde consigue una interaccién del 7,18%, dos
puntos mds que el siguiente candidato. Sin embargo, estos datos son muy
reveladores. Por un lado, muestran que, pese a que las redes sociales nacen con
el objetivo de fomentar la interactividad, esta sigue siendo realmente baja entre
los politicos y la ciudadania. Por otro lado, como se puede comprobar en el
apartado 3.4 de los resultados, esta tendencia cambia en la red social TikTok.

Junto a esto, el presente estudio plantea la siguiente hipétesis: la imagen
se ha convertido en el centro de la comunicacién politica en las redes sociales.
Sobre esta hipétesis, cabe sefialar que se corrobora de acuerdo con los estu-
dios previos que abordan esta premisa (Ruiz del Olmo y Bustos Diaz, 2016,
2020; Bustos Diaz y Ruiz del Olmo, 2016, 2018; Quevedo-Redondo et al.,
2016). Ademds, destacan dos hechos vinculados a esta hipdtesis y su impacto
a nivel académico:

a) Moreno-Diaz (2022) apunta que Instagram se estd convirtiendo en
una red complementaria que forma parte de una estrategia conjunta.
A partir del andlisis efectuado en este trabajo y expuesto en la parte de
resultados, Instagram ha pasado de tener un cardcter complementario
a ser la herramienta principal en campafa electoral.

b) Existe una evolucién sobre la hipétesis de la preponderancia del uso
de la imagen en redes sociales, y es que estd derivando hacia un con-
texto mds audiovisual. Incluso en la red social Instagram, cuyo princi-
pal elemento es la imagen, adquieren una mayor importancia aquellos
elementos que tienen un cardcter audiovisual, como los reels.

Finalmente, a partir de todo lo analizado, se puede concluir que la politi-
ca actual sigue la tendencia de polientretenimiento que define Berrocal et al.
(2021), y las redes sociales resultan un canal esencial en este escenario.

5.1. Futuras lineas

Este trabajo presenta una serie de resultados vinculados a las métricas cuanti-
tativas que ofrece cada una de las distintas redes sociales. Si bien estos datos
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permiten comprender la dimensién y el impacto de las redes sociales como
herramienta de comunicacién politica, de cara a futuras investigaciones, seria
interesante abordar un andlisis de contenido de las principales publicaciones
de los candidatos en cada una de las redes sociales. Ello permitiria conocer
algunos elementos clave, por ejemplo, si los lideres de las diversas formacio-
nes son participes de la polarizacién politica y en qué grado. También, como
apunta Haman (2023), seria interesante llevar a cabo un estudio mds global y
no centrado solo en los principales candidatos, lo que implicaria estudiar de
forma conjunta a los parlamentarios espanoles.

Como se ha indicado, en esta campana electoral se ha empezado a hacer
uso de TikTok. En futuros trabajos serfa interesante realizar un andlisis de
contenido que pudiera confirmar si su uso, de acuerdo con Cervi et al.
(2023), se centra en la vida personal de los candidatos en lugar de incluir
mensajes y aspectos propios de la comunicacién politica.

Finalmente, de acuerdo con el trabajo de Baviera et al. (2022), es intere-
sante estudiar la influencia de la publicidad de los partidos en los candidatos
en las redes sociales, no solo el contenido orgdnico que se genera por los par-
tidos y los candidatos en las diversas redes sociales.
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Abstract

Based on the hypothesis that independent Mexican digital media outlets are more con-
nected to their audiences than traditional newspapers, the primary objective of this study
is to examine the interactivity proposed and provided to users by these independent
online media outlets. As secondary objectives, we seek to identify trends in the interface
design of the selected media outlets. Lastly, this research aims to compare the levels of
interaction present in the sample. To accomplish this, we analyzed 137 Mexican newspa-
pers from the Sembramedia database (2023), applying an interactivity model according
to the Rodriguez et al. (2012) model, with a previous adaptation done by the authors and
validated through the Kuder-Richardson coefficient (KR20). The main findings reveal
that, while there are high levels of interactivity in terms of information accessibility and
media presence on Web 2.0 platforms, interactivity remains limited when it comes to
user-generated content reproduction, information personalization, and utilization of
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Web 2.0 tools. Consequently, this study concludes that the analyzed independent digital
media outlets still hesitate to relinquish greater control to users. However, their business
model continues to prioritize audience loyalty, increasingly relying on subscriptions and,
to a lesser extent, government advertising. Furthermore, the findings suggest three crucial
factors influencing the evolution of interactivity. Firstly, improving transparency in
media-user communication and facilitating user content publication. Secondly, simplify-
ing access and using intuitive tools may enhance user experience, although it could lead
to a potential reduction in multimedia content. Lastly, restricting media connections
with Web 2.0 platforms suggests centralizing web traffic within the outlet, departing
from external platforms that monopolize advertising investment.

Keywords: interactivity; independent digital newspapers; digital journalism; Mexico; users;
web 2.0

Resum. La interactivitat en els principals mitjans en linia independents de Mexic (2023)

Partint de la hipdtesi que els mitjans digitals independents mexicans estan més connectats
amb les seves audiéncies que els diaris tradicionals, 'objectiu principal d’aquest estudi és
examinar la interactivitat proposada i proporcionada als usuaris per aquests mitjans de
comunicacié en linia independents. Com a objectius secundaris, busquem identificar ten-
deéncies en el disseny d’interficie dels mitjans seleccionats, per la qual cosa aquesta recerca
té com a objectiu comparar els nivells d’interaccié presents en la mostra. Per fer-ho, ana-
litzem 137 diaris mexicans de la base de dades de Sembramedia (2023) aplicant un model
d’interactivitat basat en el de Rodriguez et al. (2012), amb una adaptacié previa realitzada
pels autors a través del coeficient de Kuder-Richardson (KR20). Les principals troballes
revelen que, si bé hi ha alts nivells d’interactivitat en termes d’accessibilitat a la informacié
i preséncia de mitjans en plataformes web 2.0, la interactivitat continua sent limitada pel
que fa als continguts generats pels usuaris, personalitzacié de la informacié i utilitzaci6
d’eines web 2.0. En conseqiiéncia, aquest estudi conclou que els mitjans digitals indepen-
dents analitzats encara dubten a I'hora de cedir un major control als usuaris. No obstant
aixo, el seu model de negoci continua prioritzant la fidelitat de 'audiencia i confia cada
vegada més en les subscripcions i, en menor mesura, en la publicitat governamental.
A més, els resultats suggereixen tres aspectes clau per a 'evolucié de la interactivitat:
transparencia en el contacte entre mitjans i usuaris, facilitant la publicacié de contingut;
simplificacié d’opcions d’accés i eines intuitives per millorar 'experiéncia; i restriccié en
la vinculacié amb plataformes socials de web 2.0, concentrant el transit web en el propi
mitja en lloc d’invertir en plataformes externes que acaparen la publicitat.

Paraules clau: interactivitat; diaris digitals independents; periodisme digital; Méxic; usuaris;
web 2.0

Resumen. La interactividad en los principales medios en linea independientes de México (2023)

Partiendo de la hipétesis de que los medios digitales independientes mexicanos estdn mds
conectados con sus audiencias que los periddicos tradicionales, el objetivo principal de
este estudio es examinar la interactividad propuesta y proporcionada a los usuarios por estos
medios de comunicacién en linea independientes. Como objetivos secundarios, busca-
mos identificar tendencias en el disefio de interfaz de los medios seleccionados, por lo que
esta investigacién tiene como objetivo comparar los niveles de interaccidn presentes en la
muestra. Para ello, analizamos 137 periédicos mexicanos de la base de datos de Sembrame-
dia (2023) aplicando un modelo de interactividad basado en el de Rodriguez et al. (2012),
con una adaptacién previa realizada por los autores a través del coeficiente de Kuder-
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Richardson (KR20). Los principales hallazgos revelan que, si bien hay altos niveles de inte-
ractividad en términos de accesibilidad a la informacién y presencia de medios en platafor-
mas web 2.0, la interactividad sigue siendo limitada en lo que respecta a los contenidos
generados por los usuarios, personalizacién de la informacién y utilizacién de herramientas
web 2.0. En consecuencia, este estudio concluye que los medios digitales independientes
analizados atin dudan a la hora de ceder un mayor control a los usuarios. Sin embargo, su
modelo de negocio sigue priorizando la fidelidad de la audiencia y confia cada vez mds en
las suscripciones y, en menor medida, en la publicidad gubernamental. Ademis, los resul-
tados sugieren tres aspectos clave para la evolucién de la interactividad: transparencia en el
contacto entre medios y usuarios, facilitando la publicacién de contenido; simplificacién
de opciones de acceso y herramientas intuitivas para mejorar la experiencia; y restriccién en
la vinculacién con plataformas sociales de web 2.0, concentrando el trfico web en el pro-
pio medio en lugar de invertir en plataformas externas que acaparan la publicidad.

Palabras clave: interactividad; periédicos digitales independientes; periodismo digital;
México; usuarios; web 2.0

1. Introduction

In Mexico, since 2008, journalists have been banding together to work on
their own as a response to job insecurity in journalistic companies. It was pre-
cisely that year, 2008, when the concept of entreprenecurial journalism was
coined (Manfredi et al., 2015) to designate the set of initiatives led by journal-
ists for the creation of new media that they themselves were promoting.

Although most of these ventures take advantage of the cybersphere, this is
a country with intermediate levels of Internet connection: 8 out of 10 citi-
zens have access to the Internet (INEGI, 2021). Despite the irregular imple-
mentation of the Internet, in Mexico all entrepreneurial media are digital
natives and almost all of them are so-called niche media; that is, they offer
content that differs from other media to occupy their space in a relevant
domain (Albarello, 2020; Dimmick et al., 201 1).’ In the field of journalistic
ventures in Mexico, referents such as Reporte Indigo or Animal Politico
stand out. Since 2000, the first one has marked the true beginning of cyber-
journalism in Mexico. As its creator, Ramén Alberto Garza, defines it, it is a
brainmedia, a medium that calls for thinking differently, in a critical way
(Islas and Arribas, 2008: 100). The latter is notable for its specialization in
data journalism, and in the treatment of issues such as corruption, organized
crime, inequality, discrimination, gender violence or crimes against freedom
of expression, which have earned it a large number of followers and, conse-
quently, allowed it to consolidate as an online medium.

This work is focused on examining an essential characteristic of narratives
in cyberjournalism: interactivity, a differentiating attribute of digital media,
which helps to integrate user participation (Codina, 2017), establishing a
communicative reciprocity (Cabrera, 2010). In the specific case of Mexico,
this factor has remained, together with others, an underdeveloped aspect over
the past two decades (Albarrdn, 2000; Meneses, 2010; Diaz-Cerver6 and
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Barredo-Ibdfiez, 2017). Some publishers perceive interactivity as an unprofit-
able feature (Romero-Dominguez and Sudrez-Romero, 2016), contrary to
what is predicted by the literature, which highlights it as “a source of income”
(Stockmann and Luo, 2017: 193). In the following pages the study seeks to
examine the implementation of interactivity in independent online media in
Mexico based on the Sembramedia catalogue in 2023, an approach that has
not yet been addressed by previous literature.

2. Theoretical framework
2.1. Towards a definition of interactivity in digital media

Interactivity is one of the inherent characteristics of digital media, which
brings as a novelty the establishment of new relationships with audiences
(Cabrera et al., 2019). It has been configured as an essential attribute with the
broad objective of establishing a differentiating role in the communicative
ecosystem (Sixto et al., 2023; Gémez-Garcia and de la Hera, 2023; Lopezosa
et al., 2023). This is characterized by being highly competitive and critical
due both to the overabundance of (dis)information to which users are
exposed daily and to the growth of mistrust towards news outlets (Caled and
Silva, 2022; Ferrara et al., 2020; Rodriguez et al., 2012).

Interactivity is associated with the management of technology and the
uses of the Internet (Jenkins, 2008; Bruns, 2008) and provides different types
of user selection and participation (Codina, 2017; Rost, 2006; Scolari, 2008).
As Kiousis (2002) points out, it is an associated with the context because it is
a “media and psychological factor that varies through communication tech-
nologies, contexts and people’s perceptions” (p. 355).

Researchers agree that interactivity establishes a multidirectional communi-
cation process, because it makes possible the interaction of the user with sup-
port, with other users, and with informants (Barredo-Ibdnez, 2021; Arrojo,
2008; Martinez, 2005; Rost, 2006), thus allowing “reciprocal communication”
(Cabrera, 2010: 169). In this framework, Rost (2006) described interactivity as
the “gradual and variable capacity” provided by a means of communication to
generate different degrees of participation by its audiences. Thus, he distin-
guishes two types of interactivity: communicative and selective (p. 12).

Communicative interactivity refers to the possible dialogue between the
user and journalists and the user with other users, as well as the generation of
content by them, such as from comments (Santana, 2014; Sal Paz, 2013).
These contributions have provoked a challenge in terms of the moderation of
news outlets, especially for those abusive or offensive comments that go
against journalistic values and constructive dialogue (Junestrém, 2019). Years
ago, authors such as Montana et al. (2013) had already alerted to this danger,
due to the need to establish more effective forms of regulation. Despite the
fact that comments are the fastest way for journalists to generate direct inter-
action with users, they constitute a mechanism that is rarely used by reporters



Interactivity in the principal independent online media in Mexico (2023) Analisi 70, 2024 63

— in the framework of Latin American journalism — for reasons such as the
lack of time and personnel to moderate them, the cost of storing them or
the perceived aggressiveness towards them or their contributions (Barredo-
Ibdfiez et al., 2020; Herndndez, 2016; Montafa et al., 2013).

However, thanks to this type of interactivity, users can express their opin-
ions, engage in conversations with broadcasters and other users, and even
create journalistic pieces for the outlet (Rodriguez et al., 2012). These
dynamics require a greater effort and a more active involvement on the part
of consumers, therefore, for Scolari (2008), it is the most active and critical
users who take advantage of these spaces.

Communicative interactivity has been transforming the production rou-
tines of the media. Encouraging the co-creation of content is crucial for the
digital ecosystem (Sixto et al., 2023), by helping to build audience loyalty
(Pinto et al., 2018). Barredo-Ibdfnez (2021) points out that interactivity, in
fact, has been the main argument of social networks to monopolize advertis-
ing investment resources. In this sense, the media do not depend only on
themselves to disseminate their content and achieve the desired positioning
in the complex digital environment: prosumers play a leading role in dissem-
ination (Caled and Silva, 2022), but the interrelationships between “algo-
rithms, automation and news” also play a role (Sixto et al., 2023: 1324).

Despite the importance of involving users in the journalistic production
process or encouraging their contributions, in digital media in countries such
as Colombia, Ecuador, Peru or Mexico, journalists consider the contribu-
tions of users within the framework of opinion to be valuable, that is, to
assess their informative content, but they consider that they lack the journal-
istic rigor to prepare them (Barredo-Ibdfez et al., 2020; Barredo-Ibédfiez and
Diaz-Cerverd, 2017). Accordingly, there is low communicative participation
by consumers, which prevents further development of the prosumer in these
contexts. Barredo-Ibdnez et al. (2018), after conducting a survey of 2,986
university students from Colombia, Peru, Chile, and Spain, found that users
are informed basically passively, strongly privileging consumption to the det-
riment of production.

On the other hand, selective interactivity refers to all those possibilities
that users have to interact with digital media, giving way to the so-called
structural navigation of websites (Codina, 2017). This type of participation
allows the user to define the pace and direction of the information they con-
sume, and it is developed from basic levels such as the selection of content or
the expansion of the same thanks to hypertext (the attribute that consolidates
this type of interaction) (Rost, 2006), the personalization of the type of infor-
mation to be consumed, such as based on a geographical preference (Rodri-
guez et al., 2012), or the immersive interaction in the most complex digital
content that has various options for delving further (Lopezosa et al., 2023).

Added to these types of interactivity are those offered by augmented, vir-
tual, and mixed reality. According to the results of the study conducted by
Tejedor et al. (2020), augmented reality (AR) is a technology that enables
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greater interactivity with information, through both immersion and augmen-
tation, taking advantage of the elements of portability, ubiquity, geolocation,
and connection offered by mobile devices such as smartphones, tablets, and
phablets. However, some experts, especially application developers, empha-
sized the gradual digitization of other platforms such as smartwatches, pod-
cast applications, vehicles, and even some household appliances (p. 6).

2.2. Adaptation, engagement, and new digital narratives

Digital platforms have promoted a scenario in which traditional ways of doing
journalism coexist with “immersive and structured journalism, gamified con-
tent and 360-degree videos, among many others” (Lopezosa et al., 2023: 823).
Other of those successful digital experiences in Latin America have to do with
slow journalism, which in Mexico has one of its greatest expressions in Gato-
pardo, and which promotes the vision of quality over quantity, as an infallible
method of credibility and trust, which are fundamental values in the exercise
of communication (Romero-Rodriguez et al., 2022: 1580).

The news media seek to generate value to increase engagement, under-
stood as the commitment or connection and the level of participation of their
audiences (Ksiazek et al., 2016). Although there are other factors, such as
credibility (Chung, 2008), or empathy (Vdzquez and Lépez, 2019), which
help to generate commitment from users, interactivity is a “tool that drives
commitment” (p. 265). For Riskos et al. (2019), the more interactive options
journalistic content has, the more options there are for it to be commented
on and shared by users. This is explained because interactivity improves the
quality of information processing and encourages the persuasive effectiveness
of the message (Oh and Sundar, 2015; Broekhuizen and Hoffmann, 2012).

The interactive process of users is intensified and extended thanks to the
new formats for telling stories, such as the interactive documentary (Vdzquez
and Lépez, 2019). Another example is newsgames, that are supports for the
message that seek to capture attention to the information and enrich the main
narrative, even for educational purposes about the message (Romero-Rodriguez
and Torres Toukoumidis, 2018: 46). For some authors, they are often per-
ceived as products to boost engagement rather than informative content
(Gémez-Garcfa and de la Hera, 2023).

Although the resources to produce more complex journalistic content,
such as those mentioned above, vary significantly, the truth is that this type
of story requires a large budget and professionals with different skills (Lope-
zosa et al., 2023). For this reason, it is difficult to find this type of story in
digital native media in countries such as Colombia, Ecuador and Mexico,
where communication entrepreneurs start with major financing problems
— whether their own, private or governmental — and have to diversify their
income and limit their staff (Barredo-Ibdfez et al., 2022). In these contexts,
it is more likely to find this type of narrative in migrant or already established
native media.
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2.3. Online media in Mexico. Context

In Mexico, 75.6% of the population has access to the Internet (INEGI,
2021), which means that 88.6 million users over six years of age connect to
the network every day, although the gap between urban and rural environ-
ments is still large; in the latter, access barely reaches 56.5% of users. Accord-
ing to the same survey, the main activities of Mexican Internet users are com-
munication (93.8%), obtaining information (89.9%) and accessing social
networks (89.8%). It is striking that, just as the 2019 survey highlighted the
main connectivity problems of Mexican users — these were identified by them
as slow information transfer (50.1%), service interruptions (38.6%) and
excessive unwanted information (25.5%) (INEGI, 2019) —, in the 2021 edi-
tion no reference is made to the existence of any problem in Internet access.

For about 30 years, Mexicans have been able to consume online media,
since it was in 1995 when the main paper newspapers appeared in online
versions: La Jornada and El Norte did so in 1995, while Reforma and El
Universal created their online version in 1996 (Torres, 2018: 10).

Prior to the arrival of the internet, technology had already begun to be
incorporated into newspaper newsrooms, which can be considered the first
stage of Mexican journalism (Menéndez and Toussaint, 1989) and even the
beginning of digital journalism (Salaverria, 2019). The second stage would be
the one that corresponded to the arrival of web 1.0, in which most newspapers
began to show online what they published on paper. According to Crovi
(quoted in Torres, 2018), we are in the third stage of Mexican cyberjournal-
ism, in which online media incorporate the advantages of digital convergence.

But still Mexican cyberjournalism has not implemented interactivity in
depth (Albarrdn, 2000; Barrios, 2013; Crovi, 2016; Diaz-Cerveré and Barre-
do-Ibdnez, 2017). The case of the newspaper La Jornada is paradigmatic;
though a pioneer and after having gone through an important process of
updating its digital infrastructure, the renewal of its online version did not
prioritize interaction with its readers, but rather the expansion of its front

page (Crovi, 2016: 248).

2.3.1. Independent Mexican digital media
The media in Mexico, although they have several sources of information,
have tended to rely on the Government as their main source and, therefore,
sometimes broadcast government propaganda disguised as news (Gutiérrez
Ortega et al., 2022: 143). In the words of Salazar (2020: 121-122), there is a
“client relationship”. This is so even when online media have various sources
of income: content for brands, commercial services, photography for events,
conferences, electronic commerce, editorial services, teaching courses and
donations, to name a few (Barredo-Ibdfiez et al., 2022).

Curiously, while revenue from print advertising in media decreased by
more than 30%, from 55 million dollars in 2015 to 31 million in 2021, dig-
ital advertising increased by 34%, from nine to 12 million in those six years
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(Schulte, 2021). In the same period, while more and more media outlets in
the world adopted some reader income scheme (paywall, membership, sub-
scription), in Mexico 79% of digital media — and 78% of regional ones — are
working on a payment or subscription model, and the rest do so or plan to
do so in a period of less than three years (p. 13). All in all, the model of hav-
ing an income via subscription in Mexico is far behind (Martin del Campo,
2021). Daniel Moreno, director of Animal Politico, expresses himself in the
same terms, alluding to the instability of the economy and the still low level
of banking in the country as the main causes of the failure of subscriptions in
Mexican online media (Moreno, 2019).

Thus, 47% of the digital media consulted by a report consider that
between 10 and 30% of their income must come from a source other than
advertising or readers (Schulte, 2021: 17). Likewise, the respondents acknowl-
edge that the knowledge of the audiences is limited by the lack of knowledge
of digital tools, the existence of small, specialized teams, and the difficulties to
expand them, in number or specialization, due to budget issues (p. 31-41).

3. Material and methods
3.1. Research design

The main objective of this study is to examine interactivity in the indepen-
dent Mexican online media included in the Sembramedia database (2023).
We chose the Sembramedia database because it is specifically focused on
independent digital media, where any Spanish and Latin American media
outlet can register with the main requirement that it not receive more than
30% of its sources of income in the form of advertising from any type of gov-
ernment or political institution (<https://www.sembramedia.org/>).

As secondary objectives, we set out to identify trends in the design of the
interfaces of the chosen media, as well as to contrast the levels of interaction
present in this sample.

This work, of a non-experimental type, with a cross-sectional data
extraction, and a descriptive design, is based on the content analysis of inde-
pendent Mexican online media. The research design was carried out based on
the indicators proposed by Rodriguez et al. (2012), reviewed by Diaz-Cer-
ver6 and Barredo-Ibdnez (2017) and updated by the research team in 2021.
We also took in consideration the model proposed by Tejedor et al. (2022)
that establishes four fields related to online interfaces: quality, usability,
search for information and redissemination of content.

As a result of a profound revision process, we updated the matrix present-
ed by Rodriguez et al. (2012: 82-84), as more than a decade had passed since
it was conceived. The updated analysis matrix consists of a total of 9 parame-
ters (compared to 8 in the original), and 47 indicators,! which were validated

1. The complete list of media included can be downloaded at the following link: <https://
doi.org/10.6084/m9.figshare.22586590.v1>.
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with the Kuder-Richardson coefficient (KR20), as it will be presented in the

next section.

3.2. Measurement

The analysis matrix has been operationalized through a content analysis, with
dichotomous measures (0=no; 1=yes). The indicators were marked with the
affirmative answer after carrying out a random sampling of 5 contents per
front page and online media. The information collected, in any case, focused
on express aspects, that is, established either within the content or the front
page of each medium studied.

The coding was carried out by six students from Universidad Panameri-
cana — Guadalajara campus, in Mexico, previously trained for the task. To
demonstrate the consistency of the coding carried out, we have used the Kuder-
Richardson coefficient (KR20) given the dichotomous nature of the indicators
that were part of the analysis. These values are all acceptable, by exceeding
the threshold of (Betancourt and Caviedes, 2018):

— 0.70 for the 8 indicators of parameter 1: media-user interaction;

— 0.91 for the 6 indicators of parameter 2: publication of content crea-
ted by users;

— 0.75 for the 3 indicators of parameter 3: user registration;

— 0.64 for the 7 indicators of parameter 4: access to information;

— 0.57 for the 4 indicators of parameter 5: personalization of informa-
tion;

— 0.67 for the 3 indicators of parameter 6: the medium encourages
updating;

— 0.51 for the 4 indicators of parameter 7: predominance in the digital
media of content other than written;

— 0.56 for the 5 indicators of parameter 8: use of Web 2.0 tools;

— and 0.72 for the 7 indicators of parameter 9: web 2.0 platforms in
which the media outlet is present.

3.3. Sample

As has been pointed out, the outlets have been selected from the Sembrame-
dia database in 2023. Altogether, we studied the implementation of interac-
tivity in 137 Mexican online media.?

2. The complete list of media included can be downloaded at the following link: <https://
doi.org/10.6084/m9.figshare.22586590.v1>.
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4. Results
4.1. Main trends and differences of the media present in the chosen sample

The descriptive analysis of the 47 indicators examined, were grouped accord-
ing to the 9 parameters®. In 2016, we studied the interactivity of the main
Mexican headers (together with those of Colombia and Ecuador) (Barredo-
Ibdfiez and Diaz-Cerver6, 2017). In order to observe the possible evolution
of interactivity in Mexican online newspapers, as well as to obtain a standard
that allows us to contextualize the data collected in the analyzed sample, we
have included in Figure 1 the description of the parameters, in comparison
with the percentages obtained in 2016.

Figure 1. Parameters of interactivity in the analyzed sample, in comparison with that of the
main online newspapers in Mexico (2022-2016)

Parameter 1: Media-user interaction

Parameter 2:
Publication of user-generated content

Parameter 3: User registration
reonaizaton I
Information personalization 25%

Parameter 6:
The media encourages updates

Parameter 7: Predominance of
non-written content in the cybermedia

Parameter 8: Use of Web 2.0 tools r
+the mecia s present I
platforms where the media is present 63%

0% 10% 20% 30% 40% 50% 60% 70% 80%
=2016 =2022

Source: 2022 data: authors / 2016 data: Diaz-Cerverd and Barredo-Ibanez (2017: 284); parameters 1-4 and 7-9:
Rodriguez et al. (2012).

According to Figure 1, there has been a possible change of trend in the
interactive design of digital media. Of the 7 parameters that allow the com-
parison, in 4 of them, the media analyzed in 2022 quantitatively exceed those
examined in 2016, obtaining the main increases in parameter 2, which evalu-
ates the publication of content created by users (10% in 2022 compared to
5% in 2016), or parameter 1, on the interaction options between the media

3. Due to the length of the table, it can be consulted at the following link: <https://figshare.
com/s/cc5d6b9e7b9439f60c7>.
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and users (43% in 2022 compared to 37% of 2016). However, in 3 of the 7
parameters we find a greater volume of options implemented in 2016, com-
pared to those of 2022, as is the case with parameter 8, on the use of Web 2.0
tools (60% in 2016 compared to 31% in 2022), or parameter 9, which focus-
es on the Web 2.0 platforms in which the medium is present (71% in 2016
compared to 63% by 2022). This comparison, however, must be taken with
caution, since the media tested at one time and another are not the same.
Those of 2016 were the best nationally oriented newspapers in the country
(Dfaz-Cerveré and Barredo-Ibdfiez, 2017: 281), and therefore the media
with the most resources in terms of options and professionals in charge of
innovation.

Within the 10 most frequent indicators, we found a preference for indica-
tors related to the organization of information (par. 4), the presence of the
medium on platforms such as YouTube or Instagram, as well as its sharing on
these or other platforms (par. 9), together with the evaluation of the content
(par. 1), and the predominance of visual content (par. 7):

Table 1. Most frequent indicators of interaction in the digital media analyzed in Mexico (2022)

Indicator F %
4.1. Access to information through the front page 125 91%
8.1. The medium allows sharing information with other users on social 124 91%
networks

4.2. Access to information through sections 122 89%
4.4. Access to information through the search bar 121 88%
9.1. Presence of the medium on audiovisual platforms or social 116 85%
networks

9.2. Presence of the medium on platforms or social networks using 116 85%
images

9.7. Link between the website of the media outlet and social platforms 117 85%
1.6. The medium allows polling or showing a reaction to the news 106 7%
published on its own platform

4.3. Access to information through related news 99 2%
7.1. Predominance of photographic content on the front page 98 2%

Source: 2022 data: authors; parametersi-4 and 7-9: Rodriguez et al. (2012).

At the other extreme, among the 10 less frequent indicators, we observe a
full prominence of the spaces or possibilities linked to the publication of vid-
eos, photos, or other types of user content (par. 2), the lack of gamification
options (par. 8), or the adaptation of the interface (par. 5), and a decreasing
existence of blogs, whether from journalists (par. 8), or from users (par. 2).
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Table 2. Less frequent indicators of interaction in the digital media analyzed in Mexico (2022)

Indicator F %

8.5. The medium has gamification options 5 4%
2.4. Publication of user-generated video 9 7%
2.6. Exclusive section for user-created content 10 7%
2.3. Publication of photos taken by users 11 8%
2.5. Publication of other types of user content 13 10%
8.4. Blogs of journalists linked to the medium 14 10%
5.2. Adaptation of the interface of the media outlet’s website based on 17 12%
formats or resources of interest to the user

7.3. Predominance of content on the cover based on podcasts or 16 12%
sound clips

2.1. Creation of user blogs 18 13%
3.3. Contact with other registered users 18 13%

Source: 2022 data: authors; parameters 1-4 and 7-9: Rodriguez et al. (2012).

We also found few options related to the promotion of user communities
around the medium, such as contact with other users (par. 3).

4.2. Synthetic levels of interaction management

In order to test to what extent the reach of a medium can impact the imple-
mentation of interactivity, and to examine more closely the internal composi-
tion of the coded data, we elaborated synthetic indices with the 47 indicators,
grouped according to the 9 parameters. The synthetic indices were drawn up
by adding the scores of the indicators of each parameter. Later, the resulting
variable was recoded from trichotomic ranges calculated, in turn, statistically.

As can be seen below, the highest levels of interactivity are concentrated
around the indicators provided for in parameter 4, access to information,
with a high or intermediate level reaching 81% of the proposed media. Next,
the second parameter with the highest levels of interaction is based on 9, on the
Web 2.0 platforms in which the communication medium is present, which
registers a high or intermediate level of 88%.
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Figure 2. Synthetic levels of interactivity in the Mexican digital media of the analyzed sam-
ple (2022)
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Sources: authors / parameters 1-4 and 7-9: Rodriguez et al. (2012).

On the other hand, in 6 of the 9 parameters proposed, more than 50% of
the scores fluctuated at low levels in the management of interactivity. In fact,
we found the lowest levels in the dissemination of content proposed by users
(par. 2, 91%), in the personalization of information (par. 5, 74%), and at a
greater distance, in the use of Web 2.0 tools (par. 8, 59%).

5. Discussion and conclusions

Interactivity helps to expand relationships with users (Cabrera et al., 2019),
to build audience loyalty (Barredo-Ibdnez et al., 2018), to favor greater dif-
ferentiation from other headers (Lopezosa et al., 2023), and to generate addi-
tional sources of income (Stockmann and Luo, 2017). And this, precisely, is
of great importance for independent online media, which need to stand out
in a highly competitive market, such as the Mexican one.

Although it is difficult to make a direct comparison between the media
studied in 2022 and those of 2016 — due to the differences in terms of reach,
budget and users —, we observe a relative increase in the implementation of
interactivity, and also some similarities between some media and others. The
lowest levels continue to occur based on the production of user-generated
content, together with the personalization of information, perhaps due to the
high cost of innovation in these aspects (Sixto et al., 2023).
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The novelty of this study is based in two main perceived contributions
and three possible aspects related to the evolutive nature of interactivity
(Tejedor et al., 2020; Romero-Rodriguez et al., 2022). On the other hand, in
the media studied there is a restriction of personalization, of diversified enter-
tainment in the adoption of games or videogames, under a more mass media
approach — an analog approach —, to the detriment of the collaborative trans-
versality of the message that is typical of the digital. A possible explanation
for the above arises given the nature of the online media that is the object
of this sample. They are all independent, digital natives and are made up of
communication professionals who, coming from other media where practices
that were not very interactive were taking place — trying to avoid them or
because they were fired as a result of the 2008 economic crisis — created these
media taking advantage of the then incipient digital convergence (Strange
and Vega, 2022).

But, on the other hand, another aspect to consider lies in the evolution of
interactivity itself within digital media. Some interactive options disappear
depending on user trends, or the development of other technologies, as is the
case with blogs.

The results presented suggest three possible key aspects that could influ-
ence the evolution of interactivity. Firstly, related to quality (Tejedor et al.,
2022), transparency in the contact mechanisms between the media and users
could be encouraged, together with a greater facility for users to publish their
own content. Secondly, associated to usability (Tejedor et al., 2022), the
reduction of access options and the use of more intuitive tools could improve
the user experience, despite the possible reduction of multimedia content.
Lastly, in the redissemination of content (Tejedor et al., 2022), the restric-
tion on linking media with Web 2.0 social platforms suggests a concentration
of web traffic in the outlet itself, instead of investing in those external plat-
forms that monopolize advertising investment. We do not include as a key
aspect the search of information (Tejedor et al., 2022), which is one of the
most abundant indicators on the studied media.

In short, the panorama of independent Mexican online journalistic media
shows a group of niche media with barely stable business models and with
the intention of targeting numerous sources of income to achieve survival
without having to succumb to the advertising agreements of any part of the
Mexican government. They do so by acknowledging their scant knowledge
of the audience, although they intend to live from it through subscription
models, supplemented by some type of advertising and other different sourc-
es of income, although they still do not know what they are. If we take into
account that this lack of knowledge of its users is based, in turn, on the lack
of knowledge of the tools to reach them, it is understandable that interactivi-
ty in these online media has not been further developed, although this defin-
ing component of digital may be key, as the academy posits, to audience loy-
alty and, therefore, to greater financial stability that, in the end, will
consolidate their editorial independence.
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This work, despite the interest, presents some limitations. In that sense,
the first one is related to the quantitative nature of these pages. In future
works it would be interesting to add other layers or actors associated with the
interactivity to get a deeper understanding of this phenomenon. For instance,
the users are an essential actor that can determine the online design. Other
limitation is linked to the predictive strength of the previous results. As we
have shown some descriptive statistics, in a future work it could be important
to understand until what point the results can be inferred and, therefore,
extended to major samples with a model of structural equations.
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Abstract

This article discusses the representation of women in Colloquial Egyptian proverbs (CEPs).
Even though myriad studies have tackled the image of women in many linguistic genres, this
is the first study to discursively examine such portrayal in Egyptian proverbs. Proverbs are
usually laden with a moral legacy so instructive that it can steer the rudder of social ideolo-
gies. In patriarchal societies, however, sexist proverbs represent women negatively and sedi-
ment their submissiveness. The aim of this paper is to explore the major themes in the repre-
sentation of women in CEPs. To this end, we conducted a thematic analysis of the data from
a feminist critical discourse analysis perspective, employing Glick and Fiske’s (2001) Ambiv-
alent Sexism Inventory with its two types of sexism, hostile sexism and benevolent sexism. The
data revealed six major themes and 17 subthemes, all exhibiting either hostile or benevolent
sexist depictions of women. The data showed that the CEPs were mostly designed to enforce
male supremacy over women. Women were portrayed as a source of shame if they did not
obey the rules of patriarchal society. While women were objectified and commodified,
superficially valuing women for their stereotyped female attributes of domesticity and nur-
turing of their children, women’s worth is depicted as conditional upon men’s evaluation.

Keywords: Feminist Critical Discourse Analysis; representation of women; Egyptian
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Resum. «Perles contaminades de saviesa». Una analisi tematica de la representacid de les dones
en els proverbis egipcis

Aquest article discuteix la representacié de les dones en els proverbis col-loquials egipcis
(PCE). Encara que nombrosos estudis han abordat la imatge de les dones en molts gene-
res lingiifstics, aquest és el primer estudi que examina discursivament tal representacié en
els proverbis egipcis. Els proverbis solen estar carregats d’un llegat moral tan instructiu
que pot dirigir el timé de les ideologies socials. No obstant aix0, en les societats patriar-
cals, els proverbis sexistes representen les dones negativament i sedimenten la seva sub-
missié. L'objectiu d’aquest article és explorar els temes principals en la representacié de
les dones en els PCE. Per fer-ho, realitzem una analisi tematica de les dades des d’una
perspectiva d’analisi critica del discurs feminista, emprant 'Inventari de Sexisme Ambiva-
lent de Glick i Fiske (2001) amb els seus dos tipus de sexisme, el sexisme hostil i el sexis-
me benvolent. Les dades van revelar sis temes principals i disset subtemes, tots exhibint
representacions sexistes hostils o benvolents de les dones. Les dades van mostrar que els
PCE estaven dissenyats principalment per reforcar la supremacia masculina sobre les
dones. Les dones eren retratades com una font de vergonya si no obeien les regles de la
societat patriarcal. Les dones eren objectivades i mercantilitzades, valorant-les superficial-
ment pels seus atributs femenins estereotipats de domesticitat i crianca dels seus fills, i el
seu valor es representa com a condicional a 'avaluacié dels homes.

Paraules clau: analisi critica del discurs feminista; representacié de dones; proverbis
col-loquials egipcis; sexisme hostil; sexisme benvolent

Resumen. «Perlas contaminadas de sabiduria». Un andlisis temdtico de la representacion de
las mujeres en los proverbios egipcios

Este articulo discute la representacién de las mujeres en los proverbios coloquiales egip-
cios (PCE). Aunque numerosos estudios han abordado la imagen de las mujeres en
muchos géneros lingiiisticos, este es el primer estudio que examina discursivamente tal
representacién en los proverbios egipcios. Los proverbios suelen estar cargados de un lega-
do moral tan instructivo que puede dirigir el timén de las ideologias sociales. Sin embar-
go, en las sociedades patriarcales, los proverbios sexistas representan a las mujeres negati-
vamente y sedimentan su sumision. El objetivo de este articulo es explorar los temas
principales en la representacién de las mujeres en los PCE. Para ello, realizamos un andli-
sis temdtico de los datos desde una perspectiva de andlisis critico del discurso feminista,
empleando el Inventario de Sexismo Ambivalente de Glick y Fiske (2001) con sus dos
tipos de sexismo, el sexismo hostil y el sexismo benevolente. Los datos revelaron seis
temas principales y diecisiete subtemas, todos exhibiendo representaciones sexistas hosti-
les o benevolentes de las mujeres. Los datos mostraron que los PCE estaban disenados
principalmente para reforzar la supremacia masculina sobre las mujeres. Las mujeres eran
retratadas como una fuente de vergiienza si no obedecian las reglas de la sociedad patriar-
cal. Las mujeres eran objetivadas y mercantilizadas, valordndolas superficialmente por sus
atributos femeninos estereotipados de domesticidad y crianza de sus hijos, y su valor se
representa como condicional a la evaluacién de los hombres.

Palabras clave: anilisis critico del discurso feminista; representacién de mujeres; prover-
bios coloquiales egipcios; sexismo hostil; sexismo benevolente
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Let him be told the speech of those who assess,
the advice of the ancestors once heard by the gods.

The Instructions of Ptahhotep

1. Introduction

Ptahhotep’s adage, dating back to ¢.2350 B.C., shows the high regard associ-
ated with words of wisdom — proverbs —, a view that is shared across time,
place and culture. For the Chinese, proverbs are untainted pearls of wisdom,
for the Germans, the wisdom of the ages that is not to be broken, and for the
Arabs, truth and ultimate wisdom. Proverbs are not a type of discourse that
should be flouted (Al-Jawziyyah, died 1350 A.D., in Al-Sahli, 2002), for they
are laden with a moral legacy that instructs people and guides their conduct,
showing them “what to do or what to think in a given situation” (Schipper,
20006: 17). They are the final word when a person is at a crossroads (Gadu,
1991), the fruit of the human mind constituting the right that cannot be
refuted or denied (Al-Suyuti, died 1505 A.D., in Gad El-Moula, 19806).

Identities are socially constructed through language, and societies take for
granted truths that are established via discourse (Foucault, 1990). This study
attempts to challenge the ‘truth’ about gender roles, stereotypes and power
relations in society by dissecting one of the cultural and discursive tools
through which such ‘truths’ are established; namely, proverbs. It investigates
the representation of women in Egyptian proverbs by discussing their major
themes. Arguing that gender is “negotiated and contested through the pro-
duction and circulation of discourse” (Leap, 2003: 402), we hope that by
examining how women are (mis)represented in a discursive practice as perva-
sive and widely influential as proverbs, this may contribute to modifying the
discursive and social practices latent in the concept of gender.

When a dominant group attempts to control other groups, it is essential
for it to propagate its own ideologies. The power of such a dominant group is
usually integrated in social norms and habits, among other things (van Dijk,
2001). These norms and habits are the product of certain ideologies that set
stereotypes and determine what is acceptable, expected and normal. It is by
propagating the normality of such ideologies and social practices that domi-
nant groups maintain their hegemony over other groups (Connell and Mess-
erschmidt, 2005; Schlesinger, 2010). Thus, other groups not only accept
such domination but find it natural and inevitable as well (Dyer, 1997).
Domination is consequently established through consensus, not coercion
(Grace, 2015). Such norms and ideologies are socially constructed as ‘truths’
through various discursive practices in a society, and it is these truths that
must be challenged and changed (Foucault, 1990).

Gender is not a biological issue, but rather a social construct moulded
through social practices. Ensconced in these practices, men tend to maintain
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power and hegemony over women by using discourse to propagate the nor-
mality of such hegemony (Cornell, 1991). In patriarchal societies, gender
ideologies are the product of what men as a dominant group propagate as the
truth and reality. The term ‘ideologies’ was first used in connection with gen-
der in a Marxist connotation; for just as the working class was dominated by
the bourgeoisie, women are dominated by men, and the dominant view is the
one that ensured such male domination (Philips, 2004). Such hegemony is
realised through language (Cameron, 2005; Lakoff, 2003; Mills and Mulla-
ny, 2011; Nayef and El-Nashar, 2014; Sunderland, 2006; Talbot, 2003).
Not only does language reflect gender, but it constitutes and sediments it,
producing sexism as a social reality.

Proverbs are one of the “cultural vehicles” through which men construct
the female identity by propagating certain gender stereotypes (Chikwelu,
2017: ii). The use of proverbs can be regarded as an exercise of power by a
dominant group in everyday life (van Dijk, 2001). Gender-related proverbs
entail a stereotyping process that tends to include “a strategy of splitting”
(Talbot, 2003: 471). This splitting process separates the normal and accept-
able from the abnormal and unacceptable, leading to the social and cultural
exclusion of the latter (Talbot, 2003). We concur with Hussein (2009) that
“in asymmetrically structured societies, linguistic resources are systematically
used to perpetuate inequality” (p. 96). The study of proverbs is, therefore,
essential in gender and language studies, as they show how language is
employed to define gender roles and identities. They pave “a royal road to
the examination of inter-connection between ideology, stereotypes, language
and power” (Lomotey and Chachu, 2020: 71).

2. Proverbs and the Egyptian culture

There is almost a consensus among scholars on the significant role played by
proverbs in Egyptian society (Abdallah, 2014; Ezzat, 1997; Gadu, 1991;
Shalaby, 1992). Proverbs are deeply rooted in Egyptian folk culture (Shalaan,
2010). They are the product of human experience and are the guide to
humans in welfare and hardship (Ragheb, 1943). They are the voices of more
experienced and much wiser men, and their validity is incontrovertible (Far-
rag and Anwar, 2008). In Egyptian society, they sometimes “have the power
of a law, the legitimacy of the religious Sharia, can substitute legal contracts
and resolve a dispute that has been going on for a long time” (Farrag and
Anwar, 2008: 116). Proverbs are widely used by individuals from all social
and economic classes (EI-Masry, 1984; Ezzat, 1997). Their pervasive influ-
ence has reached the highest religious institution in Egypt, Al-Azhar, prompt-
ing it to issue a fatwa (i.e. religious opinion) validating the instruction
enshrined in one proverb (Shalaan, 2010).

Gender representation in proverbs has drawn the attention of Arab schol-
ars (Al-Isdawy, 2017; Fakkar, 2015; Ismail, 2012; Moqadim, 2017; Ramzy
et al., 1992; Rasul, 2015). Notwithstanding the cornucopia of studies inves-
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tigating proverbs, there is little work done on gender representation in Egyp-
tian proverbs, particularly from a linguistic perspective. To the best of our
knowledge, there has not been a study that has tackled the linguistic repre-
sentation of women in Egyptian proverbs. This is the gap this paper particu-
larly seeks to fill. There are two main categories of Egyptian proverbs, distin-
guished according to the language variation used: Standard Classical Arabic
proverbs and Colloquial Egyptian Arabic proverbs. It is the latter category
which is the subject of our study.

3. Methodology and theoretical framework

This study investigates the representation of women in selected Colloquial
Egyptian proverbs (CEPs). Adopting feminist critical discourse analysis as its
theoretical framework, it employs Glick and Fiske’s (2001) Ambivalent Sex-
ism Inventory, and conducts a thematic analysis of 385 proverbs to deter-
mine the major recurrent themes.

3.1. Feminist Critical Discourse Analysis

Feminist critical discourse analysis (FCDA) has been chosen as the theoreti-
cal framework to serve the purpose of this study. FCDA focuses on describ-
ing and critiquing gender-related discourses (Lazar, 2007). It examines how
power and dominance are produced through discourse, and draws upon the
Foucauldian concept of “regime of truth” theory to explain the role discourse
plays in constructing them. Foucault (1990) argues that they are not objec-
tive truth but are taken for granted by cultures, and that it is essential to
challenge them. He maintains that with the change of discourse, such “truth”
changes as well. For him, the words we use to describe a matter actually pro-
duce and create such matter (Foucault, 1990).

This paper is an attempt to question such ‘truths’ about gender roles and
stereotypes as presented in the selected proverbs. Connell (2020) argues that
masculine hegemony is maintained by propagating the normality of such an
ideology. We concur with him, however, in that as masculine hegemony is
socially constructed, it is possible to change it. Hegemony is largely achieved
through stereotyping (Talbot, 2003), and one source of such stereotyping is
proverbs. The crucial point in the androcentric discourse found in proverbs
is that some women may not only be convinced by the image drawn in prov-
erbs, but may use it as an ‘instruction manual’ that sets their role and guides
their behaviour (Lakoff, 2003). Thus, men maintain their masculine hege-
mony through convincing women to accept their own version of stereotypi-
cal gender roles and power relations that govern the two sexes. This resonates
with Gramsci’s (1971) conception of hegemony, which suggests that the
bourgeoisie can ideologically dominate other social classes by propagating
the normality of their ideologies.
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3.2. Ambivalent Sexism Inventory

Glick and Fiske (2001) proposed the Ambivalent Sexism Inventory which
addresses sexism against women and men. They argue that there are two
types of sexism against women: hostile sexism — sexist misogyny towards
women — and benevolent sexism — “subjectively favorable yet patronising
beliefs about women” (p. 3). The ambivalence of sexism with its two vari-
ants, hostile and benevolent, reinforces the forms of sexism that target the sub-
ordination of women (Glick and Fiske, 1996). Hostile sexism tends to keep
women subordinate to men by magnifying men’s power. Usually, women
who defy their traditional roles are regarded as a threat to men’s domination
and are overtly and blatantly stigmatised as deserving to be kept in their
proper positions. Thus, hostile sexism might become even a portent for sexual
harassment and violence towards women (Begany and Milburn, 2002). In
trying to avoid the aversive repercussions of hostile sexism, benevolent sexism
came to light.

Benevolent sexism emphasises men’s role to protect and cater to women’s
needs by placing them on a pedestal in exchange for women’s conformity to
traditional gender roles. This variant of sexism perceives women as beautiful
and pure, yet fragile and vulnerable and, therefore, in need of men’s protec-
tion and guidance (Connelly and Heesacker, 2012; Cross and Overall, 2018;
Cuddy et al. 2015; Hayes and Swim, 2013). It calls for “protective attitudes
towards women, a reverence for the role of women as wives and mothers, and
an idealisation of women as romantic objects” (Glick and Fiske, 1996: 492).
It is a socially accepted form of sexism due to its ostensibly positive nature
and call for the complementarity of men and women. Moreover, women
exposed to benevolent sexism are more likely to engage in ‘system justifica-
tion’, a process whereby people justify the status quo and believe there are no
longer problems facing disadvantaged groups (Becker and Wright, 2011).

3.3. Method

In order to discern the representation of women in Egyptian proverbs, this
study attempts to answer two research questions: (1) What are the major
themes in the representation of women in Colloquial Egyptian proverbs
(CEPs)?; and (2) How are women represented in light of hostile and benevo-
lent sexism? To this end, we have adopted a qualitative and quantitative anal-
ysis of 385 CEPs. All Arabic examples cited in this study were translated into
English by the authors.

3.4. Data collection and categorisation

The data under analysis were taken from proverbs that had been published in
books or posted on the internet. The sources of our data are:
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1. Taymur’s (1949 [2014]) Arabic-language book of Egyptian colloquial
proverbs, which comprises 3,188 proverbs, of which 318 were deemed
to either explicitly or implicitly refer to women.

2. Web pages that dealt with the topic under investigation. The follow-
ing search words were used: Al /Y fAs sl /sl bl /5 el oo
i pas dule Jisl (Colloquial Egyptian proverbs about women, girls,
ladies, wives, mothers, sisters). These yielded 67 Proverbs.

The selected proverbs, which totalled 385, were examined to determine
the recurrent themes or patterns and were then categorised accordingly.
Proverbs that appeared more than once were excluded. In deciding the
themes, the study employed the step-by-step guide introduced by Braun and
Clarke (2012).

4. Results and discussion

The analysis revealed six major themes and 17 subthemes (Figure 1). Due to
space limitations, only the English translations of the Arabic CEPs are included.

Figure 1. Sexist themes in CEPs

Sexist Themes in
CEPs
|
[ [ [ [ I ]
Source of Objectification Motherhood & Marriage ’s Neg Wi ’s Positive
Shame of Women Responsibility Attributes Attributes
Commodification Protection & Love Impor\a_nce of V\{omen as Women'’s
of women Marriage Evil/Cunning Resourcefulness
Physica y
Care & Women as Women'’s Noble
Appearance & - Polygamy !
Women’s Worth Responsibility Hypocrites Descent
Women & Spinsterhood & Women as ll-
Disability Divorce mannered
Wife-husband Women as
Relationship Greedy
Marital Women as
Responsibility Foolish

Source: Own elaboration.

4.1. Women as a source of shame

Some proverbs described women as dishonourable by nature. This theme
deals with proverbs that explicitly or implicitly accuse women of bringing
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shame to the family. They also highlight the idea that a family’s honour is
contingent upon the behaviour of their women. A total of 25 CEPs were
found, in which fathers are considered to be humiliated just by having baby
girls; people console fathers for having baby girls; and, in extreme cases, death
is preferred for gitls, for fear that they will lose their honour one day. These
proverbs explicitly suggest extreme hostile sexism because they attack the mere
birth of women and their right to live. Furthermore, these proverbs encour-
age violence against women, either physical, emotional or verbal, in order to
bring them up properly — according to a patriarchal point of view — to be
righteous daughters, submissive wives and caring mothers. The following
proverbs exemplify this idea:

Death for girls is honourable.

If your sister dies, then your honour is preserved.

Either marry off your daughter or send her to the grave.

If you pamper your daughter, she’ll dishonour you, but if you pamper
your son, he’ll make you proud.

D =

These proverbs represent women as a source of shame, and value honour
more than a girl’s or woman’s life. Some of these proverbs promote the use of
violence against women, as in proverbs 1, 2 and 3. In proverb 1, death is bet-
ter for a girl than to live without honour. In proverb 2, a man should be
relieved by the death of his sister because he can then guarantee that his hon-
our will not be lost at some point. Proverb 3 casts doubt over a daughter’s
ability to preserve her honour, exhorting fathers either to get her to marry or
to kill her. Unlike the son, who is a source of pride, proverb 4 encourages
tough treatment of a daughter, as cosseting her will definitely result in her

bringing indignity to the family.

4.2. Objectification of women

Fredrickson and Roberts (1997) posit that many women are sexually objecti-
fied and are valued for their use by others. Evidence of sexual objectification
can be found practically everywhere, especially in cultures and environments
that condone the sexualisation of women. According to Szymanski et al.
(2011), sexually objectifying environments are characterised by traditional
gender roles, women having less power, and a high degree of attention on the
physical attributes of women’s bodies. Forty-four proverbs were detected that
concern this theme, which has three sub-divisions.

4.2.1. Commodification of women

In this subtheme, women are represented as goods. Proverbs included explic-
it reference to goods viewed as objects to be estimated according to their
material and physical value.
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5. The goods won’t show their defects except after pregnancy and suckling.
6. A man is like a butcher who only likes fat ones.

Women in proverb 5 are viewed as commodities that will not show their
defects except after giving birth to children. In 6, women are likened to chunks
of fatty meat coveted by men. Like goods, which may be worthless sometimes,
women are depicted as worthless until they get pregnant in 5 or are chubby in 6.

4.2.2. Physical appearance and women’s worth

Proverbs under this subtheme discuss two topics: 1) The necessity for women
to have an elegant physical appearance; and 2) The contingency of women’s
worth on that appearance.

7. Try to be as beautiful as you can, a glamor woman, then you can find
your second half.

8. Love a deer (as a symbol of beauty) or nothing at all.

9. If you dress up a beetle, she’ll be a lady.

These proverbs focus on women’s beauty and personal appearance as the
most important trait. In 7, a woman is urged to smarten herself up to find a
suitor. Proverb 8 compares beautiful women to an animal, a ‘deer’, implying
that women’s physical beauty is their most important trait. Proverb 9 empha-
sises the importance of using makeup and fancy outfits to add beauty to
women. Examples 10 and 11, however, deal with the lack of physical beauty.

10. What would a hairdresser do to an ugly face!
11. Instead of the makeup, clean your eyes first, you dark-skinned (girl).

These proverbs either deride ugly women or encourage them to compen-
sate for that by taking good care of being ‘clean’. Proverb 11 implies that
dark-skinned women are ugly and unclean, reflecting the Egyptian male cul-
ture that prefers light-skinned to dark-skinned women.

4.2.3. Women’s physical disability

CEPs tackle the issue of women’s disability in a detractive and hostile repre-
sentation. These proverbs deny handicapped women any right to lead a
happy or even normal life.

12. A girl can be one-eyed, and a daughter of a slave, but her wedding is
on a Sunday!
13. A one-eyed woman is worthless and should buzz off even if rich.

Proverb 12 is of a classist nature. It denies disabled, black women the
right to marriage, wondering how such a girl can have luck and end up in a
good marriage. In 13, a woman is verbally abused for being ‘one-eyed’ and
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she should go away even if she is rich, as a woman’s beauty and physical per-
fection take precedence over wealth and fortune.

4.3. Motherhood and responsibility

In a patriarchal society, women are regarded as born for the primary function
of giving birth to children and bringing them up. A woman is deemed as
incomplete if she cannot or would not become pregnant. A total of 43 prov-
erbs were examined with the following subthemes.

4.3.1. Protection and love

This subtheme tackles the innate love and compassion mothers have for their
children, and how protective they are towards them. These proverbs empha-
sise women’s role/feeling as mothers towards their children.

14. I may wish my child ill but hate (anyone) who says Amen.
15. He who lives with his mother will be carefree.
16. A beetle saw her daughter on the wall, she said: “What a pearl!”

In 14, a mother expresses her hate towards anyone who wishes her dis-
obedient child ill even if it were in her support. Proverb 15 pinpoints wom-
en’s role as mothers implying unconditional love and care. It expresses full
trust in a mother’s nurturing as the only guarantee that the child will be
taken care of. In 16, a mother, even if she is as ugly as a beetle, will always see
her daughter as beautiful. Still, a mother’s status is implicitly denigrated here,
being compared to an insect.

4.3.2. Care and responsibility
Proverbs encourage mothers to be resourceful in order to make life easier for
their husbands and families.

17. The first-born daughter taught her mother how to care.
18. The mother builds a nest while the father drives (the chicks) away.
19. A pregnant cow should not defy (a bull).

Proverb 17 represents motherhood as something to be taught by practice.
Thus, the first-born daughter teaches her mother the art of motherhood.
Proverb 18 emphasises that it is the mother’s responsibility to make her home
as cosy as possible, while the father is not to be blamed for the crumbling of
the ‘nest’, i.e. the breakdown of the household, as he is regarded as incapable
of shouldering such responsibility. These proverbs, though superficially
viewed as a positive representation of women compared to men, are cleverly
designed to put the burden and responsibility of keeping the household
exclusively on women, while giving the man the excuse to do whatever he
wishes (See benevolent sexism in 3.2).



‘Tainted Pearls of Wisdom’ Analisi 70, 2024 89

4.4. Marriage

In Egyptian culture, marriage, especially in rural areas, is still the ultimate
goal of many girls. This topic dominated the husband-wife relationship prov-
erbs. A total of 205 proverbs were found tackling the issue of marriage, from
which the following subthemes emerge.

4.4.1. Importance of marriage

These proverbs encourage women to get married instead of being single.
Twenty-eight proverbs were analysed in which women were persuaded that
belonging to a man, whoever he is, is better than being single in a society
that might harm celibate women. Moreover, a woman’s value is determined
by men; if she is respected or disrespected by her husband, other people will
respect or disrespect her accordingly.

20. Seek an engagement for your daughter before you do the same for
your son.

21. She who has a wedding veil will live happily.

22. A man’s shadow is better than a wall’s.

23. My husband’s fire is better than my father’s paradise.

These proverbs underpin the importance of a husband in a woman’s life.
Proverb 20 exhorts both fathers and mothers to prioritise marriage for their
daughters before their sons. It also portrays daughters as a burden to be shak-
en off by marriage. The rest of the proverbs encourage girls to get married.
While proverb 21 draws a desirable image of the ‘wedding veil” and the happy
life the woman will lead thereafter, proverb 22 describes ‘a man’s shadow’ as
more protective for a woman than a wall’s shadow against the scorching sun,
or, metaphorically, against life’s hardships. However pugnacious a husband,
in 23 he is depicted as better than a loving father.

4.4.2. Polygamy
Seventeen proverbs tackled polygamy, 12 of which promote it while five are
against it.

24. He who marries two women is either a capable or licentious man.
25. The husband of two women is a groom every night.
26. If you marry two women, you’ll live in constant misery.

In 24, a man who marries two women is being labelled as either virile or
lecherous. Proverb 25 encourages men to be polygamous. Some proverbs,
however, warn against polygamy, such as 26, which warns a man against
marrying two women or he will be consigned to perdition.
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4.4.3. Spinsterhood and divorce

Spinsterhood and divorce are seen as shameful conditions for any woman. A
woman who did not get married at all is regarded as a burden to her family.
On the other hand, if a woman gets married and then divorced, she is blamed
as being responsible for the wreckage of the home.

27. A spinster is more worthy of her father’s house.
28. Being a spinster is better than a failed marriage.

In 27, a single woman should not live alone and should go back to her
father’s house because she might be a victim to rumours. On the other hand,
proverb 28 advises women not to marry any suitor hurriedly, or else divorce
could ensue.

4.4.4. Wife-husband relationship

Proverbs here reinforce the stereotypical roles depicted for women as caregiv-
ing, submissive and supportive of their husbands. Up to 105 CEPs were
found in which women’s societal status is conditional upon their treatment
by men.

29. He who calls his wife one-eyed encourages people to think little of her.
30. He who calls his wife ‘lady’ encourages people to greet her at the stairs.
31. A true man will never ask for a woman’s opinion.

32. Take her under your sleeve or she’ll cause you trouble.

Both proverbs 29 and 30 imply that a woman receives people’s respect or
disrespect depending on whether her husband respects or disrespects her.
This implies that women are worthless by themselves. Example 31 is a sexist
proverb inciting men to marginalise women. In 32, a man is goaded to con-
tain his wife and accustom her to his habits, or else she will upset him.

4.4.5. Marital responsibility
These proverbs ingrain male supremacy and attempt to convince women that
a clever and obedient wife will lead a happy life.

33. A clever woman would turn on the oven without gas.
34. (A woman is) like a candle that burns to offer light to others.
35. If your husband finds out you’re absent, you can be away for the rest

of the day.

36. A woman who goes out a lot will never be able to bring up children.

While proverb 33 praises resourceful women, proverb 34 describes a
woman as benevolent and altruistic. Proverb 35 implies that women need per-
mission from their husbands to go out, otherwise they are advised not to come
back. Proverb 36 stimulates women to stay at home to bring up children.
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4.5. Women's negative attributes

This theme, which comprised 65 proverbs, attributes negative traits to
women, projecting the stereotypical image of a woman as a source of misery
to man. Five subthemes were detected: cunningness, hypocrisy, greediness,
foolishness and ill manners.

4.5.1. Women as evillcunning

Women in Egyptian society are usually blamed for the evil things that hap-
pen because they are either jealous of other women or envious of the better
life conditions of others. That is why women are accused of being malevolent
and using black magic. Out of 17 proverbs found, the following illustrate
this idea:

37. A witch will not win in this life or in the afterlife.
38. He told her to go to hell; she replied: “I'm not going alone.”
39. Women are way more devious than men.

In 37, women are depicted as practicing witchcraft, which will lead to
their perdition in both this life and the afterlife. In 38, women are inexorable
naggers who will not leave men alone. Example 39 depicts women as more
deceitful than men.

4.5.2. Women as hypocrites
Women are regarded as hypocrites in ten proverbs in the data, especially in
connection with other women whom they pretend to befriend.

40. A woman extends condolences while gloating.
41. Girls have seven faces.

Women are portrayed as hypocrites in that they show something on the
surface while their true hidden feelings are totally different.

4.5.3. Women as ill-mannered
This subtheme (22 proverbs) depicts women to be ill-mannered, abusive and
loud-voiced, and using vulgar and inappropriate ways to get what they want.

42. The foul-mouthed (woman) is her neighbours’ master.
43. They said: “You’re going to get married and live with your in-laws.”
She replied: “Then I'll have my tongue and I'll win.”

In 42, a vituperative, vulgar woman is depicted as dominating other peo-
ple who usually fear debasing themselves by dealing with her. Example 43
portrays a woman as a scold whose real weapon is her ‘tongue’ which she will
use as a defence against any family meddling,.
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4.5.4. Women as greedy

Women are usually depicted as more avaricious than men (four CEPs).

44. With your money you can have the Sultan’s daughter as your bride-
room.
45. A (female) ogre gave a banquet. They said: “Will it be sufficient for
her and her kids? (Let alone other people who might be invited!).”

Women in 44 are depicted as gold diggers who will marry for no other
reason than money, no matter how enormously wealthy they are (the Sul-
tan’s daughters). It also means that a man can marry any woman if he is rich.
In 45, the woman is likened to an ‘ogre’, which, in the Egyptian culture,
alludes to an overly voracious and rapacious person. She is portrayed as a
creature so gluttonous that even a banquet would barely be enough for her
and her kids, not to mention other guests.

4.5.5. Women as foolish

In male-dominated societies, women are conveniently accused of being fool-
ish in order to prove that they need guidance and protection all the time.
Twelve proverbs denote this idea.

46. She left her child crying and went to pamper her neighbour’s child.
47. He who confides his secret to his wife will suffer a lot.
48. Listen to a woman but don’t take her opinion.

In example 46, women’s foolishness is exemplified in their attention to
other people’s problems while disregarding their own. Such folly leads a woman
to be unworthy of a man’s confidence or request for advice, and he is advised
not to take her as a confidante, as in 47, or a sound opinion giver, as in 48.

4.6. Women's positive attributes

The data relating to presenting women in a positive light were minimal —
only four proverbs. It was noticed that their portrayal is either linked to
another negatively labelled woman (49), or associated with something denot-
ing severe conditions with which she has to cope (50 and 51), causing a dis-
cernible dent in her positive representation.

49. The clever woman would accomplish the task alone, but the c/umsy
one would call her neighbour.

50. The clever woman would weave with a donkey’s leg.

51. Take the well-bred (woman) even if she (were living) on « floor mat.

Proverb 49 underpins women’s resourcefulness in managing their homes.
They are contrasted, however, with another type of ‘clumsy’ women lacking
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such skills. Proverb 50 exhorts the woman to do house chores on her own,
only aided, metaphorically, by the crudest tools, i.e. ‘a donkey’s leg’. In 51,
men are urged to marry well-bred women even if they were so destitute that
they live on a ‘floor mat’.

5. Discussion

According to Mieder (2014), proverbs meet the human need to encapsulate
experiences and observations into “nuggets of wisdom that provide ready-
made comments on personal relationships and social affairs” (p. 16). It can
be concluded from the analysis that the thematic distribution of CEPs reflects
how Egyptian society perceives women and their socio-cultural roles. Figure
2 shows the thematic representation of women in the data.

Figure 2. Thematic representation of women
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The analysis revealed that as far as the representation of women is con-
cerned, the theme of marriage was the most common in CEPs, constituting
almost 53% of the data, followed by the theme of Negative Attributes of
Women (17%). Depicting women in a positive light was, however, the least
frequently occurring theme, constituting less than 0.7%. Thus, this cultural
‘instruction manual’ for women is more dedicated to the relationship between
women and men, and to women’s role within the framework of marriage.
The fact that women’s negative attributes were the second most important
theme gives insight into the sexist notions of a society which harnessed prov-
erbs as a cultural and instructive messaging tool to propagate negative ideas
about women. The objectification of women was the third most common
theme, as such proverbs aim to inculcate the already entrenched idea that
women are reduced to mere objects to appease men’s desires and to convince
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women themselves that their value and worth is tied to such a role. The the-
matic analysis also shows that very few CEPs dealt with positive attributes of
women that were not used to serve sexist purposes.

The analysis also revealed two types of sexism in the data under analysis,
hostile sexist proverbs (HSPs) and benevolent sexist proverbs (BSPs). As Fig-
ure 3 shows, there were more HSPs (73%) than BSPs (27%).

Figure 3. Hostile vs. Benevolent Sexism in CEPs

H Hostile m Benevolent

Source: Own elaboration.

A closer examination of the data revealed that themes displayed differ-
ences in relation to the ratio of HSPs to BSPs. The highest frequency of
BSPs was in Marriage and Motherhood while the highest HSPs occurred in
Marriage and Women's Negative Attributes. From another perspective, there
were themes that depended entirely on HSPs, while others saw a combina-
tion of both. This can be explained by the nature of the theme and the aim
of the proverb. Thus, themes which are highly critical of women, such as
Source of Shame, depended entirely on HSPs. Such themes mainly target and
address men. Both HSPs and BSPs were used, however, in other themes
which mainly address women, or in some cases men and women, especially
those related to Marriage and Motherhood. We argue that these two themes
address women in order to entice them to accept the status quo of gender
inequality and social injustice, and not only treat women as the marked gen-
der but also burden them with cumbersome responsibilities. This conforms
to Dardenne et al.’s (2007) argument that benevolent sexism encourages
women to prioritise relationships (family, children, etc.) over pursuing edu-
cational or professional goals, but weakens their belief in their own skills and
performances.
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Figure 4. Hostile and Benevolent Sexism across Themes
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6. Conclusion

Proverbs are the “distilled wisdom of a group of people and their study can
provide insights into the activities, interests and philosophy of the people
who created them” (Todd and Hancock, 2005: 313). This article discussed
the representation of women in Colloquial Egyptian proverbs (CEPs), con-
ducting a thematic analysis within an FCDA perspective. Employing Glick
and Fiske’s (2001) Ambivalent Sexism Inventory, it is thus the first to
investigate this topic in CEPs, which is a point of departure in this field.
The analysis, which revealed six major themes and 17 subthemes, showed
that the CEPs were mostly designed to reinforce male supremacy over
women. Women were portrayed as a ready source of shame if they did not
obey the rules of the patriarchal society. Hostile sexism gets most insidious
when some CEPs inculcate in fathers and brothers the idea that death for
‘disobedient’ girls is the path to honour. Women were also objectified and
commodified, where their worth is conditional upon their physical appear-
ance. Handicapped women are so meritless that they are not even entitled
to marriage. Findings showed benevolent sexism in a number of CEPs super-
ficially valuing women for their stereotyped female attributes of domesticity
and nurturing of their children. A streak of denigration is felt, however, in
likening women to some animals or insects. By depicting the woman as the
household’s sole and submissive caregiver, the man’s nonchalant and care-
free mood is aggrandised. While unmarried or divorced women are drawn
in a negative light, it is men’s projection of their wives’ appearance that
gives those women their high or low esteem in society. The analysis revealed
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a strong pattern that aimed to disparage women rather than affirm male
superiority. Women were depicted as dependent and in danger of being
victimised if they do not dedicate their lives to the service of men. While
the negative traits attributed to women were many (e.g. evil, cunning, hyp-
ocrites, ill-mannered, greedy and foolish), their only positive attributes in
CEPs were those related to being care-giving and sacrificing wives and
mothers. Finally, we believe that by changing the discursive practices that
negatively portray women or enforce male dominance and female subordi-
nation, change can be made to such practices and sexist ideologies. We do
not know when the critical moment will come “when our small influence
might be amplified and guide the course of systems far larger and more
complex than ourselves” (Lemke, 1993: 272) but we can still endeavour to
help the process of change until it becomes an alternative “regime of truth”
one day.
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