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Democracy in Brazilian social media political conversations
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Abstract

This study investigates how different concepts of
democracy emerge from social media conversa-
tions and how these definitions may be influenced by
polarization, opinion leaders, and discursive strate-
gies adopted. Our goal is to unveil the dynamics of
polarization and discursive strategies in legitimizing the-
se contrasting viewpoints. For this, it presents research
on Twitter (now X) conversations about democracy, ba-
sed on a case study of the event called "Letter for Demo-
cracy" in Brazil. Analyzing a corpus of 545,940 tweets,

we use social network analysis and connected concept
analysis to investigate the polarization around the
concept of democracy and its associated discourses.
Our findings show distinct understandings of demo-
cracy, results of a highly polarized structure and diffe-
rent discursive strategies such as political polarization,
populist rhetoric, and the use of disinformation. These
findings contribute to the literature as they underscore
the importance of understanding threats to democracy
amidst a digital polarized environment.

Keywords: democracy; polarization; Twitter; Brazil.

Democracias polarizadas: desvendando perspectivas distintas sobre o conceito de
Democracia nas conversas politicas nas redes sociais brasileiras

Resumo

Este estudo investiga como diferentes conceitos de
democracia emergem das conversas nas redes sociais
e como essas defini¢gdes podem ser influenciadas pela
polarizagdo, pelos lideres de opinido e pelas estratégias
discursivas adotadas. Nosso objetivo ¢ desvendar a di-
namica da polarizacdo e as estratégias discursivas na
legitimag@o desses pontos de vista contrastantes. Para
isso, apresenta pesquisa sobre conversagdes no Twitter
(agora X) sobre democracia, a partir de um estudo de
caso do evento denominado “Carta pela Democracia”
no Brasil. Analisando um corpus de 545.940 tweets,

Palavras-chave: democracia;

Data de submissao: 2024-07-11. Data de aprovagao: 2025-09-27.

utiliza-se a andlise de redes sociais e analise de concei-
tos conectados para investigar a polariza¢do em torno
do conceito de democracia e seus discursos associa-
dos. Os resultados mostram compreensdes distintas da
democracia, decorrentes de uma estrutura altamente
polarizada e diferentes estratégias discursivas, como
a polarizacdo politica, a retorica populista e o uso da
desinformacdo. Estas descobertas contribuem para a li-
teratura, pois sublinham a importancia de compreender
as ameacgas a democracia num ambiente digital polari-
zado.

polarizagdo; Twitter; Brasil.
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Polarized democracies: unveiling distinct perspectives on the concept of Democracy in Brazilian social media political conversations

1. Introduction

I n the political context, language and discourse serve as potent instruments used for shaping social
perceptions and distributing power (Foucault, 1971; Fairclough, 2015). As posited by Berger and Lu-
ckmann (1991, p. 55), "language is capable not only of constructing symbols that are highly abstracted
from everyday experience, but also of ‘bringing back’ these symbols and appresenting them as objec-
tively real elements in everyday life". Through language and discourse, power relations and structures
emerge, legitimizing ideologies and influencing societal dynamics—a central key to comprehending
political struggles. Thus, a polarized environment and the discursive strategies used by opinion leaders
can distort and legitimize the meaning of precious concepts to the modern world, such as democracy.

The idea of democracy has been discussed by several authors, and there is little agreement to it
(Landman, 2007). Democracy, as defined by the Cambridge online dictionary, is "the belief in freedom
and equality between people, or a system of government based on this belief, in which power is either
held by elected representatives or directly by the people themselves". However, authors often argue there
are several meanings to the idea. Beckman (2021), for example, argues that there are four essential mea-
nings to the concept: a set of political institutions; an ideal of collective self-rule; a normative principle
of either legitimacy or justice; or an egalitarian attitude. In common, democracy refers to collective
participation in decisions by the people that will be affected by it and thus, democratic systems are
constituted over variations on these ideals. Typically, democracy is also associated with its processes or
procedures, such as free and fair elections and the institutions that are connected to this process (Dahl,
1972). Our main goal in this paper, however, is not to debate the theoretical concept of democracy, but
to debate how social media political polarization helps create and legitimize different views (and some-
times, opposite ones) on what constitutes democracy. Doing research on the perception of democracy,
Dalton et al. (2007) explain that even people from these democracies are capable of defining its key
points in words, and that understanding the idea is fundamental for its support.

However, recently, studies about social media platforms' effects on how people perceive democracy
have grown. While there may be good effects, there can also be bad ones, such as destructive polari-
zation (Esau et al., 2024). These platforms' algorithms, for example, seem to often increase affective
polarization and exacerbate emotions, creating spaces where anti-democratic discourses may emerge
and contaminate the public sphere (Benkler, Faris and Roberts, 2018), particularly, by far right activists
(Soares et al., 2021). In this context, our research focuses on a particular case study in Brazil. We aim to,
through this research, be able to discuss the discursive strategies that emerge from the appropriation of
these platforms by political groups in polarized events, creating even the conditions to anti-democratic
discourses to be legitimated as "democracy".

We will further describe our study and methods based on a case study: the "letter for democracy".
The letter was a document which emerged as a social and institutional response to the escalating threats
against democratic principles, notably by former Brazilian president, Jair Bolsonaro, and his political
supporters. During the backdrop of the 2022 election campaign, the letter gained prominence as a sym-
bolic instrument to safeguard democratic values and institutions.

This research undertakes a three-steps investigation. Firstly, we explore the structure of the debate,
aiming to understand its organization and dynamics. Secondly, we identify the various types of actors
who play influential roles in shaping the debate. And thirdly, we conduct a detailed analysis of the
discursive strategies employed within these conversations, focusing on how participants articulate and
frame their perspectives on democracy.

Estudos em Comunicagdo n°41 (Dezembro, 2025) 4
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2. Theoretical background

To start the discussion, we need to explore the context, which is how social media platforms enable
polarization. Thus, in this section, we delve into the theoretical underpinnings of affective and ideo-
logical polarization, highlighting their main characteristics and potential threats to democratic values
and norms. We also explore scholarly contributions on polarization and social media platforms. Subse-
quently, we examine how polarization intersects with discursive strategies employed by political actors
to shape public opinion and reinforce ideological divides on core concepts, such as democracy. We
highlight the use of "us versus them" strategy, populist rhetoric and use of disinformation as the main
discursive strategies.

To begin this discussion, we revisit the contributions on polarization. Esteban and Ray (1994) ela-
borate on the theorization of polarization and posit that every society can be thought of as an amalga-
mation of groups. Individuals from the same group tend to be very similar, whereas those from different
groups tend to possess very different attributes. According to the authors, the polarization of a distri-
bution of individuals must exhibit certain features: there must be a high degree of homogeneity within
each group, a high degree of heterogeneity across groups, and a small number of significantly sized
groups. This implies that groups of insignificant sizes carry little weight.

Political polarization can be categorized into two types (Kubin and von Sikorski, 2021): affective
polarization which is related to the sentiment and overall feeling of affinity towards political associates
and antipathy towards opponents, and ideological polarization, which pertains to the divergence of poli-
tical opinions, beliefs, and attitudes of adversaries. Therefore, polarization can be understood as a two-
-level structure formed by two different groups comprising similar individuals (Arbatli and Rosenberg,
2020). As argued by Esteban and Ray (1994), there is expected to exist some level of inter-group hete-
rogeneity as well as some level of intra-group homogeneity.

Arbatli and Rosenberg (2020) argue that ideological political polarization could erode democracy
because the government can use the intimidation of opposition to foster animosity, making anti-demo-
cratic and anti-republican measures against the opposing side acceptable to its supporters. For example,
a general feeling of animosity and antagonism could lead people to accept attacks on democratic insti-
tutions, interventions in elections, and offenses against the press — phenomena that have been observed
recently in Brazil.

Finally, Somer et al. (2021) suggest that episodes of polarization can be instigated by political actors
who choose polarization to achieve their objectives. In these cases, political actors may instigate and
further stimulate polarization to obtain political objectives, such as increasing political capital, winning
elections, and retaining power. This was evident, for example, in the discourses of Trump and Bolsona-
ro about the Covid-19 outbreak, as demonstrated by Kakisina et al. (2022).

Studies on polarization on social media have indicated that these platforms tend to reproduce online
social characteristics, including ideological and affective political polarization. Polarization in Twitter’s
public arena mirrors that found in society, where individuals tend to follow, reply to, and retweet peo-
ple who share similar views while ignoring or criticizing those with differing views, thereby creating
distinct groups based on different topics (Conover et al., 2011; Gruzd and Roy, 2014). Therefore, Twitter
provides a conducive environment for polarization, whether by user choice or by algorithms that priori-
tize content aligning with users’ views rather than challenging them (Pariser, 2012).

Scholarly has shown that political networks of tweets tend to differ based on whether they are
retweet-based or mention/reply-based (Conover et al., 2011). Consequently, people tend to retweet in-
dividuals they consider similar or close to them, thereby endorsing and reinforcing intra-cluster homo-
geneity. However, they may also engage in conversations with people holding different political views.

5 Estudos em Comunicagdo n°41 (Dezembro, 2025)



Polarized democracies: unveiling distinct perspectives on the concept of Democracy in Brazilian social media political conversations

Thus, polarization is likely to be more explicit in retweet networks than in reply networks (Conover et
al., 2011). For this reason, we chose to analyze the retweet-based network, as explained in the Materials
and Methods section.

People tend to cluster around political views on Twitter, as they are more likely to tweet to another
political supporter of the same party than to supporters of other parties (Gruzd and Roy, 2014). Open
cross-party interactions, especially among leftist party supporters, have also been observed (Gruzd
and Roy, 2014). Therefore, while Twitter facilitates communicative spaces, it also exacerbates political
polarization, particularly on contentious topics (Borah and Singh, 2022).

In Brazil, Soares et al. (2019) analyzed the role played by the media in the polarized context of
the 2018 elections. They found that the "anti-Bolsonaro" group had a more heterogeneous media diet,
whereas the "pro-Bolsonaro" group consumed more news from partisan media outlets. Therefore, they
argued, based on Benkler et al. (2018), that there is an asymmetric polarization regarding media con-
sumption between the two groups. This means that while one group read and spread news from dif-
ferent media outlets, which means a more eclectic and diverse range of facts and opinions, the group
aligned to the far-right tends to consume only news coming from partisan outlets they know tend to
publish news aligned with their views and expectations. This asymmetric polarization regarding media
consumption contributes to intra-cluster homogeneity and inter-cluster heterogeneity, thereby enhan-
cing polarization.

Furthermore, in the Brazilian political context, former president Jair Bolsonaro learned to use so-
cial media to engage and influence public opinion, particularly his supporters (Cesarino, 2020). Chagas
et al. (2022) analyzed how the far-right movement supports the government on social media, engaging
in specific hashtags during critical periods to create a counter-narrative or draw attention away from
the government.

Although many of the recent works consider the existence of "echo chambers" (Sunstein, 2001)
and "filter bubbles" (Pariser, 2012) we tend to agree with Bruns (2021) that more important than these
concepts is to discuss the polarization affecting social reality and the public's perceptions. Therefore, we
focus this analysis not specifically on the existence or absence of chambers/bubbles but on the dynamics
of the polarization itself and how it can be observed through language and discourse and how different
actors and discursive strategies may influence these conversations.

Despite the structural aspect of polarization, it often emerges as a consequence of discursive ma-
nipulation, wherein political actors strategically employ rhetoric to exacerbate ideological divisions and
cultivate support among their constituencies (van Dijk, 2006; Kakisina et al., 2022). This means, polari-
zation exists, but it can also be enhanced by political actors through language and discourse.

One of the most used discursive strategies to foster polarization is the "us versus them" antagonism,
marked by positive self-representation versus negative other-representation (Masroor et al., 2019). This
involves using moral values to create a sense of proximity while denigrating the opposition, thereby
reinforcing affective polarization. This strategy can be used to create and reinforce the positive side of a
politician or group and to establish a common enemy that the group should fight, once more increasing
affective polarization.

Van Dijk (2006) highlights other manipulative discursive strategies that could reinforce polariza-
tion, such as macro speech acts implying "our good" versus "their bad" actions, giving many details
about "us" while being precise/vague about "them", and selecting positive words for "us" and negative
words for "them". Kakisina et al. (2022) showed some of these discursive strategies used by Trump and
Bolsonaro in their discourses on Covid-19. According to the authors, fostering ideological polarization,
discretizing others, emotionalizing the argument, and emphasizing power, moral superiority, and cre-
dibility of the speaker are some of the strategies used by the two politicians in their discourses. These
strategies can lead to radicalization and encourage people to question central societal ideas such as
democracy.

Estudos em Comunicagdo n°41 (Dezembro, 2025) 6
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The discursive strategy of creating an enemy different from "us" is also related to the populist com-
munication style. Populist rhetoric amplifies polarization by framing political discourse in us-versus-
-them terms and mobilizing support through emotive appeals, contributing to the erosion of democratic
norms and influencing public discourse on social media platforms. Emphasizing the sovereignty of the
people; advocating for the people; attacking the elite; ostracizing the others; and invoking the heartland
are five elements of populism described by Engesser et al. (2017). Populist leaders also tend to streng-
then executive powers and demand reverence and submission (Tumber and Waisbord, 2021). However,
the rhetoric of right-wing and left-wing populism differs significantly. While right-wing populism is
based on racism, xenophobia, and misogyny, left-wing populism tends to use anti-imperialist, social
justice, and participatory rhetoric (Waisbord, 2018).

Waisbord (2018) highlights that populism embraces the notion that truth does not exist as a com-
mon good, which leads to the consideration of disinformation as a discursive strategy. Disinformation,
a tool that can also enhance polarization, is especially used by right-wing populists (Hameleers, 2022).
As argued by Hunter (2023, p. 4), "disinformation disseminated by elites can weaken democratic norms
and threaten the overall health of democracies because citizens may have less confidence in elections
and democratic institutions due to disinformation campaigns". This discursive strategy is already a
well documented characteristic of bolsonarist groups (Cesarino, 2020; Azevedo Jr, 2021; Felinto, 2023;
Ozawa et al., 2023).

We must also highlight the importance of the role of different actors in the polarization process.
Hagen et al. (2022) explain how influential actors can have a key impact on oppositional discourses
about vaccines on Twitter. Kushwaha et al. (2022) focus on what they call "polarization actors" to try to
explain how different influencers may impact discourse on Twitter. Falkenberg et al. (2022), discussing
ideological polarization on Twitter about climate change, show how minority ideological influencers
against the theme often receive a disproportionate audience in a polarized environment. These works
underline the importance of discussing how different actors appear in polarized discussions and how
they can create perceptions and even influence this polarization to unhealthy effects on public discus-
sion, such as radicalization (Benkler et al., 2018).

In summary, this theoretical background demonstrates that social media platforms such as Twit-
ter are a conducive environment to study controversies that may emerge from conversations based on
structure, discourse, and the participation of actors. Thanks to users’ appropriations, social media can
simulate an online public sphere (Habermas, 2022). The discursive strategies adopted by actors, such
as "us versus them" antagonism, populist rhetoric, and disinformation, can further enhance existing
polarization. Ultimately, this radicalization can have real-life consequences.

Against this backdrop, we aim to investigate how the concept of democracy has been used in con-
versations on social media during recent events in Brazil. In this paper we selected the specific case of
the "letter of democracy", an event that is presented in the next topic.

3. The "Letter for Democracy': a case study

The concept of democracy is fundamental in contemporary politics, encapsulating ideals of equa-
lity, the rule of law, freedom and periodic and fair elections. Essentially, democracy involves a system
where power is held by the people, either directly or through elected representatives, and features me-
chanisms for accountability, participation, and safeguarding individual rights. Exploring different in-
terpretations of democracy is vital for evaluating the strength and endurance of democratic institutions,
especially amid political polarization and competing narratives.

7 Estudos em Comunicagdo n°41 (Dezembro, 2025)



Polarized democracies: unveiling distinct perspectives on the concept of Democracy in Brazilian social media political conversations

The "Letter to Brazilians in defence of the Democratic Rule of Law" was part of a non-partisan
and multi-ideological movement formed by people who were worried about the health and stability of
Brazilian democracy. Edited and published by the Faculty of Law of the University of Sdo Paulo (USP)
on August 11, 2022, the letter was shared online and signed by more than one million people from all
parts of the country®. The document was seen as a commitment to democracy and democratic elections,
and it was signed by celebrities, politicians, and other contenders for presidential office from different
parties and political orientations, except for Bolsonaro®.

Although the letter does not contain any direct reference to the former President, its text emphasi-
zes the importance of the Constitution and the division of power between the Executive, Legislative and
Judiciary. The text also criticizes attacks unaccompanied by evidence questioning the fairness of the
electoral process and democratic rule of law.

On August 11,2022, a public symbolic act of reading the letter was organized at the USP’s Law De-
partment building*. Although this movement around the letter was not organized by leftist parties and
had different interest groups and organizations, the overall sentiment was an anti-Bolsonaro feeling, as
he was the main voice against the stability of democracy. Bolsonaro criticized the movement calling it a
"little letter" and saying that he did not need to sign it because Brazil already had a letter called "Cons-
titution", which he had never offended or played against.

All these contradictory events and declarations around the concept of democracy were elements
that stimulate the design of a research project aimed at understanding the adoption and construction
of the concept of democracy in social media conversations. This case study presents a compelling lens
through which to examine the adoption and construction of democratic ideals within the Brazilian so-
cial and political landscape. By analyzing the discourse surrounding democracy we can glean valuable
insights into the contested nature of democracy in Brazil's polarized public sphere. Moreover, the signi-
ficance of this case study extends beyond its immediate context, shedding light on broader dynamics of
democratic governance and the role of digital communication in shaping political discourse.

4. Materials and Methods

To develop our research, we propose a three-step investigation based on Twitter conversations
about the Letter for Democracy. We chose Twitter for three reasons. First, its public nature creates an
accessible space for debate (Habermas, 2022). Second, social media platforms have become crucial for
direct interactions between politicians and society (Habermas, 2022; Waisbord, 2018). Third, Twitter
has emerged as a vital tool for political communication in Brazil, particularly after the 2018 elections
(Viscardi, 2020; Recuero, 2020; Dourado, 2023).

We collected 545,940 tweets via the Search API using Social Feed Manager (George Washington
University Libraries, 2016), focusing on publications containing the word "democracy" in Portuguese
over three days: August 10th, 11th, and 12th, 2022. Tweets were collected and stored in real time. Since
the public reading of the letter occurred on the 11th, we gathered data from one day before and one
day after to gain a comprehensive understanding of network dynamics and discourse. For analysis, we
treated retweets and quotes as edges and accounts as nodes, creating datasets of tweets shared each day.

1. https://direito.usp.br/noticia/c26b69cbbd74-letter-to-brazilians-in-defence-of-the-democratic-rule-of-law
2. https://www.cnnbrasil.com.br/politica/carta-pela-democracia-atinge-um-milhao-de-assinaturas/

3. https://wwwl.folha.uol.com.br/internacional/en/brazil/2022/08/letter-for-democracy-in-brazil-gets-trendy-with-athletes-
-and-artists.shtml
4.https://agenciabrasil.ebc.com.br/en/geral/noticia/2022-08/sp-act-democracy-brings-together-intellectuals-businessmen-
-and-politicians

5. https://wwwl.folha.uol.com.br/internacional/en/brazil/2022/07/bolsonaro-says-he-doesnt-need-a-letter-to-defend-demo-
cracy.shtml
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In the first step, we utilized Gephi (Bastian et al., 2009) and the ForceAtlas2 algorithm (Jacomy et
al., 2014) to generate networks based on the modularity algorithm (Blondel et al., 2008). Modularity is
a metric used to assess the quality of the division of a network into communities or groups (clusters). In
social networks, clusters can represent groups of users with common interests. To focus on polarization,
we deliberately removed small clusters and isolated actors, retaining only the two largest clusters in
each network, as depicted in Figures 1, 4, and 7. We evaluated cluster openness using two metrics: the
External-Internal index (Krackhardt and Stern, 1988) and the clustering coefficient mean. The E-I index
compares the number of connections between groups with connections within groups. It ranges from
-1, when all connections are internal, to 1, where all connections are external. The clustering coefficient
measures how connected each node is in relation to its neighbors (Watts and Strogatz, 1998). Thus, the
clustering coefficient mean of all nodes in a cluster indicates how closed this cluster is, that means, how
close it is to form a clique, where all possible connections are made (Bastos, 2022).

As a second step we calculated the indegree measure in Gephi. This metric measures the number of
connections received in a directed network (Degenne and Forse, 1999; Wasserman and Faust, 1994) and
can be used to estimate the influence inside the group (Bastos, 2022). In this study, indegree represents
the number of retweets and quotes received by a Twitter profile. Using Google Sheets, we ranked the
top 100 nodes with the highest indegrees in each cluster and classified them into 11 categories based
on profile description, picture, and recent tweets, as shown in Table 1. We deliberately chose 100 nodes
with a higher indegree, as we consider a representative sample of actors who play the role of influencers
inside the clusters.

Table 1. Categories for most influential actors

Code  Categories Description Color
Who holds/held or run for an elected public

POL Politician mandate.

POP Political Party Parties and local committees.
Ordinary people who use Twitter to provide

POS Political Supporter political support.

MMO Mainstream Media Outlet Hegemonic media and big websites.

Alternative / Partisan Media

APM  Outlet Small and partisan press accounts.

JOR Journalist Works in a MMO or APM.

CEL Celebrity Famous people, such as singers and YouTubers.
Groups or persons with diverse agendas,

ACT  Activists including politics.

JUD Judiciary Judges and justices from courts.
Suspended or changed handler. Account not

SUS Suspended found.

OTH  Others Accounts that did not fit the previous categories.

Source: Own elaboration.
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We then replotted the networks, adjusting the colors of the nodes based on Table 1, and scaled the
node sizes according to their indegree for enhanced visualization. Consequently, nodes with higher in-
degrees appeared larger. Figures 2, 5, and 8 depict the networks featuring the 100 most influential actors
within each cluster and day.

Lastly, in the third step, we employed connected concept analysis (Lindgren, 2016) to delve deeper
into how various concepts were linked with democracy by the two groups. Initially, we filtered tweets
from each cluster and day, extracting the co-occurrence network of concepts to further analyze preva-
lent discourses within each cluster. Concepts were grouped based on shared meanings, and we focused
on the 10% most frequent ones, accounting for over 80% of individual frequency within each network.
Subsequently, we utilized Gephi (Bastian et al., 2009) with the Fruchterman-Reingold algorithm to ge-
nerate word networks showcased in Figures 3, 6, and 9. Larger concepts within these networks represent
those with higher frequency and more connections to other concepts, thus indicating their prevalence
in discourse. Each group of concepts forms a discourse emerging from daily tweets (Lindgren, 2016),
with these connections displaying the most circulated ideas within each group, as elaborated in the
following section.

5. Analysis

In this section, we present the results organized by day: 10th (the day before), 11th (the
day of the public reading), and 12th (the day after). Upon reviewing a selection of tweets and
identifying the most influential actors, we color-coded the graphs to emphasize the polarization
observed in the networks. The red/left side denotes conversations supporting the letter, while
the blue/right side represents conversations criticizing the letter. We have consistently adhered
to this color scheme throughout the text to facilitate comprehension.

5.1. August 10th - The day before the public reading

Figure 1 displays the graph of conversations on August 10th. The red cluster comprises 9,938
actors, connected by 16,603 internal edges and 379 external edges, while the blue cluster consists of
12,829 actors, linked by 22,144 internal edges and 197 external edges. The red cluster exhibits an E-I
index of -0.96, and the blue cluster -0.98, indicating a slightly higher openness to interaction in the
former. The clustering coefficient mean in the red group is 0.025, compared to 0.007 in the blue group.
This suggests that actors in the red cluster tend to engage more with their neighbors, fostering greater
intra-cluster interaction through retweets and quotes. Thus, while the anti-letter group boasts larger
numbers, the red group appears to demonstrate a greater propensity for inter-group engagement and
intra-cluster cohesion.

Figure 1. Graph representing August 10th. Source: Authors with data from Twitter/X.
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Figure 2 displays the most influential actors, categorized by type (see Table 1). The cluster suppor-
ting the letter exhibits greater heterogeneity compared to the cluster opposing it. On the left-hand side,
we observe a diverse array of actors including politicians (dark green), political parties (light green),
political supporters (magenta), mainstream media outlets (dark blue), alternative and partisan media
outlets (light blue), journalists (cyan), activists (light gray), and celebrities (light purple). Conversely,
the right-hand side is predominantly comprised of political supporters (magenta) and politicians (dark
green), suggesting a narrower spectrum of diversity in opinions but also a higher degree of intra-cluster
homogeneity, thus reinforcing polarization.
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Figure 2. The 100 most influential actors on the 10th in each side. Source: Authors with data from Twitter/X.

In this graph, it's noteworthy to emphasize the role of the press (represented by the three shades of
blue). This group of actors is situated closest to the other side, possibly serving as bridges between the
two poles and receiving retweets and quotes from users on the opposite end.

Upon analyzing the conversations within each cluster, we observed a distinct group supporting the
letter in one cluster (the red cluster) and another group criticizing it in the opposing cluster (the blue
cluster), as previously explained. Within the red cluster, terms such as "defense" and "democracy" are
prominently linked to "fight," "left," and "coup". Here, actors discuss the defense of democracy and
the rule of law, advocating for street protests to uphold free elections. Additionally, concerns about a

potential coup and military dictatorship arise, fueled by assertions from some of President Bolsonaro’s
supporters.
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Figure 3. Main topics on August 10th. Source: Authors with data from Twitter/X.

Tweets with higher retweet counts primarily originate from celebrities and politicians, urging in-
dividuals to sign the letter and attend the public reading scheduled for the following day. Consequently,
within this cluster, discussions often revolve around the letter's role in safeguarding democracy. As
expressed by one politician: "On the 11th, Brazil commits to democracy".

In the blue cluster, there is also evident concern about democracy, albeit with different invoked
concepts. Conversations largely revolve around far-right ideals of freedom, particularly emphasizing
freedom of speech as paramount, alongside the insistence on knowing "the truth". Participants express
apprehension regarding communism and socialism, evoking fears of potential leftist dictatorships akin
to what they perceive in Venezuela. Additionally, notable mentions include terms like "subscribers" and
"little letter", employed by Bolsonaro and his supporters to downplay the significance of the movement.
For instance, one political supporter sarcastically remarked: "This morning alone, the eve of the public
event, the letter for Democracy, the one they audit, gained 35,000 signatures". This statement is not con-
gratulatory but rather serves as a critique, cynically questioning the feasibility of gathering this number
of signatures.

The most retweeted tweet originates from Bolsonaro himself, in which he declares:

"LETTER OF MANIFEST IN FAVOR OF DEMOCRACY

‘I hereby declare that I am in favor of democracy.’

signed Jair Bolsonaro".

This publication serves as a tactic to bolster his network of supporters and engage in his strategic
maneuvers. The data indicates that the approach within this cluster is to diminish the significance of the
letter and reinforce the "us versus them" antagonism inherent in ideological polarization.

5.2. August 11th - The day of the public reading

On August 11th, the day of the public reading of the letter, we captured the network plotted in Fi-
gure 4. In this graph, the red cluster comprises 33,906 actors, connected by 97,141 internal edges and
2,424 external edges, while the blue cluster consists of 28,229 actors, linked by 82,631 internal edges
and 3,379 external edges. The E-I index for the red group is -0.95, indicating a slightly higher interac-
tion with the opposite side compared to the blue group's E-I index of -0.92. The clustering coefficient
mean in the red cluster is 0.051, suggesting a higher tendency for actors to interact with their neighbors
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compared to the blue cluster's coefficient mean of 0.024. Thus, unlike the previous day, it appears that
the pro-letter group has more actors and they are more engaged in interactions within their cluster.
However, on this day, the anti-letter group seems to be more open to interacting with their opponents.

Figure 4. Graph representing August 11th. Source: Authors with data from Twitter/X.

Figure 5 illustrates that on the day of the reading, the 100 most influential actors in each cluster
were significantly more engaged with each other compared to the previous day, as evidenced by the in-
creased number of edges connecting the nodes. Once more, the left-hand side, representing support for
the letter, appears to be more heterogeneous than the right side, which opposes the letter.

Figure 5. The 100 most influential actors on the 11th in each side. Source: Authors with data from Twitter/X.

On the left-hand side, three small clusters are observable: one comprised of politicians (dark green)
and political supporters (magenta); another consisting of activists (gray) and political supporters (ma-
genta); and a third one constituted by mainstream, alternative, and partisan media outlets along with
journalists (dark blue, light blue, and cyan). Notably, this last group, closest to the right side, likely acts
as a bridge between the two sides. Additionally, it's noteworthy that political parties (light green) are

13 Estudos em Comunicagdo n°41 (Dezembro, 2025)



Polarized democracies: unveiling distinct perspectives on the concept of Democracy in Brazilian social media political conversations

exclusively present in the left-hand cluster. Conversely, the right-hand cluster appears more closed and
is primarily composed of political supporters (magenta) and politicians (dark green). While some press
actors are present, they wield less influence and hold lower importance within this cluster.

The prominent red actor positioned near the center of the graph represents the profile of Justice
Alexandre de Moraes, who would imminently assume the presidency of the Electoral Superior Court.
In his tweet, he emphasized the significance of the events unfolding on the historic date of August 11th,
stating that the USP Law Faculty was the scene of important acts in defense of the rule of law and ins-
titutions, reinforcing pride in the solidity and strength of democracy and the electoral system, essential
foundations for the development of Brazil.

In terms of the concepts utilized, the left-hand cluster maintained a consistent thematic focus on
the letter, the event, and the defense of the constitution. However, notable additions included topics
related to the defense of and respect for the electoral system and the electronic voting system. These
additions are significant in light of recent criticisms directed at electoral justice and the electronic voting
system by Bolsonaro. By emphasizing these concepts, the left cluster conveyed its stance against any
allegations undermining the integrity of the electoral process, reaffirming its commitment to upholding
democratic norms and institutions.
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Figure 6. Main topics on August 11th. Source: Authors with data from Twitter/X.

The right cluster largely maintained its discursive strategies from the previous day, including di-
minishing the significance of the movement as a "little letter," advocating for truth and freedom, and
evoking fears of communism and dictatorships like those in Venezuela and Cuba. For instance, a tweet
by a political supporter exemplifies this stance: "Whoever is IN FAVOR of democracy is necessarily
AGAINST the dictatorships of Cuba and Venezuela. It’s one or the other. The two together set up a se-
rious case of cognitive deficit... or bluntness."

On this day, the involvement of celebrities and artists was particularly noteworthy. Many of them
actively participated in the movement, leveraging their platforms to encourage people to sign the letter.
Actors, singers, and even popular YouTubers were part of the discourse. Conversely, on the right side,
efforts to diminish the significance of the letter included unfounded allegations suggesting that artists
were motivated by a desire to reinstate a law enabling them to easily access government funds and
finance their projects; they were even labeled as "thieves." However, such claims were debunked as
disinformation, as discussed within the conversations.
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5.3. August 12th - The day after the public reading

On August 12th, the day following the public reading of the letter, we gathered and visualized the
network depicted in Figure 7. In this network, the red cluster comprises 26,808 nodes, with 56,705 inter-
nal edges and 2,734 external edges. Conversely, the blue cluster consists of 34,207 nodes, with 109,716
internal edges and 3,890 external edges. Notably, the red cluster exhibits a slightly higher openness to
outside connections compared to the blue group, with an E-I index of -0.91 for the former and -0.93 for
the latter. Regarding the clustering coefficient mean, the red cluster registers 0.020, while the blue clus-
ter records 0.041, indicating that actors in the anti-letter group tend to be more strongly connected than
those in the pro-letter group. The graph also illustrates how the pro-letter group became more dispersed,
resulting in a loss of momentum in the discourse.

Figure 7. Graph representing August 12th. Source: Authors with data from Twitter/X.

Figure 8, illustrating the 100 most influential actors on each side, further corroborates the afore-
mentioned trend. The graph suggests that the left-hand side continued to encompass a variety of actors
but experienced a decrease in engagement among them. Conversely, the right cluster maintained its
composition of actors and level of engagement, displaying stronger intra-cluster connections. Nota-
bly, mainstream media outlets retained their significance by bridging the two clusters. Overall, actors
appeared to have diminished influence in the network, as evidenced by their reduced average indegree
and size. However, it is noteworthy that the prominent green actor on the right-hand side represents
Bolsonaro's account, underscoring his significance within the cluster.
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Figure 8. The 100 most influential actors on the 12th in each side. Source: Authors with data from Twitter/X.

On August 12th, discussions within the left-hand cluster maintained consistency with previous
days, as depicted in Figure 9. However, the right cluster exhibited a broader range of discursive stra-
tegies. Criticisms were directed towards artists and labor unions, accompanied by accusations against
former President Lula, portraying him as an ex-convicted criminal and an ally of dictators from autho-
ritarian regimes linking "Maduro", "Venezuela", and "Cuba". Moreover, there were criticisms regarding
the scale of the event, labeled as a "flop", and disparagement towards the flags displayed. Notably,
invitations were extended for people to attend the military parade traditionally held on September 7th,
Brazil's Independence Day, to showcase support for President Bolsonaro and his administration. This
underscores the prevalent discourse within Bolsonarism, which views the army as the safeguard of de-
mocracy. Furthermore, the strategic discursive maneuvers linking the press and leftists are noteworthy,
reflecting a well-established tactic employed by far-right populists to discredit the press (Waisbord,
2018).

Red clusier Blue Cluster
7 aeptembidr ™"
truth
rnght constiutlon- - l‘;'\,ml-w
et “fight Suprenie Court - ::rlai'lsa Jajtis
e L freadom aulhnméur.g{r‘sglmss 5 ‘
- et t prEss
m"""-.“t_"“ left ' |a|rbals;onam’ﬂ‘ Iener e
Qo Stmrsih urt defénse e rig
B mogracy sirsats Iay— damocracy
le;ter “odictatership ‘uniens: act
Bhﬂmsmahmm i press - Bt dictatorship. .~ =iists flg
ca|:|p .ad slagtion g littlalettar
| Grimy
thro_ats R Fakeintws
Lula
) Lala
Bolsanaro IR

Figure 9. Main topics on August 12th. Source: Authors with data from Twitter/X.

6. Findings and Discussion

Our study's first step delves into the structural underpinnings of the democracy debate to unders-
tand how social media platforms may be appropriated to legitimize opposite views on democracy and
democratic institutions.

Our data analysis reveals a highly polarized environment, with active engagement from both pro-
and anti-letter factions. Metrics indicate that the pro-letter contingent initially smaller, surged forward
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during the public reading, but dwindled afterward. Conversely, the anti-letter faction, associated with
the far-right and former President Bolsonaro, displayed robust engagement initially, waned during the
reading, then rebounded. This trend mirrors findings by Chagas et al. (2022), underscoring the efficacy
of far-right activists in online discourse manipulation. Furthermore, data suggests that the pro-letter
group aligns more with the left and center, and exhibits greater openness to external connections, con-
sistent with Gruzd and Roy's (2014) findings.

Our second step involved examining the types of influential actors within each cluster. Notably,
the pro-letter cluster exhibited greater heterogeneity among its influential actors, encompassing poli-
ticians, political supporters, celebrities, activists, and media outlets. In contrast, the anti-letter cluster
was predominantly influenced by political supporters and politicians, with Bolsonaro himself playing a
significant role. This disparity suggests asymmetric polarization within this group, as noted by Benkler
et al. (2018) and Soares et al. (2019).

Building upon these insights, it can be posited that individuals in the left-hand cluster are more
likely to encounter diverse viewpoints and are consequently influenced by a wider spectrum of opi-
nions. As previously discussed, this group demonstrates a greater propensity for engaging with outside
connections. Conversely, individuals in the right-hand cluster tend to be influenced predominantly by a
homogenous group of political supporters. This tendency may lead to a dearth of diverse opinions wi-
thin the cluster, thereby fostering homophilic intracluster behavior. Moreover, the disproportionate at-
tention received by a minority of influencers, as observed by Falkenberg et al. (2022), could exacerbate
ideological polarization and radicalization among individuals in this cluster. This suggests that far-right
activists may appropriate the affordances of social media to engage their audience and use strategies to
legitimize, for example, the support for a coup-de-état.

We also underscore the positioning of media outlets within the networks. The majority of mains-
tream media accounts are situated in the red cluster, indicating that the blue cluster has a more limited
array of trustworthy information sources. This observation suggests a form of asymmetry regarding
news media, akin to findings by Soares et al. (2019) and Benkler et al. (2018). It's important to note a
significant distinction: the most influential actors in the blue clusters are not partisan outlets, but politi-
cal supporters, who do not even need to pretend to respect journalist routines.

In the subsequent phase of our investigation, we delved into how the structure and actors influenced
the conceptualizations of democracy, employing various discursive strategies. Our analysis revealed the
potential influence of polarization on these conversations. Within the red cluster, prevailing concepts re-
volved around urging individuals to sign the letter and defending democracy in anticipation of a poten-
tial military coup. Furthermore, emphasis was placed on safeguarding the electoral process, supporting
the electronic ballot box, upholding the separation of powers, and respecting institutions and the rule
of law. Conversely, discussions within the blue cluster centered on democracy in relation to individual
freedom, accompanied by critiques of the letter, the judiciary, left-wing parties and politicians, artis-
ts, and the press. Key themes included downplaying the significance of the letter and disparaging the
opposition through derogatory terms such as "little", "thieves", "flop", and "ex-convicted". Consequently,
we posit that the right-hand cluster employed discursive strategies rooted in affective polarization to
exacerbate ideological divisions (van Dijk, 2006; Kakisina et al., 2022; Kubin and von Sikorski, 2021).

In this context, the "us versus them" dynamic (Masroor et al., 2019) observed in our study varies
depending on the ideological pole under scrutiny. On the left-hand side, the notion of 'us' encompasses
a diverse array of actors, including politicians, celebrities, and media outlets, whereas 'them' is singu-
larly represented by Bolsonaro. Conversely, within the right-hand cluster, 'us' pertains to individuals
supporting Bolsonaro, while 'them' encompasses a broader spectrum: former President Lula da Silva,
the Supreme Court and its justices, 'communists', 'thieves' in reference to artists, and the 'leftist' press—
essentially, anyone endorsing the letter.
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Regarding the populist rhetoric, we did not find explicit discourses emphasizing the sovereignty
of the people or advocating for their interests. However, we did observe the use of terms such as 'elite’
and 'bourgeoisie' to refer to those supporting the letter, along with accusations of a 'corrupted left'. Ad-
ditionally, there were instances of ostracizing others by associating them with countries like Venezuela
and Cuba, as well as labeling the press as potential threats. Furthermore, there was an invocation of the
heartland in discourse inviting participation in the Independence Day parade, a symbol strongly linked
to the military and Bolsonaro's political identity. Bolsonaro's tweet, as previously discussed, exemplifies
another aspect of populist discourse. As noted by Tumber and Waisbord (2021), populist leaders often
seek to consolidate executive powers and demand unwavering loyalty. We posit that Bolsonaro delibe-
rately fueled polarization between the two groups, heightening animosity and bolstering support among
his followers. His prominence as the most influential actor in the network on the third day underscores
his role as the leader. Thus, our analysis reveals fragmented forms of populism within this corpus (En-
gesser et al., 2017).

Furthermore, we identified a notable discursive strategy employed by the anti-letter group: the
dissemination of disinformation. Within the corpus, there was a narrative accusing artists of supporting
the letter in order to secure government funding for their cultural productions. This narrative falsely
suggests that artists receive direct financial support from the government. In reality, artists typically
register their projects and apply for authorization from the government, allowing them to seek private
funding from companies. These companies may then receive tax benefits for their sponsorship (Cesa-
rino, 2020). The misconception propagated in this discourse highlights the intentional spread of misin-
formation to discredit the motives behind supporting the letter.

To conclude this discursive analysis, it's crucial to underscore the utilization of 'threats' by both
factions. Within the pro-letter group, the perceived threat to democracy revolves around the specter of
a potential military coup and the resurgence of military dictatorship. Conversely, the anti-letter cluster
perceives threats emanating from leftist parties, communism, and the possibility of a dictatorship akin
to those in Venezuela and Cuba. This discursive tactic mirrors findings from the analysis conducted by
Prado et al. (2023). However, the crux of the issue arises from the propagation of a 'fear of communism'
narrative, wherein the anti-letter group contends that military intervention would serve as a safeguard
to preserve democracy in Brazil. A similar discourse was present during the 1964 military coup that led
Brazil into 18 years of dictatorship.

In summary, the data indicate divergent interpretations of democracy shaped by ideological pers-
pectives, which are perpetuated by opinion leaders and the discursive strategies employed within each
cluster. Within the analyzed corpus, polarization fuels a discursive contestation over the 'true’ meaning
of democracy, with various influencers chosen to bolster and shape these perceptions. As observed,
each cluster advocates for and legitimizes its actors' distinct conception of democracy. In the pro-letter
camp, democracy is closely linked to safeguarding the electoral process, upholding the rule of law,
and preserving democratic institutions. Conversely, the anti-letter faction frames democracy within
the context of populist rhetoric, emphasizing the defense of individual freedom and the battle against
the left and communism. This group exhibits elements of both ideological and affective polarization,
fostering conditions wherein anti-democratic discourse is misconstrued as democratic. Consequently,
this appropriation of social media platforms serves to accentuate existing societal polarization and cou-
1d potentially lead to detrimental consequences, including physical harm, as witnessed in Brazil, and
discussed in the subsequent section.
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7. Final remarks

In this study, we conducted an analysis of Twitter conversations centered around the keyword
"democracy", aiming to uncover how the concept of democracy is constructed and discussed on social
media platforms. Our investigation revealed a deeply polarized discourse, with distinct influencers and
discursive strategies operating within each pole of the debate.

We found that conversations surrounding democracy exhibited stark ideological divisions, with
one cluster defending the letter and democratic principles, while the opposing cluster launched attacks
against both. It is noteworthy that those critical of the pro-democracy movement paradoxically advo-
cated for military intervention, erroneously believing it would safeguard their moral values and protect
Brazil from perceived communist threats.

This dichotomy in conceptualizing democracy became evident as we examined the discourses
within each cluster. While the pro-letter group associated democracy with free elections and the rule of
law, the anti-letter faction aligned democracy with freedom, the military and the fear of communism.
The latter group, in particular, viewed the military as synonymous with democracy, suggesting a belief
that a coup d'état could restore what they perceive as genuine democracy—an alarming notion given
Brazil's historical context. Thus, while analyzing the use of democracy, we observed that a polarized
environment can also depict anti-democratic descriptions of the concept.

Moreover, our analysis revealed the deployment of various discursive strategies by the anti-letter
group to solidify their ideological stance and exacerbate polarization. These strategies included the "us
versus them" antagonism, populist rhetoric, and the dissemination of disinformation rooted in affective
polarization. Actors within this cluster employed derogatory language not only to criticize individuals
and the pro-democracy letter but also to undermine the very concept of democracy itself.

The polarization observed in Brazilian society presents a significant challenge to the health of
democracy. As noted by Habermas (2022), a growing segment of the population no longer has faith in
democratic institutions, with some even advocating for the return of military dictatorship. This erosion
of trust in democratic norms and institutions poses a grave threat to the democratic fabric of society.

The attempted coup by Bolsonaro's supporters on January 8th, 2023, serves as a stark reminder
of the consequences of unchecked polarization and political extremism. Although it is challenging to
directly attribute such attacks to social media discourse, our analysis uncovered striking parallels be-
tween the narratives propagated online and the rhetoric espoused by those involved in the attempted
coup. This underscores the potential influence of social media in shaping political realities and fueling
extremist ideologies.

In our analysis, we underscore the troubling emergence of discursive strategies within the far-right
cluster aimed at undermining democratic institutions, discrediting elections, and aligning democracy
with authoritarianism, all under the guise of defending democracy itself. We show that these tactics
were evident well before the occurrence of physical attacks. The insular nature of the far-right cluster
likely contributed to the reinforcement of shared beliefs, fostering a sense of mistrust in democratic
processes such as elections and the judiciary. As previously argued, this form of political polarization
poses a significant threat to the foundations of democracy (Arbatli and Rosenberg, 2020).

We acknowledge several limitations inherent in our study. Firstly, our analysis was constrained by
the relatively short timeframe considered and the specific focus on Twitter conversations surrounding
a contentious topic. While Twitter provides a valuable platform for studying contemporary discourse,
it offers only a partial view of public opinion and may not fully capture the complexities of societal dy-
namics. Moreover, our study relied on intentionally collected data, which may introduce bias and limit
the generalizability of our findings. Additionally, correlating online discourse with real-world events
poses inherent challenges, as the relationship between online conversations and offline behavior is mul-
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tifaceted and nuanced. Furthermore, while our analysis sheds light on discursive strategies surrounding
the concept of democracy, it does not delve into the broader socio-political context that shapes these
conversations.

Despite these limitations, our study highlights the critical role of language and discourse in shaping
public perceptions and constructing social and political realities. By examining the discursive dynamics
surrounding the concept of democracy, we shed light on how language can be wielded to distort reality
and legitimize ideologies, even to the extent of accepting a military dictatorship as a form of democra-
cy. By recognizing the power of language in shaping societal dynamics, we can better understand the
complexities of political struggles and work towards safeguarding democratic principles in the face of
such discursive manipulations.
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Resumen

En 2024, The Boys es la serie mas vista de Prime Video y una
de las mas populares de las plataformas de streaming. La se-
rie ofrece una vision critica de la politica y sociedad estadou-
nidenses, y en concreto, segun su creador, de Donald Trump.
Este articulo realiza un analisis cualitativo de los personajes,
tramas y didlogos de la serie desde la critica de discurso. Se
identifican estrategias narrativas que reflejan caracteristicas
atribuidas a Trump por fuentes académicas. Homelander, el
villano, comparte sus rasgos, retérica y tipo de discursos.
Estos fomentan el miedo al terrorismo, el recelo hacia mu-
sulmanes e inmigrantes, asi como promueven la polarizacion

social, estrategias a las que también recurri6 Trump en su
primer mandato. Como ¢él, emplea dogwhistles que apelan a
un periodo mitico anterior a los movimientos feministas y
civiles y que promueven los miedos de su electorado, y sua-
viza su xenofobia y misoginia mediante figleaves. La serie
advierte del peligro social de una retoérica basada en el odio.
La transformacion de los protagonistas, inspirada en £/ Mago
de Oz, sugiere romper con el patriarcado y reconfigurar la
sociedad de manera democratica ¢ inclusiva, alineandose con
las teorias de cambio social de Spinoza.

Palabras clave: The Boys, Donald Trump, discurso de odio, politica, serie de television, superhéroes.

Hate Speech, Donald Trump and 7he Boys

Abstract

In 2024, The Boys is Prime Video’s most watched series and
one of the most popular on streaming platforms. The series
offers a critical view of American politics and society, and
specifically, according to its creator, of Donald Trump. This
article conducts a qualitative analysis of characters, plots and
dialogues of the series from a critical discourse perspective.
It identifies narrative strategies that reflect characteristics
attributed to Trump by academic sources. Homelander, the
villain, shares his traits, rhetoric and type of speeches. These
foster fear of terrorism, suspicion of Muslims and immigran-

ts, as well as promote social polarization, strategies also re-
sorted to by Trump in his first term. Like him he employs do-
gwhistles that appeal to a mythical period before the feminist
and civil movements and promote the fears of his electorate
and softens his xenophobia and misogyny through figleaves.
The series warns of the social danger of hate-based rhetoric.
The transformation of the protagonists, inspired by The Wi-
zard of Oz, suggests breaking with patriarchy and reconfigu-
ring society in a democratic and inclusive way, aligning with
Spinoza’s theories of social change.

Keywords: The Boys, Donald Trump, hate speech, politics, television series, superheroes.
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Discurso de odio, Donald Trump y la serie 7he Boys

1. Introduccion

1 discurso del odio se dirige contra individuos -0 grupos- que comparten género, religion, etnia,

origen, raza, u otros rasgos identitarios, y los estigmatiza asocidndolos “a cualidades claramente
indeseables [...] legimitdndose la hostilidad contra ellos”' (Roman y Sagds, 2020, p. 3). El discurso del
odio es descrito como “un mal de nuestro tiempo [...] agravado por las redes sociales” (Martin-Jiménez,
2023, p. XIII) que, sin embargo, ha sido empleado frecuentemente a lo largo de la Historia como estra-
tegia politica, hasta el punto de considerarse hoy “normalizado” su protagonismo en el discurso politico
(Céceres-Zapatero et. al,2023, p. 11).

No obstante, que un lider politico se exprese mediante una retdrica que fomente el odio tiene graves
consecuencias sociales. Primero porque lleva al oyente a creer y actuar en base a los estereotipos nega-
tivos difundidos y a normalizar su expresion o a imitar su conducta (Roman y Sagas, 2020), dado que
su criterio “marca lo admisible, invitando a sus seguidores a dejar de reprimir sus propios prejuicios”
(Schaftner, 2020, p.8). En segundo lugar, porque el discurso del odio alimenta el “tribalismo politico”
(Piazza, 2020, p.6), propiciando la polarizacion y el incremento de los crimenes de odio (Peters, 2022;
James, 2021), el riesgo de que surjan “lobos solitarios” o grupos terroristas nacionales o internaciona-
les (Murphy, 2022), o incluso que estallen guerras civiles y masacres xenofobas (Valcore et al., 2023;
Piazza, 2020). Las Naciones Unidas alertan de que el extremismo y el auge de las politicas populistas
actuales en occidente (Murphy, 2022) erosionan la democracia, alimentan la discordia en el debate
politico, promueven la intolerancia, el racismo y la xenofobia, y emplean su discurso como “un arma
que estigmatiza y deshumaniza al otro [...] debilitando con cada paso nuestra humanidad compartida”
(Peters, 2022, p. 2325).

Como consecuencia de la propaganda nazi de la Segunda Guerra Mundial, Francia y Alemania
fueron pioneras en legislar contra el discurso de odio y, actualmente, toda la Union Europea, Canada y
Nueva Zelanda tienen restricciones similares, siendo Estados Unidos un caso unico entre las democra-
cias occidentales (Boch, 2020). El derecho constitucional a la libertad de expresion y el recelo al control
del Estado prevalecen en Estados Unidos frente a la necesidad de limitar el discurso del odio.

La oratoria de Donald Trump en su campafa y primer ejercicio ha sido vinculada con el discurso
del odio (Valcore et al., 2023; James, 2021; Piazza, 2020; Shaefer, 2020; Schaffner, 2020; Stuckey,
2020; Roman y Sagas, 2020; Giroux, 2017; Heidt, 2018; Tucker, 2018; Kellner, 2017). Emple6 una reto-
rica vituperativa -inhabitual en un presidente de gobierno- en la que recurrié continuamente a insultos,
falsas equivalencias y “una voluntad explicita de excluir a otros [e incluso] invitar a tomar medidas —
medidas violentas- contra los excluidos” (Stuckey, 2020, p. 377). El discurso de Trump incluy6 “comen-
tarios xendfobos, anti-inmigrantes, anti-islimicos, racistas, anti-semiticos y miso6ginos” (Giroux, 2017,
p.10), incrementandose los delitos de odio en las ciudades que acogian su campafia (Hodwitz y Mas-
singale, 2023; Murphy, 2022; Peters, 2022; James, 2021). Sus beligerantes mensajes en redes sociales
(Allegranti, 2024; Magazzu, 2022; Quealy, 2021) y su impacto en el incremento del discurso del odio
también ha sido ampliamente analizado (Karell y Sachs, 2023; Siegel et al., 2021). Y es que, en general,
las investigaciones sobre el discurso del odio atienden fundamentalmente a su desarrollo en las redes
sociales (Antona ef al., 2024; Di Fatima, 2023; Castafio-Pulgarin et al., 2021).

Esta investigacion, sin embargo, analiza el reflejo del discurso del odio de Donald Trump y sus
consecuencias sociales en una serie de television, The Boys (Kripke y Rogen, 2019-Hoy), desde la con-
viccion de que la cultura popular tiene una gran relevancia para construir nuestra vision del mundo y
el modo en el que evaluamos el poder y su ejercicio politico (Street et al., 2015). El cine y las series de
television ofrecen, mediante relatos narrativos ficcionales intensamente emocionales, visiones del mun-
do que alimentan nuestro imaginario social y politico y que nos llevan a posicionarnos en ¢l (Naerland,

1. Las citas incluidas en este articulo han sido traducidas por los autores de la investigacion.
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2020). El analisis de la vision de la realidad que ofrecen estos productos audiovisuales ficcionales resul-
ta de crucial importancia, dado que, por ejemplo, en Espafia, su consumo supera al de los informativos
(CNMC, 2022).

The Boys es una serie de superhéroes y como tal, articula relatos que se construyen sobre analogias
“a la politica real, situaciones, etnias, culturas o incluso individuos” (McDowell, 2014, p. 25). El sub-
género de superhéroes funciona como vehiculo de comentarios ideoldgicos sobre el mundo contempo-
raneo, y su analisis tiene mucho interés, dado su éxito de taquilla y penetracion social. Con la victoria
electoral de Trump en 2016 y durante su presidencia, la produccion y acogida del ciclo de superhéroes
se fortalecio, tras su relanzamiento posterior al 11-S, estrenandose 27 largometrajes de imagen real de
superhéroes (IMDB?) de las que 19 se encuentran entre las 100 peliculas mas taquilleras de la Historia
(Chico, 2023). En ese tiempo, ademas, se estrenaron 14 series de television de imagen real bebiendo de
su misma formula (IMDB?).

Este ciclo exploraba el trauma nacional en el que el deseo de venganza tras el atentado a las Torres
Gemelas entraba en contradiccion con los principios democraticos del pais (Hagley y Harrison, 2014).
Este modelo triunfalista -que como en las producciones bélicas recibia la colaboracion del Pentagono
(McSweeney, 2018)- presento a la sociedad estadounidense como victima de un ataque foraneo y que,
ante unas fuerzas de seguridad incompetentes y leyes e instituciones politicas ineficaces (Medina-Con-
treras y Sangro-Colon, 2020), delegaba su salvacion en la intervencion de unos superhéroes éticos,
patriarcales e hipermasculinos (Waling, 2016), que incluso padecian algunas dudas éticas sobre la mi-
litarizacion y autoritarismo institucional estadounidenses (Mufioz-Gonzalez, 2017). Gracias a ellos y a
su compromiso con “la verdad, la justicia y el americanismo” (Jenkins y Secker, 2022, p. 211), la nacion
renacia virtuosa en sus principios y en su ejecucion de la guerra. Mark Bowden (2018), sin embargo,
considera que esa arquitrama sirve a la aceptacion de la politica de Trump mas autoritaria y aislacionista
y ve peligroso que los espectadores asuman que deba delegarse el cambio social en individuos excepcio-
nales que salven a una sociedad pasiva y unas instituciones incompetentes.

The Boys rompe con este modelo. En palabras de su creador “deconstruye y pone el foco en las ab-
surdeces del cine de superhéroes”, presentando a su villano, Homelander, como un superhéroe tiranico
que articula una “analogia de Trump [...] una mezcla inflamable de inseguridad y terrible ambicion [...]
que busca ser lo mas poderoso posible, pese a ser completamente inadecuado para ello” y que simboliza
“la victimizacion del hombre blanco y la ambicion desmedida” (Kripke, como se citd en Hiatt, 2022).

Los protagonistas de The Boys, un grupo de vigilantes que buscan venganza de Homelander y los
demas superhéroes, sirven también de vehiculo para la satira de otro subgénero popular de ese periodo:
el protagonizado por vigilantes de edad madura. Las 14 producciones de este género realizadas durante
el mandato de Donald Trump reforzaron la idea de un hombre blanco amenazado, que, ante la incapa-
cidad del estado, emprendia una accién violenta y fuera de la ley para vengar o salvar al ser amado. Su
rabia era lo que permitia recuperar la estabilidad; una idea que sirvio para movilizar a un electorado
masculino, blanco y mayor, que se sentia amenazado ante la globalizacion, la desindustrializacion, los
movimientos feministas y de igualdad racial en la retorica de Trump (Frame, 2021).

Esta serie es una satira de ambos subgéneros ideologicos, anticapitalista y feminista (Martin, 2022)
que critica ferozmente la politica del Terror estadounidense y que advierte, entre otras cosas, del as-
censo, renovacion y legitimizacion de los grupos neonazis en Estados Unidos (Jenkins y Secker, 2022).
El creador de la serie declard que su intencion con ella era explorar el fendémeno de que “cuanto peor
actuan las figuras publicas, mas seguidores tienen” (Kripke, como se cité en Hiatt, 2022). A partir de
ello esta investigacion plantea que 7he Boys, ademas de reproducir y criticar las circunstancias socioe-
conémicas, mediaticas y politicas que llevaron a Trump a la Casa Blanca y reflejar fielmente sus rasgos

2.Consultado el 20 de noviembre de 2023
3. Consultado el 20 de septiembre de 2023.
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y estrategias politicas en Homelander (y otros personajes), denuncia especificamente el peligro social
que supone el éxito de unas estrategias y retorica que fomenten la polarizacion y el odio, y ofrece solu-
ciones para combatir sus efectos sociales. Consideramos que la serie contribuye asi a la urgencia de las
Naciones Unidas en instar a los gobiernos y medios de comunicacion en educar y alertar a la poblacion
del peligro que supone el discurso del odio (Peters, 2020), algo clave para reducir la tolerancia al racis-
mo, la xenofobia, la misoginia u otras formas de discriminacion (Boch, 2020).

El articulo presenta un analisis de trama y personajes de las cuatro temporadas de la serie The
Boys producidas hasta ahora. Atendiendo a las investigaciones sobre el cine de superhéroes de Hagley
y Harrison (2014) y Mufioz-Gonzalez (2017), analiza la serie desde la critica de discurso, entendiendo
el texto como expresion de realidades y mensajes politicos, producido para que estos sean compartidos
por el espectador (Chicharro-Merayo et al., 2023).

El anélisis parte de mapas de tramas que permiten localizar y definir los rasgos de caracterizacion
e hitos que determinan el arco de transformacion de sus personajes (Nevado et al, 2022; Naranjo y Fer-
nandez-Ramirez, 2020), asi como desarrolla un analisis cualitativo para definir su personalidad, mundo
interior y conflictos con otros personajes o instituciones (McKee, 2016). Ademas, realiza un analisis
de los discursos publicos de Homelander y otros personajes en busca del estilo, temas y recursos habi-
tualmente presentes en la oratoria de Donald Trump (Stuckey, 2020; Saul, 2017, Darweesh y Abdullah,
2016).

La investigacion tiene como objetivos, primeramente, identificar las estrategias narrativas con las
que la serie reproduce el contexto socioeconémico y politico del éxito de Donald Trump, asi como
cuales han sido los recursos de guion con los que se ha logrado hacer de Homelander y otros personajes
una analogia del mandatario. También busca detallar como la serie ha introducido en los discursos y
dialogos de algunos personajes las caracteristicas, temas y estilo de retorica de Trump, marcados por la
blsqueda de la polarizacion social y fomento del odio. Por ultimo, quiere localizar en sus personajes y
tramas cudles son las consecuencias sociales de una politica basada en el discurso del odio de las que
advierte la serie y qué soluciones propone.

2. Materiales y métodos

El andlisis atiende a las cuatro temporadas de la serie emitidas hasta 2024 y estudia las tramas y
caracterizacion de los protagonistas Starlight, Butcher, Hughie, Milk, Frenchie, Kimiko y Homelander.
También analiza personajes secundarios como los superhéroes Stormfront, Firecracker, A-train, Maeve
y Deep y personajes colectivos como la corporacion Vought -definida por su directora Stillwell, su CEO
Edgar y su responsable de Marketing y CEO Ashley-; la sociedad civil — Todd y los ciudadanos que
aparecen en la ficcion-; los politicos; la CIA; y los medios de comunicacion.

Se ha procedido a realizar un mapa de tramas de cada episodio, sefialando por secuencias, en cada
uno de ellos, los hitos de los personajes. Se ha dotado de un color a la celda de cada hito, atendiendo a
su protagonista (figura 1).
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TEMPORADA 1 EPISODIO 1

ACTO ACTO2 ACTO 3 ACTO &
Homslander y Manywe Hughis quisre denunciar a Hugihie acegla parar Huig g #sla muy ermecisnadn
detienen ladrones ¥ fans se Atrain. Su padre le desanima micro ¥ llama a Vought par haber tenido valor, Butcher
hacen seific con ellos por su falta de corage para concartar cita |z desanima a seguir
Hughie ¥ su novia hablan starlight llega 2 su Starlight wa a su primera Stilklweell acepta chantaje de
sabire irse & vivir juntes, presmrtacicn sn pY reunian de los 7 Haklan de alcakde de Raltimarns, que
Atrain atropella & novia Conooe 8 fshby merchandisire. esth despegando en avidn
Junta de accionistas de Vought Hughile acude a Vaught a
Starlight ertrena an lowa. Translucent acude a ka
Slfm.w!m pragana Stlllwmlrn_m prasantacisn. plantar al micra paro thars tianda da Hughla v I acusa
Starlight aspaia bt e e papisraje Butcher e
Entravista-casting a Hughle sufre atagua da starlight recancca a Hughie en salva. Electracutan a
Srarlight para entrar en los ansiedadd al ver reerchandising el Bafe, Transucent lava y Translucent ¥ s b levan an
7 dis atrain an tienda saspecha rmaleten.

L e LK S Deep abliga o Starlight a

en TV, Mentiras, Discusion Hughie planta el micra Hermnlardar darsila al
con pacre, realizarle una felacsan Mﬁhdal_alﬂkh de
Un abogada da Vought pide & Butchar offace a Hughia Raliinile
Hughie que firme un acuerdo wengarse de Wought y
daconfldanclalidad AbFain
Starlighl escucha caficas Starlight Noea ¥ vamita an el
de =y rmadre y recibe I bano. Maewve k2 aconsejs ser
llarmada de los 7. furts v gue no la vean asi

Butcher pide & Hughie gqus
plante un rdene en Vought

Stilbwall nagocka con alcalde de

Baltimarna fua ananara con
AACAr & |8 luE Complse s

Staslight canoce a Hughia

an un parque ¥ la anama a
luchar

Figura 1: Ejemplo de mapa de tramas por episodio -temporada 1, episodio 1- (Elaboracién propia)

Posteriormente se ha procedido a agrupar los hitos por personajes confeccionandose asi mapas de
trama individuales (Figura 2). En ellos se indican, ademas, rasgos de caracterizacion o conflictos inter-
nos, interpersonales o institucionales presentes en cada secuencia. También se han agrupado los hitos
en los que aparecen personajes colectivos -la sociedad- o institucionales -Vought, la CIA, los politicos
y los medios de comunicacion- con la finalidad de detectar asi los rasgos de caracterizacion que se
atribuyen a estos.
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T1, EPISODIO 1

Hugghibe ¥ 50 mevia hablan
sabwa traba)o dis él & irsa a
viir jurtos. Afrain atropalla

a novia. Cabardia

Hughiba ve dicculpas Atraln
an TV, Mentiras que le
hacan enfadarse ante la
Injusticia ¥ deshanra de s
novia

U abogado de Vought pide a
Husghie que linme un acuards
de confidancialicdad, Hughia

tiene wna alucinacian cnla

que st niega ¥ le zarandea.
Arbela valantia

Hughie quiere denunciar &
Atrain. Su padre le desanima
par = falia da coraja

Hughia sufre atagua da
ansiedad al ver merchandisng
da Atrain an tlenda

Bulcher pide a Hughie que
planta un rnicra en Vought

Hughla conooe a Stalrd kyhit y
acepta paner mikm

Hughie planta micro ¥ se siente
raalizads. Leva Tranducent

T, EPISODIO 2

Butcher dice a Hughi= gue
daben matar & Trnslucant.
Hughie gquiere huir ¥ Butcher
Iz recuerda su necesidad de
VRNGANZA

Hughie conaoe a Frenchie.
Muewvas dudas selbea pasara la
Aaccki

Llarma su padre quien le
recuarda que as un busan
chico. Desesperacion
Transhucent ndiculiza a
Hughie hacigndole war que es
un cabarde

Hughie akla con Frenchie
solora la culpa que se sienta
al asesinar.

Translucent intenta escapar y
Hughia la haca estallar
fidlsandlo wn Gebanador.

T1, EPISODIO 3

Hughiz 52 lava restos da
Transldcant ¥ necesita
cambiarse de rapa [culpal

Hughie dastroza su cuaro,
llere da merchandising da
loa 7. Su padee ifntenta
calmarla, paro Hughia sa
anfrenta a al diclendos qua
Mo es W nife ¥ guee no s
v @ guedar parado como
&l cuandao les dajd su
madra

Hughie planta micro e casa
de novia de Atrain. Se cruza
con &l pEnd Ao &5 capaz de
actuar. Escuchan gue Atrain
as adlcte A Compuesto Wy
Gque por eso mabd & rovia de
Hughie

Milk zurstiona al estadn de
Hughie. Este le dice gue se
sintld bdan tras matar a
Translucent Cusa tlans qua
wengar a su novia. Milk le
advlerte de gque se convarting
en adiceian

Hughie y Starlight w2
regncuantran an carrera. Ella
I da su teldfona. El la anima

A dejar las 7

T1, EPISODIO &4

Tras recilbn un mansaje de
Starlight, Butchar qulare qua |a
pinche 2l taléfono. Hughse e
dice que es buena persona.
Butchar lo nlega al sar un Sup

Tiena cita en balara con
Starlight Hablamn de
relacioras pasadas Hughia
tiana alucinacionas con su
oY A quien siente estar
tralclonando. Starllght tans
e & guie rla acepten
por su fuarza. Hughis
miente diciends que aoepta
e 2ma rrefor quee &l Le
planta @l micm &0 al
tedefong.

Figura 2: Ejemplo de mapa de tramas por personaje -Hughie, temporada 1, episodios 1 a 4- (Elaboracion propia)

Los mapas de tramas por personajes han servido para localizar y definir, mediante un analisis cua-
litativo, sus rasgos de caracterizacion (atendiendo a su apariencia fisica, ambiente, relaciones sociales,
edad, sexo, actitudes, valores, etc.); su mundo interior (marcado por sus deseos y contradicciones entre
su caracterizacion y su verdadera personalidad); sus motivaciones para alcanzar su objetivo y el origen
de estas (McKee, 2016, pp. 446-450); asi como por conflictos internos o con otros personajes e institu-
ciones (pp. 381-382), cuya solucion articule su arco de transformacion.

Posteriormente, se ha acudido a bibliografia académica sobre las causas y condiciones del éxito del
trumpismo, su efecto social, y la personalidad, estrategia politica, temas y estilo de retorica de Donald
Trump, buscandose en revistas académicas de prestigio y tesis doctorales publicaciones que giraran en
torno a Donald Trump y el discurso del odio. La finalidad es comparar si sus conclusiones se reflejan
en la trama y caracterizacion de personajes de la serie -particularmente en la representacion de Home-
lander como analogia de Trump-, asi como acceder al comentario ideoldgico y soluciones sociales que
propone el texto audiovisual. La comparacion entre las conclusiones de la bibliografia académica y el
analisis de personajes se expondra en los resultados.

Finalmente, para analizar la presencia de recursos retoricos de Donald Trump, se han transcrito y
analizado los discursos publicos realizados por Homelander, Stormfront, Firecracker y Bluehawk a los
ciudadanos. Se ha atendido a su estilo de retorica -performativa, educativa o vituperativa- comparan-
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dola con la de Trump (Stuckey, 2020), y se ha estudiado su semejanza con los temas y recursos sexistas
(Darweesh y Abdullah, 2016), xen6fobos y racistas (Saul, 2017) del discurso de Trump, en concreto su
empleo de dogwhistles’y figleaves®.

3. Resultados
3.1. Un contexto sociopolitico y mediatico propicio para el éxito de una estrategia basada en el odio

En Estados Unidos, el mandato de Reagan inauguré un periodo en el que, con la connivencia de
los sucesivos presidentes estadounidenses, “empujados por la emergencia de un neoliberalismo salvaje,
se vendio la democracia a los banqueros y grandes corporaciones”, permitiendo “que la élite financiera
concentrara una despiadada concentracion de poder” (Giroux, 2017, p. 889). Esto se muestra en la his-
torica relacion de la corporacion Vought con el ejecutivo®, a quien tiene a su merced.

Vought fabrica superhéroes a partir del compuesto V. Se ha enriquecido gracias a que las ciudades
han delegado su proteccion en los superhéroes. Vought, ante las presiones o persecucion judicial del
ejecutivo democrata o la CIA, solo tiene que amenazar con represalias sobre la poblacion civil’, fabricar
pruebas® o directamente eliminar al responsable de la investigacion o sus testigos’. Es mas, incluso ha
empleado el compuesto V para crear superterroristas, haciendo asi a sus superhéroes imprescindibles
para garantizar la Seguridad Nacional, y se ha convertido en el tinico proveedor de compuesto V de las
Fuerzas Armadas para luchar contra los superterroristas que ellos mismos han creado. Vought gobierna
Washington de facto desde Nueva York, el centro econémico y financiero del pais. La serie representa
como las grandes corporaciones estadounidenses se mueven por encima de la ley, amasando sus fortu-
nas y acaparando poder “mediante los mecanismos de la Seguridad Nacional, la vigilancia masiva, el
armamento de las fuerzas policiales locales, la economia de guerra permanente y la militarizacion de la
politica exterior” (Giroux, 2017, p. 888).

Es mas, Vought cuenta con una agente doble dentro de las filas democratas, Victoria Neumann,
que guarda en secreto ser una superheroina, hija adoptiva del CEO de Vought y aliada de Homelander.
Llega a ser elegida vicepresidente de Estados Unidos y, en secreto, convence al Presidente de la Camara
y a los propietarios de las grandes fortunas del pais de dar un golpe de estado y asesinar al Presidente
Singer con las palabras “Las empresas tienen el verdadero poder y deberian poder actuar sin regula-
ciones ni restricciones. Son multimillonarios y saben de sobra lo que mas conviene. Si me apoyan esto
sera lo que tendran” '°. Neuman traslada asi la vision de Trump de que su habilidad para los negocios
como millonario era lo que le acreditaba como mejor candidato a la presidencia (Kellner, 2017, p. 82),
asi como la vision de que en Estados Unidos rige “una cultura empresarial despiadada y orientada al
mercado, marcada por un sistema econémico y politico controlado principalmente por la €lite financiera
gobernante” (Giroux, 2017, p. 888).

Vought cuenta con otro instrumento de control social: su imagen. Del mismo modo que el electo-
rado evangelista (Cross, 2018), la Asociacion Nacional del Rifle y las superproducciones triunfalistas

4.Palabra o comentario que pretende llamar veladamente la atencion de quienes comparten un prejuicio o ideologia (Saul,
2017).

5.Comentario que pretende esconder el odio explicito de una declaracion (Saul, 2017).

6.En la temporada 2, episodio 1 se cuenta que un superhéroe, Soldier Boy, fue empleado por Roosevelt para vencer la Segun-
da Guerra Mundial. En la temporada 2, episodio 3 que colabord con Reagan durante la Guerra Fria.

7.En la temporada 1, episodio 6 esto bloquea la actuacion de la CIA.

8.En la temporada 1, episodio 2 Vought consigue mediante unas fotografias sexuales el voto favorable de un congresista a
sus intereses militares.

9.En la temporada 1, episodio 1 Homelander acaba con un alcalde que amenaza la compaiiia. En la temporada 2, episodio
1 Neumann termina con la directora de la CIA y en la temporada 2, episodio 7 con los testigos que van a declarar contra
Vought en el Congreso.

10. Temporada 4, episodio 6.
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de Hollywood contribuyeron a la idolatria de Trump (Kellner, 2017), Vought cuenta con el movimiento
Abrazo Samaritano, acude a convenciones de armas y produce sus propios blockbusters. Como en la
realidad (Bowden, 2018), los ciudadanos de The Boys, delegan el cambio social en salvadores, en seres
excepcionales, en lugar de en la accion colectiva'’. Inicialmente son meros consumidores de merchan-
dising, fans, indices de popularidad en las estadisticas que guian las acciones de marketing y Relaciones
Publicas de la compaiia. Son espectadores esclavos de un ciclo de noticias copado por los superhéroes,
tal y como Trump monopolizé la atencion estadounidense, convirtiéndose en un “espectaculo media-
tico” perpetuo'? que acaparaba grandes audiencias (Kellner, 2017, p. 75). Desde su cadena de noticias,
Vought difunde fake news” marcando los temas de otras cadenas y redes sociales, tal y como Breitbart
y FOX news hicieron durante el trumpismo (Durham, 2018).

Y es que el engafio es el eje de funcionamiento de Vought. La compaiia tiene su origen en el nazis-
mo y no en el pasado mitico que ha hecho creer a la poblacion; no tiene como objetivo el bien comun, ni
respeta el orden democratico, sino que se sirve de él persiguiendo su propio beneficio. Sus superhéroes
ni son ejemplares, ni nacieron asi por deseo divino (ya que se oculta a la sociedad y los propios superhé-
roes la existencia del compuesto V). Tal y como sintetiza su experto en Marketing: Vought es Oz, la
ciudad esmeralda de E/ maravilloso Mago de Oz, “un lugar de ilusiones donde el engafio [...] proporcio-
na la base de la autoridad" (Ritter, 1997, p. 182). El caracter mitico de la falsa leyenda de Vought recuer-
da a lo que Lakoff describe como la falacia del pasado mitico al que apela el eslogan “make America
great again’: la promesa de restauracion de un periodo, entre la victoria de la Segunda Guerra Mundial
y los movimientos civiles y feministas, en el que “los hombres blancos se llevaban todo el pastel y no
solo la parte que les correspondia” (Lakoff, 2017, p. 602). Lakoff lamenta, en referencia a Trump, que “a
lo que nos enfrentamos [...] es a un Mago de Oz del siglo XXI” (p. 595).

La superheroina protagonista Starlight, como Dorothy', desenmascara a Vought y Homelander en
redes sociales'®. Paralelamente, Homelander ha ido alentando la rabia y la polarizacion social con una
retorica del odio promovida por Stormfront (“las emociones venden, el odio vende. Tt tienes fans, yo
tengo soldados™"’). La tension social creciente conduce a que Homelander sea vitoreado en masa cuan-
do asesine en publico a un detractor’®, llevando a término la famosa hipétesis de Trump de que podria
disparar en la Quinta Avenida y, aun asi, no perder votantes (Stuckey, 2020). Su impunidad ante el
juicio', la utilizacion de un aborto de Starlight para menoscabar su imagen, el bombardeo continuo de
fake news a través del canal de noticias de Vought?® y el éxito del plan para quitar a Singer de la Casa
Blanca, llevaran a esa sociedad estadounidense, inicialmente pasiva, a estar al borde de la guerra civil.

Homelander, pese a conocerse su verdadera cara y una vez declarada la ley marcial, consigue el
mando de un cuerpo de seguridad nacional integrado por los superhéroes de Vought y se encargara de
depurar el estado de todo traidor?'. Cuando la politica se basa en el odio y la polarizacion lejos queda la
pacifica solucion social de El maravilloso Mago de Oz .

11.En la temporada 1, episodios 4 y 5 se puede ver su aprobacion de la actuacion de Homelander ante la amenaza terrorista,
pese a no haberse aprobado esta aun en el Congreso.

12.La serie presenta con mucha frecuencia el eco noticioso de las declaraciones o acciones de los superhéroes, que incluso
protagonizan realities y reportajes.

13.Como en la temporada 3, episodio 7, donde se acusa a Starlight de estar traficando con menores, en clara referencia al
Pizzagate con el que se difundi6 la noticia falsa de que Hillary Clinton era responsable de un circulo de abuso de menores
(Gutsche, 2018, p.39).

14. Temporada 1, episodio 3.

15. Identificada explicitamente como Dorothy en la temporada 1, episodio 3 y en la temporada 3, episodio 1.

16. Temporada 3, episodio 6.

17. Temporada 2, episodio 4.

18. Temporada 3, episodio 8.

19. Temporada 4, episodio 1.

20. Temporada 4, episodio 4.

21. Temporada 4, episodio 8.

Estudos em Comunicagdo n°41 (Dezembro, 2025) 30



Laura Fernandez-Ramirez & Ignacio Nevado

3.2. Homelander: personalidad y estrategias politicas de Donald Trump

Homelander es el gran y temible Oz, un lider venerado que resulta ser un fraude (Ritter, 1997).
Starlight, la nueva integrante de “Los 7”, no tardara en comprender que la imagen servicial, integradora,
desinteresada y mitica que la sociedad tiene de “Los 77, y de Homelander en concreto, solo responde a
una marca, definida para beneficio de Vought®>. Homelander, aparentemente supeditado a las fuerzas
del orden y las normas de un Estado democratico como le demanda su empresa, combate el crimen
con sadismo y ensaflamiento cuando no es observado?. Conocedor del miedo al terrorismo post 11-S,
escuda en una accion extranjera su accidental derribo de un avion y su abandono de los pasajeros®. Es
mas, €l es el responsable de la creacion de superterroristas, del enemigo que lo hard imprescindible para
la seguridad nacional. Parapetado en sus propias mentiras, este Mago de Oz al que descubrira Starlight,
rompe con su marca personal, anteriormente integradora®, dejandose ver progresivamente tal y como
es.

Como describen sus biografos y acolitos, la debilidad de Donald Trump recae en su temperamento
y narcisismo infantiles (Drezner, 2020) y en su obsesion por gustar (Lakoff, 2017). Estos rasgos articu-
lan el conflicto interno de Homelander. Creado en un laboratorio y con la unica compaiiia de un amigo
imaginario a quien ve reflejado en los espejos, su Unica debilidad es la necesidad humana de ser acep-
tado®® por aquellos a quien siente su familia®’ o, en su defecto por “Los 7. Ante su rechazo, engafio o
traiciones”, Homelander se muestra obsesionado con su indice de popularidad y la veneracion social®®,
algo que también se atribuye a Trump (Lakoff, 2017).

Tal y como Drezner (2020) atribuye al liderazgo de Trump, Homelander compensa su inseguridad
personal con una fe absoluta en si mismo y su instinto, rechazando la vision, guiones y planes de su em-

22.En la temporada 1, episodio 2 Stillwell, directora de Vought, recuerda a Homelander que “tu marca es esperanza, béisbol,
Estados unidos, sol... no la venganza”.

23.En la temporada 1, episodio 3 y en la temporada 2, episodio 1 asesina cruelmente a un francotirador y a toda una locali-
zacion siria donde creen que se encuentra un superterrorista. Evita las criticas con dinamicas ensayadas o plantando pruebas.
Para asegurarse la aprobacion de medios, policia y soldados recurre al lema de Soldier Boy “vosotros sois los verdaderos
héroes”, que en el imaginario social apela a la Segunda Guerra Mundial, la guerra buena por antonomasia.

24. Temporada 1, episodio 4.

25. Stillwell le exige que considere la atencion de democratas y CNN a sus discursos (temporada 1, episodio 5).

26.En la temporada 3, episodio 6 su amigo imaginario dice que su Unico vestigio de humanidad es “un cancer a extirpar”.
Vuelve a mencionarlo en la temporada 4, episodio 3. Para acabar con esta debilidad, Homelander asesina a los cientificos
que lo crearon, quienes le dicen que numerosos psicologos lo manipularon para crearle ese “talon de Aquiles” y poder asi
controlarlo (temporada 4, episodio 4).

27. Anhela la leche materna de Stillwell y compite con su bebé por su atencion en los episodios 1, 2, 5y 7 de la primera tem-
porada. Se frustra por la falta de aprobacion de Edgar en la temporada 2, episodio 1 y en la temporada 3, episodio 2. Busca
solventar su conflicto tratando de obtener el amor de su hijo Ryan durante las temporadas 2, 3 y 4 y se frustra al ser concebido
como “una vergiienza” por su padre biologico Soldier Boy en la temporada 3.

28. Cuando en la temporada 2, episodio 3 todos averiguan que fueron fabricados, apela a su origen comtn para unirse.

29. Siendo la principal las acciones de Starlight, Maeve y The Boys contra ¢l y Vought.

30. Esto se aprecia en su terror ante la popularidad de Stormfront (temporada 2, episodio 4) o en los primeros dos episodios de
la temporada 3 donde esta paralizado ante el descenso en sus indices de aprobacion tras la noticia de que su pareja era una su-
perheroina nazi. Se excita sexualmente cuando obtiene una gran acogida entre los hombres del cinturdn de 6xido. Estos, junto
con los “stormchasers” (un grupo neonazi), constituiran su familia ultima definiéndolos como “los verdaderos patriotas”.
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presa’', depurandola y reconstituyéndola con sus acolitos cuando esta no le brinda el apoyo suficiente®.
Esto mismo lo traslada al pais al pretender asesinar a Singer y sustituirlo por Neuman?®, y al ordenar la
depuracion de los seguidores de Starlight con la imposicion de la ley marcial®.

Las ambiciones de ambos lideres se reflejan en su vision de si mismos: Homelander se concibe a si
mismo como un dios*, pese a su debilidad de necesitar la aprobacion y aceptacion social constante. Su
frustracion ante el rechazo de aquellos miembros de su familia que deberian amarle (Stillwell, Edgar,
su padre Soldier Boy y su hijo Ryan), de aquellos que le critican por haberse enamorado sin saberlo de
Stormfront -una nazi-, o de los seguidores de Starlight, le llevan primero a contentarse con ser un dios
“al que teman™® y después a verbalizar a “los 7” que “deberan hacer cosas terribles, cosas violentas,
despiadadas e incluso crueles por el Bien Comun. Ya no seréis los famosos a los que todos veneran,
seréis dioses llenos de ira™’. Homelander se atribuye la mision divina y la capacidad de resolver los
problemas provocados en Estados Unidos por la lentitud de los procesos democraticos®®, la inaccion del
gobierno® y su corrupcion*’; Trump “se presenta como un superhéroe que, por arte de magia, devolvera
la grandeza a EE.UU” (Kellner, 2017, p. 80).

Y es que Homelander se considera el salvador de una sociedad que, segun él, “tiene miedo, odia a
Washington y quiere justicia fronteriza al estilo de John Wayne™!. Su vision mitica de la identidad na-
cional, de hegemonia blanca y patriarcal, traduce el americanismo restringido del make America great
again, un lema trumpista “sobre qué -y quién- es estadounidense en primer lugar” (Stuckey, 2020, p.
382). Homelander dinamita su marca integradora, como Trump acabd con la “idea de que un presidente
[...] debe al menos pretender ser el lider de todos los ciudadanos [...] Trump se dirige a sus ciudadanos,
no a todos” (Drezner, 2020, p. 397).

Trump apel6 a unos ciudadanos que sufrian dificultades econdmicas provocadas por la liberali-
zacion empresarial, la tecnologizacion y la globalizacion que marcaron las politicas de los sucesivos
gabinetes (Giroux, 2017; Kellner, 2017; Tucker, 2018). Se sentian ignorados por las élites politicas, finan-
cieras y mediaticas padeciendo “miedo y ansiedad por la pérdida de centralidad del privilegio blanco y
el patriarcado” (Schaefer, 2020, p. 5). En The Boys Firecracker verbaliza esta estrategia:

Vendo un propésito a los que lo han perdido todo. Han perdido el trabajo, la casa o a un hijo por culpa
de las drogas. A los politicos se la suda, los medios de comunicacion sefialan su color de piel. Yo los

31. Temporada 1, episodio 5.

32. Asesina a Stillwell en la temporada 1, episodio 8 y derroca a Edgar en la temporada 3, episodio 4. Ashley, un titere al que
puede gobernar, es la elegida para sustituirles en ambos casos. En la temporada 4, episodio 8 ordena a los 7 asesinar a todo
aquel empleado de Vought que tenga informacion comprometida contra €l, incluida la propia Ashley.

33. Temporada 4, episodio 6.

34.Temporada 4, episodio 8.

35. Dice ser el enviado de Dios para salvar a los hombres (temporada 1, episodio 5), formar parte de una raza superior
(temporada 1, episodio 6), poder hacer lo que quiera (temporada 2, episodio 1), y ser “el unico dios del cielo” (temporada 3,
episodio 2).

36. Si la humanidad no le admira (algo que considera exigible) le vale con que le teman (temporada 3, episodio 3).

37. Temporada 4, episodio 5.

38. Responsabiliza del atentado (perpetrado por €l, en realidad) a la necesidad de someterse al congreso (temporada 1, epi-
sodios 4y 5).

39. Stormfront y Homelander acusan a Neumann de permisividad con la llegada de inmigrantes ilegales (temporada 2, epi-
sodio 7)

40. Describe a Singer, el presidente electo, como “la mayor amenaza de este pais, que lo destruira para siempre” por ser “una
marioneta de los progres” (temporada 4, episodio 6).

41. Temporada 1, episodio 5.
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junto, les cuento una historia y les doy un propésito. ;Tu qué preferirias? ;Creer que formas parte de
una comunidad de guerreros contra un Mal secreto o que eres un solitario cero a la izquierda al que
nadie recordara??

En la primera campana de Trump, sus votantes tenian miedo del islam, del terrorismo y la inmi-
gracion, y recelaban del protagonismo en la agenda liberal de las amenazas de su cultura tradicional
(James, 2021): los movimientos feministas y civiles (Kellner, 2017). El éxito de Trump se bas6 en detec-
tar esa frustracion y creciente enfado ante la correccion politica democrata, que les avergonzaba como
responsables de las desigualdades raciales y de la mujer (Schaefer, 2020). Trump se presentd a estos
ciudadanos, blancos y evangélicos, que creian en “la autoridad de Dios, la autoridad de la Biblia ... la
autoridad de los hombres, la autoridad civil” (Cross, 2018, p. 243) como alguien que expresaba su propio
odio tal y como ellos lo sentian, sin correccion politica (Tucker, 2018), y ofreciendo venganza (Schaefer,
2020). Los movimientos neonazis y de alt-right apoyaron su candidatura, viéndose legitimados por
Trump e incluso ocupando puestos en su gabinete (Pérez, 2016).

Homelander lleva a cabo en la ficcidon sus mismas estrategias para ganar la veneracion de sus segui-
dores. Primero recurre al miedo de este electorado al terrorismo islamico y lo relaciona con la inmigra-
cion ilegal®; esto le hace imprescindible para garantizar la seguridad. Después se sirve de las técnicas
de Stormfront* (cuyo pasado e ideologia nazi la relacionan con los grupos neonazis que apoyaron la
candidatura de Trump), quien busca encender el odio a los inmigrantes ilegales a través de internet
mediante la generacion de fake news y memes incendiarios, tal y como hizo la alt-right de Breitbart y
Bannon (Durham, 2018), y realiza discursos, con una retorica agresiva y burlona, que alientan el en-
frentamiento bélico (“las emociones venden, el odio vende. Tu tienes fans, yo tengo soldados™). Mas
adelante, en su busqueda de la polarizacion, Sage creara hashgtags como “#yihadprogresista” y “#fe-
minismoblancoarrogante”, de modo similar a como Trump recurri6 a, por ejemplo, “#CrookedHillary”
para desacreditar a su oponente.

Tras lograr la polarizacion social, Homelander finge equidistancia entre sus seguidores y los de
Starlight. A su salida del juicio exculpatorio por el asesinato de un detractor presencia el enfrentamiento
violento entre los dos bandos, a los que se refiere como “igual de especiales™¢, lo que recuerda a como
Donald Trump eludi6 posicionarse ante los disturbios de Charlottesville de agosto de 2018 con la frase
“habia gente muy buena en ambos lados” (Stuckey, 2020, p. 379).

Como reflejo de la denuncia de la cultura de la cancelacion de Trump (Drezner, 2020), Homelander
también arremete contra los medios de comunicacion?’ y “los progres’™®, a quienes describe como “unos
socialistas ateos no binarios que quieren reemplazaros™. Firecracker, con su discurso evangélico, an-
tiabortista® y plagado de fake news, continua con su demonizacion, equiparando a “los progres” con
“monstruos que quieren destruir nuestro patrimonio, traficar con nuestros hijos y feminizar a nuestros
hombres”>!, en linea con el discurso de Donald Trump del 3 de julio de 2020 donde denuncid “una cruel

42. Temporada 3, episodio 2.

43. Temporadas 1 y 2

44. Temporada 2

45. Temporada 2, episodio 4.

46. Temporada 4, episodio 1.

47. Temporada 3, episodio 2.

48. Temporada 4

49. Temporada 4, episodio 3.

50. Firecracker dinamita la imagen publica de Starlight descubriendo que se sometio a un aborto pese a crecer “en una fa-
milia cristiana. Sabia perfectamente distinguir el Bien del Mal; Sabia perfectamente lo que estaba haciendo” (temporada 4,
episodio 4)

51. Temporada 4, episodio 8. En la temporada 4, episodio 7 una cancion infantil del canal de noticias de Vought invita a los
nifios a sefialar como “antifas” a “gays, directores del colegio, progres, socialistas, profesores que adoctrinan, Sean Penn,
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campafa de borrar nuestra historia, difamar a nuestros héroes, borrar nuestros valores y adoctrinar a
nuestros ninos” (BBC, 2020). Asi Trump y Homelander, articulan explicitamente quiénes son los ene-
migos del americanismo que ellos defienden; quienes se opongan al “Make América Great Again” en la

realidad o al “Make América Super Again” en la ficcion.

3.3. Homelander y Trump: dos lideres, un mismo estilo de retorica.

La retorica vituperativa vulgar de Trump, alejada del decoro y conducta ejemplar propias de los
presidentes de gobierno (Stuckey, 2020), promulgd una vision de la nacion obsoleta y excluyente que
incluso llegaba a legitimar la violencia contra unos enemigos especificos: los demdcratas (Drezner,
2020), las minorias privilegiadas por estos, los medios de comunicacién y unos poderes en la sombra
responsables de la “gran mentira” (Kellner, 2017) y de la cultura de la cancelacion (Stuckey, 2020).

Su éxito electoral “fue una sefial para mucha gente de que sus propios prejuicios no eran algo a
ocultar o de lo que avergonzarse, sino algo tolerado, o incluso celebrado, por gran parte de Estados
Unidos” (Schaffner, 2020, p. 3). Sus discursos, que incitaban al odio a las minorias, algo anteriormente
inaceptable en politica, hizo permisible a sus seguidores expresar sus propios prejuicios (Schaffner,
2020) e incluso perpetrar crimenes de odio en las ciudades donde Trump habia realizado mitines (Ruis-
ch y Ferguson, 2023).

Los discursos de Homelander reflejan esa retorica basada en el odio. Tras el supuesto atentado
terrorista, Homelander acude a un festival de Abrazo Samaritano™ y justifica su necesidad de venganza
mediante dogwhistles trumpistas que apelan a un electorado evangélico y su miedo al terrorismo islami-
co: denomina a los atacantes “impios” y dice ir a “iniciarles” en la Justicia Divina -lo que sugiere su ori-
gen musulman- y los describe como “escondidos en cuevas”, -apuntando a su pertenencia a Al Qaeda-.
Para argumentar que no piensa someterse al Congreso lanza dogwhistles como decir que €l responde a
“un poder superior” y que es “lo que haria un verdadero estadounidense”, apelando al periodo mitico
de La Frontera y el Destino Manifiesto, un momento previo a la constitucion del sistema democratico.
Cierra con un salmo, anteponiendo asi la Biblia a la Constitucion. En su siguiente discurso, un home-
naje postumo a Translucent®, relaciona su muerte con el cartel mexicano “El Diablo” para pasar, in-
mediatamente, a abordar la problematica del terrorismo. Funciona como un dogwhistle que relaciona la
inmigracion mexicana con el mal biblico y el terrorismo, como cuando Trump relacion6 la inmigracion
mexicana con la criminalidad y las violaciones (Saul, 2017).

En los dos discursos presenta chivos expiatorios a su propio error, algo habitual en los discursos de
Trump (Heidt, 2018); también muestra que es un “maestro del espectaculo”™ (Kellner, 2017), elevan-
dose sobre las masas con los brazos en cruz -asemejandose a Jesucristo- en el festival cristiano, y en el
funeral llevando su mision antiterrorista al terreno de lo emocional -ofreciéndola como una promesa
personal a su compafiero muerto-.

En sus primeras dos temporadas la serie refleja con precision la retorica xendfoba, antimusulmana
y antinmigratoria de Trump a través de Homelander, aunque este no realiza manifestaciones racistas.
Esto se delega principalmente en Stormfront, quien comete un delito de odio del que acusaran también a
un superterrorista: mata a todo un bloque de afroamericanos y asesina al hermano de Kimiko al grito de

cientificos que hace vacunas, parasitos de la seguridad social, los que desconfian de la policia, drag queens, etc.”

52. Temporada 4, episodio 8.

53. Temporada 1, episodio 5.

54. Temporada 2, episodio 1.

55. Trump cultivé su marca como “hombre de éxito” y “rompecorazones” a través de los tabloides y su reality, llegando a
tener merchandising con su nombre (Kellner, 2017); Homelander crea y promociona sus romances con Maeve y Starlight, y
protagoniza blockbusters y realities que generan todo tipo de merchandising.
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“maldito amarillo”. La serie también representa el racismo trumpista en BlueHawk, un superhéroe que
patrulla y somete violentamente los barrios afroamericanos. Este justifica su actuacion con figleaves
como su “‘es racista acusar a alguien de racismo” -una respuesta similar a la de Trump cuando en 2018
espetd a una periodista afroamericana de la PBS “esa es una pregunta tan racista” al preguntarle si su
retorica y definicion como “nacionalista” estaba envalentonando a los grupos de ultraderecha blanca- o
su “voy donde hay crimen, y este se encuentra en los barrios negros™¢; una falacia como la de Trump
de equiparar a “algunos mexicanos” con “criminales y violadores” (Saul, 2017).

Los discursos de Stormfront reflejan la incorreccion politica de Trump, que, mediante insultos,
motes despectivos y humor visceral, enganch6 con un publico que se sentia mas listo al escuchar al
presidente hablando a su nivel (Stuckey, 2020). Las televisiones y radios repiten insistentemente la apo-
logia explicita del odio de Stormfront por la que “cualquier inmigrante ilegal podria ser un terrorista™’,
lo que remite a discursos de Trump como aquel en el que propugno el cierre de las fronteras estadou-
nidenses a ciudadanos musulmanes equiparandolos con yihadistas (Johnson, 2015). También recurre
a dogwhistles: justifica su llamada a la violencia xendfoba con “poner a salvo a América de nuevo” y
vincula la mision con la Primera Guerra Mundial al sehalar a camara mientras dice “cuento contigo”
recordando al cartel / want you for the US army.

Su llamada al odio tiene como consecuencia la obsesion de uno de sus seguidores, quien asesina
a un dependiente indio por creer que esconde superpoderes -y, por tanto, en su logica es un terroris-
ta-. Acto seguido, Stormfront y Homelander realizan un mitin conjunto como respuesta al asesinato®.
Aunque lo inician con un figleave obvio como condenar el asesinato y ofrecer una donacion econdémica
a una causa -aunque sea la suya propia-, dedican su discurso a justificar la accion del asesino con el
miedo legitimo al terrorismo y la inmigracion, mostrando una equidistancia inmoral que concede razén
de ser al asesinato. Trump fue muy criticado por mostrarse comprensivo y legitimar del mismo modo la
violencia de los grupos neonazis en los disturbios de Charlottesville de 2020 (Stuckey, 2020).

Una vez desvelado el origen de Stormfront, Homelander pierde apoyo social. El, que no concibe te-
ner que pedir disculpas -algo compartido con Trump (Schaefer, 2020)- lo excusa como un “amor ciego”,
algo que entra en conflicto con su hipermasculinidad. Ante su frustracion, en su gala de cumpleafios
retransmitida por television, hace un alegato contra la cultura de la cancelacion repleto de dogwhistles
como: “los ricos y poderosos han intentado amordazarme y censurarme” -apelando a la “gran mentira”
trumpista-; “me han perseguido por mi fuerza” -llamando al resentimiento racial blanco por emplear
“perseguido” como se hace en el caso de las minorias raciales-; y “me quieren impotente” -en clara
alusion a la sensacion de hipermasculinidad reprimida de sus seguidores-. El éxito de sus mensajes se
hace patente con la excitacion de Todd al escucharlo, y todavia mas cuando un grupo de seguidores le
vitorea cuando asesina a un detractor a plena vista.

Homelander continta con su ataque a los medios en una entrevista en television® con mas do-
gwhistles a la “gran mentira™: “los americanos saben cuando alguien le dice la verdad y los medios
mienten”. También deja ver su sexismo cuando acusa a la periodista de plantearle “preguntas malicio-
sas”, realizar una “emboscada mediocre” y ser una “maldita aficionada”, en la misma linea que acos-
tumbraba Trump (Darweesh y Abdullah, 2016) como, por ejemplo, en su entrevista con Lesley Stahl
para el programa 60 minutes de CBS.

El sexismo e hipermasculinidad toxica de Trump se reflejan en la vida privada de Homelander don-
de desprecia a Starlight, Maeve, Ashley e incluso Stillwell. Como Trump (Darweesh y Abdullah, 2016),

56. Temporada 3, episodio 5.
57. Temporada 2, episodio 7.
58. Temporada 2, episodio 7.
59. Temporada 3, episodio 6.
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las concibe como infantiles®, incapaces de ser racionales®, de llevar a cabo profesiones importantes por
ser poco inteligentes y dependientes de los hombres®, o cuyo unico fin es la maternidad® o satisfacer
sexualmente a un hombre®t. El machismo de Homelander es todavia mas evidente porque viol6 a una
mujer -la esposa de Butcher-, porque ridiculiza la denuncia de abuso sexual de Starlight denominandola
su “momento Single Ladies” o pretende que Starlight “ponga la otra mejilla” y acepte la reincorporacion
de su violador en “los 77,

No es hasta la tercera temporada, tras el éxito de su discurso sobre la cultura de la cancelacion y
cuando la sociedad ya se ha polarizado en dos bandos, que este realiza discursos publicos machistas
contra Starlight como los que Trump realiz6 sobre Hillary Clinton, por ejemplo, en su debate electoral.
06 ani-
malizando y deshumanizando a la superheroina del mismo modo que hacia el expresidente (Darweesh
y Abdullah, 2016). Mas adelante, interrumpe uno de sus discursos publicos con un inocente y socarrén
“te quiero” dirigido a uno de sus seguidores que ha exhortado querer ahorcar a Starlight. Esto parece
remitir a un comentario realizado por Trump en un mitin en Carolina del Norte donde sugiri6 a los
partidarios de la Segunda Enmienda “hacer algo” para evitar que Hillary Clinton prohibiera la tenencia
de armas (Sdenz de Ugarte, 2016).

Homelander también insulta a Starlight tildandola de “depravada™’, funcionando como un do-
gwhistle al significar, segtn el diccionario de Cambridge, “moralmente corrupta y maligna”. No es
el unico dogwhistle empleado para apelar a un electorado evangélico. Ezekiel relaciona el numero de
letras de su nombre con el 666, afirmando que es el demonio, tal y como hizo Trump con Clinton en un
mitin en agosto de 2016 en Pensilvania (Diamond, 2016). Firecracker afirma que Starlight renegd de su
fe y aborto, pese a distinguir el Bien y el Mal tras haberse criado en una familia cristiana, implicando
la falta de valores de aquellos que no comparten su credo o que tienen una opinion diferente sobre la
interrupcion voluntaria del embarazo®®. Estos mensajes llevaran a los seguidores de Homelander a van-
dalizar la sede de la ONG de Starlight y a que la llamen “asesina” por la calle, cometiendo asi delitos
de odio miso6ginos.

Como en la sociedad estadounidense (Shaffner, 2020), la misoginia es un mal endémico en The
Boys, afectando incluso a los protagonistas. Butcher realiza continuamente comentarios brutalmente
sexistas sobre las mujeres o los emplea para ridiculizar a sus compaferos hombres; Hughie confunde
querer a Starlight con intentar salvarla permanentemente al no aceptar ser menos poderoso que ella®;
Milk oculta su trauma a su hija, sobreprotegiéndola”; y, al inicio de la serie, también Starlight tiene

Primero, en un mitin politico, Homelander describe a Starlight como “lobo con piel de cordero

asumidos los valores patriarcales de sumision de la mujer”'.

99 cer

60. En la temporada 1, episodio 7 apela a Starlight como “sefiorita”, “jovencita” y en la temporada 3, episodio 5 le dice “los
adultos nos encargamos”.

61. En la temporada 3, episodio 2 le dice a Starlight que “alegre esa cara”, del mismo modo que en el 5 le dice que “baje el
tonito” y denomina a Maeve “amargada” al decirle que le odia.

62. En la temporada 2, episodio 1 humilla a Ashley diciendo que es “prescindible” y que solo esta ahi para servirle a él.

63. En la temporada 1, episodio 5 dice a Stillwell “vete a jugar a la madre soltera, ese niflo es un accesorio”.

64. Siendo el mayor ejemplo su descripcion de su violacion de Becca, de quien dice que disfruté de la experiencia (temporada
1, episodio 8).

65. Temporada 3, episodio 3.

66. Temporada 3, episodio 7.

67. Temporada 4, episodio 2.

68. Temporada 4, episodio 4.

69. Se aborda este conflicto durante toda la tercera temporada, expresandolo en el episodio 6.

70. Pide a su exmujer que lo oculte (temporada 3, episodio 2).

71. No denuncia hasta el quinto episodio el abuso sexual de Deep que sucedio en el primero.
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También las manifestaciones de intenso odio a los superhéroes con las que los protagonistas justi-
fican su deseo de venganza y crimenes reflejan los efectos sociales de una politica trumpista marcada
por el odio que llevo a los estadounidenses a imitar su comportamiento, a normalizar la expresion de
prejuicios y la violencia contra el enemigo (Schaffner, 2020).

3.4. Soluciones al efecto social de una politica basada en el odio

El arco de transformacion de los protagonistas de The Boys articula sus propuestas para resolver los
efectos de una politica que busca la polarizacion y alentar el odio.

Siguiendo la logica de la serie, el disefio de personajes de los miembros de The Boys tiene como
referencia el de los protagonistas de EI Maravilloso Mago de Oz?. Butcher, como el hombre de hojalata,
no tiene corazoén’; como el ledn, Milk no tiene el valor de enfrentarse al trauma que le dejo el asesinato
de su abuelo a manos de Soldier Boy; Frenchie necesita reconocimiento, tal y como comprende el es-
pantapajaros al final de la novela, ya que nunca le falto el cerebro; Kimiko, como los winkies, siempre
ha sido tratada con gran crueldad. La llegada de Hughie al grupo sera el tornado que llevard a Dorothy
-Starlight- hasta su equipo. Starlight, también debera volver a casa, en este caso recordar su deseo in-
fantil de buscar el bien comun en su labor como superheroina™.

La personalidad de todos ellos esta condicionada por sus padres: Butcher era maltratado™; Milk
reniega de la obsesion que acabd matando a su padre por no conseguir llevar a juicio a Soldier Boy’;
Frenchie se somete a lideres que anulan su voluntad por el maltrato de su padre; Hughie se avergiienza
de parecerse a un padre incapaz de luchar tras el abandono de su madre’’; Starlight debe dejar de buscar
la satisfaccion de su madre’.

En su viaje por limpiar Vought, los objetivos y métodos virtuosos de Starlight (y también de Mae-
ve y Kimiko) terminan por convencer a un grupo cada vez mas dividido y débil por el autoritarismo,
las opciones beligerantes y el odio por los superhéroes de su lider Butcher. Y es que, si buscamos la
respuesta en la filosofia de Spinoza, ¢l odio a un enemigo comun puede parecer un elemento de union,
pero en realidad, como producto del dolor, debilita a los individuos y a los grupos de los que forman
parte (Tucker, 2018).

Para Spinoza, “para evitar lideres locos y tiranos, necesitamos ciudadanos fuertes, cultos y sanos”
(Tucker, 2018, p. 147), que es precisamente lo que propone 7he Boys como solucion al trumpismo: todos
los protagonistas deben sanar el trauma que les han impuesto sus padres y que les ha definido. Todos
rompen con el ciclo de masculinidad téxica: Frenchie y Hughie aceptan que la fortaleza y excepcionali-
dad de Kimiko y Starlight es superior a ellos” y Hughie reconoce la valentia de su padre, quien le cuidd
tras el abandono de su madre, en lugar de tildarlo de pusilanime®’; Butcher comprende que repite los
comportamientos abusivos y autoritarios de su padre y comienza a evitarlos®!, asi como evita escuchar
los consejos de un alterego maligno que se autoidentifica como su padre al decirle “Billy McGuire, papi

72. Se describen atendiendo al analisis de Ritter (1997).

73. Algo que le reprocha Milk en la temporada 1, episodio 3 y repite en la cuarta temporada.

74. Lo que le recordara un amigo de la infancia, Supersonic, en la temporada 3, episodio 4.

75. Temporada 2, episodio 7.

76. Temporada 2, episodio 1.

77. Temporada 1, episodio 3; temporada 2, episodio 7; temporada 3, episodio 8.

78. Temporada 1, episodio 8.

79.Frenchie lo hace casi desde el principio, pero se hace evidente en la temporada 3, episodio 7; Hughie lo resuelve en la
temporada 3, episodio 8.

80. Temporada 4, episodio 5.

81. En su relacion con Ryan de la temporada 3 y 4, o salvando a Hughie de las consecuencias del compuesto V en la tempo-
rada 3, episodio 8.
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ha vuelto”®; y Milk termina por contar a su hija su trauma familiar®®, de enfrentarse a Soldier Boy** y

de no abandonar la lucha pese a su temor a convertirse en su padre®. Ademas, la serie concuerda con
Spinoza (Tucker, 2018) y Giroux (2017), en que la resistencia debe organizarse como un movimiento
inclusivo, basado en la comunicacion y en la comprension del otro y no en el odio o la indignacion. Lo
vemos en el beneficio que supone para el grupo, en particular para Frenchie y Hughie, comprender los
conflictos existenciales y morales que padecen Kimiko y Starlight como superheroinas.

El esquema de El maravilloso Mago de Oz, que ha inspirado en gran medida la articulacion de los
personajes, trama, conflictos y arcos de transformacion de The Boys, destaca el liderazgo femenino
(Ritter, 1997). Viendo la importancia del referente, The Boys afirma que ese movimiento inclusivo diri-
gido a la comprension del otro que proponia Spinoza, debe estar liderado por mujeres. Parece proponer
como solucion la conformacion de un movimiento similar a lo que definié a la Women’s March de 2017,
celebrada un dia después de la victoria de Trump. Este reunié a 5 millones de hombres y mujeres es-
tadounidenses de toda condicion que consideraban que la politica y retorica de Trump, que promovian
el odio y la polarizacion, suponian un gran peligro para los derechos humanos y, en particular, de las
mujeres y minorias raciales (Creedon, 2018).

4. Discusion y conclusiones

The Boys es una satira de los ciclos de largometrajes de superhéroes y de vigilantes que sirvieron
a la difusion de la cosmovision trumpista; es una critica feroz y detallada acerca de las causas sociales,
econdmicas, medidticas y politicas del éxito de una campafia y mandato presidencial de Donald Trump
basados en promover el odio y la polarizacion. Los resultados dejan ver el retrato preciso que la serie
hace del mandatario con la personalidad, complejos y estrategias de Homelander.

Su arco de transformacion se articula en torno a la reformulacion de su identidad. Cada temporada
se define por una catarsis de Homelander, por un rechazo del que se sobrepone buscando la veneracion
social a través de una estrategia cada vez mas polarizada, agresiva y radical. En su desarrollo, resulta
esencial el apoyo social que recibe tras el discurso que realiza durante su cumpleafios, en donde sus
partidarios destacan que no tiene miedo de ser €l mismo “que es un hombre seguro y que no pide discul-
pas”. Tras tanto tiempo buscando agradar a Stillwell, Edgar y Ryan se sorprende de que sus seguidores
quieren que sea ¢l mismo. Es mas, al término de la tercera temporada llega a celebrarse que asesine a
un detractor. A partir de ese momento, la tematica de su discurso abandona el terrorismo y la inmigra-
cion para centrarse en la demonizacion del contrario -en este caso Starlight-, acrecentar la polarizacion
social (y la adscripcion de sus seguidores) y alcanzar el poder politico y militar motivando la violencia
y supresion de los starlighters. No en vano el desarrollo de las cuatro temporadas sigue una campaiia
electoral que culmina con la eleccion de Singer y se cierra con un golpe de estado celebrado el 6 de
enero, mismo dia en el que se produjo el asalto al Capitolio al término del mandato de Trump. Sage le
dice a Homelander, “empieza la fase 2”, del mismo modo que Trump en 2024 ha vuelto a presentarse a
las elecciones presidenciales. Estas cuatro temporadas, ademas de por su fecha de produccion, reflejan
asi los temas y estrategias politicas de Trump durante la campafia politica y su primer mandato.

82. Temporada 4, episodio 6.

83. Temporada 3, episodio 8.

84. Temporada 3.

85. Temporada 4, episodios 7y 8.
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La serie realiza también un minucioso trabajo de guion a la hora de reconstruir su retorica vitu-
perativa, emulando sus recursos expresivos. En sus discursos publicos y en los de los personajes que
influyen en ellos abundan los dogwhistles xendfobos y misoginos, los insultos y las ironias que apelan
al odio al diferente, siendo mucho menor el recurso a los figleaves.

Ademas, la serie evita el maniqueismo y refleja el contagio social de la cultura del odio confrontan-
do al superhéroe con unos vigilantes aquejados de su misma rabia ante la inaccion del Estado y del odio
por el diferente, motivados por diversos traumas producidos por la cultura patriarcal, hipermasculina
y de supremacia blanca en la que se criaron y a la que el texto responsabiliza, junto con el neoliberalis-
mo, del éxito de este fendmeno politico. Del odio que inyectan en la sociedad Homelander, Stormfront,
Firecracker y Butcher nacen “soldados” y “guerreros” comprometidos y unidos por su tolerancia con
la violencia, su deseo de exclusion del enemigo y la conviccion de que el fin justifica los medios, debi-
litando la Democracia. En The Boys, y en la sociedad real, de inyectar odio y normalizarlo dentro del
discurso y la estrategia politicos se deriva una sociedad polarizada, violenta e incontrolable capaz de la
comision de delitos de odio contra el diferente por el mero hecho de serlo. El analisis confirma asi que
la serie tiene como eje la critica y reflexion sobre los efectos de una politica basada en fomentar el odio
y la polarizacion social.

El valor del disefio de esta serie no queda inicamente en su originalidad por pervertir los arquetipos
habituales de los géneros a los que satiriza; tampoco en la minuciosidad de su analisis de personalidad,
estrategias, retorica, causas y consecuencias del éxito de Trump; ni tan solo en su habilidad para con-
vertir esa reflexion sobre el odio en un relato de entretenimiento irreverente y una superproduccion de
intensa accion. Tiene ademas el ingenio de introducir un esquema narrativo conocido para el espectador
como el cuento infantil de £/ maravilloso Mago de Oz, con unos arquetipos y trama que reconoce en los
de The Boys y que le facilitan la interpretacion de un mensaje filosofico y politico, desconocido para la
mayoria, como son las teorias para el cambio social de Spinoza.

El analisis muestra que su intencion critica es evidente. Esta es incluso explicita, al yuxtaponerse
un “jNo!” de Kimiko -muda durante toda la serie- a la frase “guiados por Homelander volveremos a es-
tar unidos” 3¢ con la que Firecracker celebra el nuevo poder politico de Homelander al responsabilizarse
de la depuracion y seguridad nacional.

Pese a su clara critica al trumpismo, parte de los votantes de Trump no comprendieron la vision
ideologica de la serie. Para sorpresa de su creador®’, en la marcha de grupos de ultraderecha Make Ame-
rica Great Again posterior a las elecciones de 2020, un manifestante que pretendia mostrarle su apoyo a
Trump iba disfrazado con una careta del mandatario y el vestuario de Homelander (Cinemania, 2020).
Con la tercera temporada, donde las referencias y criticas al trumpismo se tornaron todavia mas expli-
citas, incluso llegando a aparecer un stormchaser con el conocido tocado de bisonte del asalto al Con-
greso, se mostraron indignados y enfadados con la serie en numerosas redes sociales (Martin, 2022).

La razon de su incomprension puede estar en que en su intento por hacer una critica de la cosmovi-
sion que presentaban unos géneros repletos de accion y violencia como el de superhéroes o los vigilantes
The Boys haya tenido su mismo efecto: subordinar o incluso cancelar la reflexion y el pensamiento cri-
tico con su violencia espectacular (Giroux, 2017). Aunque adoptar su formula pueda haber confundido
a algunos espectadores, esta resultaba necesaria para apelar a un publico masivo y asi introducir su
mensaje critico como un caballo de Troya (Martin, 2022).

La serie fue en 2023 el producto de Prime Video con mas minutos visionados (10,6 billones) y el
estreno de su cuarta temporada le llevo a incrementar estos en un 20% (Seitz, 2024). En 2023 era la
undécima serie mas vista de todas las plataformas por streaming; uno de los unicos dos titulos de la
plataforma en competir con el absoluto reinado de Netflix entre las 15 series mas vistas por streaming

86. Temporada 4, episodio 8.
87. https://twitter.com/therealKripke/status/1328006661408055296?ref _src=twsrc%SEtfw
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(Rudoy, 2023); el estreno de la cuarta temporada le supuso ser la tercera serie mas vista esa semana
(Seitz, 2024); y, ademas, cuenta con un spin-off, Generacion V: el éxito de su propuesta es arrollador.
Resta saber, a partir de nuevas investigaciones y focus groups, su verdadero efecto ideologico en los
espectadores.
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Resumo

Este estudo teve por objetivo analisar as representagdes das
capas dos principais jornais do Brasil e da Espanha acerca
do caso de racismo envolvendo o jogador Vinicius Junior no
futebol espanhol, ocorrido em maio de 2023 e seus desdo-
bramentos subsequentes. A pesquisa adota uma abordagem
exploratdria, embasada no método comparativo, empregando
a analise de conteudo e Budd Score, uma métrica que permi-
te avaliar determinados temas em jornais, considerando sua
posicdo, tamanho e destaque na pagina. A selegcdo do corpus
considerou os jornais de maior circulagdo do Brasil (Folha
de Sao Paulo e O Globo) e da Espanha (EI Pais e El Mundo),
a partir dos quais foi analisada a énfase editorial atribuida

ao caso de racismo, por meio das teorias de agendamento e
enquadramento. Como resultados, evidencia-se a cobertura
expressiva sobre esse episddio de racismo sofrido pelo joga-
dor Vinicius Junior, com destaque para o jornal O Globo, que
apresentou maior énfase em todas as categorias analisadas.
No que tange a representacdo midiatica, os jornais brasilei-
ros se destacam por enfatizar a necessidade de puni¢do dos
responsaveis, a contextualizacao historica de episodios simi-
lares e as consequéncias subjetivas do ocorrido sobre o atle-
ta, ainda que os jornais espanhois também retratem o caso,
principalmente ao dar voz para vitimas de outros casos de
racismo.

Palavras-chave: Futebol, Racismo, Discriminagao racial, Vinicius Junior, Jornais, Midia.

Media, Racism, and Football:

An Analysis of Brazilian and

Spanish Newspapers on the Vinicius Junior Case

Abstract

This study aims to analyze the representations on the front
pages of major newspapers from Brazil and Spain regarding
the case of racism involving the player Vinicius Junior in
Spanish football, which occurred in May 2023 and its sub-
sequent developments. The research adopts an exploratory
approach, based on the comparative method, employing
content analysis and the Budd Score, a metric that assesses
specific themes in newspapers by considering their position,
size, and prominence on the page. The corpus was composed
of the highest-circulation newspapers from Brazil (Folha de
S. Paulo and O Globo) and Spain (El Pais and El Mundo),

through which the editorial emphasis attributed to the case of
racism was analyzed using agenda-setting and framing theo-
ries. The results reveal substantial coverage of the episode of
racism experienced by Vinicius Junior, with particular em-
phasis from O Globo, which stood out in all categories analy-
zed. Regarding media representation, Brazilian newspapers
emphasize the need for punishment of those responsible, the
historical contextualization of similar episodes, and the sub-
jective consequences of the incident for the athlete, although
Spanish newspapers also addressed the case, especially by
giving voice to victims of other racism cases.

Keywords: Football, Racism, Racial discrimination, Vinicius Junior, Newspapers, Media.
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Medios, Racismo y Futbol: Analisis de Periodicos Brasilefios
y Espaiioles sobre el Caso Vinicius Junior

Restumen

Este estudio tuvo como objetivo analizar las representa-
ciones en las portadas de los principales periddicos de
Brasil y Espana sobre el caso de racismo que involucré al
jugador Vinicius Junior en el futbol espafiol, ocurrido en
mayo de 2023 y sus desarrollos posteriores. La investiga-
cién adopta un enfoque exploratorio, basado en el método
comparativo, utilizando el analisis de contenido y el Budd
Score, una métrica que permite evaluar determinados te-
mas en los periddicos, considerando su posicion, tamafio
y destaque en la pagina. La seleccion del corpus considerd
los periodicos de mayor circulacion en Brasil (Folha de
Sao Paulo y O Globo) y en Espafia (El Pais y El Mundo),

atribuida al caso de racismo, por medio de las teorias del
agenda-setting y del framing. Como resultado, se eviden-
cia una cobertura significativa del episodio de racismo su-
frido por el jugador Vinicius Junior, con destaque para el
periddico O Globo, que presentd mayor énfasis en todas
las categorias analizadas. En lo que respecta a la repre-
sentacion mediatica, los periddicos brasilefios se destacan
por enfatizar la necesidad de sancionar a los responsables,
la contextualizacion historica de episodios similares y las
consecuencias subjetivas del hecho sobre el atleta, aunque
los periodicos espafioles también abordaron el caso, prin-
cipalmente al dar voz a victimas de otros casos de racismo.

a partir de los cuales se analizo la importancia editorial

Palabras clave: Futbol, Racismo, Discriminacion racial, Vinicius Junior, Peridodicos, Medios de comunicacion.

Introducio

m 21 de maio de 2023, durante o jogo entre Valencia versus Real Madrid, vélido pelo Campeonato

Espanhol (La Liga), o jogador brasileiro Vinicius Junior, atacante da equipe madrilenha, sofreu,
dentre tantos, mais um caso de preconceito racial. Para Almeida (2020), esse caso ocorre quando ha
um julgamento negativo sobre o outro devido a estere6tipos construidos com relag@o aquela raca, e de
discriminagdo, que ocorre quando hd um tratamento diferenciado para com uma pessoa simplesmente
por esta pertencer a uma raca diferente daquela de quem discrimina. Tais atos evidenciam a prética de
racismo que, por sua vez, € “uma forma sistematica de discriminacdo que tem a raga como fundamento,
e que se manifesta por meio de préticas conscientes ou inconscientes que culminam em desvantagens
ou privilégios para individuos, a depender do grupo racial ao qual pertencam” (Almeida, 2020, p. 32).

Na ocasido, o atleta foi hostilizado com agressdes verbais de cunho racista advindas da torcida do
time adversario. Aos 24 minutos do segundo tempo, Vinicius Junior identificou e apontou para um dos
torcedores, situado atras do gol, denunciando que o tinha chamado de “mono” (que, na traducao livre
em portugués, significa “macaco”). O ato provocou a revolta do atleta e a situagdo gerou oito minutos
de paralisagdo da partida. Seguindo a orientagdo do Conselho Superior de Esportes da Espanha, de
2005, para casos de racismo, o arbitro conversou com os atletas de ambas as equipes e o sistema de
sonorizagao do estadio emitiu avisos a torcida para o encerramento de atos racistas, sob adverténcia de
suspender o jogo (GloboEsporte, 2023).

Nos minutos finais da mesma partida, houve um principio de confusdo entre o goleiro da equipe
do Valencia e Vinicius Junior. Com o envolvimento de outros atletas de ambas as equipes, Hugo Duro,
jogador do Valencia, segurou o atleta brasileiro pelo pesco¢o dando uma chave de brago e, ao tentar se
desvencilhar, Vinicius acertou, com seu braco, o rosto do jogador da equipe adversaria (ESPN, 2023).
Ap6s o tumulto, o arbitro advertiu com cartdao amarelo os atletas que iniciaram a confusdo. Entretanto,
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o VAR (Video Assistant Referee) chamou o arbitro de campo para rever o lance, apresentando imagens
que focaram somente 0 momento em que Vinicius Junior bate no rosto do adversario, o que o levou a
ser o Unico jogador expulso do jogo (GloboEsporte, 2023).

O episodio de racismo dessa partida se tornou noticia mundial de modo que inumeros atletas e es-
pectadores de diversos paises publicaram mensagens de apoio ao atleta nas diferentes redes sociais. Se-
gundo o Trends (site que mapeia os assuntos discutidos no Twitter de hora em hora), a marcagdo #Vini e
#Vinicius, foi o assunto mais comentado no Twitter, atual X, em todo o mundo em poucas horas apds o
jogo. O caso também foi comentado e discutido em diversos meios de comunicagao, jornais, programas
de televisao e radio brasileiros e espanhdis, que trataram de forma veemente o caso que envolveu o joga-
dor brasileiro. Inclusive, com um manifesto do presidente da Republica do Brasil cobrando providéncias
da La Liga, responsavel pela organizagao do campeonato Espanhol e da FIFA (Federacao Internacional
de Futebol Associado), considerando o ato como inaceitavel em nossa sociedade, seguido também pelo
primeiro-ministro da Espanha, Pedro Sanchez, com ato de solidariedade ao jogador (GloboEsporte,
2023; ESPN, 2023).

Como desdobramentos, o episddio de racismo ocorrido no estadio Mestalla, que tomou dimensdes
internacionais, gerou uma ampla discussao sobre o racismo no futebol espanhol, resultando em promes-
sas punitivas pelos dirigentes responsaveis pelo desenvolvimento da modalidade no pais, entre outras
providéncias da Justi¢ga Espanhola (GloboEsporte, 2023). Entretanto, apenas em junho de 2024, mais
de um ano depois, trés torcedores foram condenados pelos insultos racistas pela Justica Espanhola, um
marco histoérico no pais.

Diante da relevancia simbdlica e midiatica do episodio, mostra-se pertinente analisar a atencdo
conferida pelas capas dos principais jornais do Brasil e da Espanha ao caso de racismo envolvendo o
atleta Vinicius Junior, com a premissa de compreender a importéancia atribuida ao fato em cada jornal
nos dois contextos nacionais. Tal analise se justifica pela recorréncia de episddios de preconceito racial
e discriminagdo no futebol, os quais evidenciam a persisténcia do racismo como problema estrutural
no cenario esportivo mundial (Observatorio, 2022, 2024). Apesar dos esfor¢os de instituicdes interna-
cionalmente reconhecidas, como a Organizacdo das Nacdes Unidas (ONU) e a Federacdo Internacional
de Futebol (FIFA), que t€m estabelecido diretrizes e san¢des disciplinares como adverténcias, multas
e punigdes a clubes por meio de resolugdes como a Resolution on the Fight Against Racism and Dis-
crimination (FIFA, 2013), os casos continuam a ser amplamente noticiados pelas midias tradicionais e
digitais (Teixeira Filho, Souza & Moni, 2021), revelando a necessidade de adotar novas medidas pelas
instituicdes e o papel dos meios de comunicagcdo em manter a informagao sobre o caso.

Concomitantemente, a justificativa tedrica ¢ adensada tendo em vista possiveis estratégias contrain-
tuitivas de comunicagdo social no tensionamento antirracista. Afinal, esse caso reflete a recorréncia de
discriminagdo racial enfrentada por jogadores brasileiros na Europa, como Hulk e Roberto Carlos na
Rissia, Neymar, Daniel Alves e Eder Militdo na Espanha, e Taison, na Ucrania, como relata o Obser-
vatorio da Discrimina¢do Racial no Futebol (2014, 2022, 2024). Casos semelhantes também ocorreram
na América do Sul, como o de Tinga, no Peru e Grafite, no Brasil, além do goleiro Aranha, em 2014, ¢
o jogador Celsinho, em 2021 (Lise et al., 2015; Silva & Paula, 2020; Cavalcanti & Capraro, 2009).

Historicamente, o preconceito racial no futebol ¢ um problema persistente desde sua chegada ao
Brasil, que, introduzido ao final do século XIX, enquanto uma modalidade do esporte moderno (Elias;
Dunning, 1992), ocorre em um contexto de exclusdo e tensdes raciais, como nos recordam (Mackedanz
et al., 2021, Domingues, 2009, e Loner, 1999). Nesse contexto, vale destacar o processo de participagdo
do negro no futebol brasileiro marcado pela tensdo da entrada em determinadas competi¢cdes. Segundo
Balzano, Oliveira ¢ Pereira Filho (2010), a presenga do negro se deu em clubes pequenos e era tolerada
pela aristocracia, desde que nao incomodasse o poder dos grandes clubes. Nesse contexto, “para as clas-
ses dominantes, era até bom jogar contra uma equipe formada por negros, mestigos e brancos pobres,
uma vez que, ao derrotar esse time, estava sendo ratificada a preponderancia de classe ¢ de cor” (Mario
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Filho, 2003 apud Balzano; Oliveira & Oliveira Filho, 2010, p. 1). Durante a trajetéria do futebol no pais,
houve varios episodios em que os jogadores negros foram excluidos de jogos ou, ainda, culpabilizados
por derrotas ou eliminagdes da selecdo brasileira (Mario Filho, 2003).

Segundo o historiador Antumi Toasijé, professor da New York University, em Madri, e presidente
do Conselho para Eliminagdo da Discriminagio Racial ou Etnica, integrado ao Ministério da Igualdade
espanhol entre 2020 e 2024, o racismo também ¢ um problema historico, que vem desde a expansdo oci-
dental e colonizagdo da América e da Africa, em que o pais teve um papel hegeménico (Braun, 2023).
A questdo da cor da pele ¢ tratada, ainda nos dias de hoje, como a justificativa para os grandes males
sociais que o pais enfrenta, fundamentada em uma retorica de crise imigratdria e, no caso do futebol,
o rastro racista segue sendo o mesmo de décadas atras (Gil Hernandez, 2019), explicacdao que respalda
os recorrentes casos de racismo no pais, pouco importando, inclusive, se os jogadores atingidos estao
entre os mais importantes da atual sele¢do, como Williams!', nascido em Pamplona, ou Yamal?, nascido
em Barcelona.

Diante de casos como estes, o Observatorio da Discrimina¢do Racial no Futebol denuncia, desde
2014, episddios de racismo sofridos por atletas brasileiros a partir de dados que s@o coletados com a
utilizacao de diferentes tipos de midias mundiais. Entretanto, como nem todos os casos recebem cober-
tura da midia, pode-se presumir que o relatorio ndo consegue quantificar com veracidade as diversas
situagdes em que o racismo ocorre.

Ainda que se observe a derivacdo do campo fisico, como espaco de disputa, para o campo digital,
por meio de midias sociais que ampliam a circulagdo dos atos racistas em interagdes de reconhecimento
entre diferentes interagentes (Teixeira Filho, Souza & Moni, 2021), os meios tradicionais ainda se apre-
sentam como lugar de aprofundamento da analise do racismo no esporte pelo olhar jornalistico. Meios
que, por suas caracteristicas profissionais de apuracao e de produ¢do de reportagem, aprofundam ar-
gumentos ¢ a discussdo dos fatos, diferentemente da circulagdo digital, fora dos ambitos jornalisticos,
de carater orgénico e leigo. Portanto, a partir do contexto até aqui apresentado, estabelecemos como
objetivo deste estudo analisar as representacdes das capas dos principais jornais do Brasil e da Espanha
acerca do caso de racismo envolvendo o atleta Vinicius Junior no futebol espanhol, ocorrido em maio
de 2023 e seus desdobramentos subsequentes.

Midia e racismo no futebol

O processo produtivo da noticia e das reportagens nos leva aos critérios de noticiabilidade, enten-
dendo o tema como questao de interesse publico, podendo, segundo a proposta de agenda-setting (Mc-
Combs & Shaw, 2000), colocar em discussao os assuntos pautados na midia em agenda na sociedade.
Entende-se o qudo importante e necessario sao os meios de comunicagdo para evidenciar o racismo no
futebol, visibilizando os fatos e restituindo o reconhecimento negro ap6s casos de degradacao e ofensa.
O agendamento dos veiculos de comunicagdo, segundo a proposta de agenda-setting, também possui
efeitos em longo prazo devido a exposi¢do continua de determinados temas ou sua auséncia, como a
consolidagdo ou marginalizacdo de narrativas e a promog¢ao de politicas publicas por meio da circulagao
midiatica.

Cabe o registro de que a populacdo negra no Brasil ¢ de 55,5% (IBGE, 2022), expressdo que nao
se reflete na representagdo midiatica, dando indicios da tentativa de embranquecimento populacional
nos meios de comunicag@o, um dos tragcos de racismo. Nesse aspecto, Gonzalez (2020) sustenta que a

1.Em 27/04/2024 ocorreu um dos casos de racismo envolvendo o jogador Nico Williams, em partida pela LALIGA (ESPN,
2024a).

2.Com o atleta Yamine Yamal, outro caso foi registrado em 26/10/2024 (ESPN, 2024b).
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populacao negra ¢ excluida dos espagos de poder como a midia, no entanto, os meios de comunicacao
se apropriam da cultura negra no uso de expressoes, a0 mesmo tempo em que os invisibiliza. Essa dina-
mica ocorre ao promover estéticas europeias, ou a representagdo midiatica negra em papéis secundarios
e subalternos.

Concomitante a reflexdo anterior, ¢ relevante notar que os meios de comunicagdo ndo apenas sele-
cionam o que pautar ao tematizarem editorias, mas também influenciam a percepgdo publica ao esco-
lherem como abordar a tematica por meio da selecdo de temas, estrutura e apresentagao de informagoes.
Nessa perspectiva, a Teoria do Enquadramento (framing theory), define quatro fungdes do processo
produtivo da noticia: a defini¢do de problemas, diagnostico de causas, avaliagdo moral e indicacdo
de solugdes (Entman, 2004). Portanto, um mesmo tema pode ser abordado sob diferentes vertentes,
considerando o racismo apenas um ato isolado e de menor consequéncia, assim como efeito de uma so-
ciedade adoecida aprofundando suas causas e possiveis solugdes. Efeitos de agendamento e de framing
podem ser considerados na inovacgdo narrativa da resposta dada pelo jogador Vini Jr., como relatam
Resende e Bertholdo (2023), o que repercutiu na inclusdo do tema nos jornais € no aprofundamento das
analises jornalisticas. Movimento enunciado fortemente pelo ambiente digital orientado a midiatizagado
e foco no racismo estrutural.

Como relata Ahmed (2012), a inclusdo de grupos historicamente marginalizados deve acompanhar
mudangas nos sistemas de poder que sustentam a exclusdo. Assim, a resposta midiatica dada ao racis-
mo no futebol pode ser apenas simbolica, ou um compromisso efetivo com a mudanga, pressionando
penalizacdes e acdes no campo esportivo. Para a autora, a manutencdo do racismo ¢ auxiliada pelas
estruturas institucionais no cotidiano, que negam o problema em vez de discuti-lo abertamente. Nesse
sentido, a instituicdo midiatica pode ser um importante dispositivo de discuss@o publica ao aprofundar
a exposi¢@o do tema e dar voz aos envolvidos.

Outra abordagem sobre o racismo ¢ colocada por Bonilla-Silva (2003) que expde a tentativa de
reduzir o racismo, tanto na Europa quanto no Brasil, aos casos de preconceito, subjetivando a questao.
Para o autor, essa tentativa contraria os dados socioeconomicos que evidenciam a populacdo negra nos
piores indices de pobreza, escolaridade e injustica criminal. O autor destaca igualmente a condi¢io
historica escravagista no Brasil, perpetuando diferentes estigmas a populag¢ao negra, ndo encontrada da
mesma maneira no norte global. Portanto, devido as questdes culturais e enquadramentos midiaticos
sustentados em diferentes paises, espera-se que o tratamento dado ao caso também apresente divergén-
cias nos distintos territorios.

Ainda corrobora a intersec¢do entre racismo ¢ midia, o aporte teorico da midiatizagdo. Segundo
Stig Hjarvard (2014), a midia cresceu como institui¢do ¢ atravessa hoje outras instituigdes como fami-
lia, religido, politica e esporte, induzindo a elas uma logica midiatica, que repercute em suas praticas
sociais. Teixeira Filho, Souza e Moni (2021) aprofundam essa influéncia no futebol, em que a logica
midiatica transforma o esporte em grande espetaculo, com redes complexas de monetizagao, uso de tec-
nologias e consagragdo de celebridades; o futebol atua como midia para a discussao dos mais variados
temas, incluindo as demandas sociais.

Noticias jornalisticas, portanto, sdo apontadas como relevantes para a construgdo social da rea-
lidade, agindo na formagao da opinido publica (Lippmann, 2009; McCombs & Shaw, 2000). Sobre
esse tema, diferentes autores contribuem para o estudo, com os resultados de suas pesquisas. Lise
et al. (2015) destacam a puni¢do branda para casos de racismo no futebol, dimensdo que consta nas
formacdes discursivas em diferentes fontes como um dos elementos de continuidade desses casos. Ja
Cavalcanti e Capraro (2009) visibilizam o direcionamento de jornais ao tratarem o tema, ampliando ou
diminuindo a importancia dos casos de racismo ocorridos. Klauck Beirith et al. (2024) destacam que a
producdo cientifica nacional sobre racismo no futebol € crescente, mas ainda orientada a area de Educa-
¢do Fisica e Humanidades, com concentragdo em determinadas institui¢des educacionais.
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Ao abordar a inclusdo do racismo como noticia, estamos diante de um estudo de abordagem cul-
tural, atravessado pelas representacdes midiaticas. Para Hall (2016), a representagdo se afasta da tradu-
¢do de uma realidade dada e passa a ser entendida como a propria construgdo da realidade a partir de
valores, interesses e direcionamentos de uma comunidade. Ou seja, passa de uma condicao reflexiva,
repousada sobre o objeto, para uma condi¢do construtivista, direcionada a produg@o do sentido pelos
sistemas de signo e manejo desse arranjo por nos. Portanto, apresenta uma condigao politica, em que os
meios interferem na percepgao através das significacdes das mensagens. “Representar envolve o uso da
linguagem, de signos e imagens que significam ou representam objetos” (Hall, 2016, p. 31). Nao se nega
a materialidade observavel, mas se entende a importancia do simbdlico para os sentidos e, por isso, s30
observadas as diferencas culturais no entendimento de um mesmo objeto material.

Stuart Hall (2016) também se debrugou sobre a representagdo de negros em diferentes formas de
comunicagdo, como o cinema, a publicidade e a arte. Nesse estudo, o autor evidencia a produgdo da
mensagem pelos ndo negros em formas de representar a negritude ou, em outras palavras, um olhar do
outro, fortalecido pela diferenga de racas. Essa diferenca entre o homem branco inglés e o negro africa-
no foi marcada por dois aspectos, segundo o autor: o de que negros sdo concebidos e aptos apenas para
a servidao, sendo preguicosos quando se opdem a ela; e o de que sdo primitivos, simples, naturais e ndo
civilizados. Seus resultados evidenciam estratégias da representacdo negra como a de reducionismo; a
de distingdo e de exclusdo; as estratégias de esteredtipos e poder; a de fantasia; e a de fetichismo.

Complementar a representacao, o reconhecimento nos leva ao processo de tensionamento e dispu-
ta, isto €, olhar para as expressdes de quem sofre com a violagao. Honneth (2017) classifica as ameagas
ao individuo em integridade fisica, social e da dignidade, relativas, respectivamente, as questdes pes-
soais de dedicacao emotiva, interrelacionais de respeito cognitivo e coletivas de estima social. Portanto,
quando um jogador sofre racismo em uma partida, tenta-se ferir sua honra de forma coletiva, sua estima
social, desvalorizando sua capacidade publicamente.

Teixeira Filho, Souza e Moni (2021) destacam o racismo como o principal conflito na interagdo com
o futebol midiatizado, superando o machismo e a homofobia. Como resultados, os autores apontam que
a degradagdo e ofensa sdo as principais formas de violagdo do reconhecimento por meio de xingamen-
tos, mas também ha o uso de generalizagao na citagdo de times e regides do pais como racistas. Outro
dado que corrobora o estudo ¢ a categoria de Retomada Historica, em que mengdes de outros casos de
racismo s3o recordadas na argumentagdo antirracista, ao comentarem o ocorrido em midias sociais.
Essa posicao destaca a reproducao racista ao longo do tempo no pais, na tentativa de estabelecer uma
nova temporalidade, em que esse comportamento ndo é mais aceito.

Estudos recentes sobre a representacio do negro na comunicagdo, como os de Moreno (2024) e Mo-
reno e Peruzzo (2024), relatam a presenca crescente de negros nos espacgos publicitarios, porém, ainda
em escopo restrito aos papéis que ocupam representando familias monoparentais ou 0 homem-maqui-
na trabalhador, assim como pouco aparecem na condig¢do de publico-alvo de marcas. Por fim, Silva e
Paula (2020) refor¢am a questdo da qualidade da representatividade em que negros encontram espagos
como jogadores, mas baixa participagdo como treinadores, arbitros ou gestores esportivos, reforgando
o essencialismo ja comentado. Além disso, os autores relatam que a preocupagdo com a subjetividade e
o sofrimento da vitima de racismo foi uma angustia tardia da area de psicologia, ainda renegada a um
segundo plano.

Percurso Metodologico

O estudo possui uma abordagem exploratoria, embasada pelo método comparativo que, segundo
Perissinotto (2013), pode ser usado para encontrar uma forma simples de representar a diversidade de
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padrdes existentes na variedade de casos. Nossa investigacdo se concentra nos frames das capas dos
principais jornais brasileiros e espanhois sobre o episddio de cunho racista envolvendo o atleta Vinicius
Junior no jogo entre as equipes do Valencia e do Real Madrid, seguido pelo seu maior desdobramento,
que foi a prisao de trés torcedores. A escolha desses jornais se justifica devido a nacionalidade do atleta
€ a0 pais em que ocorreu o ato de preconceito racial.

A selecao do corpus foi definida com base nos dois principais jornais de circulacao do Brasil (Folha
de Sao Paulo e O Globo) e da Espanha (El Pais e El Mundo), levando em consideragao os temas volta-
dos a cobertura abrangente de noticias nacionais e internacionais, como politica, economia, esporte ¢
cultura para seus leitores. A selecdo dos jornais brasileiros foi baseada no site midiadados.gm.org.br,
levando em consideragdo a maior circulacao e assinantes conforme dados do IVC (4udited Newspapers
Circulation). Em relagao a escolha dos jornais espanhois, levou-se em consideragdo os dados com maior
quantitativo de leitores didrios no pais, conforme publicados pelo portal es.statista.com (uma plataforma
de estatisticas que oferece uma ampla gama de dados, incluindo rankings de jornais). Apesar de o jornal
“Marca” ocupar a primeira posi¢ao no ranking do site statista, com uma média diaria de 978 mil leitores
até o més de maio de 2024, ele foi excluido da amostra pelo fato de se tratar de um veiculo especializa-
do em contetidos relacionados ao esporte, o que poderia comprometer a imparcialidade da analise ao
restringir a abordagem tematica apenas a0 campo esportivo.

Para a consulta das capas dos jornais brasileiros (Folha de Sao Paulo e O Globo), utilizou-se a
plataforma “vercapas.com.br/anteriores” e, para os jornais espanhdis (El Mundo e El Pais), utilizou-se
a plataforma “sapo.pt/jornais”. A busca e analise das capas foi realizada no periodo de junho de 2024.

O periodo de analise abrange as capas publicadas nos dias 22, 23, 24 e 25 de maio de 2023, e no dia
11 de junho de 2024. O critério para escolha de tais datas se justifica pelo interesse da noticiabilidade
e proximidade ao episodio aqui estudado, ocorrido um dia antes no jogo entre Valencia ¢ Real Madrid
(21/05/2023), além da condenagdo a prisdo de trés torcedores pds julgamento, decretada no dia 10 de
junho de 2024.

Apos realizar o levantamento das publicagdes, as capas foram investigadas por meio da técnica da
analise de conteudo. Segundo Bauer (2008), esse procedimento possibilita identificar padroes, temas,
ou significados especificos dentro do material analisado. A codifica¢do da diagramacéao das capas dos
jornais foi pré-definida pelas seguintes categorias: Publica¢des diarias (datas em que houve publicagdo
sobre o caso de racismo envolvendo o atleta Vinicius Junior); Posicdo da chamada na capa; Fotografias/
ilustragdes das publicagdes nas capas dos jornais; e, Titulos. Além disso, foram categorizadas, tam-
bém de forma pré-definida, as relagdes tedricas sobre racismo e racismo e futebol: negro-maquina
(corpo que trabalha) (Moreno, 2024); punicao sobre casos de racismo (Lise et al., 2015); subjetividade
e sofrimento negro (Silva & Paula, 2020); retomada historica, generalizagao (Teixeira Filho, Souza &
Moni, 2021); reducionismo, distingdo e fetichismo (Hall, 2016). As categorias apontadas por Stuart Hall
ajudam a compreender como discursos midiaticos dominantes influenciam identidades ao moldarem a
percepcao dos receptores. Reducionismo se refere a simplificagdo de grupos a um nimero limitado de
caracteristicas; a distin¢ao ¢ o refor¢o de marcadores que diferenciam grupos, colocando barreiras aos
integrantes distintos; ja o fetichismo, de inspiracdo marxista e freudiana, retrata tragcos associados a
grupos de forma exagerada e erotizada.

Cada categoria das capas dos quatro jornais foi analisada pelo Budd score, um procedimento criado
para medir e comparar a importancia editorial relativa a determinados aspectos como o tipo, a posi¢ao
e o destaque que ela recebe das matérias jornalisticas (Medeiros; Ramalho & Massarani, 2010). Em
estudos anteriores, diferentes autores utilizaram a técnica do Budd score para comparar diferentes cha-
madas ou reportagens jornalisticas como: a ciéncia na capa de jornais brasileiros (Medeiros, Ramalho
& Massarani, 2010), a ciéncia e a tecnologia do jornal A Capital (Fonseca, 2009), doencas cardiovascu-
lares nos jornais turcos (Ince et al., 2012), mudangas na politica educacional, jornais e opinido publica
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na Nova Zelandia (Roulston, 2005). Na presente pesquisa, a versdo do Budd score utilizada combina
os seguintes aspectos: posi¢ao da pagina onde se encontra a chamada na capa (6 pontos na esquerda
superior; 5 pontos na centralizado superior; 5 pontos na direita superior; 4 pontos na esquerda inferior;
2 pontos na centralizado inferior; e, 1 ponto na direita inferior); Fotografias/ilustragdes das publicacdes
nas capas dos jornais (4 pontos para fotografias do atleta Vini Junior em grande proporcao; 3 pontos
para fotografias do atleta Vini Junior em pequena proporc¢do; 2 pontos para fotografias sobre o caso;
e, 1 ponto para ilustragdo como charge sobre o caso); e, titulos (1 ponto para cada titulo com letras em
menor propor¢ao; e, 2 pontos para titulos com letras em maior proporcao). Todos esses elementos sdo
contabilizados, constituindo um indice de analise de cada jornal sobre o caso de racismo envolvendo o
atleta Vinicius Junior.

Resultados e Discussao

Seguindo os critérios adotados neste estudo, sobre as publicagdes diarias, verificou-se que os jor-
nais Folha de Sao Paulo e O Globo destacaram o caso de racismo com o atleta Vinicius Junior nas seis
datas analisadas. Por sua vez, o jornal El Mundo ndo destacou o caso em sua capa no dia seguinte ao
ocorrido, assim como o El Pais ndo repercutiu a condenagdo de trés torcedores por insultos racistas
contra o atleta pela Justica Espanhola, no dia 10 de junho de 2024. Na tabela 1 ¢ possivel observar o
quantitativo de dias em que o episodio foi noticiado nas seis datas analisadas.

Tabela 1. Chamada nas capas dos jornais sobre o caso de racismo com o atleta Vinicius Junior de
acordo com os dias analisados no estudo

Jornal Dias publicados Frequéncia absoluta (%) Frequéncia relativa (%)
Folha de S. Paulo 6 100% 28,5%
O Globo 6 100% 28,5%
El Pais 5 83,3% 24%
El Mundo 4 66,6% 19%

Fonte: Elaborado pelos autores.

Para Eshbaugh-Soha e Peake (2008); Medeiros, Ramalho e Massarani (2010); Abreu e Souza (2020)
a capa dos jornais ¢ vista como um espago de destaque dos didrios impressos que pode informar ou
estimular seus leitores diante das informagdes e assuntos considerados mais importantes do dia. Ainda
segundo as autoras (Medeiros, Ramalho & Massarani, 2010), para atingir a primeira pagina, um assunto
necessariamente passa por varias etapas de selecdo, como exemplo, os episddios de racismo no futebol
precisam ser avaliados pela equipe e, incluidos na pauta de assuntos que serdo decididos pelos editores
para estampar a capa do jornal do dia.

Entre as datas analisadas, identificou-se que, no dia 22 de maio de 2023, o jornal O Globo deu
maior énfase ao caso de racismo contra Vinicius Junior com a manchete “Vini Jr. ¢ alvo de racismo e
ameaca deixar a Espanha”, acompanhada da imagem do atleta apontando para a arquibancada. A re-
portagem mencionou os ataques racistas da torcida do Valencia e a possibilidade de Vinicius deixar o
Real Madrid, além de citar a frase do jogador chamando a Espanha de “um pais de racistas”. A Folha
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de Sao Paulo também destacou o caso, mas com menor énfase. Entre os jornais espanhois, apenas o El
Pais mencionou o incidente com a frase “Gritos racistas y expulsion de Vinicius en Valencia”, enquanto
o El Mundo néo fez nenhuma publicacdo sobre o caso.

Esse dado segue a tendéncia abordada por Cavalcanti e Capraro (2009), que analisaram o caso de
racismo sofrido pelo jogador Edinaldo Batista Libanio, conhecido como Grafite, que destaca o aumen-
to significativo de casos relacionados a discriminagao racial no esporte e, “dependendo da exposigdo
midiatica podem causar ora mais, ora menos, repercussao” (Cavalcanti & Capraro, 2009, p. 741). Ain-
da, sobre as publicagdes no diario seguinte ao caso, reforga-se as decisoes dos editores na selecdo das
noticias presentes na capa (lanson, 2010). No estudo de Abreu e Souza (2020), o deadline ¢ destacado
enquanto um aspecto que precisa ser considerado em relagao as manchetes do jornal impresso. Segun-
do os autores, “no jornal impresso ha a hora do fechamento do jornal para enviar a impressao” em que
sua manchete da capa dura o dia inteiro, diferente do jornal digital, por exemplo, que podem ter varias
manchetes por dia conforme os acontecimentos momentaneos (Abreu & Souza, 2020, p. 12).

Em 23 de maio de 2023, os jornais brasileiros e espanhois deram grande destaque ao caso de ra-
cismo contra Vinicius Junior, especialmente alimentados pelas declaragdes dos lideres politicos Pedro
Sanchez e Luiz Inacio Lula da Silva. A Folha de Sao Paulo destacou a cobranga do Brasil por uma agao
da Espanha, enquanto O Globo enfatizou a resisténcia de Vinicius Junior e o debate global sobre o racis-
mo. Ambos mencionaram as manifestagdes de autoridades brasileiras ¢ espanholas. Na Espanha, o El
Pais e o El Mundo também destacaram o caso, com manchetes que repudiaram o racismo e enfatizaram
as sancoes leves aplicadas pela Espanha em relacdo a outras ligas europeias, mencionando, ainda, a
necessidade de uma resposta mais rigorosa ao racismo no futebol.

Essa cobranga do governo brasileiro em relagdo a Espanha vem ao encontro do estudo de Lise et al.
(2015, p. 814), ao destacarem que “embora o racismo e a discriminagdo racial sejam considerados um
grave problema social de abrangéncia mundial, ndo sdo todos os paises que classificam tais condutas
como crimes passiveis de penas (reclusao) ou multas”. Diante disso, o governo brasileiro cobra medi-
das do governo espanhol para coibir esse tipo de conduta discriminatoria envolvendo atletas. Segundo
Lise et al., (2015), em 2013 a FIFA aprovou uma resolu¢do intitulada Resolution on the Fight Against
Racism and Discrimination que “impoe adverténcias, multas ou punigdes podem ser aplicadas em caso
de ofensa racista de ordem leve ou de primeira infragdo. Para atitudes mais graves ficou estabelecida a
possibilidade de perda de pontos, o rebaixamento ou ainda a exclusao de competigdes” (p. 824).

Entretanto, devido as diversas ocorréncias no campeonato espanhol, os jornais El Mundo e El Pais
alertam para a necessidade de a La Liga tratar dessas situa¢des de forma mais rigorosa. Segundo o El
Pais (2023), a “Espaiia aplica las sanciones mas leves por racismo”. Incitando que “en Inglaterra se
prioriza la via penal y en Italia se castiga mas a los clubes, mientras que aqui se descarga la mayor
responsabilidad sobre los arbitros”. Ainda, adiciona a informagdo de que “El racismo es un problema
enorme en el futbol espaiiol” (El Pais, 2023).

As coberturas jornalisticas sobre casos de racismo no futebol, tanto no Brasil, quanto na Espanha,
podem estar fortemente condicionadas por contextos historicos e politicos que influenciam os enqua-
dramentos midiaticos. No Brasil, a persisténcia da ideologia da democracia racial ainda permeia as
representacdes midiaticas, frequentemente levando a negacao ou a suavizagdo dos conflitos raciais, o
que contribui para o tratamento pontual e despolitizado de casos de discriminagdo (Gonzalez, 2020;
Silva & Paula, 2020; Teixeira Filho, Souza & Moni, 2021). Ja na Espanha, segundo Toasijé (2023), o
racismo ¢ historicamente associado ao legado colonial e as tensdes contemporaneas com a imigragao,
mas as coberturas jornalisticas tendem a individualizar os atos racistas, muitas vezes isentando as
instituigdes esportivas de responsabilidade estrutural. Em ambos os paises, a imprensa exerce papel
central na mediacdo simbolica dos fatos, podendo tanto refor¢ar estigmas quanto provocar rupturas
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discursivas. Como aponta Hall (2016), os meios de comunicagdo ndo apenas refletem a realidade, mas
também a constroem por meio de enquadramentos que moldam a percepgao publica e institucional dos
acontecimentos.

Em 24 de maio de 2023, os jornais brasileiros Folha de Sao Paulo e O Globo destacaram o protesto
contra o racismo em frente ao consulado da Espanha, em Sdo Paulo, a prisdo e posterior soltura de
sete suspeitos por atos racistas contra Vinicius Junior, ¢ a anulagdo do cartdo vermelho recebido pelo
atleta, com multa para o time mandante. A Folha de Sao Paulo enfatizou a liberagdo de trés suspeitos e
defendeu penas esportivas mais efetivas. Nao diferente, O Globo também destacou o protesto em favor
da causa de Vinicius Junior realizado pelos jogadores, antes do inicio da partida; entre as equipes do
Valladolid e Barcelona. Em relacdo aos jornais espanhdis, o El Pais mencionou o fechamento de parte
da arquibancada do estadio do Valencia por cinco jogos e discutiu o racismo na sociedade, enquanto
o El Mundo destacou a repercussao mundial negativa do caso, que pode prejudicar a candidatura da
Espanha a Copa do Mundo de 2030.

Percebe-se que o caso ganhou grande atengdo dos jornais analisados e provocou discussdes mais
amplas sobre a problematica do racismo enquanto uma questao social na Espanha. Braun (2023, online)
destaca a entrevista do presidente do Conselho para Eliminagio da Discrimina¢io Racial ou Etnica
(Cedre) integrado ao Ministério da Igualdade espanhol, Antumi Toasijé, dada a BBC News Brasil ao
afirmar que a “Espanha tem uma longa tradicdo de racismo e a legislagdo em vigor atualmente nao
da conta de fiscalizar e punir agressores de forma compativel”. Em rela¢do ao fechamento parcial da
arquibancada, remontamos a entrevista de Joseph Blatter ao jornal britanico The Guardian, e citado no
estudo de Lise et al. (2015, p. 15) quando entdo era presidente da FIFA, em 2014, ao citar que “jogos
com portdes fechados estdo inclusos também no codigo da FIFA, mas eu acho que essa penalidade ¢
indevidamente excessiva como um instrumento muito duvidoso”. Segundo o dirigente, sdo necessarias
sangdes mais efetivas, caso contrario, nada mudara (Lise et al., 2015).

Ap0s a tltima analise, referente ao dia 25 de maio de 2023, percebeu-se que as capas dos jornais El
Mundo, Folha de Sado Paulo e O Globo destacaram a homenagem dos jogadores do Real Madrid antes
do jogo contra a equipe do Rayo Vallecano, vestindo a camisa 20 com o nome de Vinicius Junior, e com
as manchetes “Somos todos Vinicius” e “Vinicius somos todos”, além de destacar o projeto de lei contra
o racismo com mudangas no c6digo penal para condenagdes mais duras. O El Pais enfatizou a propos-
ta do Ministério da Igualdade Espanhol, que prevé multas de at¢ meio milhdo de euros por racismo,
impulsionada pelo caso de Vinicius Junior. Os jornais brasileiros também relataram que o presidente
de La Liga recuou, reconhecendo os episddios de racismo apos a repercussio negativa mundial ao seu
pronunciamento de que nao houve racismo contra o jogador.
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Imagem 1. Capas dos jornais Folha de Sdo Paulo e O Globo publicadas nas datas 22, 23, 24 ¢ 25 de
maio de 2023 e do dia 11 de junho de 2024.
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Fonte: Adaptado de Folha de Sao Paulo e O Globo.

Imagem 2. Capas dos jornais El Pais e El Mundo publicadas nas datas 22, 23, 24 e 25 de maio de 2023
e do dia 11 de junho de 2024.
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A anélise das capas, manchetes e repercussdes das reportagens mencionadas anteriormente possui
relagdo com o referencial tedrico (McCombs & Shaw, 2000; Entman, 2004). Os excertos, tanto brasi-
leiros quanto espanhois, reforcam que incluir na agenda de discussdo o tema do racismo, assim como o
enquadramento dado, ao enfatizar a puni¢do, torna-se relevante para pressionar as organizagdes espor-
tivas em agdes concretas nesse sentido, sobretudo, para a La Liga, inicialmente tendenciando a minimi-
zagdo do caso. Outra observagdo relevante se refere aos meios de comunicagdo de massa como dispo-
sitivos de construcdo da realidade social e da identidade negra (Bonilla-Silva, 2020; Gonzalez, 2020),
0 que parece uma posi¢do inicial para enfrentar a tendéncia de branquitude midiatica. Embora traga
0 negro ao noticiario tratando do racismo, tende a fazé-lo dando voz a esses sujeitos e seus pontos de
vista, assim como retrata a condicdo estrutural do problema, ndo condicionando a um caso isolado.

Embora ndo seja o tnico episddio de racismo sofrido por jogadores negros, especialmente por Vini-
cius Junior, o incidente no estadio do Mestalla motivou uma ampla discussdo sobre o racismo no futebol
espanhol — e no mundo —, resultando em promessas de dirigentes responsaveis pelo desenvolvimento
do futebol no pais e outras providéncias da justi¢a espanhola, semelhantes as acdoes tomadas no Brasil.
Isso porque, mesmo com a Constitui¢ao Federal de 1988 prevendo a pratica de racismo como um crime
sujeito a pena de reclusdo, o pais teve inimeros episodios racistas no ambito do futebol brasileiro nos
ultimos anos, conforme apontado por Cavalcanti e Capraro (2009). Em resposta a essa realidade, a Con-
federacdo Brasileira de Futebol (CBF) implementou, a partir de 2023, medidas especificas para punir o
racismo no regulamento geral das competi¢des (Farias, Silva & Silva Lima, 2024).

Em relagdo a La Liga, foi emitido, em margo de 2024, um boletim oficial pelas Cortes Gerais do
pais referente a proposi¢do de uma Lei Organica contra o racismo, a discriminagao racial e formas co-
nexas de intolerancia, em que se acordava sua admissdo da tramitacao e publicacao no Boletim Oficial
do Estado (Espanha, 2024). Logo, em maio de 2024, o projeto europeu SCORE (Ciudades Deportivas
que se oponen al Racismo en Europa), langou, por meio do Observatdrio Espanhol do Racismo e da Xe-
nofobia (OBERAXE), uma campanha de sensibiliza¢ao de luta contra o racismo e a discriminagao no
ambito esportivo que conta com a adesao da La Liga como entidade colaboradora, que se compromete
a ajudar na monitora¢ao do discurso de ddio nas redes sociais ¢ a difundir os materiais de comunicagao
e dar visibilidade ao projeto por meio de diferentes suportes online e offline.

Pouco mais de um ano apoés o episodio, em 11 de junho de 2024, trés torcedores que proferiram
insultos racistas contra o atleta foram condenados pela justica espanhola. Sobre esse novo fato, os dois
jornais brasileiros analisados repercutiram a condenagdo, enquanto os jornais El Mundo e o El Pais ndo
destacaram o caso em suas capas. Mesmo com a condenacao inédita na Espanha, Lima (2024) relata
que os trés torcedores condenados por racismo nao deverdo cumprir a pena em reclusdo. Como réus
primarios, com penas inferiores a dois anos, a lei espanhola permite que cumpram a pena em liberdade.
Contudo, os condenados ficam proibidos de frequentar ou assistir a partidas de futebol na Espanha por
trés anos.

A analise das categorias tedricas destaca os veiculos brasileiros no tratamento do racismo. O vei-
culo O Globo enfatiza a puni¢ao ao ocorrido, a retomada historica de outros casos e a generalizacdo.
Nessas ultimas categorias sao utilizadas enunciag¢des do proprio jogador, Vini Jr., ratificando sua reacdo
por todos os pretos que sofrem com o racismo, assim como caracterizou a Espanha como um pais de
racistas.

A Folha de Sao Paulo apresenta a maior diversidade de representagdes ligadas a teoria de base.
Além da punicao e retomada histdrica, surge a subjetividade de quem sofreu a agressdo. Interessante
notar que essa subjetividade também utiliza a fala direta do jogador hostilizado, ndo aceitando sua con-
di¢do de vitima, mas de algoz de racistas, isto ¢, refor¢ando a necessidade de punigdo para a nao repro-
dugdo do racismo. Uma ruptura com o que se v€ historicamente. Tal questao ¢ reiterada pela exposi¢cao
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do veiculo sobre a penalidade sofrida pelo jogador na partida, o que expde a dimensdo de reducionismo
€ negro-maquina, ou seja, s6 € aceito como jogador obediente, caso contrario, a vitima sofre punigdo
(expulsao do jogo).

O jornal El Pais traz igualmente a subjetividade do jogador como algoz e desdobra o caso para apro-
fundar as percepgdes sobre racismo da populagdo negra em uma edig@o especifica; nas demais, relata
brevemente o ocorrido. Enquanto isso, apoiado pelo impacto da sua diagramacao, o El Mundo reforca a
questdo da puni¢@o e sugere uma nova categoria: a repercussao para o pais (Espanha), como candidato
a sede do Mundial de 2030.

Tabela 2. Frequéncia das categorias tedricas sobre racismo

Negro- Retomada
Veiculo Maquina Punicdo Subjetividade Histérica Generalizagdo Reducionismo
Folha de S. Paulo 1 4 2 2 0 1
O Globo 0 3 0 2 1 0
El Pais 0 0 2 0 0 0
El Mundo 0 1 0 0 0 0

Fonte: Elaborado pelos autores.

Ainda foram observadas enunciagdes que superaram as categorias dedutivas, explorando a repre-
sentacdo comunitaria ao envolver o tema. Assim, o0 apoio ao jogador por colegas, pelo time, por torce-
dores e por personalidades midiaticas ¢ destacado como reagao ao episoddio. Outros destaques foram o
pedido de desculpas pelos desdobramentos imediatos e a demora nas medidas associadas ao ato racista.

Quanto as categorias de diagramacdo, verificou-se que a maioria das publicagdes estavam loca-
lizadas ao lado direito superior (29%) e ao lado direito inferior (22%). As chamadas mais destacadas
ocuparam a esquerda superior e a parte central superior com 14%, respectivamente. A parte central
inferior também teve 14% das chamadas e, apenas 7% foram feitas na esquerda inferior da pagina.
Os resultados dos jornais por Budd score, maiores quanto ao destaque em sua pagina, mostram que O
Globo ¢ o El Pais deram maior destaque na posicao da capa em relagdo aos jornais Folha de Sao Paulo
e El Mundo (Tabela 3).

Tabela 3. Posi¢es das publicagdes nas capas dos jornais por Budd score em ordem decrescente de
peso e frequéncia

Total por Frequéncia

22/mai 23/mai 24/mai 25/mai 11/jun Budd score relativa (%)
O Globo 4 6 2 2 5 19 33%
El Pais 1 6 4 6 0 17 29%
Folha de S. Paulo 3 4 2 2 1 12 21%
El Mundo 0 4 1 5 0 10 17%

Fonte: Elaborado pelos autores.
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Nessa categoria, observa-se que o jornal O Globo deu maior destaque na capa em relagdo aos de-
mais jornais no dia seguinte aos acontecimentos do caso de racismo durante o jogo e, também, no dia
seguinte a condenacgdo dos torcedores. Observa-se, ainda, que no dia 23 de maio de 2023, os quatro
jornais deram destaque na posi¢ao de maior peso da pagina, especialmente, apds a repercussao do caso
entre os governantes do Brasil e da Espanha. Segundo Abreu e Souza (2020), a principal matéria do dia
no portal é posicionada do lado esquerdo superior da pagina e em maiores proporgdes, tanto de fotogra-
fia como de tipografia, se comparado as outras matérias do dia.

Quanto as fotografias ou ilustragdes estampadas nas capas dos jornais, percebeu-se um maior des-
taque dado nas capas do jornal O Globo, e menor destaque no El Pais. Na tabela 3, os dados sdo expres-
sos por Budd score:

Tabela 4. Fotografias/ilustragdes das publicacdes nas capas dos jornais por Budd score em ordem
decrescente de peso e frequéncia

Total por Frequéncia

22/mai 23/mai 24/mai 25/mai 11/jun Buddscore relativa (%)
O Globo 3 4 2 2 4 15 48%
El Mundo 0 4 2 4 0 10 32%
Folhade S.Paulo 0 0 2 2 0 4 13%
El Pais 0 1 1 0 0 2 7%

Fonte: Elaborado pelos autores.

Quanto ao peso atribuido por Budd score, O Globo obteve o maior valor por estampar fotografias
nas seis datas analisadas, sendo que nos dias 23 de maio e 11 de junho, as imagens do atleta Vinicius
Junior ficaram em maior propor¢ao e, no dia 22 de maio, teve uma em menor propor¢ao. Em outras duas
capas (24 e 25 de maio), assim como a Folha de Sdo Paulo, O Globo estampou uma fotografia referente
ao protesto realizado pelos brasileiros em frente a embaixada espanhola, na cidade de Sao Paulo, e outra
da homenagem realizada pelos jogadores no jogo do Real Madrid. Por sua vez, o El Mundo estampou
duas fotografias (23 e 25 de maio) do atleta Vinicius Junior e outra fotografia (24 de maio), referente
a homenagem de apoio realizada pelo atleta brasileiro Raphinha, no jogo do Barcelona. Ja o El Pais
publicou uma fotografia com a imagem de quatro pessoas que testemunham o racismo cotidiano na
Espanha no dia 24 de maio, e outra imagem que ilustra o caso de racismo por meio de uma charge, no
dia 23 de maio.

Abreu e Souza (2020) destacam que a utilizagdo de imagens tem a premissa de “transmitirem infor-
macgao em complementaridade com os textos jornalisticos, constituem uma experiéncia estética ligada
as emogoes, sensagodes ¢ percepgdes dos leitores” (p. 13). Nesse caminho, Sodré (2002) explica que os
elementos visuais e textuais nas capas de jornais impressos funcionam como dispositivos semioticos
que orientam a interpretagdo do publico sobre os acontecimentos do dia. Esta abordagem destaca a im-
portancia de analisar ndo apenas o contetido explicito das manchetes, mas também as imagens usadas
para destacar o caso de racismo contra o atleta Vinicius Junior, assim como a posi¢ao e a propor¢ao,
que compdem a capa como um todo.

A cobertura jornalistica desses incidentes é crucial para moldar a percepgao publica sobre o racis-
mo (Almeida, 2020). No entanto, Carranca (2012) chama a atengdo para o fato de que a forma como
esses episodios sdo retratados pode variar significativamente, inclusive com a aten¢do dada ao caso
de racismo. Em algumas situagdes, conforme publicado nas capas dos jornais analisados, a midia de-
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sempenha um papel positivo ao condenar explicitamente os atos racistas e promover campanhas de
conscientizacdo e sensibilizacdo da sociedade por mudangas concretas. Por outro lado, muitos noticia-
rios sobre o negro estdo relacionados a criminalidade (Silva & Rosemberg, 2008), ou com publicagdes
discriminatorias com a escolha das palavras e imagens nas capas estereotipadas (Van Dijk, 1991). Como
exemplo, retomamos a estampa do jornal esportivo italiano Corriere Dello Sport, ao publicar as fotos
dos jogadores negros Romeo Lukaku e Chris Smalling usando a manchete “Black Friday” para noticiar
o classico entre Internazionale de Milao e Roma (Folha de Sao Paulo, 2019).

No que concerne a categoria de analise sobre os titulos, predominaram aqueles com letra em menor
proporgao (76%) em relacdo aos titulos com letras em maior destaque na pagina (24%). O jornal El Pais
deu maior destaque aos titulos sobre o caso em trés capas. Por outro lado, O Globo ofereceu ao leitor
um numero superior de matérias em suas capas. Na tabela abaixo ¢ possivel observar a valoracdo dos
titulos por Budd score:

Tabela 5. Titulos das publicagdes nas capas dos jornais por Budd score

Budd score Folha de S. Paulo O Globo El Pais El Mundo

1 6 10 8 4
2 2 2 3 2
Total 10 14 14 8

Fonte: Elaborado pelos autores.

Entre as datas analisadas, percebeu-se que, em 23 de maio de 2023, as capas dos jornais deram a
maior repercussdo do caso, visto que todas as capas trouxeram um titulo com letras em maior propor-
¢do. Somando-se as seis datas analisadas, identificou-se que as capas do O Globo e o El Pais somaram
maior Budd score, o que indica que tais jornais deram mais repercussdo ou espago na producdo de in-
formacgdes sobre o caso de racismo sofrida pelo atleta Vinicius Junior. Esses dados seguem a tendéncia
sinalizada por Bolson (2016), que comparou a cobertura do jornal Folha de Sao Paulo sobre os episodios
de racismo do atleta Grafite, em 2005, e do atleta Aranha, em 2014. Em sua pesquisa, a autora identi-
ficou que a cobertura do caso de racismo no futebol envolvendo os jogadores Grafite e Desabato em
2005, pela Folha de Sdo Paulo, foi diferente daquela em 2014, com Aranha. No primeiro caso, a Folha
ndo condenou explicitamente o racismo ou Deséabato (o jogador acusado), mas associou o incidente a
rivalidade esportiva entre Brasil e Argentina. Em contraste, em 2014, o jornal adotou uma postura mais
firme contra o racismo no futebol, defendendo a puni¢do de Patricia Moreira (torcedora que xingou o
jogador Aranha de “Macaco”) e até do Grémio, clube envolvido no incidente. Nesse caso, percebe-se
que o jornal Folha de Sao Paulo e demais meios de comunicagao estdo cada vez mais abertos e se adap-
tando aos temas relacionados ao esporte (Bolson, 2016).

Reforga-se a compreensao de que enquadramentos midiaticos, especialmente os politicos, podem
moldar tanto a mensagem verbal quanto a visual, o que faz com que o leitor se depare com uma rea-
lidade fragmentada, influenciada pelos interesses de cada veiculo. Nesse sentido, a hipdtese da agen-
da-setting e a teoria do enquadramento, que pode corroborar a afirmagdo de que a midia influencia a
percepcao publica ao destacar certos temas e, para além disso, estabelece o foco dos debates entre os
cidadaos (McCombs; Shaw, 2000; Entman, 2004). Em que se pese a relevancia do referido tema, ressal-
tamos que, neste momento, a inten¢ao da presente pesquisa nao foi a de avaliar ou comparar os textos
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jornalisticos noticiosos com base nas marcas discursivas ou ideologicas de cada jornal, mas sim, de
analisar a importancia dada ao nosso objeto de estudo, conforme a propor¢ao do tamanho da letra ou o
quantitativo de titulos publicados nas capas, conforme o peso por Budd score.

Enfim, a midia, vista aqui por um corpus especifico do jornal impresso, articula-se como agente
central no processo de reconhecimento, pois permite que a ofensa e desvalorizagdo do sujeito por sua
cor, proferida publicamente, seja restituida igualmente de forma coletiva. Convergindo ao que aponta
Honneth (2017), os resultados evidenciam que existe a condi¢ao de restauragdo judicial por meio do re-
conhecimento de direitos, mas também a social por meio da reafirmagdo de competéncias que o racismo
tenta asfixiar. Portanto, o jornalismo destaca seu papel social a partir dos resultados expostos aqui em
relacdo a teoria de base. Fung@o que ocorre ao informar e mediar o debate ptblico, explicando muitas
vezes de maneira pedagogica o problema social, suas causas e consequéncias. Apesar de nem todas as
datas analisadas trazerem a repercussao do caso, observa-se que ha vigilancia sobre o tema, amplifi-
cando o campo do esporte para discussdes mais generalizadas, com destaque em espagos privilegiados
em diferentes paises.

Consideracoes finais

Diante do objetivo proposto nesse estudo observamos que houve uma cobertura expressiva sobre o
episddio de racismo sofrida pelo jogador Vinicius Junior pelos jornais analisados, indicando, por meio
dos dados encontrados, uma importancia significativa dada ao caso nas capas de tais jornais. O desta-
que dado a diagramacao por todos os veiculos ¢ refor¢cado pela qualidade das representacdes, ainda que
se destaquem os veiculos brasileiros, adensando a discussdo antirracista, os espanhois ndo fogem da
tematica. Em especial, a dimensao punitiva dos atos e o posicionamento de nova temporalidade em que
o racismo ndo ¢ mais aceito, utilizando a retomada historica para recordar outros casos e a falta de con-
denagdo. Cabe ressaltar o espago privilegiado dado nas capas também para a categoria de subjetividade,
contendo relato do jogador agredido e testemunho de pessoas negras que sofreram racismo, contando
suas historias e expondo sentimentos.

Perante a andlise realizada entre as capas dos jornais por meio do Budd score, evidenciou-se que
O Globo deu maior énfase no caso de racismo em todas as categorias. As capas do El Pais ficaram atras
do jornal O Globo na categoria que analisou as posi¢cdes das publicagdes nas capas, mas a frente da
Folha de Sao Paulo e do El Mundo. Quanto a categoria de analise sobre as fotografias ou ilustragdes
estampadas nas capas que cobriram o caso, o jornal El Mundo teve o Budd score inferior ao O Globo, ¢
superior a Folha de Sao Paulo e ao El Pais. Ja em relagdo a categoria que analisou a proporcao da letra
ou quantitativo de titulos referentes ao caso, evidenciou-se que os jornais O Globo e El Pais ficaram
empatados com maior Budd score, seguidos pela Folha de Sao Paulo ¢ El Mundo.

Ao entender que as capas de jornais desempenham um papel vital na forma como esses incidentes
sao percebidos e discutidos pelo publico, considera-se que os jornais com uma cobertura responsavel e
consciente podem contribuir significativamente para a luta contra o racismo, promovendo um ambiente
mais inclusivo e respeitoso, tanto nos féruns, quanto dos campos de futebol. Além disso, atuam em
dimensdes da restitui¢do do reconhecimento, retomando a competéncia publica do jogador, destituida
durante a partida, ainda que esse aspecto seja mais presente nos veiculos brasileiros. Destaca-se, nesse
sentido, a cobranga por punicdes e a retomada historica de outros casos sem resultados efetivos aos
agressores. Surgem, também, categorias com potencialidades para estudos futuros como o apoio entre
colegas de profissdo, times, torcedores e personalidades midiaticas, enriquecendo a discussdo sobre a
restituicdo do reconhecimento.

Considera-se, ainda, que a analise das capas de jornais ndo se limita a observagao superficial dos
eventos do dia, visto que ela envolve uma leitura critica das escolhas editoriais, das imagens selecio-
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nadas e das manchetes implicitas e explicitas. Ao examinar esses elementos, podemos deduzir como o
processo de produgdo jornalistica, principalmente das capas, contribui para a circulagdo ontologica e
ideologica sobre o tema, assim como na formagao da opinido publica e potenciais de significagdo cultu-
rais e politicos na sociedade contemporanea. Em sintese, podemos compreender como a decisdo de vei-
cular a noticia e as representa¢des determinadas estao entrelacadas com o modo de pensar a sociedade
ou, até mesmo, como reproduz o pensamento social.

Embora o presente estudo tenha como foco o caso de racismo envolvendo o jogador brasileiro
Vinicius Junior, reconhece a importancia de ampliar o debate, em futuros estudos, para outros episo-
dios semelhantes que envolvam atletas de diferentes nacionalidades. Dessa forma, seriam abordadas as
dindmicas do racismo no futebol internacional e das formas como a midia as representam, incluindo a
recéncia com a qual os veiculos abordam o tema, para abarcar se trata de forma responsiva ou reativa
a opinido publica.

Considerando as limita¢des do corpus selecionado, centrado nas capas e na produgao editorial de
veiculos especificos do Brasil e da Espanha, sugerem-se futuras investigacdes que contemplem a cober-
tura de diferentes midias internacionais, com analises das formac¢des discursivas sobre o racismo nao
apenas no futebol, mas também em outras modalidades esportivas e nas interagdes digitais dos fluxos
comunicacionais. Tais estudos podem incluir, ainda, o contetido das reportagens, as interagdes com
torcedores e consumidores dessas midias, além do papel desempenhado por outros atores sociais, como
marcas e organizagdes nao governamentais, no agendamento do tema. Essas abordagens podem contri-
buir significativamente para o aprofundamento da compreensao sobre o racismo estrutural presente em
diferentes paises e sua relagdo com o universo esportivo.
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Resumo

O pos-feminismo ¢ a formagdo discursiva dominante sobre
feminismo na sociedade contemporanea. Marcada pelo entre-
lagamento de feminismo e antifeminismo, constitui uma es-
tratégia neoliberal de moldagem da subjetividade que refor¢a
estereotipos de género tradicionais para limitar a transforma-
¢do social, a0 mesmo tempo que enaltece 0 empoderamento
das mulheres. Presente em inumeros produtos culturais, o
pos-feminismo pode ser identificado no discurso de Miriane
Ferreira, advogada que ganhou popularidade no Instagram
ao responder duvidas sobre Direito de Familia e se posicionar

em defesa do homem como provedor. Considerando que os
individuos tém papel ativo na decodificacdo das mensagens
que circulam na cultura, este estudo objetivou perceber, atra-
vés da Analise Critica do Discurso contido nos comentarios
deixados na rede social da advogada, como ocorre a recep-
cdo do pos-feminismo e do esteredtipo de homem provedor
por parte de seus seguidores. Os resultados mostram que o
discurso hegemonico ¢ reproduzido mais pelas mulheres e
sua contestacdo se da por homens e mulheres em proporgdes
similares.

Palavras-chave: pos-feminismo; estudo de recepgao; estudo feminista de midia; praticas do eu; esteredtipos de género.

Gender roles in contemporary society: The reception of post-feminist
discourse by @dra.mirianeferreira’s followers on Instagram

Abstract

Post-feminism is the dominant discursive formation about
feminism in contemporary society. Marked by the entangle-
ment of feminism and anti-feminism, it constitutes a neolibe-
ral strategy for shaping subjectivity that reinforces traditional
gender stereotypes to limit social transformation, while at the
same time praising women’s empowerment. Present in seve-
ral cultural products, postfeminism can be identified in the
speech of Miriane Ferreira, a lawyer who gained populari-
ty with her Instagram profile by answering questions about

Family Law and taking a stand in defense of men’s role as
providers. Considering that individuals have an active role
in decoding the messages that circulate in culture, this study
aimed to understand, through Critical Discourse Analysis of
comments left on the lawyer’s social network, how postfemi-
nism and that stereotype have been received by her followers.
The results show us that women replicate the hegemonic dis-
course more than men and that this discourse is challenged by
both men and women in similar proportions.

Keywords: postfeminism; reception studies; feminist media studies; practices of the self; gender stereotypes.
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pés-feminismo, desde a década de 1990, tem cada vez mais dominado os produtos culturais e

as retdricas politicas, econdmicas e sociais. De origem neoliberal (Gill & Scharff, 2011), é hoje
a formagao discursiva sobre feminismo de maior visibilidade e circulacdo nos meios de comunicagao
(Banet-Weiser, 2018). Marcado pelo entrelacamento de feminismo e antifeminismo, o pds-feminismo se
apropria do vocabuldrio e dos ideais dos movimentos sociais, desarticulando-os (McRobbie, 2009) em
um processo que limita a transformacao social e beneficia a manutencdo do status quo patriarcal. Pre-
sente em filmes, programas televisivos, antincios publicitdrios e outros produtos de midia (Gill, 2007b),
o pos-feminismo também pode ser percebido nos discursos disseminados por produtores de conteudo
nas redes sociais como, por exemplo, acontece com a advogada e influencer brasileira Miriane Ferreira.

Com pouco mais de dois anos no Instagram, Miriane Ferreira ja acumula 1,6 milhdo de segui-
dores. Ao responder duvidas sobre Direito de Familia, a advogada causa polémica ao declarar o que
para ela sdo os verdadeiros papéis de género na sociedade contemporanea: mulheres financeiramente
independentes e homens necessariamente provedores. Claramente pos-feminista, o discurso de género
da influencer é marcado pelo entrelacamento de conceitos contraditérios (McRobbie, 2009), ja que
prioriza temas do feminismo ao mesmo tempo que reforga a hierarquia tradicional. Outra caracteristica
pos-feminista muito presente em sua argumentacao ¢ a afirmacdo da existéncia de uma diferenca se-
xual natural (Gill, 2007b) irrefutavel, que serve para validar uma necessidade intrinseca aos homens de
exercerem a fungao de provedor.

Considerando que, ao superarem a divisao virtual/real, os estudos de Internet percebem o ambiente
digital ndo somente como objeto na investigagdo da cultura online, mas também como fonte de dados
para o conhecimento das condi¢des sociais como um todo (Rogers, 2013) e que o processo de codifica-
cdo/decodificacdo das mensagens, conforme teorizado por Stuart Hall (2006), torna a cultura popular
uma arena de consentimento e resisténcia a cultura dominante (Hall, 1998), esta investigacdao busca
entender como que a audiéncia de Miriane Ferreira recepciona o discurso pos-feminista da advogada.
Seus seguidores percebem a estratégia articulada pelo pds-feminismo para manutengdo do status quo?
Eles consentem ou resistem a esse discurso?

A partir de uma perspectiva construcionista, na qual o significado se produz através da interagdo
entre os membros de uma sociedade (Berger & Luckmann, 2004) e as subjetividades dos individuos sdo
moldadas pelas formagdes discursivas que circulam na cultura (Foucault, 1987), este estudo estruturou
a Analise Critica do Discurso (Machin & Mayr, 2010; Orlandi, 2000) expresso nos comentarios realiza-
dos em um post selecionado dentre os quais Miriane Ferreira se posiciona sobre o papel de provedor do
homem na sociedade para perceber as dindmicas de consentimento e resisténcia por parte da audiéncia
a este tradicional estere6tipo de género.

Os resultados mostraram que dos 155 comentarios analisados, 55% consentem com a ideologia
pos-feminista dominante, enquanto 45% discordam do papel do homem como provedor. Além disso,
foi possivel identificar que dos que concordam com a afirmag@o de que o homem ¢ necessariamente
provedor, a maioria sao mulheres, enquanto que no universo dos que contestam essa afirmacao, ha um
equilibrio entre homens e mulheres. Entre as justificativas para a “vocagdo” provedora do homem, os
comentarios analisados que consentem com a afirmagdo, em sua maioria, decorrem de afirmagdes de
senso comum naturalizadas na subjetividade de seus autores e demonstradas em expresssdes como
“questdo de honra”, “homem de verdade”, “homem com H maiusculo”, “macho alpha” e “inversao de
papéis”.

1. Relacdes de poder, representacoes de género e estudos de recep¢ao

As praticas sociais resultam das intera¢des entre os membros de uma sociedade. Interagdes essas
que ocorrem por meio da linguagem (Berger & Luckmann, 2004). No entanto, as palavras, por ndo
terem sentido nelas proprias, derivam seus significados das formagdes discursivas em que se inserem
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e essas, “por sua vez, representam no discurso as formacgdes ideologicas” (Orlandi, 2000, p. 43). Con-
ceitualizada como um “sistema de crengas mantido por individuos e grupos” (Machin & Mayr, 2010,
p- 25), a ideologia caracteriza o0 modo que certos discursos se tornam aceitos, legitimando as relagdes
de poder. Central na Analise Critica do Discurso, “o poder pode ser mais do que uma simples forma
de dominacao superior; também pode ser produzido em conjunto quando as pessoas acreditam ou sdo
levadas a acreditar que o dominio ¢ legitimo de uma forma ou de outra” (Machin & Mayr, 2010, p. 24)
e, a0 menos nas sociedades democraticas, tal processo € essencial para que a cultura dos poderosos seja
aceita e interiorizada pelas pessoas.

Esse processo de legitimagao se da pelo que Foucault (1987) teorizou como prdticas do eu. Para o
autor, o modo como os individuos pensam e se relacionam com o mundo nao ¢ algo aleatdrio, que ele in-
venta por si proprio, mas padrdes “propostos, sugeridos e impostos a ele pela sua cultura, sua sociedade
e seu grupo social” (p. 122) e que circulam por meio do discurso. Logo, para o autor, a cultura determina
padrdes de comportamento e pensamento que sao disseminados na sociedade pelas formacgdes discur-
sivas, sendo internalizados pelo sujeito e constituindo a sua subjetividade de maneira que suas praticas
reproduzirdo estes mesmos padrdes, normatizando-os e criando um ciclo de consentimento.

No entanto, como defende Orlandi (2000), o discurso “torna possivel tanto a permanéncia e a con-
tinuidade quanto o deslocamento e a transformacao do [individuo] e da realidade em que ele vive” (p.
15). Assim, ¢ também por meio das formagdes discursivas que se pode constituir as prdticas do eu de
maneira a alterar os modelos de opressao vigentes.

Segundo a teoria de recepcao de Hall (2006), a audiéncia no processo comunicativo nao & pas-
siva. Ela atua tanto na decodificagdo da mensagem — interpretando-a de acordo com seu repertdrio
cultural, disponivel no contexto social do qual faz parte — quanto na sua reprodu¢@o ou retransmissao,
etapa imprescindivel para que o processo comunicativo seja realizado completamente. Logo, o sujeito
¢, a0 mesmo tempo, receptor e emissor/reemissor da mensagem. Dessa maneira, a comunicagdo ocorre
em um circuito continuo (composto pelas praticas de produgdo, circulagao, distribuicdo/consumo e
reproducdo), no qual as mensagens sdo produtos das ideologias que circulam por meio das formagdes
discursivas ou representacdes — que se materializam na linguagem, seja verbal ou ndo verbal — e sdo
consumidas pelo publico/receptor que as decodifica de acordo com seu repertorio cultural e reproduz,
dando continuidade ao processo comunicativo para efetivacao de seu significado (Figura 1).

Figura 1. A constituigdo das praticas do eu de Foucault (1987) e a teoria de recepgao de Hall (2006).
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No entanto, por defender o papel ativo do receptor nesse processo, mesmo acreditando que nao ha
discurso que nao seja influenciado pelas regras sociais que guiam a leitura e moldam a interpretago
da audiéncia, Hall (2006) considera que o processo comunicativo em circuito continuo teorizado por
ele como codificagdo/decodificacdo ¢ uma “complexa estrutura em dominio” (p. 163), e, assim como
Orlandi (2000), acredita que a ordem cultural dominante nao é univoca e pode ser contrariada, ou ao
menos, negociada (Hall, 2003).

Essa capacidade da audiéncia decodificar os padrdes dominantes e reproduzi-los de maneira con-
testatoria, influenciando as formagodes discursivas que circulam na sociedade, esta relacionada com o
entendimento de poder como sindnimo de relacdes de poder. Como argumenta Foucault (1987), é sim-
plorio percebermos o poder como uma estrutura politica ou uma classe social dominante. Para o autor,
o poder existe em qualquer tipo de relagdo humana — amorosa, institucional, econémica, politica e até
mesmo em uma simples conversa — ¢ constitui a forma como “um individuo [ou grupo] tenta direcionar
o comportamento do outro” (p. 122).

Assim, se trouxermos toda esta reflexdo para os estudos feministas de midia para entendermos
como os estereOtipos de género se propagam e sdo normatizados nas subjetividades dos individuos,
perceberemos o motivo de, mesmo ap6s mais de meio século de existéncia deste campo de investiga-
¢do, as questdes que preocupam as feministas ainda serem as mesmas: poder, valores, representacao e
identidade (Gallagher, 2013). Considerando a interpretagdo de poder de Foucault (1987) e a definigdo
de Gerbner (1978) de que a “cultura é¢ um sistema de mensagens que cultiva as imagens adequando-as a
estrutura estabelecida de relagdes sociais” (p. 47), e como tal, “sua fun¢ao ¢ fazer as pessoas aceitarem a
vida como boa e a sociedade como justa, sem questionar como as coisas realmente sdo” (Gerbner, 1978,
p- 47), podemos tracar um panorama mais efetivo sobre as quatro preocupagdes centrais dos estudos
feministas de midia.

Ao analisarmos cada uma das questdes, observaremos que a cultura/ideologia, mencionadas por
Foucault (1987) e Hall (2006), carregam os valores das estruturas dominantes que determinam as iden-
tidades de género por meio do estabelecimento de padroes/mensagens que circulam e disseminam as
representagoes/formacdes discursivas que sdo consumidas/decodificadas pelos individuos, moldando
as suas praticas sociais/subjetividades, que constituem o verdadeiro poder na sociedade (Figura 2), ja
que € nesse ponto do circuito comunicativo ou da complexa estrutura em dominio, quando o individuo
realiza a reproducdo da mensagem, que se efetiva a propagacdo ou a quebra dos estereétipos de género
impostos pelo discurso dominante.

Figura 2. Os estudos feministas de midia e as relagdes de poder no processo comunicacional.
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Dessa forma, os estudos de recepgao se tornam um elemento valioso para entendermos como que
as formacdes discursivas e os esteredtipos de género dominantes estdo sendo decodificados e reprodu-
zidos na contemporaneidade.

2. O poés-feminismo como formacao discursiva hegemonica

Os movimentos sociais da chamada Segunda Onda feminista compdem uma das grandes rupturas
nos discursos do conhecimento moderno que acarretaram o deslocamento do sujeito e deram origem
a pés-modernidade (Hall, 2005). As conquistas obtidas por esses movimentos durante as décadas de
1960 a 1980, principalmente relacionadas as liberdades sexuais e econdmicas (McRobbie, 2009), de-
sestabilizaram a logica das esferas publica/privada atribuidas, respectivamente, a homens/mulheres e
abriram, “para contestagdo politica, arenas inteiramente novas da vida social: a familia, a sexualidade,
o trabalho doméstico, a divisao doméstica do trabalho, o cuidado com as criangas, etc.” (Hall, 2005,
p. 45). Dessa maneira, “a velha ética ganha o pao/dona-de-casa” foi questionada e as identidades tidas
como certas durante a modernidade desestabilizadas, sendo substituidas, ao menos em teoria € entre as
geracdes mais jovens, por algo mais igualitario (Gill, 2007a, p. 205).

A intensificagdo das mulheres no mercado de trabalho fez com que elas passassem a ser percebi-
das como sujeito, donas de uma individualidade ndo condicionada ao estereétipo tradicional de esposa
e mae (Tasker & Negra, 2007), o que também influenciou o surgimento de uma nova representagao
masculina: mais parceiro, sensivel e cuidadoso (Gill, 2007a). No entanto, este cenario logo foi revertido
(Gill, 2007a; Tasker & Negra, 2007), uma vez que o capitalismo rapidamente projetou a mulher sujeito
como consumidora e se apropriou da narrativa feminista para criar todo um mercado em torno do em-
poderamento feminino, dando origem ao fendmeno gir/ power, responsavel por popularizar o “feminis-
mo” ao estampa-lo em mercadorias (Banet-Weiser, 2018) e circula-lo por meio de narrativas propagadas
por inimeros produtos culturais (Gill, 2007b).

Tal articulagdo — imbuida pelo que Boltanski e Chiapello (2009) denominaram o novo espirito do
capitalismo, que se apropria e reconfigura as reivindicagdes das classes destituidas de poder para esta-
belecer novos padrdes de dominio (Fuchs, 2008) — fez com que o feminismo que até entdo era externo
a midia, constituindo inclusive uma voz critica a0 modo como as mulheres eram representadas pelos
meios de comunicagdo, passassem a ser conteido de midia (Gill, 2007b) e popularizado em uma versao
que atendesse aos interesses neoliberais (Gill & Scharff, 2011). Um feminismo domesticado (Dean,
2010), incapaz de abalar as estruturas hegemodnicas da sociedade, teorizado por Rosalind Gill (2007b)
como pods-feminismo.

O pods-feminismo — teorizado por Rosalind Gill (2007b) como uma “sensibilidade que caracteriza
um numero cada vez maior de filmes, programas de televisdo, antincios publicitarios e outros produtos
de midia” (p. 148) — é uma formacdo discursiva que permeia a maioria dos produtos culturais contem-
poréneos e tem delineado a maneira como as pessoas se relacionam e pensam o feminismo e a transfor-
magcao do papel das mulheres na sociedade (Lewis et al., 2017). Constituindo uma estratégia neoliberal
de moldagem da subjetividade dos individuos (Gill & Scharff, 2011), o pos-feminismo coopta o voca-
bulario e os ideais feministas, revestindo-os de valores como o individualismo e a meritocracia, para
obscurecer as desigualdades estruturais e limitar a transformagao social (Dean, 2010). Pode, portanto,
ser entendido como um “feminismo” reconfigurado (Gill & Orgad, 2016) ou desarticulado (McRobbie,
2009) que, por meio das narrativas midiaticas, conecta as mulheres com ‘“um modo altamente conser-
vador de empoderamento” (McRobbie, 2009, p. 27). Na pratica, exalta o empoderamento feminino ao
mesmo tempo que reafirma valores tradicionais para manter a hierarquia de género inalterada. Resulta,
entdo, em um “feminismo” sombrio (Fraser, 2009), que mais enfraquece a causa do que contribui para
ela. Por considerar e repudiar o feminismo, compde um discurso dubio — marcado pelo entrelagamento
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de conceitos contraditorios (McRobbie, 2009), como percebemos no discurso de Miriane Ferreira, que
enaltece a independéncia financeira das mulheres ao mesmo tempo que apela para a necessidade “natu-
ral” que os homens t€m de se sentirem provedores para serem bons maridos.

Como toda formacao discursiva (Foucault, 2008), o pés-feminismo ¢ marcado por regularidades
de conceitos e enunciados que “representam no discurso as formagdes ideologicas” (Orlandi, 2000, p.
43). Regularidades essas que, com o propoésito de atribuir rigor aos estudos sobre o fendmeno, foram
agrupadas por Rosalind Gill (2007b) e, resumidamente, apresentamos aqui:

* a feminilidade vinculada a beleza e a um corpo sexy como fonte de poder para as mulheres;

* a énfase no autodesenvolvimento e na transformagéo, que estabelecem o “eu” como um projeto

que deve ser constantemente monitorado e aperfeicoado para a obteng¢ao do sucesso em qualquer

area da vida;

* 0 foco no individualismo, na escolha e no empoderamento, responsaveis por popularizar os valo

res feministas sem a sua esséncia coletiva e politica, manipulando-os em prol dos interesses neoli-

berais;

* a énfase no consumismo, ja que por estar a servigo dos interesses neoliberais, as afligoes das

minorias sdo resolvidas com o consumo de algum produto ou servico;

» a mercantilizag¢ao da diferenca, que constitui “caminhos efetivos tanto para alcangar como criar

uma comunidade particular de consumidores” (Banet-Weiser, 2007, p. 221) através da celebracdo

do ‘Outro’;

* a substitui¢@o da objetificacdo das mulheres pela subjetificagdo, na qual, supostamente, a objeti-

ficagdo ocorre por “escolha” das proprias mulheres que conquistaram a liberdade sexual e “optam”

por se representarem desta maneira;

* a hipersexualizagdo da cultura, com a proliferagdo do discurso sobre sexo e sexualidade nos meios

de comunicagao;

* ¢ o ressurgimento das ideias de diferenca sexual natural, que obscurecem as desigualdades de gé-

nero ao afirma-las como oriundas de fatores bioldgicos, psicologicos ou mesmo astrofisicos.

3. Miriane e as regularidades discursivas pos-feministas

Miriane Ferreira ¢ uma advogada brasileira que em setembro de 2021 iniciou no Instagram com um
perfil que se propunha a responder duvidas sobre Direito de Familia. Tendo o publico feminino como
alvo, o interesse pela area veio quando Miriane trabalhou no nucleo de praticas juridicas da faculdade
em que estudava atendendo mulheres que, por falta de conhecimento e orientacdo, acabavam sendo
patrimonialmente lesadas por seus maridos no momento do divorcio (Almeida, 2022). Com contetdos
que dosam situagdes polémicas — como a do marido que colocou o imével no nome da irméa para ndo
dividir com a esposa e, ap6s o divorcio, sua irma ndo devolveu, alegando que era dela ou a da seguidora
que teve um filho com o sogro e queria garantir a heranca da crianga sem precisar contar a verdade para
o marido — e respostas afiadas, a repercussao do perfil @dra.mirianeferreira foi tanta que levou a advo-
gada a ser convidada para protagonizar um quadro no programa televisivo Faustdo na Band. Além dos
esclarecimentos legais, os conteudos da advogada e influencer sdao pautados pela sua opinido pessoal em
relacdo aos papéis de mulheres e homens na sociedade. Opinides essas marcadas pelo entrelagamento
de conceitos contraditorios (McRobbie, 2009), ja que enaltecem as conquistas das mulheres na socie-
dade ao defender que elas devem ser financeiramente independentes, ao mesmo tempo que defendem
hierarquias de género convencionais, resgatando o tradicional esteredtipo do homem provedor.

Com menos apelo a sexualizacdo da cultura e a subjetifica¢do das mulheres que, por terem forte
ligacdo a liberdade sexual, conflitam com os referenciais religiosos expressos no discurso de Miriane,
as demais regularidades enumeradas por Gill (2007b) sdo percebidas na narrativa da advogada. Nas
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postagens realizadas em seu perfil no Instagram, a feminilidade como uma propriedade corporal é
exaltada tanto na maneira muito bem cuidada como Miriane se apresenta — com cabelo, maquiagem e
vestuario impecaveis — quanto no modo em que ela reverencia a aparéncia fisica ¢ a autoimagem como
uma fonte de poder para as mulheres. A influencer recorrentemente declara a aparéncia fisica como
caminho para a autoestima e a autoconfianga, caracteristicas essenciais para a mulher empoderada do
pos-feminismo (Gill & Orgad, 2016).

A énfase no autodesenvolvimento e na transformagdo também € pega fundamental no discurso de
Miriane, tanto no aspecto fisico como intelectual. Em seus contetdos, a advogada passa a mensagem
de que as mulheres devem fazer o que for preciso para se sentirem bem ¢ alcangarem o sucesso. Proce-
dimentos estéticos, megahair e a utilizacao de filtros na gravacdo dos reels sao praticas que ela assume
e incentiva entre suas seguidoras, inclusive ao promover /ives com cirurgides plasticos. O estimulo a
formacgdo acadé€mica e profissional como forma de obter independéncia financeira também ¢ apresenta-
do refor¢ando o autodesenvolvimento como a solugao para a desigualdade de género, recurso discursivo
pos-feminista que — como aponta Gill (2007b) — afasta do debate as causas estruturais da desigualdade
e coloca nas proprias mulheres a culpa e a responsabilidade por resolvé-la (Gill & Orgad, 2016).

O discurso de Miriane promove a ideia de que investir no seu desenvolvimento e fazer as escolhas
certas bastam para superar a desigualdade de género, o que nos remete a regularidade pdés-feminista
central para a ideologia neoliberal: o foco na individualidade, no empoderamento e na escolha. Miriane
nao se cansa de enfatizar que ¢ a mulher que tem que tomar uma atitude e fazer as decisdes certas, como
obter sua independéncia financeira e deixar o homem exercer o seu papel de provedor para ser um bom
marido, reforgando a retdrica neoliberal de poder de escolha e meritocracia.

O consumismo e a mercantilizacdo da diferenca, duas outras regularidades apontadas por Gill
(2007b) como caracteristicas da formagao discursiva pos-feminista, também sio percebidas no discurso
de Miriane. O consumo de solu¢des como procedimentos estéticos, mencionado anteriormente, € acon-
selhado pela advogada para manutencdo da autoconfianga. Ja a mercantilizagdo da diferenga compde a
esséncia do seu negdcio no Instagram. Ao comoditizar a causa feminista, a advogada cria um nicho de
mercado especifico para o Direito de Familia, ofertando a partir dai, uma série de produtos comercia-
lizados por ela, como os cursos ‘Legalmente Poderosa’ e ‘Legalmente Digital’ — que se propdem, res-
pectivamente, a ensinar as mulheres a se protegerem financeiramente em caso de divorcio e a ganharem
dinheiro com a criacdo de uma imagem no ambiente digital — ¢ ‘O Diario de Miriane’, uma espécie de
grupo fechado no qual ela revela aspectos pessoais da sua vida.

No entanto, a regularidade que mais se destaca, principalmente quando a advogada argumenta
sobre o papel do homem na sociedade, € o ressurgimento das diferengas sexuais naturais, que consiste
na reafimagdo de que mulheres e homens sdo, por natureza, essencialmente diferentes. Como mencio-
nado na se¢do anterior, “durante um breve periodo nas décadas de 1970 e 1980, no¢des de igualdade
masculina ¢ feminina e a similaridade basica entre homens e mulheres tomaram conta da cultura po-
pular” (Gill, 2007b, p. 158). Resultante das conquistas dos movimentos feministas, que abriram es-
paco para as mulheres no mercado de trabalho, essa similaridade influenciou novas configuragdes de
parcerias heterossexuais e originou uma nova representagdo masculina nos meios de comunicag@o. O
novo homem representado na midia, como especifica Rosalind Gill (2007a) em sua analise sobre géne-
ro nas revistas, era apresentado como parceiro, sensivel e cuidadoso, mas ao mesmo tempo influente,
narcisista, preocupado com moda e consumo, e “foi atacado por homens e mulheres como assexuado
e ndo muito masculino” (Gill, 2007a, p. 265). Acusado de inauténtico por ndo se parecer com o que 0S
homens realmente eram, o novo homem foi percebido por muitos como fruto do dominino hegemonico
do feminismo e abriu espago para o surgimento do novo lad, que “reafirmou uma versao de masculini-
dade libidinosa, poderosa e diferente da feminilidade” (Gill, 2007b, p. 158) apoiando-se no “crescente
interesse na psicologia evolucionaria e no desenvolvimento da ciéncia genética que prometiam localizar
uma base genética para todas as caracteristicas humanas” (Gill, 2007b, p. 158). Nesse contexto, também
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proliferaram as literaturas de autoajuda como Os Homens sdo de Marte e As Mulheres sdo de Vénus,
de John Gray, que localiza a diferenca sexual como psicologica ao invés de apenas biologica, justifican-
do — ou pelo menos dando a entender nas entrelinhas — que a igualdade pregada pelo feminismo nao se
encaixa com a diferenca natural que rege homens e mulheres. A argumentacdo pautada em diferencas
psicologicas ¢ uma forma de imobilizar a desigualdade, porque a partir do momento que a psicologia
“explica” a diferenca entre mulheres e homens, afasta as questdes de opressdo do debate e a “diferenga”
¢ naturalizada como inevitavel (Gill, 2007b).

Fruto do pos-feminismo, o novo lad resgata o esteredtipo masculino tradicional que ¢ refor¢ado no
discurso de Miriane Ferreira ao afirmar que os homens precisam desempenhar o papel de provedor no
relacionamento, caso contrario, buscarao exercer esse papel fora de casa, com outras mulheres. Com tal
afirmagdo, Miriane deixa subentendido que a diferenca entre os sexos ¢ algo natural, universal, intrin-
seco ao género e independe das praticas sociais instituidas.

4. Estratégia metodoldégica

Os estudos de internet que em seus primordios dividiam o mundo entre real e virtual, hoje ja ndo
consideram a internet apenas como objeto de investigagdo da cultura online, mas também uma fonte
de dados para dignodstico das condi¢des sociais (Rogers, 2013). Assim, comentarios espontaneos nas
redes sociais, como os deixados pelos seguidores de Miriane Ferreira em suas postagens no Instagram,
podem configurar um relevante corpus de pesquisa nos estudos de recepcao, possibilitando a analise de
como a audiéncia interage com a formagdo discursiva pos-feminista expressa no discurso da advogada.

A partir de uma perspectiva filosofica construcionista, que se materializa na conceitualizacao das
praticas do eu de Foucault (1987) e na teorizagdo de Hall (2006; 2003) sobre o processo de codificacao/
decodificacdo das mensagens — que v€ o processo comunicativo como um circuito continuo no qual o
receptor desempenha um papel ativo na negociacao de significados e, portanto, pode influenciar as for-
macdes discursivas que circulam na sociedade —, o estudo aqui apresentado foi orientado pelo seguinte
problema de investigacdo: como o discurso pds-feminista de homem necessariamente provedor € recep-
cionado pelos seguidores da advogada Miriane Ferreira em seu perfil do Instagram? Eles consentem ou
resistem ao estereotipo de provedor?

A estratégia de investigacdo empregada foi a Analise Critica do Discurso (Machin & Mayr, 2010;
Orlandi, 2000) contido nos comentarios dos seguidores de Miriane Ferreira. A amostra foi definida a
partir de um reels publicado pela advogada em 19 de dezembro de 2022. A selecdo da postagem foi
determinada por apresentar claramente o posicionamento de Miriane em relagao ao papel dos homens
na sociedade. A extensao Download Instagram, do Google, foi utilizada para extracdo do video e sua
transcri¢@o realizada pelo aplicativo Cockatoo.com, como observamos a seguir:

Questdo do seguidor: Ridiculo esse seu papinho de homem provedor. Quem tem provedor € internet.

Resposta da advogada: Olha, essa ¢ a minha opinido, mas eu respeito todas as outras. Mas é que para
mim, a responsabilidade de prover a casa num casamento nao deve ficar sobre a mulher. Essa respon-
sabilidade tem que ser do homem. Por mais que a mulher ganhe mais do que seu marido, por mais que
o dinheiro seja dos dois dentro de casa, a responsabilidade da provisdo deve vir do homem. E isso tem
mais a ver com responsabilidade do que com dinheiro propriamente dito, porque quando existe esta
inversdo de papéis, sabe o que eu vejo? Mesmo que subconscientemente, o homem se sente humilhado
por ndo estar cumprindo um papel que é dele e acaba maltratando a sua esposa. Acabando com a autoes-
tima dela, como se a culpa fosse dela. Quando na verdade, nao ¢. Entdo, mesmo a pergunta tendo vindo
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de um homem, mesmo sendo homem, se vocé quiser ir 14 na minha bio e adquirir o meu treinamento
Legalmente Poderosa, 14 eu falo bastante sobre estes papéis e, também, sobre a expectativa da mulher
em relag¢do ao seu companheiro.

Ja os comentarios, objeto de analise desta investigagdo, foram extraidos a partir do aplicativo Ex-
portComments.com, a 11 de outubro de 2023, garantindo a estabilidade do corpus. Para delimitagdo e
viabilidade da analise, dos 3537 comentarios ndo encadeados extraidos, foram selecionados todos que
tinham a partir de cinco curtidas para compor o corpus, totalizando 155 comentarios. A decisdo de
considerar apenas os comentaros primarios foi tomada porque por configuracdes de privacidade dos
usudrios do Instagram, a ferramenta utilizada para recolha s6 possibilita a extracdo dos comentarios
ndo privados. Logo, no encadeamento das conversas faltam partes dos dialogos, o que prejudica a in-
terpretacao da troca de mensagens.

Cada um dos comentarios que compdem o corpus foi classificado de acordo com o género de seu
autor. Tal classificagdo requereu um trabalho manual da analista de consultar o perfil dos usuarios
e identificar, pelo nome ou pela foto, se 0 mesmo era homem ou mulher. A flexdo utilizada no texto
também foi um indicativo para determinacao do género. Perfis nos quais ndo fosse possivel identificar
o género do autor seriam classificados como ‘ndo identificado’. No entanto, na amostra coletada, foi
possivel identificar o género de todos os perfis.

A partir de uma abordagem interpretativa (Anderson, 2012), que busca os significados emergentes
no texto, e tendo como marco tedrico os estudos feministas de midia, a luz da teorizagdo sobre pos-fe-
minismo de Rosalind Gill (2007b), a analise critica dos textos coletados foi orientada pelas seguintes
questdes de pesquisa:

* A audiéncia percebe a contradi¢ao no discurso de género pds-feminista da advogada? Como?

* A audiéncia percebe o discurso de diferenga sexual natural? Como?

* A audiéncia faz alguma relagdo entre o discurso de Miriane e o feminismo? Qual?

* A audiéncia percebe a articulagdo pos-feminista por traz do discurso da advogada que busca limi-
tar a transformacao social ao manter a hierarquia de género? Como?

* A audiéncia demonstra saber que os esteredtipos de género sdo construgdes sociais? Como?

* A audiéncia de alguma forma legitima o papel do homem como provedor? Como?

Com os dados organizados em uma planilha de Excel, cada questdo de investigagdo foi classifi-
cada, primeiramente, como sim ou nao. Para as que apresentaram classificacao sim, foi realizada uma
leitura aprofundada a fim de interpretar o posicionamento do autor do comentario e extrair padroes
emergentes em relacdo aos temas investigados. Durante esta leitura atenta, os comentarios também fo-
ram categorizados de acordo com as posi¢des de decodificagdo sugeridas por Hall (2006) em sua teoria
da recepgao: preferencial, negociada e contestatoria. No entanto, ao longo da analise, identificou-se que
mesmo as decodificagcdes negociadas se posicionavam claramente a favor ou contra o discurso domi-
nante de homem provedor da advogada, o que resultou em quatro posi¢des de decodificacdo categoriza-
das conforme os critérios a seguir:

* Preferencial ndo negociada: comentarios que concordam com o discurso da advogada sem acres-
centar nenhuma informacao e/ou somente reproduzindo suas ideias e palavras.

* Preferencial negociada: comentarios que concordam com o papel de homem provedor, mas com

condig¢des ou limites, como quando o casal ndo tem filhos.

* Contestatoria negociada: comentarios que discordam do papel do homem provedor, mas o aceita
em algumas situagdes, como quando o casal tem filhos ou quando as condigdes financeiras do ma-
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rido sdo muito superiores a da esposa.

* Contestatoria ndo negociada: comentarios que discordam do homem provedor, em absoluto e/ou

questionam as praticas sociais por tras desse esteredtipo.

Durante a andlise dos resultados, as quatro posi¢des de decodificacdo identificadas foram rea-
grupadas em duas, consentimento e resisténcia, por verificar-se que a distingdo para interpretagdo de
alguns temas ndo representaria mais-valia para o objetivo da pesquisa. Os comentarios que consentem
com o esteredtipo de homem necessariamente provedor resultaram das posi¢des preferencial nao ne-
gociada e negociada. Ja os comentarios que resistem a este esteredtipo, resultaram das classificagdes
contestatoria negociada e ndo negociada. A nomenclatura utilizada no reagrupamento dos comentarios
nestas duas posi¢des de decodificag@o teve como ponto de partida o trabalho de Hall (1998) que define a
cultura popular como uma arena de consentimento e resisténcia a cultura dos poderosos e seu proposito
condiz com o abordado na revisao de literatura quanto ao potencial da audiéncia de dar continuidade ao
discurso dominante ou origem a novas ideologias. Apds a realizagdo da analise qualitativa dos dados,
os padroes identificados foram quantificados, possibilitando, dessa maneira, a extragdo de algumas
projecdes estatisticas do contetido analisado.

5. Resultados

A analise critica do discurso contido nos comentarios dos seguidores de Miriane Ferreira condu-
zida nesta investigacdo nos possibilitou identificar como que o discurso pos-feminista da advogada e
influencer é recepcionado pela sua audiéncia. Dos 155 comentarios analisados, 55% consentem com o
discurso dominante de homem provedor. Desses, 91% foram emitidos por mulheres que, em 95% dos
casos, apresentaram uma posi¢do de decodificacdo preferencial ndo negociada, ou seja, que apenas
reproduzem e/ou apoiam do discurso dominante. Esta mesma posi¢ao de decodificagdo foi identificada
na totalidade de comentarios de consentimento emitidos por homens. O que significa que dos 85 comen-
tarios classificados como de consentimento, 81 concordam com o discurso de homem necessariamente
provedor sem apresentar nenhuma negociagdo de sentido.

Jé entre os 45% de comentarios reconhecidos como de resisténcia ao discurso de homem provedor,
47% foram emitidos por mulheres e 53% por homens, demonstrando um maior equilibrio entre os géne-
ros nesta posi¢do de decodificagdo. Tanto homens (76%) quanto mulheres (94%) contestaram a afirma-
¢do de homem provedor, maioritariamente, dentro da posi¢do de decodificagdo identificada nesta inves-
tigacdo como ndo negociada. Os comentarios idenficados como contestatdrios negociados apresentaram
as questdes financeiras, a liberdade de o casal combinar a melhor divisdo de papéis para ambos (poder
de escolha, o que ndo deixa de ser uma regularidade neoliberal) e a maneira como a familia se estrutura
(se com filhos ou ndo) como fatores condicionantes para o papel do homem como provedor, como vemos
nos exemplos: “Eu ndo consigo ser o provedor. Aqui € parceria em tudo. Nas finangas, na educacdo das
filhas, na limpeza da casa”; “Se o cara deixa todo o trabalho doméstico pra mulher, superconcordo. Po-
rém se ambos dividem as atividades domésticas, ndo tem pq [sic] ndo dividirem as contas” e “Depende
muito de cada situagdo... principalmente se nao houver filhos”.

O entrelagamento de conceitos contraditorios presente na fala da advogada foi percebido apenas en-
tre o que contestam o discurso de homem provedor. A contradi¢ao no discurso pds-feminista de Miriane
Ferreira foi identificada em 26% dos comentarios realizados por mulheres ¢ em 35% dos comentarios
realizados por homens dentro da categoria “comentarios de resisténcia”. As demonstragdes dessa per-
cepgdo puderam ser notadas em frases como: “Kkk o curso é de mulheres poderosas, mas nem tanto,
né?”; “Quando apenas o homem ¢ provedor, a mulher vira eterna refém dele. Além de ir contra ao que
varias vezes a propria doutora prega, de que a mulher deve buscar o seu sustento”; “Essa ¢ a opinido
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dela que eu ndo consigo concordar, pq [sic] simplesmente ndo faz sentido” e “Mas no frigir dos ovos vai
contra tudo o que a senhora mesma prega em relagdo aos homens se responsabilizarem pela parte que
cabe a eles nas tarefas da casa”.

Quanto a perceber a articulagao pos-feminista por tras do discurso da advogada, que busca limitar
a transformagao social refor¢ando a hierarquia patriarcal de género, também nao foi evidenciada entre
0s que consentem com o posicionamento da advogada em relagao ao papel provedor do homem. Mesmo
entre os que resistem a essa afirmacdo, somente 6% dos comentarios emitidos por mulheres e 14% dos
comentarios emitidos por homens demonstraram percebé-la. Tal percepcao foi demonstrada em comen-
tarios como: “Essa ideia ¢ péssima e reforga toda a estrutura patriarcal que devemos desconstruir na
nossa sociedade”; “Nao, isso ¢ machismo enraizado... com isso se perpetua varios abusos sobre o corpo
feminino, incluindo o de posse”; “A socializagdo que diz que o homem deve ser provedor é a mesma
que coloca mulheres em situagdo de vulnerabilidade pela qual elas chegam até aqui [no Instragram da
advogada] pedindo ajuda e orientagdo”; “Esse tipo de comentario acaba sendo um desservigo, pois pode
ser usado de argumento de manuteng¢do da ‘dona do lar’ e da desigualdade salarial”; “Esta distingdo
reforca ainda mais o machismo, a inferiorizagdo da mulher e o sexismo”; “Esse tipo de ideia ¢ que faz
reforcar a percepcao [de] que o homem ¢ detentor de poder no lar” e “O opressor ndo seria tdo forte se
ndo tivesse cumplices entre os proprios oprimidos. O machismo nunca terd fim com a perpetuagio de
pensamentos como esses”.

Alguns destes comentarios também identificam a consciéncia demonstrada por parte dos seguido-
res em relacdo aos esteredtipos de género serem resultado de construgdes sociais. Mais uma vez, entre
0s comentarios que consentem com o discurso dominante, ndo foi identificada nenhuma referéncia a
isso. Ja entre os que discordam do papel do homem como necessariamene provedor, observou-se que
29% dos comentarios emitidos por mulheres e 35% dos comentarios emitidos por homens demonstram
essa consciéncia, o que pode ser evidenciado nos exemplos: “Doutora, isso ¢ refor¢o de esteredtipos
sexuais”; “O q[ue] seria inversdo de papéis? Quer dizer q[ue] homens e mulheres tem [sic] um papel
especifico e imutavel dentro da sociedade?”’; “O homem se sente humilhado por ndo cumprir um papel
que foi imposto sobre ele sem motivo algum”; “Nao, ndo. Esse tema ¢ muito mais complexo que isso!
Até porque a frustragdo masculina de prover ocorre em reag@o a uma estrutura social fundamentada
no patriarcalismo [sic]”; “Homem provedor ¢ parte de uma construcdo machista patriarcal de pensar
as relagdes. Reforgar isso € um equivoco e traz prejuizos pra sociedade como um todo” e “Que tal co-
mecarmos a trabalhar nos futuros homens que, para ele[s] se sentir[rem] homens, ndo precisa[m] estar
superior[es] a ninguém?”.

O discurso de diferenca sexual natural da advogada que defende a funcao de provedor como sendo
uma necessidade intrinseca ao género masculino ¢ percebida por 35% das mulheres e 51% dos homens
que apresentam comentarios que resistem a tal afirmagao. No geral, eles apontam esse discurso como
antiguado, retrégrado e machista, como percebido nos comentarios: “Esse negocio de dizer que s6 ho-
mem pode ser [provedor] ¢ muito surreal. Aqui provemos igual. Evoluimos juntos e cada um tem sua
vida financeira preservada. Coisa de mil e quinhentos esse negocio de que homem tem [que] prover...”;
“Acho machista isso de homem provedor. A ideia de prover da ideia de poder também. Resumindo, o
homem sempre vai dar uma desculpa para maltratar a mulher” e “Acho que tanto o homem quanto a
mulher tem o seu papel como provedor(a) e/ou como dono de casa. E ndo é pra marmanjo ficar envergo-
nhado por ganhar menos ou ser dependente”.

Em 60 dos 85 comentarios que consentem com o discurso da advogada, foi possivel identificar te-
mas prioritarios que legitimam o papel provedor do homem como uma diferenca sexual natural (grafico

D).
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biblico - 1834 likes
7%
bioldgico - 113 likes

m experiéncia/realidade - 1815 likes

56% 22%

M construcdo social enraizada - 391 likes

MW outros - 109 likes

Fonte: autor

Em 12% desses comentarios, o conhecimento religioso foi o argumento utilizado para tal legiti-
macao, como expresso em: “Sempre foi responsabilidade do homem, ¢ uma ordem de Deus”; “Gente
do céu, esta na Biblia! Se ler a Biblia vai achar 1a que o homem que tem que prover o lar! No Alcordo
também tem, e ¢ 0 mesmo, 0 homem ¢ o provedor do seu lar!!” e “Eu acredito no que esta na Biblia. A
mulher tem papel de administradora e o marido de provedor.” Além disso, os comentarios que legiti-
mam a diferenca entre homens e mulheres através da religido obtiveram 1834 curtidas, mostrando que
apesar de ndo ser a justificativa que mais aparece nos comentarios, foi a que obteve um maior nimero
de likes por parte da audiéncia da advogada.

Ja fatores biologicos, nomeadamente, a gestacdo e a amamentacdo, foram citados em 7% dos co-
mentarios que legitimam a diferenga sexual natural, o que pode ser constatado em declaragdes como: “A
mulher vai parir, vai ficar presa em amamentacao, ainda terd dificuldade de voltar ao mercado de traba-
lho...”; “A quest@o ¢ que a propria natureza ja sobrecarrega a mulher de responsabilidades. A questdo
de ser provedor eu acredito que € a Gnica forma de equilibrar os sacrificios, sabe? Poxa, carregar, parir,
amamentar meses ou anos, NAO E FACIL, ¢ cansativo e esgotante!” e “Homem ndo amamenta. Homem
nao gesta por nove meses sem conseguir caminhar direito”. Os comentarios que legitimam a diferenga
sexual como bioldgica receberam 113 curtidas.

Um outro fator identificado na andlise para justificar a diferenca natural entre homens e mulheres
foi o conhecimento empirico. Cerca de 22% dos comentarios analisados alegam que o papel necessaria-
mente provedor defendido pela advogada ¢é verdadeiro porque viveram ou conhecem alguém que vive/
viveu essa experiéncia, como podemos observar nos exemplos a seguir:

Vocé esta certa. Eu vivi isso. Eu era a provedora e meu ex-marido se sentia diminuido e comegou a me
maltratar muito, me acusar de traicao e encher a cabega [d]e desconfiancas completamente fantasiosas.
Sofri demais. Me separei porque ndo suportei.”

Eu ndo concordaria hé alguns anos. Mas teve um relacionamento que me fez mudar de ideia. Eu era pro-
vedora e no inicio foi tudo tranquilo. Eu ganhava superbem, com os meses o cara comegou a apresentar
baixa autoestima e tantas paranoias que comegou até a ME prejudicar, inclusive na frente das pessoas.
Ele entrou em depressao e eu s6 chorava tbm [sic]. Parei de gostar dele. Detalhe que no relacionamento
anterior o provedor era ele com a ex.
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O homem que ganha menos tem BAIXA AUTOESTIMA... Sofre uma AUTO-HUMILHACAO e eu
nao sei porque isso acontece! Conhego varios casos.

O que eu vejo em todos os casamentos que a mulher assume papel de provedora ¢ [sic] maridos aco-
modados que geralmente nao ficam muito tempo no mesmo emprego ¢ mulheres que viram maes dos
maridos, sobrecarregadas com o trabalho dentro ¢ fora de casa e na maioria das vezes a mulher esta
mais velha e mal cuidada, estressada, cansada e sobrecarregada enquanto o marido continua bonitao
e jovem.

Os comentarios que apelam para a experiéncia pessoal ou observada tiveram 1815 curtidas, o que
demonstra que muitos seguidores da advogada concordam com este posicionamento.

Uma percentagem menor, 3% dos comentarios, legitimaram com motivos diversos a diferenca
sexual natural, tais como fatores psicologicos ou filosofias orientais que replicam esse modelo. E o que
podemos evidenciar no comentario: “Existem apenas duas cadeiras em uma relagdo: Yin e Yang! Para
quem nao entendeu, pesquisem e depois interpretem o que ela disse. E sim, ela tem toda razao!!!”. Tais
comentarios obtiveram um total de 109 curtidas.

No entanto, a maioria dos argumentos utilizados pelos seguidores para legitimar a diferenga sexual
natural sd3o oriundos de conhecimento de senso comum, ou seja, ideias que sdo normalizadas na socie-
dade e se constituem como praticas do sociais — ou prdticas do eu, como teorizado por Foucault (1987)
— observadas em expressoes como ‘macho alpha’, ‘questio de honra’, homem com H maitusculo’ e na in-
sisténcia em se falar da ‘inversao de papéis’, como se a fungao de mulheres e homens na sociedade fosse
fixa. Tal fenomeno foi percebido em 56% dos comentarios e pode ser evidenciada nos exemplos: “Quan-
do o homem é homem de verdade, ele se sente humilhado. Quando ¢ moleque, se aproveita da situagio
e se acomoda. O problema hoje ¢ a inversao de valores. Ninguém mais sabe que papel exerce dentro de
uma relagdo”; “Engracado que isso antigamente era uma questdo de HONRA PARA HOMEM, hoje em
dia os homens ‘frageis’ acham isso extorsdo. Ah, me poupe”; “O homem que se preza tem que ser o
macho alfa sim... independente [sic] de quem ganha mais ou nao” e “Acho broxante um homem nao ser
o provedor do seu lar. Nada como um Homem de verdade com H maitisculo”. Tais comentarios, apesar
de aparecerem em maior quantidade, nao sdo tdo aplaudidos pela audiéncia de seguidores da advogada
e contam com 391 curtidas.

Também foi observado na analise dos textos que a homossexualidade ¢ utilizada como argumento
tanto em comentarios que contestam a diferenca sexual natural (“E os casais gays? Papo besta. Se casais
do mesmo sexo conseguem viver sem esses papéis, héteros também conseguem”), quanto em comenta-
rios que concordam com a diferenga sexual natural: “E exatamente assim. A psicanalise, a constelagio
familiar, além de outras filosofias orientais ja diziam isso. O homem tem que esta [sic] no Polo Yang ¢ a
mulher no Yin. Mesmo em relagdes homossexuais. Deve haver um parceiro na polarizagao yin e o outro
no yang para a relag@o dar certo.”

Por fim, quando analisamos se a audiéncia associa o discurso pos-feminista de Miriane ao femi-
nismo, constatamos que os seguidores que apresentam comentarios que consentem com o discurso
de género da advogada, tendem a ndo associa-lo ao feminismo e, inclusive, culpam o feminismo pela
inversdo de papéis, como podemos observar nos comentarios: “O feminismo que me perdoe (¢ pode
rasgar a minha carteirinha de feminista), mas s6 quem ja foi provedora da casa sendo casada, entende
bem”; “Engracado que os homens s6 defendem aquilo que os beneficia, até usam o feminismo a favor
deles quando o assunto € dividir conta e ter direitos iguais”; “Este lance de dividir as tarefas ainda ¢ so
discurso de feministas e milenials, na vida real ainda ndo vi”; “Infelizmente foi o proprio feminismo
que distorceu esses papéis, criou uma geragao de princesos e nao ajudou em nada a mulher” e
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Certissima! Sendo, acontece o que temos visto. Mulher fazendo papel de homem e homem fazendo
papel de mulher. Isso faz 0 homem perder a admiracao pela mulher porque ela fica medindo for¢ca com
ele. O movimento ¢ do homem. Mas as feministas ndo estdo preparadas para esta conversa.

Ja entre os seguidores que resistem ao discurso de género da advogada, encontramos trés cenarios
distintos. O primeiro € marcado por comentarios que associam o discurso de Miriane ao feminismo e se
mostram antifeministas, como nos exemplos: “E um pensamento feminista e desatualizado com a so-
ciedade atual.” e “O Feminismo ndo pode ser seletivo. Por isso a causa ndo € levada a sério.” O segundo
¢ formado pelos comentarios que percebem a contradi¢ao no discurso da advogada e, por considera-la
feminista, descredibilizam o feminismo: “Ué? Onde ¢ que t4 o empoderamento nisso?” e “E o tipico
empoderamento de conveniéncia. Tipo, luto contra o patriarcado, mas quero manter a parte dele que me
convém”. No terceiro cenario, os seguidores ndo veem a Miriane como feminista e em geral defendem
a causa, como observamos em: “Claro que uma mulher feminista ndo vai se casar com um homem que
enxerga os valores da vida como ¢ dito por vocé€” e “Seu contetido €, no geral, muito interessante. Mas
esse discurso hétero normativo [sic] e patriarcal em pleno 2022 ¢ duro, né?”.

6. Consideracdes finais

Como abordado na revisao de literatura (Foucault, 1987; Hall, 2006; Orlandi, 2000), o discurso
dominante tende a ter mais visibilidade e, consequentemente, mais impacto na constituicdo da subjeti-
vidade dos individuos, ditando as praticas sociais e perpetuando o status quo. No entanto, o papel ativo
dos individuos na decodificacdo e retransmissdo da mensagem pode influenciar as formagdes discursi-
vas que circulam na cultura e estimular a transformagao social, mesmo que esse seja um processo arduo
devido a permeabilidade do discurso hegemonico. Na investigacdo aqui apresentada, observamos que
o discurso hegemonico pos-feminista propagado pela advogada e influencer Miriane Ferreira em seu
perfil no Instagram foi aceito e reproduzido pela maioria dos seguidores que interagiram com a posta-
gem analisada através de comentarios (55%) e curtidas (8862). No entanto, o percentual ndo chega a ser
alarmante, ja que os comentarios que resistem a ideologia pos-feminista da advogada constituem 45%
da amostra e totalizam 8602 curtidas, o que demonstra até um consideravel equilibrio entre as ideolo-
gias hegemonica e contra-hegemonica.

Termos identificado um percentual muito maior de mulheres (91%) que consentem com o discurso
pos-feminista de homem necessariamente provedor pode indicar uma limita¢do do estudo devido ao
fato de o perfil @dra.mirianeferreira ser direcionado ao publico feminino e o tema analisado estar
diretamente ligado ao papel do homem na sociedade. No entanto, o equilibrio observado entre homens
(53%) e mulheres (47%) que contestam o discurso pos-feminista de homem provedor pode ser conside-
rado como indicador da literacia da audiéncia em relacdo as dinamicas discursivas e ideologicas que cir-
culam na cultura. Literacia essa mais identificada nos comentarios de resisténcia de autoria masculina,
que mais comumentemente expressaram perceber a articulacdo conduzida pelo discurso pds-feminista
— que perpetua o machismo através da cooptagdo dos valores feministas — e as regularidades que carac-
terizam essa formagao discursiva, como o entrelacamento de conceitos contraditorios e a reafirmagio
da diferenca sexual natural.

Respondendo ao nosso problema de pesquisa, o discurso pds-feminista de homem necessariamente
provedor de Miriane Ferreira € aceito pela maioria dos seguidores (55%) que interagiram através de
comentarios na publicagdo analisada. A regularidade discursiva que reforca a diferenga sexual como
natural, inclusive, ¢ legitimada por parte destes comentarios que a justificam através da religido, da
biologia, de filosofias orientais, da psicologia, do conhecimento empirico e dos conhecimentos de senso
comum, fruto das constru¢des sociais enraizadas em sua subjetividade. Percebemos nesse publico a
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efetivacao do processo de constituicao das praticas do eu e a criagdo de um ciclo de consentimento no
processo comunicativo que se completa reforcando a ideologia dominante, uma vez que dos 85 comen-
tarios, apenas quatro (4,7%) demonstram alguma abertura para negociagao de significados.

Ja entre os 70 comentarios que se mostraram contra-hegemonicos — discordando do discurso de
homem necessariamente provedor da advogada — foi identificada uma possibilidade de negociacdo em
11 comentarios (15,7%). Tal observacdo nos leva a entender que entre os autores de comentarios de
resisténcia ha uma maior tendéncia a negociacao de significados € uma maior abertura a mudar de posi-
¢do. Considerando a analise como um todo, podemos reafirmar, entdo, o discurso dominante como mais
forte e pervasivo tanto na quantidade de adeptos atuais (comentarios ¢ curtidas) quanto de possiveis
novos adeptos (seguidores que possam negociar sentidos e considerar a ideologia hegemdnica).
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Abstract

Given the growing expectations on the part of stakehol-
ders for brands to assume greater responsibility towards
social issues, it would be expected that most brand cam-
paigns taking an active position on relevant socio-politi-
cal issues, as is the case with brand activism campaigns,
would receive positive feedback from the public. Howe-
ver, there is evidence that brand activism is not always
a winning strategy for brands, and can even harm them,
especially if the communication of activist campaigns
is not efficient, is not aligned with the brand’s conduct
or stakeholder’s values or is not considered authentic. In
this way, various authors advocate a strategic approach
to brand activism, in which companies seek to have an

impact on a socio-political level without losing business
performance. Based on an extensive review of the most
prominent literature in the area and real examples of
successful and unsuccessful activist brand communi-
cations, this article explores a strategic aspect to brand
activism, providing insights into how brands can effec-
tively communicate the causes they defend. Since brand
activism remains a non-consensual concept in the bu-
siness world, this literature review aims to contribu-
te to the debate on how brands can positively engage
in brand activism, obtaining greater support from all
stakeholders.

Keywords: Brand activism communication; Strategic brand activism; Cause-stakeholder alignment;
Brand-Cause fit; Authentic brand activism; Dialogical communication.

1. Introduction

ctivism is not a new phenomenon at the corporate level. Social issues have influenced companies’
business strategies from a very early age, and the relationship between business and society has
been addressed both in academia and in the business world (e.g., Aguinis & Glavas, 2012). However, if
initially these activities were an exception within the marketplace, recently more and more companies
and even CEOs are getting publicly involved in socio-political issues (Chatterji & Toffel, 2018; Coombs

& Holladay, 2017; Korschun, 2021).
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Several companies have been recently supporting social issues and causes through activist actions,
such as activist communication campaigns, partnerships with non-governmental organizations (NGOs),
creation of petitions, or protests organization (Eilert & Cherup, 2020; Swaminathan et al., 2020), and
using their platforms to take strong positions on issues that belonged exclusively to the social and po-
litical arena (Parcha & Kingsley Westerman, 2020). In fact, nowadays companies are no longer just
responding to their social responsibilities but adopting a more demanding role in society, assuming
themselves as protagonists in the processes of social change and seeking to inspire stakeholders to also
contribute to these changes (Vredenburg et al., 2020).

From an organizational perspective, Sarkar and Kotler (2018) describe this phenomenon as brand
activism, a values-driven strategy of brands, focused on the biggest and most pressing issues facing
society and related to the common good. In the same line, Eilert and Cherup (2020) state that brand
activism refers to a company’s willingness to take a stand on social, political, economic, and environ-
mental issues to create societal change by influencing the attitudes and behaviors of actors in its insti-
tutional environment. In brand activism strategies, as advocated by Moorman (2020) and Vredenburg
et al. (2020), brands become not only activists, but also educators/advocators, raising awareness and
encouraging behavioral and socio-political change for the creation of a more egalitarian and sustainable
society. With this strategy, companies can not only improve important socio-political challenges, but
also respond to the current demands of stakeholders, who increasingly show concerns about the social
and environmental policies of companies and pressure brands to contribute to social change (e.g., Wri-
ght, 2020).

Given the potential of brand activism to fostering win-win situations for companies and stakehol-
ders, it would be expected that the number of firms taking an active position on social issues would
increasingly grow (Toit, 2016) and that the feedback from the public would be mostly positive (Barton
et al., 2018; Shetty et al., 2019). However, there is evidence that brand activism can either be a winning
strategy or have negative consequences for companies, depending on how effectively companies ma-
nage to implement these strategies (Cammarota et al., 2021; Eyada, 2020). The risk can be even greater
for brands with high market shares, as dominant brands have more customers to lose and less to gain
(Hydock et al., 2020).

The fact that brand activism is often considered a riskier strategy when compared, for example,
to Corporate Social Responsibility (CSR), is mostly related to brand activism addressing controversial,
contested, or polarized socio-political issues (e.g., racism, sexism, or global warming), challenging so-
cial conventions, so brands run the risk of alienating certain stakeholders (Coombs & Holladay, 2017,
Moorman, 2020). The controversial nature of brand activism is even highlighted in some definitions of
the concept, such as that of Dodd and Supa (2015) and Mukherjee and Althuizen (2020), who define
brand activism as the act of taking a stand on socio-political issues on which society has not yet reached
a consensus. Controversial issues have competing values and interests, engender disagreements about
assertions or actions, are politically sensitive, and arouse strong emotions (Nalick et al., 2016), so the
response to brand activism can vary greatly, even within the various stakeholder segments (Pimentel
& Didonet, 2021). At the same time, when brands address socio-political causes or events, the com-
pany’s positioning on these topics become part of the brand’s identity, which can strengthen the brand-s-
takeholder relationship but also alienate some stakeholder groups if they don’t agree with the company’s
opinion (Jungblut & Johnen, 2021), feel offended by it (Barros, 2019) or feel that the brand is engaging
with the cause only as a marketing strategy to increase sales or obtain corporate benefits (Eyada, 2020).

Consequently, the reasons driving brand’s activist actions are doubly scrutinized (Kozinets &
Jenkins, 2021; Lin, 2018), to identify whether these actions stem from authentic motives or are a marke-
ting move to increase products/services sales and generate profits (Garfield, 2018). In cases where
stakeholders do not agree or accept the brands’ activist message, brands can suffer painful losses, for
example in terms of market value (Villagra et al., 2021), financial performance, customer equity and
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reputation because of potential loss of customers (Méndez-Suarez & Crespo-Tejero, 2021), as well as
harm company-stakeholders relations, with stakeholders having negative reactions towards the brand,
such as backlashes or boycotts (McDonnell & Werner, 2016; Moorman, 2020).

For this reason, and despite brand activism being primarily linked to intangible values and social
or other non-commercial purposes, several authors advocate a strategic approach to brand activism, in
which eventual gains and losses must be calculated before the company assumes a public stance in the
socio-political landscape (e.g., Korschun, 2021; Moorman, 2020) and brands’ stances and actions are
communicated effectively so that they are well perceived by the target audience (Key et al., 2021; Zdra-
vkovic et al., 2010). Indeed, only if brand’s activist communications are well perceived and accepted
by stakeholders can companies be able to promote effective social changes and obtain legitimacy and
support from their stakeholders and society itself (e.g., Vredenburg et al., 2020).

Despite the relevance of the topic and the recent great attention from the media and public relations
agencies regarding brand activism, research on brand activist communication and its impacts is still
very scarce, compromising the adoption of this strategy by businesses. This article aims to provide insi-
ghts into how brands can effectively approach and communicate activist causes, based on an extensive
review of the most prominent literature in the field and real examples of successful and unsuccessful
activist brand communications. More specifically, this literature review discusses and debates the fac-
tors that brands must consider in their activist communications to truly promote social change without
experiencing backlashes or loss of support from their stakeholders, thus contributing to brands’ greater
awareness of how they can positively engage in brand activism and cause impact.

2. A strategic approach to brand activism

From a strategic perspective of brand activism, the objective of companies that engage in activism
should be, on the one hand, to have a socio-political impact and, on the other, to protect and even im-
prove business performance, not needing to give up of profits or market share to be politically active, as
long as they do it effectively (Korschun, 2021). Currently, avoiding taking a stand, or trying to appear
neutral on a controversial issue, can also pose risks for brands, so companies should not simply ignore
brand activism but adopt a strategic perspective in their approach (Blanco et al., 2023; Vredenburg et
al., 2018). Companies must therefore justify the definition of the issue to be addressed, its legitimacy
and the company’s own legitimacy to address the subject, defining specific guidelines and protocols to
address social issues (Coombs & Holladay, 2017), particularly on those most directly related to their
core business and operations (Lin, 2018). Champlin et al. (2019) and Eilert and Cherup (2020) also argue
that, before engaging in an activist strategy and claiming a social issue as an integral part of brand po-
sitioning, companies should consider whether they have the knowledge and moral authority to address
the issue and how effectively communicate their understanding and stance on the issue.

In this perspective, Pimentel and Didonet (2021) argue that companies should plan and implement
their activist actions and communications in the same way that they implement other corporate strate-
gies, encompassing three steps.

The first step is to define the strategy content, which includes defining its purpose and consists of
the set of choice of issues, relationships, goals, timing, and resources that are deployed for competitive
advantage. When defining the issues to be addressed, Kozinets and Jenkins (2021) and Korschun (2021)
argue that it is important for companies to understand the socio-political concerns of their stakeholders,
as well as their position on the issues the company intends to defend, rather than adopting a responsive
stance to any social problem. This may imply, for example, debating the involvement in certain causes
with the company’s employees (Chatterji & Toffel, 2018). This is because one of the major reasons for
risk in activism strategies is the existence of a gap between the values of the business and those of
its stakeholders, so organizations must create a strategy that bonds their values to the values of their
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stakeholders and society itself, which is only possible when companies understand the demand and ex-
pectations of stakeholders in relation to social issues (Kumar, 2020). Chatterji and Toffel (2018) and Lin
(2018) also adds that companies should invest their capital and expertise in issues of which they have
knowledge and for which they offer a comparative advantage, in addition to verifying whether their
internal policies reflect the purpose and identity they seek to project in the activism campaign, authen-
tically articulating their core values and missions.

The next step is the strategy formulation process, which is an iterative decision process to determine
how the strategy will be implemented. This encompasses, for example, market analysis, stakeholders’
behavior understanding, target segmentation and selection, risk assessment, positioning, partnerships,
communication strategies and action plans (Pimentel & Didonet, 2021). Risk types and sources must be
identified, cataloged, and tracked to develop early warning indicators of potential problems and action
plans for sudden problems (Korschun, 2021). This can be done, for example, by searching news stories
and social media discussions on the cause and the surrounding societal debate from a variety of sources,
from mainstream to niche sources (Poyry & Laaksonen, 2022). In addition, Eilert and Cherup (2020)
argue that companies can define a series of influence strategies to shape the attitudes and behaviors of
stakeholders in relation to the socio-political cause defended, for example by internally institutionali-
zing policies that support the social issue, creating/changing market norms, providing persuasive data/
information about the cause, partnering with other companies or NGOs, or even taking more extreme
actions such as organizing protests and boycotts. With regard to partnerships, carrying out public-pri-
vate partnerships, for example with local governments, can help companies to direct the problem fra-
mework towards issues of public interest and generate debates that bring greater public attention and/or
monetary support to the cause (Vredenburg et al., 2020).

Finally, the last step corresponds to the strategy implementation, that is, the actions taken by the
company to implement the strategy, which can be managed within the scope of marketing-mix (Pi-
mentel & Didonet, 2021). Romani et al. (2015) add that, once the strategy is implemented, companies
must continually monitor adverse reactions to it, planning response strategies (such as communication
campaigns or public relations activities) to activities judged as controversial or negative that provide
convincing explanations about the company’s actions, in order to prevent the spread of negative effects
such as bad publicity and negative word-of-mouth. For their part, Vredenburg et al. (2020) further su-
ggest that labels, third-party certifications, or verified activist ratings should be created to help brands
evaluate and prove their activist efforts.

Still from a strategic point of view, Chatterji and Toffel (2018) point out that companies should
always establish metrics to assess the impact of brand activism, such as retweets, mentions in the me-
dia, public opinion polls or real changes in policies and/or attitudes/behaviors. Pimentel and Didonet
(2021) also analyze the possible outcomes of brand activism programs, establishing that the imple-
mented strategy can be evaluated in terms of operational results (e.g., metrics related to stakeholder
mindset, product-market performance, stakeholder and society behavior, etc.), financial performance
(e.g., sales revenue, profit, revenue growth, investor returns, equity risk, etc.), relational outcomes (such
as the improvement of the company-stakeholder relationship), as well as in terms of social change, such
as changes in legislation and policy-making, improvements in social and environmental well-being, or
changes in culture and/or public opinion. Regarding social change, companies can evaluate the results
of their activist strategies from a top-down or bottom-up point of view. From a top-down perspective,
companies influence social institutions that affect the legitimacy of the issue directly, for example,
through the legal environment (Eilert & Cherup, 2020). Alternatively, companies can also create chan-
ge by influencing individual actors such as employees, customers, suppliers, or other companies, thus
creating bottom-up change (Stephan et al., 2016). These bottom-up strategies make the causes known
and normalize the problem in the market and, over time, can help to produce, support and/or accelerate
a change in the stakeholder value system (Eilert & Cherup, 2020).

83 Estudos em Comunicagdo n°41 (Dezembro, 2025)



How to effectively communicate brand activism

Thus, as stressed by Moorman (2020), brands must approach activism from a strategic point of
view and should not be political unless they are able to do so consistently, connecting with target
markets in a tactical way. To be able to build a positive connection with their stakeholders in activist
campaigns, brands must then clarify the link between their socio-political strategy and their business
strategy, which can be done particularly through their communication activities (Morhart et al., 2015).

3. Effective communication of brand activism: insights and examples

Since brand activism involves a public statement by companies in relation to socio-political issues,
through which companies proactively seek to change public opinion and try to raise awareness and gal-
vanize additional support around the issue, communication is a very important part of these campaigns
and must be supported by a well-defined alignment between the brand’s purposes, values, and practices
(Korschun, 2021). Manfredi-Sanchez (2019) states that brand activism requires significant structural
changes in social communication and responsibility practices, since all messages, slogans and content
are based on values.

Activist brand campaigns thus not only make it possible to publicize the cause defended by the
brand, but also end up transmitting the values and beliefs that the brand defends and, therefore, allows
stakeholders to assess their identification with the company, namely whether it is in sync with their
personal moral foundations (Mukherjee & Althuizen, 2020). The greater the identification of stakehol-
ders with the values defended by the brand, the better their attitude towards the activism campaign and
the brand itself, allowing it to obtain very positive gains in terms of brand support (e.g., Cammarota et
al., 2021), brand reputation (e.g. Vredenburg et al., 2020), brand loyalty (e.g., Chatterji & Toffel, 2018),
brand trust (e.g., Kumar, 2020), sales volume (e.g., Shetty et al., 2019), stock returns (e.g., Blanco et al.,
2023), or employee retention (Moorman, 2020), also strengthening the brand-stakeholder relationship,
which can often lead to buycotting movements, that is, the deliberate purchase of the brand’s products/
services, in support of its policies and stances (e.g., Kumar, 2020).

In this way, the literature has pointed out some key factors that brand activist communication must
encompass to effectively defend a socio-political cause and create positive social change, while it con-
gruently mirrors the brand’s mission and purposes, reinforces the brand’s legitimacy as an activist and
promotes positive strategic results for the brand.

3.1. Alignment of the cause with the values of stakeholders

Stakeholders’ positive or negative response to a brand activism campaign often depends on how
much the brand defends or violates social norms accepted by its audience (Shivakanth et al., 2019) and
whether it addresses topics relevant to their own life experiences (Baek et al., 2017). Since the target
audience’s perceptions are influenced by their interests, education, income, or social status, they usually
have certain issues they care most about (Eyada, 2020). At the same time, brand stakeholders can be
more progressive or conservative, which also influences the greater or lesser pressure they place on
brands to get involved in activism and the way they react to brand activist campaigns (Sarkar & Kotler,
2018).

In fact, there are still many consumers and other stakeholders who believe that a brand should not
take a political stand, promote socio-political ideas, or get involved with them (Cammarota et al., 2021),
which can result in a negative feeling towards activism campaigns, boycotting the company and causing
negative word-of-mouth (D’Arco & Marino, 2018). The industry in which the company operates can
also affect stakeholders’ response to activism campaigns and the effectiveness of these actions, given
the greater or lesser pressure of stakeholders for the company to give an opinion and act to resolve sen-
sitive issues (Pimentel & Didonet, 2021). For example, there are certain types of industries, such as the
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tobacco industry, which may be evaluated as more regressive and will not suffer so much pressure from
their stakeholders to take a stand on topics such as health (Sarkar & Kotler, 2018). On the other hand, if
a brand makes frequent statements about a certain social issue, this creates an expectation for it to conti-
nue to address the topic or speak out when there is some controversy about the subject (Korschun, 2021).

In this way, the alignment of brand activist actions with the values of key stakeholders, especially
consumers, reduces the risks of brand activism (Korschun, 2021), as individuals tend to consider their
beliefs and moral values as the prevailing, making it extremely difficult for them to change their beliefs
to align with those of the brand or to accept views that are completely opposite to their own (Mukherjee
& Althuizen, 2020). This point is supported by previous studies, which have shown that consumers’
negative emotions towards brands can result from a variety of reasons, including political motivations
(Sandikei & Ekici, 2009) and ideological incompatibility (Hegner et al., 2017). It is thus important for
brands to understand the perspective and expectations of stakeholders in relation to the cause they are
supporting and communicating, to better predict their reaction and be prepared for it (Kumar, 2020),
as well as to understand how it can affect the company-stakeholders relationship (Korschun, 2021). For
instance, some stakeholders may feel more attached to brands because of the greater alignment between
the brand activism campaign and their values and ideology. On the other hand, some stakeholders may
feel annoyed, betrayed, or angry at a brand when they perceive a lower degree of self-brand congruity
regarding the stance communicated by the company (Schmidt et al., 2022). As such, the congruence
between stakeholders’ ethics and the cause defended by the brand is pointed out as a requirement for a
positive response in relation to the activist campaign and the company/brand itself (Becker-Olsen et al.,
2006; Hydock et al., 2020). However, no matter how much brands try to understand stakeholders’ expec-
tations in relation to the cause they intend to defend, there is always a part of stakeholders who may be
against the brand’s activist positioning, so the most important thing is that brands understand what the
majority of stakeholders expect from them in relation to the cause (Moorman, 2020).

A paradoxical example of support and backlash for a brand activist campaign, based on stakeholder
values, concerns Nike’s 2018 controversial campaign with the American footballer Colin Kaepernick,
who became a civil rights activist in the United States of America (USA). Kaepernick knelt during the
pre-game national anthem in 2016, in silent protest at police brutality and in the wake of several police
shootings of unarmed African American men (Chadwick, & Zipp, 2018). At the time, Kaepernick was
highly criticized by conservative pundits, veterans and the former president Donald Trump decrying
the protests as disrespectful to the American flag, ending up opting out of the contract with his club and
being indirectly banned from the National Football League (Brito, 2022). In 2018, Nike strategically de-
cided to make Colin Kaepernick the face of its “Just do it” 30th anniversary campaign, with the slogan
“Believe in something. Even if it means sacrificing everything” and created a fund to support Colin’s
causes (Chadwick & Zipp, 2018).

With the launch of this activist communication campaign, the sportswear brand received an enor-
mous positive, but also negative, feedback. Most of the brand’s stakeholders showed great support
for the cause, with the campaign winning the award for outstanding commercial at the Creative Arts
Emmys, and Nike sales surging 31% in days after Colin Kaepernick ad unveiled and the company’s
stocks rising by 5% in the weeks following the advert’s release (The Guardian, 2019). Just ten days
after the campaign launch, Nike reached its all-time high on the stock market and made six billion
dollars (Novy-Williams, 2018). However, the brand also suffered an intense backlash from Republicans
supporters, who started the “Burn Your Nikes” movement in protest the campaign, posting videos on
social networks portraying them destroying Nike’s products, and urging people to stop buy the brand’s
products (BBC, 2018). Also, the hashtags #nikeboycott and #boycottnike gathered more than a billion
impressions and were the third and fourth most popular hashtags in the conversation around Nike after
#justdoit and #nike at the time (Eyada, 2020). Despite this, Nike has gradually built up an anti-racist
position, shared among most of its stakeholders and intensified over time with its efforts and measures
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of responsibility in the areas of Diversity and Inclusion to promote an inclusive environment and attract
a more diversified workforce, demonstrating an internal and external commitment to this issue (Nike,
2020).

3.2. Brand-cause fit in activist communication

In their efforts to design effective activist campaigns, brands should also look for a common thread,
which conceptually unites the brand and the social problem addressed in a single communication pro-
posal (Cachay-Marin et al., 2022). This idea is summarized in the concept of brand-cause fit (Beck-
er-Olsen et al., 2006; Champlin et al., 2019) or company-cause fit (Alcaiiiz et al., 2010) — a congruence
or similarity between the brand’s identity, values, purpose, sphere of activity and business practices
with the defended cause (Handa & Gupta, 2020). This adequacy implies a clear relationship between
the company/brand and the cause (Das et al., 2020; Nan & Heo, 2007), either through its positioning
and image (Varadarajan & Menon, 1988), product line (Abitbol, 2019), or target audience (Champlin
et al., 2019). Simmons and Becker-Olsen (2006, p. 155) define the degree of fit between a brand and a
cause as high when “the two are perceived as congruent (i.e., as going together), whether that congruity
is derived from mission, products, markets, technologies, attributes, brand concepts, or any other key
association”. Furthermore, the fact that the brand has historically been related to the defense of social
issues or that it addresses certain social topics multiple times also contributes to the perceived brand-
cause fit (Cammarota et al., 2021).

Brand activism-related literature (e.g., CSR, cause-related marketing, corporate philanthropy) has
extensively documented that brands choose to support causes with which they have a high degree of
fit. This is because this adjustment is expected by stakeholders (Trimble & Rifon, 2006; Varadarajan &
Menon, 1988), even when the cause is less desirable (Barone et al., 2007). Likewise, within the brand
activism literature, Shetty et al. (2019) and Zdravkovic et al. (2010) also found that, for a brand’s posi-
tion on a socio-political issue to be successful, companies must align their stance on the defended issue
with their core values. A high-fit leads to a positive effect on stakeholders, increasing brand credibility
(Trimble & Rifon, 2006) and brand loyalty (Zdravkovic et al., 2010), improving brand image (Smith
& Langford, 2009), and leading to greater purchase intent (Simmons & Becker-Olsen, 2006; Smith &
Langford, 2009), better response to social campaigns (Handa & Gupta, 2020), association of social cam-
paigns with altruistic company motives (Koschate-Fischer et al., 2012) and greater intentions to engage
in positive word-of-mouth about the social campaign (Handa & Gupta, 2020).

For instance, to protect animal rights in the cosmetics industry, in 2017 The Body Shop launched
the campaign #ForeverAgainstAnimalTesting, calling for a global ban on animal testing in cosmetic
products and ingredients by 2020. In partnership with the non-profit organization Cruelty Free Inter-
national, the brand raised public awareness about this problem through social media and launched an
online petition against cosmetic animal testing. The Body Shop was founded by British businesswoman
and environmental and human rights activist Dame Anita Roddick and has always been linked to the
protection of sustainability, adopting animal-friendly testing methods for all its products, involving
computer data and laboratory-created tissues (The Body Shop, 2023a). At the same time, the global
beauty brand has a history of more than 35 years of environmental activism, with several activist cam-
paigns in defense of biodiversity, animal rights and climate awareness. The brand has already teamed
up with several NGOs and other companies, such as Greenpeace, the World Land Trust or TerraCycle,
to create campaigns and actions to promote, for example, the use of renewable energies, recycling or
to regenerate forests and reconnect endangered species (The Body Shop, 2023b). Given the good fit
between the brand’s mission and values and the activist campaign carried out, the brand achieved great
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support from the public, garnering 8.3 million signatures on its online petition against cosmetic animal
testing, delivered to the United Nations, and getting several countries to change their policies regarding
animal testing (The Body Shop, 2023a).

In turn, the lack of this adjustment can lead to a more critical attitude of stakeholders towards
the brand/company (Nan & Heo, 2007), creating a feeling of distrust and perception of inauthenticity
(Trimble & Rifon, 2006), as well as to negative attitudes and skepticism towards the brand, even re-
garding previously appreciated brands, as there is an inconsistency between prior expectations and new
information (Simmons & Becker-Olsen, 2006). Coombs and Holladay (2017) also evidence that if there
is a strong disconnection between the company and the social issue, stakeholders are likely to ignore the
issue because they would consider that the company did not have the right to address it.

For example, in 2021 Victoria’s Secret’s VS Collective campaign attempted to a rebranding by
replacing its traditional ambassadors — the so-called Angels, models that meet strict standards of beau-
ty and weight — for a group of seven women from diverse backgrounds (sports, activism, journalism,
representation, plus size model, etc.) renowned for their accomplishments and stands on social caus-
es, who would serve as Victoria’s Secret ambassadors and brand advisors. The campaign suffered an
intense backlash from consumers, who do not recognize the purpose of inclusion in the brand, which
has been repeatedly criticized for its culture steeped in misogyny, bullying, and harassment episodes
(Bondy, 2021). In fact, in 2018, in an interview with Vogue magazine, Ed Razek, then-chief marketing
officer of Victoria’s Secret’s parent company, L Brands, said that casting trans models would ruin the
“fantasy” aspect of the show and that no one has interest in fashion shows with plus size models (Phelps,
2018). In 2019, more than 100 models signed an open petition written to Victoria’s Secret’s CEO, call-
ing upon the lingerie giant to protect its models against sexual misconduct. The group wrote another
letter in 2020, alleging a brand culture of misogyny and abuse (Ushe, 2021). In 2021, Victoria’s Secret
launched its swimwear collection using plus-size models in its campaign. However, people couldn’t find
realistic plus sizes in stores (Huber, 2021). Thus, analyzing the campaign feedback on social networks,
Cammarota et al. (2021) concluded that by taking a radically different stance from its previous values,
purpose and objectives, addressing a cause that is not consistent with what the brand had been claiming
and that is not related to its previous practices, VS Collective campaign caused a series of negative re-
actions to the brand, with many consumers claiming not recognizing the brand.

As such, Nan and Heo (2007) argue that brands need to carefully address social issues to ensure
a link between the company and its actions, to guarantee that stakeholders perceive them as socially
motivated and not just seeking profit or competitive advantages. On the other hand, there are also some
authors who argue that brand-cause fit is insignificant for the success of campaigns supporting social
causes (e.g., Das et al., 2020; Lafferty, 2007), or that a moderate degree of incongruity between the
brand and the cause can instigate more intense favorable responses, as long as the actions are perceived
as authentic and altruistically motivated, such as delight and greater satisfaction (e.g., Vredenburg et al.,
2020). Likewise, even when there is an adequate brand-cause fit, brand activism can also be ineffective
if consumers see those actions as insincere (Becker-Olsen et al., 2006).

3.3. Authenticity in brand activism

The construct of “authenticity” has been considered crucial in brand activism and a necessary
condition to achieve successful forms of activism (Hydock et al., 2020). In the CSR literature, several
studies had suggested that the effects of corporate social activities are moderated by the reasons that
stakeholders attribute to the involvement of companies with the causes (e.g., Bhattacharya & Sen, 2004;
Lichtenstein et al., 2004). This assessment depends in part on whether stakeholders consider the com-
pany’s motives to be selfish/profit-driven or altruistic/public service, authentic and sincere (Corcoran et
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al., 2016), although some stakeholders are tolerant of the idea that part of the motivation behind corpo-
rate social initiatives may include promoting the company’s bottom line (Bhattacharya & Sen, 2004).
This is also visible in the field of brand activism, in which the results of these strategies largely depend
on whether stakeholders perceive brand approaches as altruistic or purely economically motivated (e.g.,
Key et al., 2021; Mirzaei et al., 2022; Shetty et al., 2019). In fact, previous research suggests that asses-
sing the motivations behind corporate initiatives as altruistic and transparent can positively influence
brand authenticity (Joo et al., 2019).

The concept of brand authenticity has been described in the literature by several authors who asso-
ciate its conceptualization with factors such as the history of a brand, its origin, its manufacturing me-
thods, brand credibility, as well as moral issues (e.g., Morhart et al., 2015; Napoli et al., 2014). Morhart et
al. (2015: 203), for example, proposed a perceived brand authenticity model based on four dimensions of
brand authenticity — continuity, credibility, integrity and symbolism — defining the concept as “the ex-
tent to which consumers perceive a brand to be faithful toward itself (continuity), true to its consumers
(credibility), motivated by caring and responsibility (integrity), and able to support consumers in being
true to themselves (symbolism)”. Napoli et al. (2014) propose a three-pillar measure of brand authen-
ticity, capturing concepts such as quality commitment, heritage, and sincerity (loyalty to the brand’s
values and identity), while Newman (2019) proposes that authenticity should be conceptualized as the
extent to which there is a synergy between an entity’s internal states and external expressions. In the
context of brand activism, Mirzaei et al. (2022) identified six dimensions for authenticity: (1) social con-
text independency (independent campaigns from topical and trendy social issues); (2) inclusion (neutral
messages in terms of gender, race, age, political matters, etc.); (3) sacrifice (the extent to which a brand
is prepared to forgo profit to support the cause, demonstrating that the brand is financially committed
to social issues); (4) practice (the extent to which brands act on what they preach); (5) fit (brand-cause
fit); and, (6) motivation (perception about the brand’s intentions to defend the cause — profit-seeking
and self-centered versus other-centered and genuine). These dimensions are intrinsically related to each
other, although Mirzaei et al. (2022) reported that the lack of fit and practice are the main barriers to the
perception of authentic brand activism.

In this way, to be considered authentic in activism, brands must maintain a continuous alignment
between declared intentions and implemented actions, realizing how they can address the social issue in
a genuine and complete way, before claiming the issue as part of their positioning strategy (Champlin et
al., 2019). In the same vein, Moorman (2020) stresses that companies should not be political unless they
are able to do so consistently, connecting with target markets in an authentic way, since stakeholders
only trust brands that remain loyal to a given position. Authenticity can thus be a strategy to overcome
skepticism, an almost natural reaction for brand activism, complementing the communication campaig-
ns with an active position in relation to social issues (Schmidt et al., 2022).

Based on the degree of activist marketing messages (low to high) and the degree of pro-social cor-
porate practice (low to high), Vredenburg et al. (2020) create a typology of brand activism that results
in four quadrants.

The first quadrant is the absence of brand activism, which includes brands that lack pro-social
purpose and values or have not yet adopted activist communications or corporate practices. These com-
panies operate without stakeholder expectation that they will engage in brand activism and tend to be in
sectors that traditionally do not rely on partnering with socio-political causes to gain brand legitimacy
(Vredenburg et al., 2020). These brands can however start taking their first activist steps at any time and
are likely to be well accepted by stakeholders as long as they are transparent (Du et al., 2010).

On the other hand, there are companies that have socio-political causes as part of their core mission
or strategic focus, adopting long-term integrated pro-social corporate practices that are part of their mo-
dus operandi and are inherently linked to their goals and values, but not adopt communication messages
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that position them in the market as corporate social activists (Vredenburg et al., 2020), as is the case of
many B-Corps' (Cammarota et al., 2021). These companies are in the quadrant that Vredenburg et al.
(2020) called “Silent brand activism”, having a great strategic opportunity to use marketing to highlight
authentic activist practices as they already have a pro-social brand purpose and corporate practices to
align with their message (Vredenburg et al., 2018).

The third quadrant — Authentic Brand Activism — is the ideal form of brand activism and the one
that allows the effectiveness of this strategy, being defined by Vredenburg et al. (2020) as the alignment
of a brand’s purpose and values with its activist marketing messages and factual prosocial corporate
practices. This applies to both progressive and conservative stances on social issues, having a greater
ability to facilitate social change and gain brand equity. The authenticity of brand activism is then de-
termined by the alignment between three key brand characteristics: (1) its core purpose and values, as
a reflection of employees, brand promise and commitment to stakeholder needs and wants; (2) the type
of message and brand activist content conveyed through branded vehicles, traditional media and digital
channels; and (3) corporate practices and how key stakeholders catalogue and interpret these practices
in the marketplace (Vredenburg et al., 2020). In the same vein, Key et al. (2021) add that authenticity
in brand activism arises when the brand’s narratives and presentation are consistent with the reality of
the socio-political cause the brand supports. As stated by Hydock et al. (2020), Korschun (2021), Vre-
denburg et al. (2020) and Wright (2020), with regard to brand activism, stakeholders demand more from
organizations than activist communication messages, wishing that brands complement these messages
with consistent internal and external proactive strategies and practical solutions, such as establishing
partnerships with NGOs whose purposes facilitate social change, donate to the cause, include diversity
of races and ethnicities in advertising campaigns, promote the recruitment and training of minorities or
develop programs to combat inequalities. For the notion of authenticity in activism, it is also relevant to
exist a personal conviction on the part of CEOs about the social topics covered. In this way, there will
be consistency in the approach to social topics over time and coherence with these social motivations
in all company practices and decisions, thus more easily involving employees and other stakeholders in
the defense of the cause (Chatterji & Toffel, 2018).

IKEA is an example of a brand that has been authentically engaging in brand activism, involving
intangible (messages) and tangible (practical actions) commitments with a socio-political cause, par-
ticularly at an environmental level. In terms of communication, the brand has already launched some
environmental activist campaigns, encouraging its consumers to adopt more sustainable consumption
practices. For example, IKEA’s “Repurposeful Instructions” campaign, launched in 2021 on traditional
and digital communication channels, promoted the reuse of the brand’s products, with a collection of 12
creative ideas using IKEA’s iconic assembly instructions that show how to upcycle some of its popular
products and help breathe new life into old furniture (Keighran, 2021). At the same time, the brand has
shown an effort to become more sustainable, namely by partially equipping its stores with solar panels,
growing plants on the roofs and LED lighting, eliminating all single-use plastic from all stores, creating
a product repurchase and resale service, and using renewable, recycled, or recyclable materials in the
manufacture of its products. IKEA is also committed to use only renewable and recycled materials until
2030, as well as to reduce the total ecological footprint by an average of 70% per product. In addition,
IKEA aims to ensure zero-emission freight transport services for customers by 2025, has already tested
the alternative to selling products through rental of goods in the Netherlands, Sweden, and Switzerland,
and is involved in several environmental projects, such as reforestation or forest protection and mana-
gement projects, in order to reduce its ecological footprint (IKEA, 2023).

1.B-Corps are businesses that demonstrate high social and environmental performance, are accountable to all stakeholders
and exhibit transparency in communicating their performance (B Corp, 2023).
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In contrast, when there is no coherence between brand activist messages and their practical actions,
when brands lack an explicit purpose and values and do not carry out substantive pro-social corporate
practices, or when they actively hide the absence of these practices, one can say that brands incur in
an inauthentic form of brand activism — woke washing (Vredenburg et al., 2020). The term “woke” is
of African American origin and a synonym for social awareness, so woke washing can be defined as
brands that have an obscure or indeterminate conduct with respect to social practices, but that adopt a
strong communication regarding socio-political issues, declaring its support for specific socio-politi-
cal actions and movements (Sobande, 2020). In these cases, companies show inconsistencies between
messages, internal policies/values, and social actions and/or approach the subject without knowing and
understanding it properly (Chatterji & Toffel, 2018). Often, these brands only engage in socio-political
movements due to the pressure or urgency in responding to market expectations or for performance/
profit reasons, ending up disconnecting their communications from their purpose, values, and corpora-
te practices (Barton et al., 2018). This gives rise to an opportunistic involvement that can result in the
perception of brand activism as false, inauthentic, or even misleading (Vredenburg et al., 2020). In turn,
woke washing and brand moral violations can lead to the emergence of perceptions of hypocrisy among
stakeholders (Wagner et al., 2009) and hateful feelings towards the brand, including disgust, anger/fear
and contempt (Romani et al., 2015), potentially damaging companies in terms of reputation and brand
equity and weakening their ability to generate social change (Cammarota et al., 2021; Key et al., 2021;
Vredenburg et al., 2020).

For example, in 2017, attempting to reach young audiences, Pepsi created an ad with the celebrity
Kendall Jenner, addressing activist movements like the Black Lives Matter. In the ad, Kendall Jenner
uses a Pepsi drink to ease tension between civil rights activists and police forces, transforming a protest
into a party environment. The ad led to a backlash with numerous criticisms, not only for the use of
a white model in the ad, but also for the lack of sensitivity about the reason for these protests and the
countless violent clashes that had already occurred between activists and police over the years, with
the brand becoming a trend on Twitter for the worst reasons (Solon, 2017) and ending up removing the
ad from the Web (Quenqua, 2017). In addition, Pepsi was not a brand with an assumed commitment to
support racial non-discrimination, nor did it have a history of actions or communications related to this
or other social causes. The ad can then be considered woke washing since the message conveyed was
not substantially supported by pro-social values and actions (Vredenburg et al., 2020).

3.4. Engaging and dialogical activist communication

The strategic planning of brand activism implies not only ensuring a natural adequacy of brand ac-
tivist stances with the socio-political values of its stakeholders and with corporate values, and the active
and authentic involvement of brands with the defended causes, but also that such stances and actions
are communicated effectively so that they are well perceived by the target audience (Key et al., 2021;
Zdravkovic et al., 2010). Brand activism communication must thus be done both externally, for exam-
ple, through posts on social networks or through traditional media, and internally, communicating the
brand’s position to employees, so that they can also act in the same direction (Chatterji & Toffel, 2018).

While the Internet was a strong driver for companies to realize the need to start adopting activist
postures, since digital platforms began to be widely used by stakeholders to expose their socio-political
demands to brands, it also became one of the most important means for the communication of their
stances and actions regarding social issues, with brands becoming increasingly aware and interested
in the use of digital technologies to get involved in the struggle for social change (Barros, 2019; Lee &
Yoon, 2020; Shah et al., 2013). In fact, in the findings of Sprout Social’s 2019 #BrandsGetReal survey,
while most consumers believe that brands should take a stand on public issues, nearly half of consumers
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(47%) want brands to take a stand on social media. Likewise, 67% of consumers say brands are effec-
tive at raising awareness around important socio-political issues when they speak out on social media
(Sprout Social, 2019).

Even though the Web and social media conceive greater power to anti-brand groups to damage the
name of companies (Hollenbeck & Zinkhan, 2006), the interactive nature of digital platforms has also
given companies greater opportunities to understand how they can address social issues, being able to
use the internet as an “open forum” to gain insights, understand the beliefs of its stakeholders regar-
ding social issues, realize how to approach the topics and even transform a possible negative impact
on the brand into improvements in its conduct (Shah et al., 2013). Communication on social networks
is participatory and collaborative, being therefore capable of structuring a dynamic of involvement
and building meaningful relationships (Osei-Frimpong & McLean, 2018). In fact, from these channels,
companies are able to reach a wide audience and interact directly with their public, allowing them to
perceive, almost in real time, how campaigns are being perceived through the community’s reaction
to their activist messages (Mohr et al., 2001). Likewise, digital platforms also make it easier to spread
word-of-mouth about a specific campaign (Corcoran et al., 2016), increasing its potential to go viral (Lee
& Yoon, 2020). In addition, brands can also take advantage of the potential of digital platforms to test
various approaches to activism, assessing how the market responds to each of these actions and adap-
ting their conduct to the obtained results (Moorman, 2020). As stated by Poyry and Laaksonen (2022),
brands can take advantage of social media to understand what triggers opposing stakeholders, designing
brand activist campaigns that are less susceptible for stakeholders’ anti-brand actions, for example by
avoiding certain trigger words, proactively addressing most typical criticism, and ensuring alignment
in other communications.

Thus, most brand activist movements and campaigns have been done through digital media, such
as websites, blogs and social networks like Facebook, Instagram and especially Twitter, promoting the
company’s values/purpose and including central socio-political issues (Bowen & Aragon-Correa, 2014;
Chatterji & Toffel, 2018; Taylor et al., 2001). In addition, companies also resort to other methods and
tools to communicate their activist efforts, such as media advertising, company reports, press releases
and product information (Bowen & Aragon-Correa, 2014; Sibai et al., 2021). These combination of di-
gital with other communication practices allows brands to reinforce their support for activist causes in
a transmedia logic (Yoo et al., 2021) and, in this way, effectively engage with stakeholders (Vredenburg
et al., 2020). In the same way, Bhagwat et al. (2020) also found that, in financial terms, is more benefi-
cial for activist companies to take a stand in coalition with other companies rather than alone, thereby
expanding the means of communication and the reach of the campaign, and sharing resources and risks
(Cammarota et al., 2023; Hambrick & Wowak, 2021).

According to Key et al. (2021) and Taylor et al. (2001), brand activist communications should always
be based on dialogic communication, through the constant promotion of interactions and the provision
of relevant information to the target audience. In particular, companies must take into account the ho-
listic process of how their audience receives and understands their storyline, creating campaigns that do
not significantly deviate from the target audience’s expectations and experiences and their understan-
ding of a socio-political issue. Likewise, the brand’s point of view needs to be conveyed consistently in
all its communications, capturing, building, and reinforcing the underlying logic of its stance, in order
to decrease the dissonance between the company’s values and history and brand activism. Finally, com-
panies must be intentional in the way they communicate their position, basing it on real evidence as a
way to minimize the risk of alienation and maximize their ability to create and nurture support from all
stakeholders (Key et al., 2021).

A significant example of an effective and dialogic brand activist communication was Airbnb’s
stance on Donald Trump’s anti-immigration measures, implemented in January 2017. These measures
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severely restricted the possibility of travel and immigration to the USA of citizens from various largely
Muslim countries in the Middle East and Northern Africa and suspended the Refugee Admissions Pro-
gram in the USA for 120 days. Airbnb used its digital platforms to initiate the “We accept” campaign, a
movement in defense of acceptance between people, promoting dialogue and inviting the public to react
to the new measure (Airbnb, 2017a). The campaign was also communicated through traditional media,
including an ad broadcast during the Super Bowl, the annual league championship game of the National
Football League which is always watched by millions of people (Byford, 2017). The company also made
communication engaging and interactive, encouraging its consumers to make their homes available to
people who were unable to travel to the United States and to make donations to refugee aid organiza-
tions. Airbnb led by example by hosting refugees and citizens barred from entering the USA at the time
(Airbnb, 2017a). In addition, the brand pledged to offer short-term accommodation to 100,000 people in
need over the next five years and to donate $4 million over the next four years to the International Res-
cue Committee, which supports the most urgent needs of the displaced worldwide (Airbnb, 2017a). With
this activism movement, Airbnb achieved a huge reach on social networks, with the hashtag #weaccept
being the most used on Twitter during the Super Bowl, with about 33 thousand tweets during the first
half the game. Based on an internal monitoring by Airbnb, it was possible to perceive that the public’s
reaction to the campaign was 85% favorable. Likewise, the public responded strongly to the brand’s call
to accommodate displaced populations, with more than 15,400 enrollments by volunteers willing to
welcome these people into their homes (Airbnb, 2017b).

On the other hand, Starbucks’ 2015 Race Together campaign was met by resistance especially
due to the way it was communicated. The campaign aimed to spark a national conversation about race
relations, following the incident of two unarmed black men getting shot by the police, with Starbucks’
trained baristas writing #racetogether on coffee cups and, if customers ask about it, they should hold a
discussion with the customers about the subject. Additionally, the campaign communication involved
a set of misguided “conversation starters” published in the daily American newspaper USA Today,
and full-page ads in The New York Times and USA Today (Shah, 2015). However, Starbucks’ activist
campaign was widely satirized and criticized, with customers stating that the brand did not adopt the
best approach to the subject, arguing that a discussion on an important issue like racial equality can’t be
made over a cup of coffee and whether it was really possible to have a conversation about the issue in a
busy queue for a coffee, with an unfamiliar barista (BBC, 2015).

4. Conclusions and directions for future research

Companies have been traditionally considered to act in the economic sphere of society, but recent
developments have shown a tendency of firms to expand their responsibilities towards society, acting
to produce social or public good. Brand activism is today an increasingly popular marketing practice,
through which brands address contested socio-political causes and communicate the brand’s values.

As brands increasingly take a stance on politically divisive issues, they also begun to be the target
of negative or even hostile responses from stakeholder groups who do not agree with the brand stance
or do not identify with the cause (e.g., Barros, 2019; Eyada, 2020; Jungblut & Johnen, 2021), and that
may even be able to harm the brand in the market through anti-brand movements, such as boycotts or
backlashes (e.g., McDonnell & Werner, 2016; Moorman, 2020). Nevertheless, the fact that addressing a
politically contested topic may generate hostile reactions should not be a reason to avoid brand activism,
since a large part of stakeholders already demand a leading role from brands in socio-political issues
and those that do not take this role may even fall behind the competition. In fact, companies that engage
in brand activism have lower market risks than companies that do not engage in this type of strategy
(e.g., Blanco et al., 2023).
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Given the risky nature of brand activism, the purpose of this paper is to explore a strategic pers-
pective on brand activism, through which companies adopt a strategic management of socio-political
issues, aligning the company values and its activist messages or actions with stakeholders’ values,
in order to improve the socio-political cause defended while avoiding significant risks for de brand
performance and having positive impacts on the company’s results. This implies dealing with a brand
activism campaign as another business strategy, involving corporate tactics like market analysis, target
segmentation, campaign results monitorization, metrics assessment or problem management, with the
success of a brand activism campaign being largely dependent on a good communicative approach
to the cause (e.g., Eilert & Cherup, 2020; Pimentel & Didonet, 2021). Through an extensive literature
review and concrete examples, this article thus suggests four key-factors that brands should consider
in their activist communications to address the cause effectively and achieve legitimacy and greater
support from their stakeholders. First, brands must adopt activist communications that are in line with
the political and moral values, needs and expectations of their stakeholders, since stakeholders’ decision
to boycott or support an activist brand is strictly related to their socio-political beliefs (e.g., Hydock et
al., 2020; Schmidt et al., 2022). Likewise, there must also be a fit between the brand’s identity, values,
purpose, and business activity with the addressed cause, to ensure greater confidence on the part of
stakeholders that the brand is socially motivated and really has the resources and ability to improve
the defend issue (e.g., Champlin et al., 2019; Shetty et al., 2019). Authenticity is also a crucial factor
in brand activism campaigns, concerning the alignment between brand communication and corporate
practices and actions, since the higher the perceived altruism of companies, the more positively their
activism actions will be regarded (e.g., Mirzaei et al., 2022; Vredenburg et al., 2020). Finally, brand
activist communications can be carried out in a wide variety of media channels, but must be engaging
and mainly dialogical, involving stakeholders order to increase and nurture their support (e.g., Key et
al., 2021; Taylor et al., 2001).

In this way, brands should carefully select their commitments to socio-political issues and create
a coherent activist communication strategy that allows them to achieve legitimacy and credibility to
take a position on a specific cause, as these affects the attitudes of individuals concerning the activist
strategy implemented by the brand. However, it should also be noted that there is no uniform communi-
cation strategy for brand activism campaigns and, consequently, brands must conduct in-depth studies
to understand whether and how the activist position should be communicated, through which channels,
and the timing of messages.

Since scholars have begun to investigate brand activism only in the last few years, this strategy is
still unclear and fragmented, opening space for a huge range of investigations into its antecedents, con-
sequences, potential impacts, and the way in which it should be implemented. Regarding the strategic
implementation and communication of brand activism, it would be interesting for future studies to test
the impact of each of the mentioned key-factors in the success of a specific communication campaign
or by comparing several activist communication campaigns, measuring both the results of the activist
campaign from a social point of view and in terms of company performance. Another approach is to
analyze stakeholders’ response to brand activism when this is carried out strategically versus sponta-
neously. Complementarily, it would be also pertinent to analyze the best way for companies to be prepa-
red to respond to stakeholders’ anti-brand actions, exploring possible response strategies.
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Abstract

The technological advances of the 21st century have
changed audiences’ media consumption habits. Audien-
ces are no longer tied to schedules and breaks like on
traditional television but can now have access to entire
series in one sitting which can lead to compulsive au-
diovisual consumption, known as binge-watching.

This research aims to understand whether there is a
relationship between the levels of loneliness of Portu-
guese emerging adults and the practice of compulsive
streaming consumption. It is a quantitative study, with

an N = 337 aged 18 to 30 and uses a questionnaire to
collect data for statistical analysis.

Results show that there is a very significant relationship
between the amount of time young people spend strea-
ming and their levels of loneliness, and a very signi-
ficant relationship between participant’s levels of lo-
neliness and recurrent binge-watching behavior, also
higher levels of loneliness are associated with compul-
sive consumption of audiovisual content via streaming
platforms.

Keywords: binge-watching, streaming, audiovisual content, loneliness, emerging adults, young people.

Binging the Loneliness Away? Um Estudo Sobre os Habitos de
Streaming e os Niveis de Solidao dos Adultos Emergentes em Portugal

Resumo

Os avancgos tecnoldgicos do século XXI alteraram os
habitos de consumo das audiéncias. As audiéncias
ja ndo estdo pressas a horarios e intervalos como era
o caso na televisdo tradicional, mas podem agora ter
acesso a series inteiras de uma vez o que pode levar a
um consumo audiovisual compulsivo, conhecido como
binge-watching.

Este estudo pretende compreender se existe uma rela-
cdo entre os niveis de soliddo dos adultos emergentes
em Portugal e a pratica de consumo de streaming com-
pulsivo. Trata-se de um estudo quantitativo, com uma

amostra N=337 com idades compreendidas entre 18 e
30 e usa um questionario para recolher dados para ana-
lise estatistica.

Os resultados demonstram que existe uma relagdo mui-
to significativa entre o tempo que os jovens passam a fa-
zer streaming e os seus niveis de soliddo, e uma relacao
muito significativa entre os niveis de soliddo do partici-
pante e comportamento de binge-watching recorrente,
também grandes niveis de soliddo estdo associados ao
consumo compulsivo de conteudos audiovisuais através
de plataformas de streaming.

Palavras-Chave: binge-watching, streaming, contetido audiovisual, soliddo, adultos emergentes, jovens.

Data de submissao: 2024-10-16. Data de aprovagdo: 2025-06-23.

Revista Estudos em Comunicagao ¢ financiada por Fundos FEDER através do Programa Operacional Factores de Competitividade —
COMPETE e por Fundos Nacionais através da FCT — Fundagao para a Ciéncia e a Tecnologia no dmbito do projeto LabCom — Comunica-

¢do e Artes, UIDB/00661/2020.

FCT

Fundagio para a Ciéncia e a Tecnologia

QUADRO

DE REFERENCIA
ESTRATEGICO
NACIONAL
[uawiriva's

COMPETE

Estudos em Comunicagdo n°41, 101-114

= 8

22  LABCOM
e I ) =&  LABORATORIO DE
o £8  COMUNICACAO

Dezembro de 2025



Binging the Loneliness Away? A Study on Streaming Habits and Loneliness Levels of Emerging Adults in Portugal

1. Introduction

A udiences’ audiovisual consumption patterns have changed significantly with the development of
streaming platforms, transforming the experience of consuming series and films from a collective
experience to a more individualized one (Ozgiin & Treske, 2021). What was once a shared and fami-
liar experience of watching television has become a personal activity, as streaming platforms allow
individuals to choose content based on their personal tastes and allow great flexibility regarding when,
where and for how long they stream. These streaming platforms create ideal conditions for compulsive
consumption of audiovisual content, known as binge-watching (Steiner & Xu, 2020). Young audiences,
which have already grown with the presence of streaming platforms, choose these for their consumption
of series and films, abandoning traditional television (Podara et al., 2021), which may raise questions
regarding this generation’s vulnerability to compulsive consumption of audiovisual content through
streaming platforms.

The issue of compulsive consumption of streaming, binge-watching, is relevant in the study of
youth’s mental health, since young people are more susceptible to addictive internet consumption and
this tendency towards addictive behaviors is associated with greater feelings of loneliness (Savolainen
et al., 2020). Loneliness is something transversal and individuals are susceptible to feeling lonely at
different stages of life (Hofman et al., 2022); however, youth is a stage where individuals may be more
prone to feeling alone due to major changes in their lives, such as progressing from the educational
phase to entering higher education or the job market (Diehl et al., 2018). Therefore, it is of interest to
understand how an age group vulnerable to both compulsive consumption and loneliness, relate to these
two phenomena.

This study aims to analyze whether there is a relationship between loneliness and the practice of
compulsive streaming consumption (i.e., binge-watching) among the generation of emerging adults (18
to 30 years old) living in Portugal. This research is organized into four chapters: A Theoretical Fra-
mework, Methodology, Results & Discussion and Conclusion & Future Research. It is expected that the
results of this research will contribute to understanding the problem of binge-watching, especially its
relationship with the mental health of the Portuguese youth after the pandemic period. Based on these
results, new research directions and possible study topics are also presented to further analyze this
phenomenon.

2. Theoretical framework
2.1. Technological breakthroughs and streaming platforms as the new preferred alternative for
audiences

Technological innovations in recent decades have significantly altered daily lives of individuals,
especially the Internet has become an integral part of the quotidian, impacting the way we communica-
te, work, shop, and so on (Moretta & Buodo, 2020). These technological innovations have also changed
audiences’ entertainment content consumption habits (Tefertiller & Maxwell, 2023), mainly their TV-
-watching patterns (Sung et al., 2018). The technological advances that have led to the proliferation of
streaming platforms have not only changed the television industry, but also the way people watch TV
(Ferchaud & Proffitt, 2023).

Online streaming services have positioned themselves as the easiest and most convenient way to
watch audiovisual content (Liza et al., 2023) and platforms such as Netflix, YouTube and Amazon Prime
are the biggest competitors to traditional television (Qayyoum & Malik, 2023). The way of consuming
video content has changed significantly, because while when viewing traditional television audiences
had to wait for new episodes to be released, respect the established schedules and commercial breaks,
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with the new streaming platforms it is possible to view the content you want, when and where you want
it (Vorderer, P., and Klimmt, 2021). This allowed audiences to have total control over their viewing
schedules (Viens & Farrar, 2021). In addition to the experience of having a variety of content available,
streaming platforms use data to understand their audience and offer a personalized experience, sugges-
ting content that interests them and anticipating their choices (Burroughs, 2019; Liiders et al., 2021).
As a result, streaming has become a default format for audiovisual consumption (Liiders et al., 2021).

This type of audiovisual content viewing is widely used by younger generations, who have already
grown-up with access to streaming platforms, making them more vulnerable to them compared to older
generations (Qayyoum & Malik, 2023). These new generations, associated to a “new media generation”,
are the target of new strategies and practices for disseminating audiovisual content considering these
preferences (Sundet & Liiders, 2023).

2.2. Binge-watching, a concept

The new technological advances of streaming platforms have allowed the phenomenon of binge-
-watching to proliferate (Sun & Chang, 2021) which can take place on various technological devices
(Sung et al., 2018), and it is a growing problem in different countries and cultures (Flayelle et al., 2020).
The practice of making entire seasons available at once has also been a major contributor to the spread
of this occurrence. Binge-watching behavior is understood as watching multiple contents (series and
films) in one sitting (Flayelle et al., 2019). This is often associated with watching three or more episodes
in a row (Favieri et al., 2023). In general, academics take into consideration the number of episodes
viewed, the frequency of the practice and the content being viewed when analyzing binge-watching
(Starosta, 2020).

The motivations for binge-watching are entertainment, enthusiasm, and escapism (Qayyoum &
Malik, 2023; Shim & Kim, 2018) as well as to pass the time, and instant gratification (Starosta, 2020).
Binge-watching can also serve as an emotion-focused coping strategy, to ignore negative feelings and
“escape reality” (Sun & Chang, 2021), which is in line with the Uses and Gratification Theory, that is,
individuals may turn to media consumption to satisfy psychological needs (Alimoradi et al., 2022).
Escaping through media consumption allows audiences to perceive the world bigger than their own
experiences, and the platforms themselves suggest and direct users to new content and themes (Jones et
al., 2018). Binge-watching, according to (Merrill & Rubenking, 2019), is also used as a reward or as a
way of procrastinating, which is a consequence of individuals’ low capacity for self-regulation, making
it more difficult to complete tasks and stay focused.

This practice is characterized by being an immersive experience of interaction with the content
(Sung et al., 2018), and it is a practice that becomes automatic for people (Rubenking & Bracken, 2018).
This means that individuals with a lower capacity for self-control are more attracted to binge-watching
(Tefertiller & Maxwell, 2023). According to the study by (Sung et al., 2018) the more episodes are
consumed in binge-watching session, the more time individuals spend binge-watching, the greater the
frequency of this practice and the more individuals engage with the programs viewed. However, it is
necessary to understand that excess is not necessarily something outside the norm, but is very much part
of the habits of consumption of digital elements and promoted by them (Lopes, 2020).

2.3. On Loneliness

Perlman & Peplau (2008) conceptualize loneliness as an unpleasant experience that occurs when
there is a deficiency in a person’s individual relationships and their needs are not met. The authors
highlight three points to consider when understanding the phenomenon: (i) loneliness stems from a
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deficiency in individual relationships, (ii) loneliness is a subjective concept and (iii) loneliness is some-
thing stressful and unpleasant. Thus, loneliness is a strong feeling of disconnection from others, even
when someone is surrounded by other people (Alam et al., 2024). There are also several dimensions of
loneliness: emotional loneliness (the lack of a close emotional figure); social loneliness (the lack of a
social network and quality friendships) (Buecker et al., 2020) and existential loneliness (a deeper form
of loneliness, a feeling of profound disconnection and negative emotions) (Mckenna-Plumley et al.,
2023). Different types of loneliness differ in risk factors (Hofman et al., 2022). However, loneliness can
not only affect individuals’ psychological states but also pose threats to their physical and mental states
(Pourriyahi et al., 2021). According to the study by (Barreto et al., 2021) factors that can accentuate lo-
neliness can be age, gender and culture. According to the research, it is younger individuals and males
who tend to have higher levels of loneliness.

Feeling lonely tends to be more present in young people (Lau et al., 2021). The study by (Lay-Yee
et al., 2022) states that levels of loneliness tend to be high during youth (18-30), fall in adulthood and
rise again in senior citizens. It is common for young people to experience transient loneliness (Rezaei &
Saghazadeh, 2022) since the transitions present at this stage of life, such as educational transitions, can
be challenging for young people (Sundqvist et al., 2024), such as the transition to university (Shovestul
et al., 2020). Even existential loneliness at this stage of life is associated with the experience of social
exclusion and the feeling of not belonging (Garnow et al., 2022). In line with the study by (Diehl et al.,
2018) regarding emotional loneliness vs. social loneliness during the university years, emotional lone-
liness is more frequent at this stage and being in a committed relationship or being married are factors
that protect against emotional loneliness.

The isolation caused by the Covid-19 pandemic has affected adolescents and young people, leading
to increased social isolation. Young people who already had a tendency to feel lonely before Covid-19
have felt even more alone during the pandemic (Hemberg et al., 2024). Loneliness and isolation were
topics of discussion among young people and parents during the lockdown because, although the you-
ngsters found it easy to stay digitally connected with their friends, they lost the wider sense of their
communities (Siva, 2020). In addition to loneliness, FOMO - fear of missing out - was also a frequent
feeling, as young people felt they were being left out and missing moments of their own lives (Groarke
et al., 2024). Despite indications that levels of loneliness have increased during the pandemic, there are
indications that, progressively, after the lockdown, levels of loneliness have been falling back to pre-
-pandemic levels (Kung et al., 2023). However, it is still difficult to fully understand how confinement
has affected individuals, just as it has the new generations.

2.4. The adverse outcomes of binge-watching

In the isolation period, a consequence of the Covid-19 pandemic, there was an increase in the prac-
tice of binge-watching. During this phase people dedicated more time to watching series (Boursier et
al., 2021) since they were isolated, spending a lot of time at home, which created the ideal conditions for
interacting in online activities and watching television (Dixit et al., 2020). So, at this stage, with more
time on their hands and fewer opportunities for social interaction, individuals resorted to binge-wat-
ching, consuming a lot of video content in a row to entertain themselves, which led to an increased as-
sociation between binge-watching and mental health problems (Alimoradi et al., 2022). Watching series
was a way of fulfilling social needs and escaping the stressful environment of the pandemic; serving as
a mechanism to escape stress and ignore the negative circumstances (Boursier et al., 2021). However,
binge-watching can be a result of a poor adaptation to these difficult times as an emotional regulation
strategy (Sigre-leiros et al., 2023).
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Binge-watching tends to be an individual practice (Sung et al., 2018) and excessive binge-watching
can be associated with addictive behaviors (Billaux et al., 2023; Flayelle et al., 2019; Starosta, 2020).
Impulsiveness and depression can be tell-tale symptoms of binge-watching, with more impulsive people
more vulnerable to losing control of their time spent streaming and neglecting their duties in order to
continue binge-watching (Steins-Loeber et al., 2020). Negative effects connected with this excessive
practice are obesity (Qayyoum & Malik, 2023), sleep deprivation (Alfonsi et al., 2023), stress, anxiety,
depression, and loneliness (Alimoradi et al., 2022). The difficulty in dealing with stressful events in
daily life is an incentive for individuals to resort to these addictive behaviors (Favieri et al., 2023). This
behavior can lead to social consequences such as lack of productivity, procrastination, and neglecting
others, as well as negative side effects such as fatigue, dizziness, excessive attachment to series, feeling
empty, anxiety, stress, insomnia and loneliness. (Mahmoud & Wahab, 2021; Raza et al., 2021). In this
sense, either binge-watching can be a way of escaping and abstracting from existing problems, or this
compulsive consumption can be an antecedent to negative effects.

According to the study by (Gabbiadini et al., 2021) loneliness is presented as a determinant of bin-
ge-watching, as the practice is associated as a tool of escapism from loneliness, i.e., media escapism, as
it allows a relationship to be established with fictional characters. Problematic internet use in general
is also associated with loneliness, presenting itself as a cyclical problem because excessive use leads
to fewer face-to-face interactions and, in turn, loneliness leads to compulsive internet use as a way of
compensating for the lack of social connections. (Moretta & Buodo, 2020). The same problem could
potentially also apply to the practice of compulsive streaming consumption, binge-watching.

3. Methodology

This study uses a quantitative approach, seeking to validate hypotheses through data and statistical
analysis studying the relationship between variables in order to understand the interdependence of the
phenomena under study (Mattar, 2015). This study is part of a larger investigation covering media con-
sumption, loneliness and political participation with young people between the ages of 18 and 30 living
in Portugal (Feio, 2022).

The study aims to answer the following research question: Is there a relationship between levels
of loneliness and binge-watching among young people in Portugal? The following research objectives
are defined:

I. To understand whether there is a relationship between the levels of loneliness and the sociodemogra-
phic characteristics of young people.

II. To analyze whether there is a relationship between the habit of streaming and the sociodemographic
characteristics of young people.

III. To check whether there is a relationship between levels of loneliness and compulsive consumption
of streaming, i.e. binge-watching.

IV. To study whether, when young people feel lonely or bored, they resort to streaming media content,
and whether there is a relationship between this practice and their levels of loneliness.

The population of this research is young people living in Portugal between the ages of 18 and 30.
This work adapts the concept of emerging adulthood from (Arnett, 2014) which consists of the concep-
tion that late adolescence and the 20s is a time when individuals are still in their formative years, being a
time of transition to adulthood but not yet established as such. In the case of this study, (considering that
the full study also covers political participation) the age range also includes 30 years old because several
Portuguese youth parties include participants up to that age. The sample consists of 337 participants.
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Data was collected through an online survey during April 2022, using non-probability sampling
and a snowball sampling strategy. As a strategy to promote the survey, an online campaign was imple-
mented through a promotional video aimed at the target population.

The variables analyzed in this research are the sociodemographic characteristics of the participants
(age, sex, education, training area, professional situation), the time spent streaming daily and the parti-
cipants’ levels of loneliness, obtained through the UCLA Loneliness Scale, a questionnaire with twenty
questions that generates a loneliness score between 20 (minimum value) and 80 (maximum value) poin-
ts (Pontinen & Swails, 2017) adapted to Portuguese.

The data was processed using SPSS - Statistical Analysis Software 27 after being treated in Excel.
The statistical tests used for the analysis were linear regression test and Mann-Whitney test.

4. Results & Discussion
4.1. Summary of sociodemographic characteristics

Considering the sociodemographic characteristics of the sample, it can be noted that the majority
are female (66.8%) compared to male (32.3%), while only a small minority do not identify with either
sex (0.9%). The age of the respondents is distributed as follows: between 18 and 20 (26.7%), 21 and
23 (44.5%), 24 and 26 (19.6%), 27 and 30 (9.2%). Most of the sample are students (59.1%), followed by
workers (19%), student-workers (15.1%), self-employed (4.2%) and unemployed (2.7%).

4.2. Research objective I: Loneliness and young people

To address the first research objective, it was analyzed whether there were relationships between
the young people’s sociodemographic characteristics (age, sex, area of training, schooling and profes-
sional situation) and their level of loneliness.

Regression tests were conducted on the variables in question, revealing a significant relationship
only between average age and the level of loneliness of young people (measured using the UCLA Lone-
liness Scale). No significant associations were found between level of loneliness and respondents’ sex,
area of training, professional situation, and schooling

The results indicate that the average age of the young people is inversely related to their level of
loneliness (o = 53.870; pi1 = -0.640; p-value = 0.008), suggesting that as young people grow older,
their loneliness levels tend to decrease. However, the adjusted r? value was low (r? = 0.018), meaning
that age explains only a small proportion of loneliness variation. This suggests that other factors play a
significant role, reinforcing the complexity of the phenomenon. Nevertheless, the statistical significance
confirms a real relationship between age and loneliness.

The findings are in line with the literature since youth, the transition phase from adolescence to
adulthood, is a challenging period in one’s life. This is a stage of many expectations, where they face
their first rejections, create their own world view and opinions, which can generate feelings of isolation
and misunderstanding (Hamid & Lok, 2000). The fact that young people have higher levels of loneliness
when they are younger (around 18 to 20 years old) and the rate of loneliness eases as they get older is
in line with the work of Shovestul et al., (2020) and Sundqvist et al., (2024), who emphasize that the
educational transition phase, entering and attending higher education, can be a more vulnerable phase
for experiencing loneliness.

Estudos em Comunicagdo n°41 (Dezembro, 2025) 106



Catarina Feio, Lidia Oliveira & José Manuel Martins

4.3. Research objective II: Streaming and Young People

The same procedure was used to verify whether there is any relationship between young people’s
sociodemographic data and their streaming habits. Linear regression tests were conducted, with the de-
pendent variable being the amount of time spent streaming daily, and the variables: age, gender, area of
training, schooling, and professional status. Only a significant relationship was detected between strea-
ming and the professional situation of young people. While the 1> was low (r? adjusted = 0.028), there
was a highly significant relationship between the variables (fo= 1.870; pi=-0.229; p-value = 0.001). The
results indicate that as young people move through their professional lives, from student to employee,
they spend less time streaming daily. This result is consistent with the literature, as binge-watching is
often associated with younger individuals (Rubenking & Bracken, 2018), and that university students
tend not only to binge-watch frequently, but also for longer periods of time (Merrill & Rubenking, 2019).

4.4. Research objective III - Loneliness and compulsive streaming consumption, i.e. binge-watching

The relationship between daily streaming consumption and the participants’ levels of loneliness
was analyzed. To this end, a linear regression test was carried out, with the dependent variable being
young people’s loneliness scores (obtained using the UCLA loneliness scale) related to the variable daily
time streaming. The results indicate a very significant relationship between the time spent streaming
daily and the level of loneliness of young people (o = 36.436, 1 = -1.765; p-value = 0.006). However,
the adjusted r? is low (2 adjusted = 0.020), indicating that only a small proportion of the variation in the
level of loneliness of young people is explained by time spent streaming. The findings suggest that as
young people spend more time streaming each day, their level of loneliness tends to increase. While the
statistical significance confirms the existence of a relationship, the low r? highlights that other variables
likely contribute to this phenomenon. It is important to emphasize that this result reflects a correlation,
not a cause-effect relationship. These results are in line with the literature as according to (Sun &
Chang, 2021), on the one hand, young people who are lonelier may stream more to cope with loneliness
or, alternatively, the time invested in streaming limits the time available for face-to-face interactions
with friends and family, which can deteriorate their interpersonal relationships.

After studying the relationship between loneliness and the consumption of streaming, loneliness
was studied in relation to the compulsive behavior of streaming consumption, binge-watching. To do
this, the streaming variable was transformed into a dichotomous variable, dividing a first group into
non-compulsive consumption (up to two hours of daily streaming consumption) and a second group of
binge-watching (three or more hours of daily streaming consumption). With this new variable, a linear
regression test was carried out, keeping the level of loneliness as the dependent variable. The linear
regression test between loneliness and binge-watching showed a highly significant result (So= 38.881;
Li=-11.067; p-value = <0.001) (r* adjusted = 0.036). This illustrates a very significant relationship
between the practice of binge-watching and the respondents’ levels of loneliness, with young people
who practice binge-watching showing higher levels of loneliness compared to young people who do not
practice this compulsive behavior. These data are in line with previous studies, in which high levels of
loneliness are associated with problematic technology use and binge-watching is associated with media
escapism (Gabbiadini et al., 2021). Problematic binge-watching is associated with a higher risk of lo-
neliness, depression, and social interaction anxiety (Sun & Chang, 2021). It should be emphasized that
this result shows a correlation between the phenomena and not a cause-effect, however, according to
(Tefertiller & Maxwell, 2018) study there is a suggestion that emotional states, such as loneliness, lead
to binge-watching and not the other way around.
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4.5. Research objective IV: Streaming consumption when bored or solitary and levels of loneliness

To study the fourth research objective, to understand whether when young people feel lonely or
bored, they resort to streaming, and whether this practice is related to loneliness, a Mann-Whitney test
was carried out. This test used the dichotomous variable state of loneliness divided into two groups,
the least lonely (group with loneliness scores between 20 and 49) and the loneliest (group with loneli-
ness scores between 50 and 80); and the variable tends to stream when felling lonely or bored (with the
indicators never, rarely, sometimes, often, always). The result of the test was not significant (p-value =
0.963), so we cannot assume a relationship between the state of loneliness and the practice of streaming
when young people feel lonely or bored.

If we look descriptively at the results for the frequency of less lonely young people and loneliest
young people streaming when they feel lonely or bored (figure 1), we can see that the percentage results
are similar between the two groups. It should be noted that the most frequent result is that young peo-
ple often resort to streaming in this situation, regardless of whether they have lower or higher levels of
loneliness.

45%

sometimes

[ less lonely [l loneliest

Figure 1 - Distribution of the Percentage of Young People Who Use Streaming When They Feel Lonely or Bored,
Comparing the Less Lonely and Loneliest Groups

This is in line with the literature that points to entertainment as the main motivator for binge-wa-
tching (Sung et al., 2018), and the main motivations for starting to stream: relaxing, relieving boredom
and escaping (Castro et al., 2021). Whether this association with streaming as a response to loneliness
and boredom is a legacy of the pandemic should be questioned. The research by (Dixit et al., 2020) re-
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garding the consumption of binge-watching during the period of isolation, states that the psychological
motivations behind this practice are to pass time and fight boredom, relieve stress and overcome lone-
liness. As the results here indicate, the use of streaming in situations of solitude and boredom is used
regardless of the individual’s level of loneliness, which could be in line with the study of (Boursier et al.,
2021) which points out that both negative (anxiety and escapism) and positive (social factors) motivators
can predict immersion and loss of control during streaming consumption.

5. Conclusion & Future Research

Technological advances have led to changes in both the production and distribution as well as the
consumption of series and films. Audiences choose streaming platforms such as Netflix, Amazon Pri-
me, Hulu, Disney+, etc. as their preferred channels for audiovisual consumption. These platforms have
made it possible for audiences to watch the content they want, when they want and where they want,
which has created an abrupt break with traditional television consumption patterns. This research del-
ves into understanding the habits of consumption of streaming by young audiences in Portugal, with a
special focus on compulsive consumption, i.e., binge-watching. This type of consumption is analyzed
in relation to the mental health of young people, specifically their level of loneliness, using the UCLA
Loneliness Scale as the measurement instrument. The central question guiding this analysis is: Is there
a relationship between the level of loneliness and binge-watching among young people in Portugal?

Guided by four research objectives, this study concluded that there is a significant relationship be-
tween average age and the level of loneliness of young people. Specifically, statistical tests indicate that
as individuals get older, their level of loneliness tends to decrease. In relation to binge-watching habits, a
significant relationship was found between this behavior and the professional situation of the responden-
ts. The findings suggest that students are more likely to engage in compulsive series consumption, while
this habit tends to decline as individuals enter the job market and face professional responsibilities. This
pattern aligns with the findings of Aytas & Topatan (2024) who observed that young people with no
labor market experience are more prone to compulsive media consumption.

This study confirms the existence of a relationship between the daily time spent streaming and the
level of loneliness of young people, with those experiencing higher levels of loneliness tending to spend
more time streaming each day. Furthermore, when examining the practice of binge-watching—defined
as the compulsive daily consumption of audiovisual content—it is evident that young people who en-
gage in this behavior report higher levels of loneliness compared to those who do not. This finding is
consistent with previous research conducted in other geographical contexts with similarly aged popu-
lations (Yu & Alizadeh, 2024). These results not only reinforce the current study’s conclusions but also
highlight binge-watching as a widespread behavior with potential implications for youth mental health
across diverse cultural and national settings.

When analyzing the use of streaming as a response to feelings of loneliness or boredom, the data
show that both young people with lower and higher levels of loneliness tend to use streaming in similar
ways—as a means of coping with solitude and boredom. This finding aligns with previous studies,
which identify key motivations for streaming as passing the time, seeking entertainment, relaxing, and
escaping from reality. Binge-watching, therefore, emerges as a multifaceted practice. It may serve pu-
rely as a source of entertainment (Qayyoum & Malik, 2023; Shim & Kim, 2018) as a way to pass time
(Starosta, 2020) or as a strategy for emotional regulation and support (Sun & Chang, 2021). Given this
complexity, future studies should pay close attention to the motivations behind binge-watching. Aytas &
Topatan (2024) for instance, found a significant relationship between binge-watching and positive mo-
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tivations, while Ulusoy et al., (2025) highlighted the distinction between intentional and unintentional
compulsive consumption. These findings reinforce the idea that emotional states and intentions play a
key role in binge-watching behavior (Bastos et al., 2024).

This paper serves as an initial contribution towards understanding the relationship of the emerging
adult population in Portugal with loneliness and streaming consumption, especially in a compulsive
way. It should be noted that the study looked at the relationship between these two phenomena, and
that further research is needed to try to understand the cause and effect between these variables. A key
limitation of this study lies in the fact that, although the tests yielded statistically significant results, the
data also indicate that other factors may influence these relationships. The phenomenon under inves-
tigation is highly complex, suggesting that additional variables—yet to be explored—may play a role.
This highlights the potential and need for further research to deepen our understanding of the dynamics
involved. Possible future research could try to understand how these behaviors develop over time as we
move away from the pandemic period; the consequences of young people resorting to media escapism
for their social lives, and whether the practices of compulsive streaming consumption are allied to other
addictive behaviors.
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Resumo

O breve reinado de D. Manuel II foi orientado para a via-
bilizagdo da Monarquia Constitucional. A primeira via-
gem oficial como rei foi ao Porto, ndo tendo sido deteta-
dos quaisquer estudos sobre a cobertura jornalistica desse
acontecimento. A presente investigacdo pretende suprir,
parcialmente, essa lacuna, analisando o discurso da revista
[lustracao Portuguesa, ao tempo a revista grafica de maior
circulagdo, com énfase na iconografia. Utiliza-se uma me-
todologia qualiquantitativa. Concluiu-se que a cobertura
jornalistica da visita real ao Porto se centrou na figura real,

nas atitudes de reveréncia para com o soberano e nos “ba-
nhos de multiddo”, resultando numa narrativa favoravel a
Monarquia como uma institui¢do social sintonizada com
o povo. Concluiu-se, também, que o conceito de reporta-
gem fotografica assentava na elaboragdo de uma narrativa
cronologica visual do acontecimento por meio da justa-
posicao de instantaneos fotograficos que acompanhassem
a sequéncia de agdes, entrecruzados com fotografias de
espacos e personagens.

Palavras-chave: D. Manuel II; visita real ao Porto (1908); cobertura jornalistica; revistas ilustradas; [lustragao Portuguesa.

The photojournalistic coverage of King Manuel II’s visit to Porto,
in November 1908, by Ilustracio Portuguesa:
information and propaganda

Abstract

The brief reign of King Manuel II was geared towards
making the constitutional monarchy viable. The first trip
as king was to Porto since no studies have been found on
the journalistic coverage of this event. This research aims
fill this gap by analyzing the discourse of the magazine
Ilustracao Portuguesa, at the time the Portuguese maga-
zine with the largest circulation, with an emphasis on ico-
nography. A qualitative and quantitative methodology was
used. It was concluded that the journalistic coverage of the

royal visit to Porto focused on the royal figure, the atti-
tudes of reverence towards the sovereign and the “crowd
baths”, resulting in a narrative favorable to the monarchy
as a social institution in tune with the people. It was also
concluded that the concept of photographic reporting was
based on the elaboration of a chronological narrative of the
event through the juxtaposition of photographic snapsho-
ts that accompanied the sequence of actions, interspersed
with photographs of spaces and characters.

Keywords: Manuel II; royal visit to Porto (1908); journalistic coverage; illustrated magazines; [lustragdo Portuguesa.
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A cobertura fotojornalistica da visita de D. Manuel II ao Porto, em novembro de 1908, pela Ilustracido Portuguesa:
informacgéo e propaganda

Introducio

. Manuel II foi aclamado, imprevistamente, rei de Portugal, na sequéncia do regicidio de 1 de

fevereiro de 1908. Num momento em que, face a agitacdo republicana e as divisdes e intrigas
entre 0s mondrquicos, a situacdo da Monarquia Portuguesa era periclitante (Marques, 1973, 1995; Ra-
mos, 2001; Serrao, 2003; Fernandes, 2008; Ramos, coord., Sousa, Monteiro, 2009; Nunes, 2006, 2009,
2019a, 2019b; Sardica, 2011, 2012), a Casa Real, sob o patrocinio da rainha-mae, D. Amélia, empreen-
deu esforcos para mudar as politicas de D. Carlos e propagandear o novo e inexperiente soberano, alcu-
nhado “o Reizinho” (Duprat, 2012; Almeida, 2022). Num tempo “de espago publico e opinido publica
renovados e alargados, em que o voyeurismo da imprensa e a divulgacdo da fotografia emprestaram ao
poder uma visibilidade nova”, em que as figuras do Estado e da politica eram mediatizadas e em que
tinha emergido uma politica de massas “radical e ruidosa”, mesmo “truculenta”, explorada por lideres de
opinido que faziam da imprensa o seu palco (Santos, 2005; Sardica, 2012, p. 345, p. 347), era necessdrio,
nomeadamente, contrariar a feroz narrativa republicana, segundo a qual ““a monarquia dos Bragancas era
especialmente mé e (...) os reis de Portugal eram os piores da Europa” (Ramos, 2001, p. 295) e consoli-
dar a posicdo de D. Manuel I, distinguindo-o do seu pai, D. Carlos, alvo de um auténtico assassinio de
cardcter pela imprensa republicana (Ramos, 2005).

Ao cobrirem as atividades do novo monarca, as revistas informativas ilustradas, como a llustracdo
Portuguesa, dirigida pelo jornalista monarquico Carlos Malheiro Dias', ao tempo, a mais importante de
Portugal, em periodicidade, tiragem e circulac@o (Sousa, 2017), participaram, mesmo que, por hipotese,
ndo intencionalmente, nesse esfor¢o propagandistico (Nunes, 2009, 2019a). Nesse enquadramento, apos
um periodo razoavel de luto por D. Carlos e D. Luis Filipe, o novo rei acolheu o monarca espanhol em
Vila Vigosa, viajou pelo pais e deslocou-se a Espanha, Franga e Inglaterra. A segunda mais importante
cidade do reino, o Porto, foi escolhida para a primeira visita real. O rei partiu de Lisboa a 8 de novembro
de 1908, um domingo. Viajou de comboio e chegou ao Porto a meio da tarde, tendo sido recebido e acla-
mado por um publico numeroso. D. Manuel II esteve trés dias na cidade e iniciou a viagem de regresso
a Lisboa no domingo, dia 222

Existindo expectativa sobre como seria o reinado do novo monarca e sendo delimitavel no tempo, a
visita de D. Manuel II ao Porto, ao Minho e a Beira Litoral foi notavel e notada em Portugal, tornando-
-se noticia. As revistas ilustradas, especificamente, devotaram-lhe atencdo (cf. tabela 1). Foi, portanto,
percecionada como um acontecimento, como uma singularidade notdria e digna de se tornar noticia, na
linha do raciocinio de autores como Adriano Duarte Rodrigues (1988) ou Adelmo Genro Filho (2012).
Teve valor como noticia, pois, apresenta qualidades que levaram os jornalistas coevos a considerarem-
-na um acontecimento com valor noticioso, ou seja, tratou-se de um facto social notavel que congregou
qualidades que lhe deram valor como noticia, dentro da linha interpretativa aberta por Galtung e Ruge
(1965) e seguida por autores como Wolf (1987), Golding e Elliott (1988) e Traquina (2002).

A pesquisa bibliografica efetuada ndo detetou, no entanto, qualquer pesquisa sobre a cobertura
jornalistica da visita real ao Porto, ainda que, ao tempo, a imprensa tivesse uma imensa penetra¢ao na
sociedade portuguesa, particularmente nos principais meios urbanos, encontrando-se o jornalismo de
cariz industrial e partidariamente independente consolidado em Portugal (Lima, 2012, 2022; Matos,

1. Carlos Malheiro Dias (1875-1941) foi jornalista, escritor, politico e historiador. Comegou a sua carreira jornalistica, sempre
pautada pelo trabalho em revistas ilustradas de informacgao geral, no Rio de Janeiro. Em Portugal, dirigiu a revista llustra¢do
Portuguesa e o semanario Domingo Ilustrado. Colaborou noutras revistas, como a Branco e Negro, a Brasil-Portugal ¢ a
Serées. No Brasil fundou e dirigiu a revista O Cruzeiro (1928-1975), durante muitos anos palco principal do fotojornalismo
brasileiro.

2. A Ilustrag¢do Portuguesa comegou a cobertura do acontecimento na edi¢do de 16 de novembro, uma semana depois da
chegada do rei ao Porto, quer por causa da periodicidade (saia as segundas), quer por causa da morosidade dos processos
jornalisticos e editoriais centrados na fotografia. Terminou a cobertura no nimero de 21 de dezembro, quase um més depois
do regresso do soberano a capital. Curiosamente, a noticia grafica do regresso do monarca a capital surge no numero de 14 de
dezembro de 1908, publicado trés semanas depois do acontecimento.
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2017; Sousa, 2021; Matos & Moreira, 2022). Por exclusdo de partes, também ndo existe qualquer estudo
centrado, especificamente, na analise da cobertura iconografica da visita real pela imprensa, enquanto
exemplo de cobertura fotojornalistica na alvorada do fotojornalismo como atividade profissional, lacuna
que a presente investigacao pretende suprir. Uma analise da cobertura iconografica da visita real de D.
Manuel II ao Porto pela imprensa portuguesa teve de passar pelo estudo de revistas ilustradas informa-
tivas, palco fundamental da fotografia jornalistica ¢ documental a época (Proenca & Manique, 1990;
Serén, 2004; Sousa, 2000, 2017, 2020). Havendo varias revistas ilustradas de informacao geral portu-
guesas que se podem inserir nessa categoria e que circulavam ao tempo, escolheu-se, para este estudo, a
mais relevante em periodicidade, tiragem e circulagdo — a revista semanal llustracdo Portuguesa®, que
teve a iniciativa de enviar, desde Lisboa, um foto-reporter — Joshua Benoliel* — para acompanhar o rei°.
A cobertura que protagonizou da visita de D. Manuel II foi, também, mais extensa do que aquela que
foi feita pelas restantes publicagdes nacionais do mesmo género (cf. tabela 1), nenhuma delas semanal.

Como fator adicional de relevancia para a investigacdo, pode realcar-se que, em 1908, o fotojorna-
lismo se encontrava em consolida¢do como pratica, como oficio e como profissao e ainda como produto
jornalistico (Sousa, 2000, 2017, 2020), devido a fotégrafos como, no caso portugués, Joshua Benoliel,
que, segundo relata a llustracdo Portuguesa ¢ ¢ patente na identificagdo da autoria das fotografias®,
acompanhou o rei e realizou a quase totalidade das fotos, na qualidade de enviado especial da revista.
Quatro fotografias sobre a visita real ao Porto’, das 147 contabilizadas (136 sobre a visita ao Grande Por-
to e onze de contexto), sdo da autoria de Aurélio da Paz dos Reis®, uma teve por autor Alvaro Cardoso de
Azevedo’, outra foi realizada por Emilio Biel', ainda outra ¢ da casa de fotografia Bazar Fotografico'',
cinco retratos sdo de Augusto Bobone'? e um da casa fotografica lisboeta Vidal & Fonseca. Ou seja,
treze das fotos da llustragcdo Portuguesa acerca da visita real ao Porto sdo da autoria identificada de
outros fotografos que nao Benoliel, mas 134 fotos (91%) sdo da autoria de Benoliel.

Considerando a importancia do fotojornalismo como fonte histdrica (Oliveira, 1997); considerando,
ainda, que uma narrativa € a materializacao do ato de narrar, ou seja, de reportar, de relatar, construin-
do-se pela apresentacdo de uma série de agdes conectadas, num espaco e tempo determinados, no qual
intervém personagens que, normalmente, interagem umas com as outras; considerando, finalmente, que
uma narrativa fotografica e especificamente fotojornalistica obedecera aos pardmetros caracterizadores
das ambigdes basicas da reportagem fotografica, nomeadamente construir narrativas visuais e testemu-
nhais dos acontecimentos, a presente investigacdo partiu, assim, da seguinte questdo inicial: qual foi a

3. Ao tempo, trés revistas ilustradas circulavam em Portugal: O Ocidente: Revista Ilustrada de Portugal e Estrangeiro (1878-
1915); Brasil-Portugal (1899-1914) e llustrag¢do Portuguesa (1903-1923). S6 a revista llustragdo Portuguesa era semanal. A
revista Brasil-Portugal era quinzenal e tinha a fotografia como meio principal para a cobertura iconografica da atualidade
(Sousa, 2017, 2021). Ja a revista Ocidente, a data da visita real ao Porto, era trimensal e intensificou a cobertura grafica da
atualidade por meio fotografias devido a concorréncia da /lustra¢do Portuguesa.

4.Joshua Benoliel (1873-1932) ¢ considerado o primeiro fotojornalista profissional portugués. Trabalhou para varias publica-
¢des, mas distinguiu-se como colaborador do jornal O Século e da sua revista llustragdo Portuguesa, entre 1906 e 1918 e a
partir de 1924, ja como editor de Fotografia. Estima-se que tenha produzido cerca de 2600 reportagens fotograficas ¢ 25 mil
fotografias para a [lustra¢do Portuguesa (Martins, 1933, 1942; Vieira, 2009).

5.0 Ocidente recorreu as fotografias de Joshua Benoliel, mas a Brasil-Portugal usou os servigos do fotdografo portuense
Alvaro Cardoso de Azevedo (1894-1969), que assinava Cardoso, parceiro de Domingos Alvio na Fotografia Alvio.
6.Benoliel também forneceu fotografias da visita real a revista Ocidente.

7.Consideraram-se as localidades da Area Metropolitana do Porto, nomeadamente Porto, Gaia, Matosinhos e Santo Tirso.
8.0 empresario Aurélio da Paz dos Reis (1862-1931) foi fotdgrafo amador e ¢ considerado o pioneiro do cinema em Portugal.
9.0 fotografo portuense Alvaro Cardoso de Azevedo (1894-1969), que assinava Cardoso, foi parceiro de Domingos Alvdo na
Fotografia Alvéo, reconhecida casa fotografica do Porto.

10. O fotografo alemao Karl Emil Biel, conhecido como Emilio Biel (1838-1915), estabeleceu-se no Porto, onde fundou a Casa
Biel (cujo espdlio se perdeu, em parte, devido ao confisco dos bens dos stbditos alemaes, em 1916, no contexto da participa-
¢io portuguesa na I Guerra Mundial). E um dos pioneiros da fotografia e da fototipia em Portugal.

11. Casa fotografica portuense, gerida pelo fotografo Vitorino Soares, que podera ser o autor da foto.

12. Augusto Bobone (1852-1910) foi o fotografo oficial da Casa Real nos tltimos anos da Monarquia Constitucional.
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narrativa iconografica — contando, contextualmente, com o texto verbal correlacionado — que a /lustra-
¢do Portuguesa construiu sobre a visita real de D. Manuel I ao Porto? Colocou-se, ainda, uma segunda
questdo: a partir da observagdo da cobertura da /lustragdo Portuguesa sobre a visita de D. Manuel II ao
Porto, o que se intui sobre o conceito de reportagem fotografica, ao tempo?

Sendo o objetivo geral da pesquisa delimitado pela resposta as perguntas de partida, foram objetivos
especificos da investigagao:

1. Determinar a estrutura e os temas da narrativa iconografica sobre a visita de D. Manuel II ao Porto
na [lustragdo Portuguesa,

2. Identificar os géneros fotograficos e os recursos expressivo-simbolicos usados pela revista para pro-
duzir sentido sobre o episddio historico;

3. Explicitar as propostas de geracdo de significado e os enquadramentos sugeridos pela llustragdo
Portuguesa para o acontecimento, tendo em conta a articula¢ao entre a iconografia e o texto verbal e o
que se conhece do contexto da época.

Para se atingirem os objetivos, fez-se uma analise descritiva sistematica, por um lado, e qualiquan-
titativa, por outro, do discurso verbal e visual sobre a visita real.

1. Resultados e discussao

Os dados sistematizados na tabela 1 demonstram que as revistas ilustradas portuguesas coevas des-
tacaram a visita real entre os assuntos abordados. A visita real de D. Manuel II ao Porto, Minho e Beira
Litoral constituiu, portanto, para os portugueses coevos, um tema relevante e noticiavel. Na llustracdo
Portuguesa, a revista ilustrada de informagao geral portuguesa contemporanea que cobriu mais exten-
samente o acontecimento, a cobertura da visita real estendeu-se por seis nimeros consecutivos (16 de
novembro a 21 de dezembro de 1908). Considerando, ainda, que cada nimero da llustragdo Portuguesa
tinha — descontando a capa e contracapa e a publicidade — 32 paginas, e que 0s seis nimeros em que
sairam pecas sobre a visita totalizaram 192 paginas, as 80 paginas consagradas pela revista ao aconteci-
mento equivalem a 26% do total de paginas, demonstrando-se, assim, a sua importancia para os coevos.

Tabela 1. Destaque dado pelas revistas ilustradas portuguesas a visita de D. Manuel II ao Porto.

Ocidente | Brasil- | Ilustragdo
Portugal | Portuguesa
Numeros da revista com pegas sobre a visita real 5 3 6
Chamadas a capa 1 (20%) 3 413 (67%)
(100%)
Pecas sobre a visita real 10 6 6
Paginas com pegas sobre a visita real 12 25 80
Fotografias sobre a visita real ao Porto, Minho e Beira Litoral 30 67 243
Fotografias sobre a visita real ao Porto (inclui localidades 15 (50%) 55 136 (56%)
atualmente integrantes da Area Metropolitana do Porto) (82%)
Retratos do rei e outras imagens (fotografias e gravuras) usadas 0 4 11
contextualmente na cobertura da visita real néo classificadas nas
restantes categorias

Fonte: elaboragdo propria.

13. A fotografia de capa da edig@o de 30 de novembro mostrava trés mulheres com trajes regionais minhotos. Tera sido obtida
durante a visita real e ¢ da autoria de Benoliel, que acompanhou o rei, mas como a legenda no alude a este acontecimento,
a capa ndo foi contabilizada.
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A evidéncia produzida pelos dados expostos na tabela 1 permite afirmar que a visita real ao Porto,

Minho e Beira Litoral foi noticia destacada na imprensa ilustrada nacional, podendo, para o facto, serem
aduzidas varias razdes, relacionadas com a sua noticiabilidade, ou seja, com o seu potencial e valor para
este acontecimento ser tratado como noticia:

119

1. Foi encarada como uma singularidade notavel (Rodrigues, 1988; Filho, 2012), definida no tempo
(teve datas de inicio e de fim, que coincidiram com a partida do soberano de Lisboa e com o seu regres-
so a capital) e no espago (Porto, Braga, Guimaraes, Santo Tirso, Barcelos, Espinho, Santa Maria da
Feira, Aveiro e Coimbra), que, apesar da sua duragdo (17 dias), podia ser tratada como noticia individual
em desenvolvimento (Wolf, 1987);

2. Combina valores-noticia (cf. Galtung, Ruge, 1965; Wolf, 1987; Golding, Elliott, 1988; Traquina,
2002) que a tornaram particularmente relevante como noticia, como a referéncia a pessoas e lugares
hierarquicamente importantes no contexto portugués, o potencial de personalizagao e centralizagao da
cobertura na pessoa real, a proximidade, a atualidade, o impacto social, aferido pelo niimero de pessoas
envolvidas nos eventos, o impacto sobre a Nagdo e o interesse politico e social, a clareza no significado
(legitimagdo do novo monarca e obtengao de conhecimento sobre o pais no qual reinava) e a consonan-
cia com as expectativas (esperar-se-ia que 0 novo monarca visitasse o pais de que era soberano e que 0s
meios jornalisticos fizessem a cobertura, conforme tinha sucedido com visitas régias anteriores, como a
visita de D. Carlos e da Familia Real ao Porto, em 1894, para celebragdo do 5.° centenario do nascimento
do infante D. Henrique, ¢ a publicagdo faseada da reportagem geraria expectativa no publico sobre o
que viria a seguir);

3, Ainda no que respeita aos valores-noticia, no caso os referentes, especificamente, as revistas de in-
formacao geral ilustradas, deve destacar-se o potencial que o acontecimento oferecia para ser coberto
com imagens (Wolf, 1987; Traquina, 2002), designadamente por meio de fotografias, o que pode ser
comprovado pelo nimero de fotografias sobre a visita real ao Porto, Minho e Beira Litoral publicadas
nas trés revistas ilustradas, que ascendem a 355. S6 a llustragdo Portuguesa, analisada nesta pesquisa,
publicou uma média de 42,3 fotografias em cada um dos nimeros em que cobriu a visita real ¢ compds
quatro capas em seis (67%) com imagens fotograficas do acontecimento (cf. figura 1).
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Figura 1. Capas da llustra¢do Portuguesa alusivas a viagem real.
Fonte: reproducdes dos originais de 16 e 23 de novembro e de 7 e 14 de dezembro de 1908.
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As seis matérias sobre a visita régia publicadas na [lustra¢do Portuguesa ao longo dos seis niime-
ros em que o tema foi coberto intitularam-se todas “A viagem d’el-rei ao Norte”, o que conferiu unidade
a cobertura do acontecimento a medida que este se desenvolvia. Na verdade, as seis pecas poderiam
ser consideradas uma peca tnica “em fasciculos” se cada uma delas ndo apresentasse unidade tema-
tica, coeréncia interna e principio, meio e fim. Ainda assim, a pega precedente criaria expectativa no
leitor e leva-lo-ia a querer ler ¢ ver a subsequente. O encadeamento ¢ a sequencialidade estimulariam
a compra da revista, nimero a numero, ao leitor que quisesse acompanhar, visual e verbalmente, o
acontecimento. A edicdo de 16 de novembro de 1908 é a primeira em que ha referéncia a visita régia,
iniciada, no entanto, sete dias antes, a 9 de novembro, data do nimero anterior da revista. A llustracdo
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Portuguesa poderia ter feito uma antevisido do acontecimento, que era previsivel e estava em agenda'.
A inexisténcia de referéncias a um acontecimento que ja estava em desenvolvimento pode ser lida como
uma falha editorial da revista perante os seus leitores. Na primeira matéria, a revista refere-se a rece¢éo
“excecionalmente afetuosa e bastante entusiastica™’ ao monarca no Porto, cuja “massa popular” brin-
dou, repetidamente, o rei com “entusiasticas ovagdes”. Pedagogicamente, o redator explica, ainda, o
posicionamento editorial da revista perante o acontecimento e perante os diarios. A revista orientava-se
para o ver e ndo para o ler: “Os telegramas publicados pelos jornais diarios dao pormenores completos
(...). A llustra¢do Portuguesa (...) resume-se (...) a registar uma larga reportagem fotografica dos dias
festivos e triunfantes que estdo preenchendo a viagem do rei ao norte™.!s

No numero de 23 de novembro, o redator vinca que a revista continuava a sua “‘completa reporta-
gem fotografica”, acrescentando que a mesma obedecia a uma “ordem cronolégica”. Enfatiza, ainda,
que “a eloquéncia dos documentos [fotograficos] publicados dispensa quaisquer descritivos, alias ja pro-
fusamente divulgados na imprensa didria”"’. No entanto, o redator vai mais longe, procurando enaltecer
0 jovem e inexperiente soberano, mas também precavé-lo contra os politicos:

O norte do pais mostra-se empenhado em patentear ao jovem monarca os recursos poderosos da sua
iniciativa, do seu trabalho e da sua riqueza, demonstrando-lhe que s6 a obra deletéria dos politicos pode
arrastar o pais a gravissima situacdo financeira e econdmica em que ele se encontra.

A presente viagem significa, com todas as suas festas, um libelo que deve impressionar a mocidade
refletida do soberano. Nos o desejamos para seu bem e bem de todos.

A 30 de novembro, escrevia o redator que a llustra¢do Portuguesa continuava a publicar a “do-
cumentagdo grafica” da visita do chefe do Estado ao Porto e ao norte do pais, que denomina “odisseia
régia”, aludindo ao seu “valor historico futuro”. Explicita que a “reportagem fotografica tdo larga
quanto possivel” visava satisfazer a “natural curiosidade” dos leitores a quem interessava “a reprodugdo
dos acontecimentos contemporaneos”?’. Acrescenta que a reportagem fotografica visava constituir um
arquivo cronologico “dos factos”, servindo de “complemento a cronica escrita dos jornais noticiosos,
que dia a dia registam todas as notas ¢ informagdes da viagem real”?'. Quanto a forma como o soberano
foi recebido, o texto verbal ¢ expressivo — “Por toda a parte El-Rei tem sido acolhido com o respeito que
a sua alta representagdo social impde e com a simpatia que a sua mocidade e o seu espirito bem-inten-
cionado despertam”?2,

A edigao de 7 de dezembro da llustra¢do Portuguesa volta-se, novamente, para a justificacdo da
“reportagem fotografica largamente pormenorizada” da visita real — cumprir o intuito de “constituir
depoimento grafico completo dos acontecimentos da atualidade que interessam a vida do pais”. A
cobertura finaliza no nimero de 21 de dezembro, em pagina interior (¢ ndo na primeira pagina de cada
nimero, como tinha acontecido até ai), com as seguintes palavras:

14. A revista Ocidente refere-se ao assunto logo no nimero de 10 de novembro de 1908.
15. llustragdo Portuguesa, 16 de novembro de 1908, n.° 143, p. 609.

16. llustragdo Portuguesa, 16 de novembro de 1908, n.° 143, p. 609.

17. llustragdo Portuguesa, 23 de novembro de 1908, n.° 144, p. 641.

18. llustra¢do Portuguesa, 23 de novembro de 1908, n.° 144, p. 641.

19.llustrag¢do Portuguesa, 30 de novembro de 1908, n.° 145, p. 673.

20.Ilustrag¢do Portuguesa, 30 de novembro de 1908, n.° 145, p. 673.

21.llustrag¢do Portuguesa, 30 de novembro de 1908, n.° 145, p. 673.

22. llustragdo Portuguesa, 30 de novembro de 1908, n.° 145, p. 673.

23.llustragdo Portuguesa, 7 de dezembro de 1908, n.° 146, p. 705.
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Esté concluida a viagem ao norte, com a qual el-rei D. Manuel iniciou a sua série de visitas as diversas
terras do pais e que decerto lhe deixou no espirito, ndo sé pela forma como foi recebido como também
pelas li¢des (...), uma larga e profunda recordagdo (...).

A Ilustrag¢do Portuguesa acompanhou com a mais pormenorizada reportagem fotografica todos os
passos da digressdo régia, coligindo assim, no cumprimento do programa que se impds, os elementos
graficos completos e imparciais da historia (...) e estamos certos de que os nossos leitores ndo deixardo
de agradecer-nos os esforcos (...) para corresponder aos compromissos que com eles tomamos.?*

As ideias enquadrantes do texto verbal da revista sobre o acontecimento sdo, por um lado, meta-
jornalisticas e, por outro, debrugam-se sobre o acontecimento em si, podendo considerar-se, sobretudo,
politico-sociais.

Quadro 1. Enquadramentos metajornalisticos no discurso da llustragcdo Portuguesa sobre a visita real.

Tdei

chave (enquadramentos)

Excertos verbais

O papel das revistas ilustradas de
informagéo geral é complementar
visualmente as noticias dos
diarios noticiosos

Os telegramas publicados pelos jornais didrios ddo pormenores completos (...). A
Tlustra¢do Portuguesa (...) resume-se (...) a registar uma larga reportagem
fotografica (16 de novembro de 1908).

A Ilustragdo Portuguesa vai cronologicamente arquivando por meio de uma
reportagem fotografica (...) que serve de complemento a crénica escrita dos
jornais noticiosos que dia a dia registam todas as notas e informagdes da viagem
real. (30 de novembro de 1908)

A fotografia ¢ testemunha isenta
dos acontecimentos (fotografia
como espelho da realidade) e
tem valor historico e documental
como reprodutora do mundo real

A eloquéncia dos documentos [fotograficos] publicados dispensa quaisquer
descritivos (23 de novembro de 1908).

Valor historico futuro (30 de novembro de 1908).

Arquivo “dos factos” (30 de novembro de 1908).

Reprodugdo dos acontecimentos contemporaneos (30 de novembro de 1908).
Depoimento grafico (7 de dezembro de 1908).

Elementos graficos completos e imparciais (21 de dezembro de 1908).

A llustragdo Portuguesa visava
satisfazer o contrato de leitura®
com o leitor

Satisfaz, assim, a natural curiosidade (...) dos leitores (30 de novembro de 1908).
Estamos certos de que os nossos leitores ndo deixarfio de agradecer-nos os
esforcos (...) para corresponder aos compromissos que com eles tomamos (21 de
dezembro de 1908).

A reportagem fotografica
pressupds uma organizagdo
cronolégica

Ordem cronoldgica (23 de novembro de 1908).

Fonte: elaboragdo propria.

Quadro 2. Enquadramentos politico-sociais da viagem real no discurso da llustracdo Portuguesa.

Ideias-chave (enquadramentos)

Excertos verbais

A visita real foi um éxito

[recegdo] excecionalmente afetuosa e bastante entusidstica (16 de novembro de
1908).

A compacta massa popular (...) fez a el-rei as mais entusidsticas ovagdes. (16 de
novembro de 1908).

Dias festivos e triunfantes (16 de novembro de 1908).

Por toda a parte El-Rei tem sido acolhido com (...) respeito (...) e (...) simpatia
(30 de novembro de 1908).

O rei € inexperiente € jovem
apesar de bem-intencionado e
respeitado (receio sobre o futuro
da monarquia constitucional,
apesar da esperanga sobre 0 novo
reinado)

Jovem monarca (23 de novembro de 1908).

Mocidade refletida do soberano (23 de novembro de 1908).

Por toda a parte El-Rei tem sido acolhido com o respeito que a sua alta
representag@o social impde e com a simpatia que a sua mocidade e o seu espirito
bem-intencionado despertam. (30 de novembro de 1908).

Séo os politicos, e ndo os
monarcas/a monarquia, os
responsaveis pela situagido do
pais

O norte do pais mostra-se empenhado em patentear ao jovem monarca os
recursos poderosos da sua iniciativa, do seu trabalho e da sua riqueza,
demonstrando-lhe que s6 a obra deletéria dos politicos pdde arrastar o pais a
gravissima situagéo financeira e econdmica em que ele se encontra. (23 de
novembro de 1908)

Fonte: elaboragao propria.

24 Ilustrag¢do Portuguesa, 21 de dezembro de 1908, n.° 148, p. 783.
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A narrativa iconografica da llustracdo Portuguesa sobre a visita real de D. Manuel II ao Porto e
localidades da sua atual Area Metropolitana, que constitui o objeto desta investigacdo, é quase exclusi-
vamente fotografica, pois, entre todas as imagens, somente se encontrou uma gravura, no caso referente
a ornamentagdo de uma pasta oferecida ao soberano. As 147 fotografias, contabilizadas e codificadas
para efeitos de analise, repartem-se por quatro categorias (quadro 3).

Quadro 3. Fotografias por tipo.

Categoria (tipo) Descrigio NS | %

Retratos Fotografias que se centram na representacéo iconografica dos personagens da 40 |27
narrativa iconografica, sobretudo dos protagonistas, normalmente apresentados
em pose ou quase em pose, 0 que permite aos sujeitos fotografados valorizarem a
sua imagem).

Dez das fotografias codificadas e contabilizadas como retratos sdo retratos
individuais, incluindo-se aqui uma fotografia que reproduz uma pintura de retrato
(individual) do rei (figura 12), correspondendo a 4% do total de imagens
fotograficas e 25% do total de retratos.

Trinta fotografias sdo retratos coletivos (exemplos: figuras 13, 14, 15, 16, 17, 18),
atingindo 12% do total de fotos e 75% do total de retratos.

Os retratos individuais e coletivos com o rei em evidéncia, s6 ou com
personagens a roded-lo, em pose ou quase pose € sem que perca o protagonismo,
sdo nove, correspondendo a 6% das fotografias e 22,5% dos retratos (exemplos:
figuras 12, 13, 14, 15).

Os retratos individuais ou coletivos de outras personagens da narrativa
iconografica, sem a presenca do rei, mas que sdo fotografados por causa da
viagem real, sdo 31, correspondendo a 21% do total de fotografias e a 77,5% dos
retratos (figuras 16, 17, 18). O povo comum aparece como uma espécie de
personagem coletiva da narrativa, sendo realgado em retratos coletivos (figuras
17, 18), que providenciam a evidéncia discursiva de uma monarquia popular.
Acédo (atividades da | Fotografias que procuram documentar os aspetos ativos do acontecimento, 99 | 67
visita real) dotando-o de narratividade cronoldgica (exemplo: figuras 5, 6, 7, 8, 9, 10) e
permitindo, assim, a visualizagdo dos diferentes segmentos que compuseram a
visita real a0 Porto e sua atual Area Metropolitana (chegada de D. Manuel II ao
Porto, visitas institucionais, ocasides celebrativas...).

Paisagens e Fotografias que documentam os espacos onde o acontecimento se desenvolveu 7 5
edificado (exemplos: figuras 2, 3, 4).
Fait divers Fotografias inusitadas de aspetos secundarios do acontecimento. No caso, foi 1 1

codificada e contabilizada uma fotografia que mostra um fotdgrafo amador em
acdo (figura 19). Essa foto aponta para a cumplicidade entre fotografos como
companheiros de oficio (o fotdgrafo fotografa o fotdgrafo para valorizar o oficio).

Fonte: elaboragao propria.

Figura 2. Porto, espaco central do acontecimento, visto de Gaia.

Fonte: [lustra¢do Portuguesa, n.° 143, 16 de novembro de 1908, p. 609.
Créditos fotograficos: Joshua Benoliel.

123 Estudos em Comunicagdo n°41 (Dezembro, 2025)



A cobertura fotojornalistica da visita de D. Manuel II ao Porto, em novembro de 1908, pela Ilustracido Portuguesa:

informagdo e propaganda

Figura 3. Palacio dos Carrancas (atual edificio do Museu Nacional Soares dos Reis), no Porto,
residéncia real durante a visita de D. Manuel II ao Porto, Minho e Beira Litoral.
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Fonte: llustra¢do Portuguesa, n.’ 143, 16 de novembro de 1908, p. 612.
Créditos fotograficos: Joshua Benoliel.

Figura 4. A rua dos Clérigos, no Porto, engalanada para receber o rei.

Fonte: llustra¢do Portuguesa, n.° 144, 23 de novembro de 1908, p. 641.
Créditos fotograficos: Joshua Benoliel.
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Figura 5. Populares aglomeram-se para verem o rei na chegada do soberano ao Porto.

Fonte: llustra¢do Portuguesa, n.° 143, 16 de novembro de 1908, p. 610.
Créditos fotograficos: Joshua Benoliel.

Figura 6. Sequéncia “cinematografica” de imagens da visita do rei a Camara Municipal do Porto.

Fonte: llustra¢do Portuguesa, n.° 143, 16 de novembro de 1908, p. 615.
Créditos fotograficos: Joshua Benoliel.
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Figura 7. Justaposigdo de fotografias em dupla pagina — o rei agradece a varanda do palacio dos
Carrancas as felicitagdes populares por ocasido do seu aniversario.

Fonte: llustrag¢do Portuguesa, n.° 144,23 de novembro de 1908, pp. 656-657.
Créditos fotograficos: Joshua Benoliel.

Figura 8. Populares aclamam o rei.
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Fonte: llustra¢do Portuguesa, n.° 144, 23 de novembro de 1908, p. 643.
Créditos fotograficos: Joshua Benoliel.
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Figura 9. Beija-mao ao rei durante a visita a Escola Industrial Infante D. Henrique, no Porto.
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Fonte: llustra¢do Portuguesa, n.° 144, 23 de novembro de 1908, p. 659.
Créditos fotograficos: Joshua Benoliel.

Figura 10. O rei rodeado de individualidades na saida de um 7e Deum na igreja da Lapa.
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Fonte: llustragdo Portuguesa, n.° 144, 23 de novembro de 1908, p.661.
Créditos fotograficos: Joshua Benoliel.
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Figura 11. Instantadneo do rei durante a visita real.

Fonte: Ilustragcdo Portuguesa,n.’ 144, 23 de novembro de 1908, p. 641.
Créditos fotograficos: Joshua Benoliel.

Figura 12. Fotografia de uma pintura de retrato representando o rei.

Fonte: [lustra¢do Portuguesa, n.° 14, 21 de novembro de 1908, p..
Créditos fotograficos: Joshua Benoliel.
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Figura 13. Retratos coletivos protocolares do rei com militares e guardas das guarni¢des do Porto.
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Fonte: llustrag¢do Portuguesa, n.° 148, 21 de dezembro de 1908, p. 787.
Créditos fotograficos: Joshua Benoliel.

Figura 14. Retrato coletivo do rei com o governador civil do Porto e com o reitor do Colégio dos
Orfaos.
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Fonte: llustra¢do Portuguesa, n.° 144, 23 de novembro de 1908, p. 643.
Créditos fotograficos: Joshua Benoliel.
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Figura 15. Retrato coletivo com a presenca do rei numa visita a uma fabrica em Santo Tirso.
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Fonte: llustracdo Portuguesa, n.° 146, 7 de dezembro de 1908, p. 717.
Créditos fotograficos: Joshua Benoliel.

Figura 16. Estudantes e professores de Medicina posam a entrada do hospital de Santo Antonio, no
Porto, enquanto aguardam o rei.

] ; ¥
':-. = = E k ! = iy e 2:"

Fonte: llustragdo Portuguesa, n.° 145, 30 de novembro de 1908, p. 675.
Créditos fotograficos: Joshua Benoliel.
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Figura 17. Operarias matosinhenses, trajadas com roupas tipicas, perfilam-se para verem o rei durante
a visita a fabrica em que laboravam.

Fonte: llustra¢do Portuguesa, n.’ 146, 7 de dezembro de 1908, p. 707.
Créditos fotograficos: Joshua Benoliel.

Figura 18. Populares portuenses alinham-se para verem o rei na escadaria do hospital de Santo
Antonio.

Fonte: Ilustragdo Portuguesa, n.° 144, 23 de novembro de 1908, p. 647.
Créditos fotograficos: Joshua Benoliel.
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Figura 19. Um fotdgrafo amador, designado kodakista na legenda, fotografa um instante da visita real.

Fonte: llustra¢do Portuguesa, n.° 148, 21 de dezembro de 1908, p. 790.

Créditos fotograficos: Joshua Benoliel.

Uma narrativa ¢ a materializacdo do ato de narrar, ou seja, de reportar, de relatar. Uma narrativa
constroi-se pela apresentagdo de uma série de eventos conectados, num espago e tempo especificos e
determinados, no qual intervém personagens que, normalmente, interagem umas com as outras. Uma
narrativa fotografica obedece aos mesmos pardmetros caracterizadores. Os dados quantitativos e as
fotografias escolhidas como exemplos-padrao da narrativa visual do acontecimento documentam que a
narrativa iconografica da visita real de D. Manuel II ao Porto e a sua atual Area Metropolitana, que, en-
fatize-se, constitui um exemplo historico de reportagem fotojornalistica na alvorada do fotojornalismo
profissional, ¢ constituida:

1. Por fotografias de agdo (67% das fotografias), nas quais assenta a narrativa propriamente dita, es-
tabelecendo, simbolicamente, do inicio ao fim, as interacdes entre as personagens ao longo do tempo
e a cronologia de eventos singulares, traduzidos em instantdneos fotograficos, que compdem o acon-
tecimento ou o seu contexto (figuras 5, 6, 7, 8, 9, 10). A predominancia, na narrativa iconografica, de
fotografias de agdo justifica-se porque estas imagens se incorporam numa reportagem fotografica de
um acontecimento diversificado nos momentos que o compuseram, que se desenvolveu ao longo de
varios dias e que constituiu o motivo da cobertura. Sdo essas fotografias que dotam a narrativa de
uma perspetiva temporal cronologica. Por outras palavras, representam a passagem do tempo durante
o0 acontecimento, que se desenvolveu num espago especifico e num tempo determinado. Na verdade,
porém, a representagdo da marcha do tempo escolhida pelo editor, por meio da justaposi¢do de imagens
referentes a instantes fotografados, pressupostamente sucessivos, conforme anunciou a propria revista
no contexto da cobertura (cf. quadro 1), podera ndo ter equivaléncia a cronologia real do acontecimento,
sendo, portanto, uma fic¢do suportada nos vestigios fotograficos de instantes de acontecimentos reais.
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Relembre-se, a propdsito, que Barthes (1984) explicou que a justaposicdo ¢ um dos elementos sinta-
ticos da linguagem fotografica suscetiveis de contribuir para a geragdo de sentido para a mensagem
fotografica.

A visita régia propiciou varias oportunidades fotogrdficas para captar o soberano em varios momentos
de interag@o descontraida com os seus subditos. As fotografias de agdo ddo, assim, intensidade, for¢ca e
interesse humano a narrativa iconografica do acontecimento.

2. Por fotografias de retrato (27% das fotografias), que destacam personagens da narrativa, nomeada-
mente o rei e personalidades de relevo social e populares que interagiram com o soberano (figuras 11,
12, 13, 14, 15, 16, 17, 18). Os retratos colocam em evidéncia quer o rei (6% das fotos), protagonista da
acdo (figuras 12, 13, 14, 15), quer outros personagens (21% das fotos), que, no entanto, estdo presentes
na narrativa porque se relacionaram com o rei durante a visita real (figuras 16, 17, 18). Efetivamente,
o rei, mesmo quando ausente dos retratos, ¢ sempre o pretexto da cobertura, conforme se depreen-
de do contexto da situagdo relatada. Todavia, o relevo dado, fotograficamente, a outras personagens
da narrativa, além de adicionar cor local e interesse humano a historia, promoveu a identificagdo do
publico-alvo (classes médias e altas) com a revista e, assim, tera estimulado as respetivas vendas, pois
a representacao de individuos do publico-alvo na propria revista espicagaria a adesdo destes leitores a
publicag@o e a manutenc¢ao, pela sua parte, do contrato de leitura (Veron, 1983, 2004) com a [lustragdo
Portuguesa.

3. Por fotografias de paisagens e edificios (figuras 2, 3, 4), que dao a necessaria dimensdo espacial ao
acontecimento narrado iconograficamente. As fotografias de paisagens e do edificado (5%) facultam ao
observador contemplar as representagdes dos espagos onde o acontecimento ocorreu. Varias fotogra-
fias, ndo tendo por objetivo mostrar espagos ao leitor, mostram, ndo obstante, os espagos dos eventos,
sendo de notar, numa era de mediatizacao fotografica, o acesso privilegiado dos fotdgrafos aos mesmos
(figura 15).

4. Por uma fotografia de fait-divers (figura 19). A tnica fotografia (1%) classificada como fait divers
¢ marginal a narrativa fotografica e mostra a atuacdo de um fotéografo amador, tornando evidentes os
lagos de camaradagem entre os fotografos (o fotografo fotografa o fotografo, valorizando o oficio com-
partilhado). A sua inclusdo na narrativa tera tido por objetivos valorizar a arte fotografica como oficio
e ampliar as perspetivas de leitura dos diferentes aspetos do acontecimento por parte do observador,
estimulando o interesse humano da histéria e promovendo a curiosidade do leitor.

Em suma, a narrativa visual da visita real ao Porto e localidades da sua atual Area Metropolitana
construiu-se em torno da apresentacdo simbolica e significante de uma série de instantes, fixados fo-
tograficamente, de ocorréncias tidas por relevantes, cronologicamente ordenadas, mesmo que se trate
de uma cronologia construida e ficticia. Nessa narrativa, determinadas personagens, com destaque
para o rei, interagiram, num espago ¢ tempo determinados. A narrativa centrou-se, assim, nos aspetos
ativos da visita real, em concreto nas diferentes agdes segmentadas que compuseram o acontecimento,
sem ignorar o potencial dos retratos para o leitor observar e identificar, com detalhe, os protagonistas
da a¢@o e outras personagens. Ao mesmo tempo, as fotografias de paisagens e do exterior e interior de
edificios facultaram ao leitor a aquisi¢do de uma noc¢do sobre os espagos em que o acontecimento se
desenvolveu. Satisfazer a curiosidade visual do leitor sobre os acontecimentos que, eventualmente, ndo
presenciara; sobre personagens da vida politica e social com quem, provavelmente, nunca se teria cru-
zado; e sobre espagos que nunca ou dificilmente contemplaria na realidade, num tempo em que viajar
era incomum, constituia, tal como hoje, certamente, constitui, um dos objetivos do recurso as imagens
informativas no jornalismo. E de destacar, ainda, o papel do texto verbal (cf. quadros 1 e 2) — texto de
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enquadramento e legendas — na ancoragem e conducdo de sentido e construc¢ao de significados para
as imagens fotograficas. O sentido e os significados que o leitor tera extraido da narrativa certamente
resultaram da conjugacdo da leitura e interpretacdo dos seus elementos visuais com os seus elementos
verbais.

A estrutura da narrativa que resultou da cobertura fotojornalistica da visita real ao Porto e ou-
tras localidades da sua atual Area Metropolitana dever-se-a a confluéncia de vérios fatores (cf. Sousa,
2005b), como sejam:

1. A agdo pessoal dos fotdgrafos, designadamente de Joshua Benoliel, que cobriram, diligentemente,
varios instantes da visita real, sendo-lhes permitido acompanhar o chefe de Estado, entrar nos espagos
onde decorriam os eventos ¢ fotografar as personagens em interagdo, inclusivamente em retratos cole-
tivos (como os das figuras 13, 14, 15), no qual os atores sociais, personagens da narrativa, posam para
a camara (figura 14).

2. A interagdo dos fotografos, redator(es) e editor da revista, que ja remete para o que se pode consi-
derar uma dimensdo social que transcende o contributo pessoal de cada interveniente na produgdo e
construgdo da narrativa jornalistica. A narrativa do acontecimento, como resultado, deve-se, assim, ao
contributo de varios autores em interagao, designadamente de fotégrafos, redator(es) e editor, os narra-
dores, sendo possivel que o arranjo autoral final da reportagem seja de Carlos Malheiro Dias, ao tempo
diretor e editor da /lustracdao Portuguesa,

3. O fator tecnologico, ja que, em 1908, a tecnologia fotografica (maneabilidade e portabilidade das
camaras, luminosidade das objetivas, sensibilidade do suporte, dispositivos de iluminagdo no interior,
designadamente flash de magnésio) permitia a cobertura de instantes de agao (figuras 5, 6, 7, 8, 9, 10,
11) em espagos exteriores e fotografias posadas em espagos interiores (figura 15).

4. A interiorizagdo de aspetos da linguagem visual, que remete para uma dimensdo cultural, o que se
pode observar, por exemplo, na procura de sequéncias de imagens que estabelecam uma cronologia dos
acontecimentos, conforme se denota quer no resultado final (a narrativa na sua totalidade), quer em
algumas sequéncias discursivas fotograficas que integram a narrativa (figura 6). A cultura da época,
definidora ndo apenas dos gostos dominantes, mas também da maneira de olhar para o mundo e para os
outros, e as rotinas profissionais, limitadas, ndo obstante, pelas possibilidades da tecnologia existente,
ofereceram formas de abordagem candnicas a cobertura da visita real.

Conforme se observa nas fotografias selecionadas como exemplos-padrao da cobertura (figuras 2
a 19), a op¢@o por uma narrativa fotografica extensa que deu, acumulativa e sucessivamente, conta de
varios instantes do que se passou, entrecruzada com imagens das personagens individuais e coletivas
da narrativa e dos espagos que albergaram os eventos, permitiu a fotografia cumprir o seu papel de
documentar e testemunhar, global e visualmente, o acontecimento e de saciar a curiosidade visual do
leitor e as suas expectativas informativas. Alias, ndo era, ao tempo, comum, nas revistas ilustradas por-
tuguesas, optar-se por abordagens aos assuntos da atualidade centradas em fotografias inicas que con-
densassem em si a simbologia de todo um acontecimento (cf. Sousa, 2017), o que Henri Cartier-Bresson
veio a chamar de “instante decisivo”. Por um lado, o leitor portugués esperaria das revistas ilustradas
uma espécie de filme dos diferentes acontecimentos e estas publicagdes tentavam corresponder as de-
mandas do seu publico para serem viaveis no mercado; por outro lado, as limitagdes tecnoldgicas que
ainda subsistiam no inicio do século XX e as rotinas e cultura profissional dos fotojornalistas também
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promoviam abordagens fotograficas sequenciais para as singularidades notaveis da atualidade, isto &,
para os acontecimentos noticiaveis (Sousa, 2000, 2017, 2020), particularmente quando se tratavam de
acontecimentos em desenvolvimento.

Os valores-noticia, na linha interpretativa aberta por Galtung & Ruge (1965), e continuada por
autores como Wolf (1987), Golding e Elliott (1988) e Traquina (2002), aos quais ja se fez referéncia para
explicar as razdes que levaram a visita real a ser noticia nas revistas ilustradas portuguesas, contribuem
para explicar, por sua vez, o relevo dado ao rei, como personagem central da narrativa. Ao evidenciar
individuos, a narrativa ganha interesse humano. Alids, as historias jornalisticas centram-se, normal-
mente, em pessoas e nas suas agdes na sociedade, pois sdo, no que a noticiabilidade diz respeito, as
mais relevantes e as que tém, por norma, mais sucesso junto do recetor (Sousa, 2005a). Comprova-se,
assim, que as audiéncias, no caso os narratarios, fazem, efetivamente, parte do processo jornalistico,
quer porque atribuem sentido ¢ dao significado as mensagens jornalisticas, quer porque influenciam as
linhas e escolhas editoriais (Sousa, 2005b). Curiosamente, varias fotografias mostram personagens se-
cundarias coletivas com papel na narrativa — o povo, os militares, os estudantes, personagens locais. O
fotografo desviou, por momentos, o seu olhar fotografico para essas personagens secundarias e contou
com a cumplicidade do editor para as conduzir, coletivamente, ao olhar do leitor.

Outro aspeto a considerar na analise na narrativa fotografica da visita real sdo os aspetos linguis-
ticos e expressivos da mensagem fotografica, que contribuem para os processos de geragdo de sentido
da narrativa e de atribuicdo de significado por parte dos recetores. Barthes (1984, 2009) sugeriu que o
sentido dado a mensagem fotografica depende de fatores* como: a presenga e pose dos sujeitos foto-
grafados; os objetos visiveis; a abordagem estética; a fotogenia dos elementos da imagem; a sintaxe; ¢
o texto verbal que complementa o sentido das imagens, orientando a leitura e suprindo as debilidades
ontogénicas das fotos, que se concretiza nas legendas e no restante texto verbal. Na iconografia jorna-
listica da visita de D. Manuel II ao Porto e & sua atual Area Metropolitana, pode observar-se o seguinte:

1. Quanto ao sujeito central da narrativa, o soberano portugués, ha um esfor¢o para o mostrar em poses
descontraidas e sorridente (figuras 5, 6, 7, 8, 9, 10, 11 e 14), que o aproximam, simbolicamente, das
pessoas com quem interage. De destacar o beija-mao da figura 9 — simbolo de reveréncia para com o
soberano e, na verdade, segundo a logica da instituigdo monarquica, para com a nagao que ele encarna.

2. Quanto aos objetos presentes nas imagens, que contribuem para a produgdo de sentido, ¢ de notar
o embelezamento festivo dos espagos com bandeiras, penddes ¢ outros objetos (figuras 5, 6 ¢ 15), os
simbolos de tradig@o (como as charretes, nas figuras 5, 6 ¢ 8) ¢ os simbolos de poder (como as fardas
militares dos oficiais e guardas que rodeiam o rei e do proprio monarca, na figura 13). Projetam, assim,
da visita real, uma visdo que associa a Monarquia a tradi¢@o e ao poder, mas também a capacidade de
atragdo popular e social do regime, a festa, jibilo e celebragdo que constituia a presenga do rei entre
os seus subditos e a capacidade de constante renovagdo e adesdo ao espirito do tempo da instituicao
monarquica, ideia que ¢ refor¢ada pela juventude do soberano, patente nas imagens em que ele surge
— que, porventura, também o conotariam com inexperiéncia, em articulagdo, inclusivamente, com en-
quadramentos sugeridos pela componente verbal do discurso narrativo.

3. Quanto a estética fotografica, evidencia-se, na reportagem, a omnipresenca de planos de conjunto,
mais abertos ou mais fechados (figuras 5, 7, 8, 9, 11, 12, 14, 16, 17, 18, 19), op¢ao que resulta, em grande
medida, dos constrangimentos tecnoldgicos das camaras, objetivas e suportes de fixacdo de imagem,
mas também denuncia as rotinas produtivas que os fotojornalistas desenvolviam para, expeditamente,
cobrirem acontecimentos em evolucdo. Os planos de conjunto aproximam, simbolicamente, o leitor

25. Nao se considerou a truncagem, de que ndo se encontraram vestigios.
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dos protagonistas, personagens secundarias e figurantes da narrativa iconografica, mostrando, con-
textualmente, um pouco do espago em que interagem, mas sem permitir a invasdo simbolica do seu
espaco privado. Ja os planos médios americanos (figuras 11, 14), que individualizam e identificam en-
faticamente os sujeitos fotografados, sdo menos usados, pois as objetivas usadas exigiam proximidade
aos sujeitos para serem conseguidos. Alguns planos gerais (figuras 2, 3, 4), por seu turno, facultam
ao observador a percecdo dos espacos da narrativa visual, sendo de destacar que na figura 7 ha uma
justaposi¢ao de fotografias em plano de conjunto e em plano geral, a primeira para mostrar o soberano
e a segunda para destacar a massa humana — como personagem coletiva — que o aclamava por ocasido
do seu aniversario.

4. A fotogenia permitiu oferecer ao leitor versées controladas e positivas das cenas e dos sujeitos e
expressou-se, principalmente, nos cuidados com a composicdo e com a iluminagdo, observaveis na
generalidade das imagens, e nas roupas cuidadas e sofisticadas, civis e militares, do rei de Portugal e
de outras personagens.

5. Quanto a sintaxe das imagens enquanto instrumento de produgdo de sentido, sublinha-se, ao longo de
toda a narrativa, o esfor¢o para respeitar uma sequéncia de fotografias logica que desse conta, de uma
forma facil e rapidamente apreensivel, da evolugdo cronologica da visita real, pontuada, no entanto, por
pausas, materializadas, por exemplo, nos retratos coletivos das personagens secundarias da narrativa e
nas fotografias dos espacos onde decorreram os eventos sucessivos que construiram o acontecimento
no seu todo. De realgar casos especificos como a justaposicao de fotografias patente na figura 7. A com-
binagdo destas duas imagens permite mostrar dois instantes separados no tempo como se de um inico
momento se tratasse — o rei a agradecer a massa humana que o aclamava os desejos de feliz aniversario.

Quase todas as fotos, cujo formato varia para criar ritmo expressivo na paginacao e, consequente-
mente, na leitura, evitando a monotonia e o aborrecimento do leitor, sdo rodeadas de molduras artisticas
desenhadas, destinadas a promover, simbolicamente, a fotografia, mesmo quando usada com fins in-
formativos e especificamente jornalisticos, a condi¢ao de arte. A fotografia ainda seria vista como uma
extensdo da pintura formalista e realista. No seu conjunto, as fotografias da visita régia, mostrando e
testemunhando as honras conferidas ao monarca, a deferéncia para com o soberano, o acolhimento doo
rei pelo povo e pelas forgas vivas da sociedade local trabalharam, simbolicamente, para o engrandeci-
mento de D. Manuel II e para a legitimagao simbolica do poder real e sustentacao do statu quo, no caso,
para a preservacdo da Monarquia Constitucional — de uma Monarquia capaz de se rejuvenescer — como
forma de regime em Portugal.

E de relevar, ainda, a facilidade de acesso aos lugares e protagonistas que os fotojornalistas eviden-
ciavam. Nas democracias liberais mediatizadas do inicio do século XX, como era Portugal, o poder ja
ndo podia passar sem a publicitacdo controlada dos seus atos e a fotografia veiculada pela imprensa era,
para este objetivo, um instrumento relevante. De notar, também, a capacidade denotada pelos fotojor-
nalistas, com a cumplicidade dos editores, de deslocar, ocasionalmente, a narrativa dos protagonistas e
eventos centrais do acontecimento para personagens e assuntos colaterais e secundarios que intensifi-
cam o interesse humano da fotorreportagem, sendo o exemplo da figura 19 particularmente eloquente.

2. Conclusoes

A presente investigagdo prop0s-se desvelar a estrutura da narrativa iconografica que a revista se-
manal [lustra¢do Portuguesa construiu da visita real que o rei D. Manuel II realizou ao Porto e outras
localidades da sua atual Area Metropolitana, entre 8 e 22 de novembro de 1908, determinando os temas,
identificando os recursos expressivos usados e apurando os enquadramentos sugeridos para o aconte-
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cimento. A evidéncia produzida pelos dados recolhidos permite afirmar, primeiro, que a visita real foi
noticia porque foi encarada como uma singularidade notéavel, definida no tempo e no espacgo, e que com-
bina valores-noticia como a referéncia a pessoas e lugares de elite (o Porto era a segunda mais importan-
te cidade do pais e o seu centro industrial) e a proximidade. A visita régia constituiu, portanto, para os
portugueses coevos, um tema relevante e noticiavel. Segundo, os dados permitem, igualmente, afirmar
que a narrativa iconografica se centrou numa abordagem fotografica e especificamente fotojornalistica.
Perante o realismo da fotografia, a gravura tinha ja pouco lugar na cobertura dos acontecimentos.

Em terceiro lugar, os dados sugerem que a narrativa ofereceu ao leitor, principalmente, uma /ei-
tura cronoldgica de um acontecimento em desenvolvimento, assente na documentacgdo testemunhal
fotografica de instantes dos diversos eventos sucessivos que o compuseram, de acordo com os canones
expressivos da reportagem fotografica coeva e por forga da agdo dos fotdgrafos, nomeadamente de
Joshua Benoliel, e das escolhas do editor, Carlos Malheiro Dias. As fotos preencheram as paginas da
1lustracdo Portuguesa consagradas ao assunto, relegando o texto verbal para segundo plano (particu-
larmente visivel nas imagens 6, 7 ¢ 13). O conceito de reportagem fotografica, ao tempo, assentava,
portanto, na elaboragdo de uma narrativa cronologica visual do acontecimento por meio da justaposicdo
de instantaneos fotograficos que acompanhassem a sequéncia de acdes, entrecruzados com fotografias
de espagos e personagens, ficando a cargo do texto verbal, pouco presente, o preenchimento das lacunas
na proposta de construcdo de significados oferecida pelas imagens.

Em quarto lugar, varias fotografias valorizaram o jovem soberano portugués na sua interacdo com
o povo e as forcas vivas da sociedade local, conotando-o como jovem representante de uma Monarquia
moderna que, reinventando-se no alvorecer de um reinado esperancoso, teria apoio popular. A crise
que se vivia, relembre-se, foi explicitamente atribuida, verbalmente, pela /lustracdo Portuguesa nao ao
monarca nem a institui¢do monarquica, mas sim a “obra deletéria dos politicos”.

Quinto, face a evidéncia produzida pelos dados, pode concluir-se, igualmente, que a cobertura
jornalistica da visita régia ao Porto na /lustragdo Portuguesa se centrou, conforme a teoria da noticia-
bilidade prevé€, na figura real, mas também nas atitudes de reveréncia para com o soberano (sendo par-
ticularmente simbolico o beija-mao da figura 9) e nos “banhos de multiddo” de que ele foi protagonista,
em lugares engalanados e num ambiente festivo. A revista construiu, assim, uma narrativa favoravel ao
monarca ¢ a Monarquia como institui¢ao sintonizada com o povo, na qual as fotografias de Joshua Be-
noliel?¢, pioneiro do fotojornalismo em Portugal, enviado especial (assim ¢ identificado) da llustracdo
Portuguesa, ancoraram, em grande medida, a geracao de sentido e a construgdo de significado para a
viagem régia. No seu conjunto, texto verbal e texto iconografico sdo apreciativos da Monarquia Portu-
guesa ¢ de D. Manuel 11, apesar da juventude e inexperiéncia do soberano.

Em suma, o texto verbal e o texto imagistico reforcaram-se, mutuamente, para gerar sentido, ainda
que o redator tenha usado as palavras para descrever verbalmente as agdes testemunhadas e documen-
tadas fotograficamente, suprindo, com informagao verbal, as lacunas ontogénicas das fotografias no
processo de geragdo de sentido. E de realgar, neste contexto, a abertura dos politicos ao trabalho dos
fotografos. A presenca destes tltimos nos espagos dos acontecimentos — que influenciavam, pois, o ob-
servador influencia o que observa, conforme se nota, com mais evidéncia, nos retratos (figuras 13 a 18),
nos quais os sujeitos fotografados olham para a cimara — permitiu nao apenas documentar, visualmente,
a visita real, mas também propagandear o novo e jovem rei e a Monarquia portuguesa, contribuindo
para a legitimacdo simbolica do statu quo portugués e, portanto, do poder real e do regime monarquico.
Nas democracias liberais, como era Portugal, o poder precisava da imprensa e, consequentemente, dos
fotojornalistas e da fotografia jornalistica, para se mediatizar e, assim, para se legitimar continuamente
por meio da publicitagdo controlada dos seus atos.

26.Relembre-se que a revista Brasil-Portugal recorreu aos servigos do fotografo portuense Alvaro Cardoso de Azevedo.
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Como pormenor nao despiciendo no que respeita ao texto verbal, deve chamar-se a atengdo para
o recurso a titulos neutros e meramente referenciais, apesar de o jornalismo atravessar uma fase his-
torica de renovagdo e populariza¢do que, estimulada pelo Novo Jornalismo finissecular oitocentista
norte-americano, o conduziu ao sensacionalismo. Além disso, a cobertura, sem prescindir da forma-
lidade em alguns retratos posados (figura 13), seguiu um canone descontraido. Os fotdgrafos podiam
aproximar-se do rei e de outras personagens ¢ fotografa-los em ocasides que pareciam informais e
descontraidas. Havia notoria cumplicidade — e confluéncia de interesses — entre 0 monarca portugués
e outros personagens dotados de capital social e politico, por um lado, e os fotojornalistas, por outro
lado. Os detentores de poder precisavam de publicitar os seus atos pela imprensa, ao tempo o principal
meio de difusdo massiva de mensagens, legitimando-se e valorizando-se continuamente aos olhos dos
cidadaos e defendendo, assim, a sua utilidade e relevancia. Os segundos ambicionavam executar o seu
trabalho, justificando o papel social e profissional que foram construindo. Quereriam, também, certa-
mente, sobressair € promoverem-se entre os seus pares e perante o publico, obtendo reconhecimento,
por meio da producdo de fotografias informativas inéditas, exclusivas ou em primeira-mao, que nao so
testemunhassem os eventos que cobriam, mas que também demonstrassem a sua competéncia enquanto
fotografos, dando conta, nomeadamente, de um ol/har fotografico diferenciado e competente. Finalmen-
te, a narrativa, ainda que povoada, maioritariamente, por fofografias de ag¢do que proporcionam uma
versdo filmica do acontecimento, valorizou a personagem principal e mais noticiavel do acontecimento.
As restantes individualidades presentes acrescentaram importancia simbolica a visita real, mas nunca
ofuscaram a centralidade do rei.
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Abstract

The role of climate justice social movement in chrono-
logy is profoundly affected by the advent of social me-
dia as a tool for organising, communicating, and mobi-
lising social movements. Despite the growing body of
literature examining social media’s role in advocating
for climate justice, and there is a wealth of recent re-
search, there has been no systematic reviews attempt to
collate the existing literature on climate justice articu-
lation. This paper could address this lacuna and help to
further improve the existing knowledge by offering a
critical review of relevant literature on this theme. The
literature review combines articles from various disci-
plines, including sociology, political science, communi-

cation studies, environmental studies and related fields,
to give a balanced analysis of the research problem. The
results show that, as a consequence of incorporating
social media, movements for climate justice expanded
their target audience, promoted bottom-up advocacy,
enhanced the voices of oppressed people and encoura-
ged international cooperation. On the other hand, the
review also highlights the challenges and limitations of
social media, such as the spread of misinformation, the
risk of online activism replacing offline engagement,
and the potential for social media platforms to co-opt or
constrain movement activities.

Keywords : climate justice, social movement, social media.

Introduction

he climate justice movement has emerged as a crucial force advocating for transformative measures
to address the pressing climate crisis. The notion of climate justice burgeons in finding fairways to

resolve the challenges of climate change, especially for those parts of the population who bear the most
devastating brunt of climate change (Gibson & Duram, 2020). This movement has gained prominence
because, against the mainstream policy in climate matters, it often uses mass-scale protests and alter-
native narratives in international arenas, such as the UN.F.C.C.C., to depose mainstream discourses
(Scandrett, 2016; Tormos-Aponte & Garcia-Lopez, 2018). Founded based on the principles of social
justice, democratic accountability, and ecological sustainability, C.J.M. has mobilized millions worldwi-
de to advocate for urgent action in the face of climate change (Martinez-Alier et al., 2016; Ogunbode
et al., 2023). Social media significantly amplifies this mobilization, vital for disseminating information,
fostering alliances, and rallying support for revolutionary change (Boulianne, 2018).The movement uses
social media to build broader participation, contest dominant narratives, and support alternative visions
for a just and sustainable future (Gunster, 2022; Scherman et al., 2022).
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Moreover, within the climate justice movement, alliances across sectors and social groups have
successfully been developed while managing to bring strategic collaborations among organizations
involved in social justice and climate change (Hilder & Collin, 2022; Martiskainen et al., 2020; Wielk
& Standlee, 2021). By prioritizing the voices and needs of frontline communities, the movement unders-
cores the importance of inclusive communication practices and participatory decision-making (Hestres,
2014; Murphy et al., 2019). This approach highlights the interdependence of environmental, economic,
and social challenges, advocating for intersectional and holistic strategies to address climate issues
(Gibson & Duram, 2020; Howard, 2023; Wielk & Standlee, 2021). Social media has played a vital role
in amplifying and sustaining the climate justice movement’s activities and influence. It has facilitated
the emergence of new forms of activism, such as connective action and network-building, which are
essential for advancing the climate justice agenda (Askanius & Uldam, 2011a; Pearce et al., 2019a;
Titifanue et al., 2017). Social media platforms have also allowed activists to challenge existing power
structures and influence political discourse, pushing for robust climate policies (Newell & Mulvaney,
2013; Reed et al., 2021). The movement’s ability to generate a sense of community and shared purpose
among activists has been crucial in mobilizing resources and support for climate action (Jayawardena,
2024; Simpson & Choy, 2023).

In the ever-growing virtual platform, much attention and scrutiny have been placed on social me-
dia’s role in influencing and driving social movements. Social media has become a key instrument in the
mobilization, coordination, and spreading of information, allowing the voices of activists and citizens to
be heard for their demands for social and political change (Dogu & Ozen, 2022; Scherman et al., 2022).
It is characterized by the rise of connective action, in which people get involved through personalized
content and decentralized networks rather than through the traditional organizational structures of acti-
vism (Darya & Salehi, 2021; Hong & Kim, 2021). Various research has indicated that using social me-
dia increases young adults’ civic participation and social capital (Pang et al., 2021; Yegen et al., 2022).
This, of course, is most evident in movements like Ukraine’s Euromaidan and Bangladesh’s Shahbagh
Movement, in which social media was at the heart of garnering support and providing information on
the movements in question (Boulianne, 2018; Y. Kim & Kim, 2021). Such movements have shown that
social media is not only a communicative device but also a framing device of public discourse and a
method through which mainstream media discourses are shaped (Castells, 2013). The hybrid media
system, where traditional media and social media intersect, has further amplified the reach and impact
of these movements, allowing grassroots activists to challenge dominant narratives and gain visibility
(Billard, 2020).

By employing social media channels, the climate justice movement has engaged a broader audien-
ce, galvanized support, and supported resource mobilization for climate action (Anderson & Huntin-
gton, 2017; McLean & Fuller, 2016; Meyer et al., 2023). Social media has enhanced the distribution of
knowledge, emotions, motives, and actions among climate activists, generating a sense of community
and shared purpose (Boulianne, Lalancette, et al., 2020a; Martinez-Alier et al., 2016). Social media used
in new forms of activism, like connective action and network-building, have been crucial to furthering
the climate justice agenda; this was initially established in, among other works (Chen et al., 2023a; Lo-
zano-Blasco et al., 2023; Philip, 2014).

Social media and the climate justice movement have a complex, often multi-faceted relationship
that provides some impetus for the empowerment of the movement while concurrently being a source
of potential fragmentation and misinformation. Social media platforms have increasingly served as
essential mobilizing tools, facilitating activists by swiftly disseminating information to an international
audience. However, the same capability for dissemination can go sour quickly by perpetuating misin-
formation and co-option of messages by vested interests, making any one narrative on climate justice
(Hestres, 2014; Schlosberg & Collins, 2014). Research indicates that while social media can extend
awareness and support for climate justice, there is also a clear potential for social media to contribute
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to the fragmentation of movements. This can be seen in how various groups avail themselves of social
media to advance their particular interests and dissipate the climate justice movement’s overall message
(Ogunbode et al., 2023). Furthermore, the potential for misinformation on social media platforms poses
a significant challenge, as misleading narratives can undermine the credibility of climate activism and
confuse public understanding of climate issues (Young & Dugas, 2012).

Contextual factors such as cultural, political, and economic dynamics become crucial in social
media usage in a movement like climate justice. For example, social media campaigning will differ
across differing regions and communities, and the efficacy of such activity will be moderated by local
political climates and cultural attitudes toward climate change (Bailey, 2017). These contextual factors
might impact the effectiveness of social media and inform strategies that activists employ, as well as
those by which the public and policymakers respond to them, as noted by (Cammaerts, 2015; Castells,
2015). Despite these challenges, evidence has demonstrated that social media is one of the transforma-
tive elements the climate justice movement leverages. It has also ensured more mobilizations and ad-
vocacy, enabling activists to express alternative visions for a sustainable and equitable future (Roosvall
& Tegelberg, 2015). Social media also helped build solidarities across diverse groups by nurturing such
connections, thus creating a unified front in the fight against climate injustice (Zabern & Tulloch, 2020).

The paper reviews the extant literature on whether and how social media has transformed the cli-
mate justice movement. It synthesizes evidence from various academic sources to examine how social
media has reshaped the strategies, narratives, and broader outcomes of one critical grassroots effort, the
climate justice movement, in working toward a just and sustainable resolution of the pressing climate
crisis. This paper synthesizes evidence from various academic sources to consider how social media
has reshaped the strategies, narratives, and broader outcomes of one critical grassroots effort known as
the climate justice movement in working toward a just and sustainable resolution of the pressing climate
Crisis.

Several systematic literature reviews have explored the role of digital activism in the climate justice
movement, These studies primarily concentrate on elucidating the functioning of social media in envi-
ronmental communication and analyzing the specific framing strategies employed by global NGOs on
Facebook, revealing that the diagnostic frame predominates climate change communications (Comfort
& Park, 2018; Vu et al., 2021). The study examining the “Greta Effect” elucidates the influence of nota-
ble individuals in climate advocacy on social media discussions (Mede & Schroeder, 2024). However,
these studies have primarily focused on positive aspects of digital engagement, with limited discussion
on the challenges posed by denialism, extremism, and slacktivism. This study expands upon current
work by addressing these deficiencies and offering a more comprehensive understanding of the role of
internet activism in the climate justice movement and challenges facing them in the digital age.

Although social media has played a crucial role in galvanizing the climate justice movement, there
is increasing criticism regarding its efficacy and influence. Numerous studies have emphasized the phe-
nomena of slacktivism, wherein internet engagement is frequently symbolic and lacks subsequent tan-
gible action (Garcia et al., 2023; Smith et al., 2019). Moreover, political polarization in the digital realm
and the emergence of the climate change denial movement have further exacerbated the fragmentation
of discourse and the proliferation of misinformation. This study seeks to offer a thorough multidimen-
sional analysis of how social media promotes climate activism and encounters systemic constraints that
could hinder the long-term efficacy of social movements.

Methodology

This study employs a systematic literature review methodology to gather published research.
Building upon earlier systematic literature reviews on digital activism in climate justice movement
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(Comfort & Park, 2018; Mede & Schroeder, 2024; Vu et al., 2021). This research provides a more com-
prehensive knowledge of the role of internet activism in climate justice movement and the challenges
they face in the digital age, beyond past studies. This review followed the Preferred Reporting Items
for Systematic Reviews and Meta-Analyses (P.R.[.S.M.A.) guidelines. Furthermore, this review will
follow the P.R.I.S.M.A. protocol. The P.R.I.S.M.A. (Preferred Reporting Items for Systematic Reviews
and Meta-Analyses) standards allow researchers to systematically organize and perform systematic
reviews, maintain transparency, avoid bias and achieve rigour in the review process. The guidelines
systematically guide writers in documenting how a review was undertaken, why a review was repor-
ted, and what the results were (Page et al., 2021). By applying the P.R.I.S.M.A. principles, researchers
can systematically discover, screen and choose relevant publications, hence boosting the quality of the
review (Kirsch et al., 2020).

Identification of Relevant Literature

The researchers systematically searched applicable databases to locate papers that studied the em-
ployment of social media to help the climate justice movement. Specifically, researchers conducted a
thorough analysis of the Scopus database, employing a combination of keywords and Boolean operators
to find the relevant literature. The Scopus database is known for its comprehensive coverage of science,
technology and social sciences issues, making it a suitable candidate for our review (Singh et al., 2021).
We selected the Scopus database as the only database in this study because of its reputation as one
of the largest bibliographic databases comprising respected publications from numerous disciplines.
Many journals indexed in several databases such as WoS, ScienceDirect and DOAJ are also included
in Scopus, therefore utilizing multiple databases risks duplicating article searches. Furthermore, when
we consider efficiency, the usage of a single database allows for a more concentrated and systematic
data filtering procedure, given the time limits of this study. The researchers systematically developed
appropriate search terms and Boolean query combinations to identify relevant literature (see Table 1.).

The primary search queries were constructed using a variety of relevant keywords and subject ter-
ms, including: “social media” OR “online” OR “Twitter” OR “Facebook” OR “Instagram” OR “TikTok”
OR “Youtube” AND “climate justice” OR “climate change” OR “environmental justice” OR “climate
activism” OR “environmental activism” AND “social movemen*” OR “social mobiliz*”” OR “mobili-
zation” OR “political activism” OR “social change” OR “advocacy” OR “awareness” OR “fundraising”
OR “engagement” OR “participation”.

Table 1. The search string

Database Data String
Scopus TITLE-ABS-KEY “social media" OR "Twitter" OR "Facebook" OR "Instagram"
databases OR "TikTok" OR “Youtube” AND "climate justice" OR "climate change" OR

"environmental justice" OR "climate activism" OR "environmental activism" AND
"social movemen*" OR "social mobiliz*" OR "mobilization" OR "political
activism" OR "social change" OR "advocacy" OR "awareness" OR "engagement"
OR "participation")
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Screening

In the screening process of a systematic review, selection criteria play an important role in deter-
mining which studies are included (Nazneen et al., 2022) suggested that selection criteria should be
based on the research question to ensure that only relevant studies are considered. (Boelens et al., 2017)
It is recommended that researchers set a specific timeframe in which they will review articles, as it is
only practical to review some existing publications. It was also suggested that publication timeframe
restrictions should only be applied if it is known that relevant studies will be reported during a specific
period (see Table 2).

Based on the search process on the selected database and the use of relevant keywords, 605 relevant
documents were found. This shows that the trend of research related to the use of social media to su-
pport the climate justice movement has increased over the past decade, namely in the period 2014-2024.
With a significant increase seen from 2018-2023. Moreover, the highest in 2023 was 131 documents. As
of 10 May 2024, the literature search identified 77 relevant documents published that year, indicating
a continued increase in research on the use of social media to support the climate justice movement.
We filtered by subject area focused on “Social Sciences” and “environmental sciences” and found 373
articles. We followed by sorting by document type and only included “article” limiting the selection
down to 265 documents, and then filtered by Language to identify 255 documents in “English”. Next,
we used the Source type “journal” filter and got 254 documents; furthermore, after the publication stage
filtering, were 242 documents in the “final” category.

Table 2. The inclusion and exclusion criteria.

Criteria Inclusion Exclution

Period 2014-2024 2013 and below

Subject Area Social Sciences and environmental Other Subject

sciences

Document Type Article Book chapter, Review, Conference
papera
Book, Editorial, Letter, Short survey

Language English Non-English

Source type Journal Conference proceeding, book series,
book, undefined and trade journal.

Publication Publish/Final Article in press

Stage

Eligibility

In the eligibility process of a systematic review, researchers manually assess the retrieved articles
to ensure that they fit the predefined criteria. This step involves reviewing the title and abstract of the
article to determine if it meets the inclusion criteria set during the screening process (Okoli, 2015). At
this step, our selection method is carried out by reviewing the title and abstract of the article that has
passed the previous stage. Articles that do not explicitly address the role of social media in the climate
justice movement, do not have appropriate empirical base, or do not establish relevance to the research
problem will be excluded from the list. In this process, a total of 176 items were removed, leaving 66
articles that were judged appropriate for further examination.
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Included

Articles that have passed the title and abstract selection are then assessed thoroughly by reading the
entire text. This review is carried out to ensure that the article actually fits the inclusion criteria that have
been defined and has a meaningful contribution to the systematic literature review. Of the 66 articles
that entered this stage, 2 articles were removed because they did not provide sufficient empirical data,
only discussed social media in general without showing a connection to activism in the climate justice
movement, or did not present findings that could be codified in the study synthesis. Thus, 64 publications
were finally used in this review, ensuring that only research with strong relevance were included in the
final analysis.

Result
Bibliometric Study

The following explains the trend of research publications on “social media in the climate justice
movement” based on data from the Scopus database from 2014 to May 2024. As shown in (Figure 1).

Trend publication by Year

140
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Figure 1. Publication trends based on the quantity of documents regarding
‘Social media in climate justice movement’ in 2014 to May, 2024.

The publication trend on “Social media in the climate justice movement” has steadily increased over
the past decade. The number of relevant publications jumped from 10 in 2014 to 131 in 2023, indicating
a significant surge of research interest in this area. Figure 2. shows ten journals that published the most
articles related to “Social media in climate justice movement” based on the Scopus database search con-
ducted for this systematic review.
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Figure 2. Top 10 Journals Based on Source of Documents.

Based on the findings, the most prolific journals in this field tend to be in Quartile 1 and Quartile 2,
suggesting that the research in this domain is being published in high-impact and influential academic
journals in Scopus. Journal Sustainability (Q1 with SiteScore 6,8), Environmental Communication (Q1
with SiteScore 6,3); Plos One (Q1 with SiteScore 6,2), Climatic Change (Q1 with SiteScore 10,2), Social
Media And Society (Q1 with SiteScore 9, 2), International Journal Of Environmental Research And
Public Health (Q2 with SiteScore 7,2), Media And Communication (Q1 with SiteScore 5,8), Internatio-
nal Journal of Communication (Q1 with SiteScore 2,7), Environmental Research Communications ( Q1
with SiteScore 3,5), Environmental Science And Policy ( Q1 SiteScore 10,9)

Figure 3. Top 5 Document Types

Figure 3 presents the distribution of documents related to “social media in climate justice move-
ment” based on the Scopus database search. Most of the documents are Journal Articles (69%), followed
by Conference Papers (13%), Book Chapters (9%), Review Articles (6%), and Book (3%). The predo-
minance of journal articles suggests that the research in this field is primarily disseminated through
peer-reviewed journal publications, considered the most rigorous and impactful outlets for scholarly
communication.
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Figure 4. Top 5 Subject Areas

Based on the subject area analysis, the most relevant fields for research on “social media in climate
justice movement” are Social Sciences (40%), Environmental Science (25%), Computer Science (16%),
Medicine (10%) and Earth and Planetary Sciences (9%). This finding indicates that the impact of social
media on climate justice movements is a multidisciplinary topic, drawing upon expertise from various
academic disciplines. The significant representation of Social Sciences and Environmental Science alig-
ns with the core focus of this systematic review. At the same time, computer science and medicine are
included, which suggests the interdisciplinary nature of this research domain.

Mapping of Research by VOSviewer

In this section, we analyze the topics and themes emerging from the literature on “social media in
climate justice movement” using VOSviewer, a software tool for visualizing and analyzing bibliometric
networks. Figure 5 shows the co-occurrence network of keywords extracted from the 66 articles in the
systematic review. The filter is based on a minimum of 4 occurrences of a keyword, resulting in 95
keywords meeting the threshold.
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Figure 5. Mapping of Research by VOSviewer

The analysis reveals 4 clusters of keywords, each representing a dominant research theme in the
field. Cluster 1 (Red): This cluster is characterized by keywords like “action,” “Activism,” “climate,”
“climate crisis,” “environmental activism,” and “social movement.” This cluster highlights the emphasis
on grassroots mobilization, collective action, and the urgency to address the challenges posed by the cli-
mate crisis. Cluster 2 (Green): This cluster is centered around keywords such as “climate change,” “so-
cial medium,” “
in enabling and organizing climate action movements and the impact of these movements on addressing
climate change. Cluster 3 (Blue): This cluster is dominated by “rule,” “strategy,” “issue,” “campaign,”
and “impact.” This cluster emphasizes the strategic use of social media by various stakeholders, inclu-
ding activists, organizations, and governments, to shape climate justice movements’ narratives, issues,
and impacts. Cluster 4 (Yellow): Lastly, this cluster features keywords like “relation,”

climate action,” and “and organization.” This cluster focuses on the role of social media

99 ¢,

audience,” “ac-
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99 ¢

tivist,” “influencer,” and “youtube”, suggesting a focus on the critical actors involved in climate justice
movements and their relationships, including the role of influential individuals and online communities.
Overall, the keyword analysis reveals how social media has transformed the climate justice movement,
from enabling grassroots mobilization and collective action to shaping strategic narratives and cam-
paigns and influencing different stakeholders’ dynamics.

The Role of Social Media in Climate Advocacy

The findings from the systematic review outline how social media has increasingly become an
indispensable tool for climate justice movements. In a world with smaller and smaller barriers to col-
lective action, social media allows more and more people to be a part of climate activism, interacting
and engaging with one another more powerfully than ever before. Social media has revolutionized
communication about salient public issues such as climate change by offering new avenues for public
(Martiskainen et al., 2020; Pearce et al., 2019b). Online discussions on platforms like Twitter address
historical processes leading to the oppression of Indigenous and Aboriginal Peoples, shedding light on
complex patterns of social, political, and economic discrimination that persist (Schweitzer et al., 2023).
Climate justice activism, exemplified by movements like the “School Strike 4 Climate,” spearheaded by
prominent figures like Greta Thunberg, has gained momentum through social media, demonstrating the
influence of online platforms in mobilizing global environmental movements (Boulianne, Lalancette,
et al., 2020b). Social media discourse during natural disasters like California wildfires has influenced
climate change narratives on platforms like Twitter, reflecting the intersection of environmental events
and online conversations (Ko et al., 2024).

The public’s engagement with climate change on social media platforms like Facebook has em-
powered individuals to share concerns, express opinions, and advocate for environmental action, am-
plifying the reach and impact of climate change discussions (Deo & Prasad, 2020; Gunster, 2022). The
integration of compelling visuals and strategic hashtags amplifies visibility and engagement, demons-
trating the capacity of social media to create a sense of urgency and collective action among supporters
(Leon et al., 2022; San Cornelio et al., 2023). Within sustainability communication, platforms like
Instagram have emerged as central hubs for sharing visual narratives on the environmental crisis and
reshaping public discourse on climate change through engaging visual content (San Cornelio et al.,
2023). Environmental non-governmental organizations (NGOs) have effectively utilized social media
for fundraising and engaging audiences, employing rich media content and catchy taglines to inspire
environmental action (Comfort & Hester, 2019; H. Kim et al., 2024; Leodn et al., 2022; San Cornelio et
al., 2023; Vu et al., 2021).

Digital activism within environmental justice movements is characterized by these interconnected
strategies that not only promote awareness but also foster community engagement and political action.
Through environmental advocacy on platforms like Twitter (Deo & Prasad, 2020), celebrities have
also influenced the public’s perception and behaviors regarding climate change. Recently, social media
has been an influential and great avenue to market the green economy, debate on climate change, and
promote sustainable development goals. It has reshaped how communication and public mobilization
around environmental issues are framed, from creating public opinion to collective action in the digital
space. In the context of climate justice activism, social media has become a core site for the framing of
political issues and collective action, one that is at least partially de-centered from traditional mains-
tream news (Chen et al., 2023b; Gunster, 2022; McLean & Fuller, 2016). Activists leverage social media
to manipulate public opinion and mobilize communities, similar to tactics seen in corporate institutions
(Stier et al., 2018; Wielk & Standlee, 2021). The synergy of social media campaigns, online petitioning,
virtual participation, and the strategic use of data illustrates a transformative approach to environmental
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advocacy that resonates with contemporary audiences. Virtual participation through webinars, online
discussions, and community forums has emerged as another critical aspect of digital activism. These
platforms provide opportunities for participants to enhance their environmental literacy and contribu-
te to meaningful dialogues regarding climate justice. (Martiskainen et al., 2020) reveals that climate
strikers actively engage in discussions that shape their collective identity and actionable motivations.
This engagement not only informs participants but also fosters a sense of community and shared res-
ponsibility among stakeholders in the digital space (Haugestad et al., 2021). Furthermore, the use of
data and visual evidence has become increasingly important in amplifying the impact of environmental
activism. Activists leverage scientific data, satellite imagery, and infographics to provide tangible proof
of environmental damages and advocate for action effectively. Evidence points to the successful appli-
cation of visual narratives in communicating complex climate issues, making them more accessible and
urgent (Qian et al., 2024).

Actors, Mobilization, and Collective Action Online.

The review findings indicate that social media have enabled the involvement of many actors in cli-
mate justice movements, from individual citizens to nonprofit organizations, activist groups, and politi-
cal leaders. Online platforms reduce the threshold to collective action, which enables more people to get
involved in climate advocacy and better coordinate their efforts. Social media reduce collective action
barriers and, therefore, have enabled climate activists to organize and mobilize themselves in record
time across the globe. Thus, social media platforms have allowed for quick information dissemination,
the organization of protest activities, and the amplification of voices of the most marginalized, contri-
buting to increased growth and influence in the climate justice movements (Askanius & Uldam, 2011b;
Chen et al., 2023b; Uldam, 2018). Through the use of hashtags (Boulianne, Lalancette, et al., 2020b;
Chen et al., 2023b; Cody et al., 2015; Haugestad et al., 2021), online petitions (Titifanue et al., 2017),
and viral social media campaigns (Bolsen & Shapiro, 2018; Deo & Prasad, 2020; Pearce et al., 2019b;
Sorce, 2023; Wielk & Standlee, 2021), today climate activists are in a position to organize protests and
demonstrations in large numbers with increased rapidity. This has drawn unprecedented attention from
the public eye to take immediate action against climate change (Bolsen & Shapiro, 2018).

While social media have allowed transnational alliances and coalitions in climate justice move-
ments to emerge much more quickly than in the past, there is a cross-border flow of ideas, strategies,
and resources among them. It includes the cooperation, advocacy, and mobilization of climate strikers,
social media influencers, N.G.O.s, youth-led activist organizations, Indigenous groups, and global mo-
vements such as Fridays for Future, finding solutions to environmental challenges and concerns related
to sustainability. Twitter, Instagram, and TikTok have become integral parts of such actors’ information
dissemination and personal narrative-sharing activities, right through to coordinating collective action
(Fernandez-Zubieta et al., 2023; Haastrup & Marshall, 2024). Through social media, subaltern groups
can amplify their voices, holding policymakers, corporations, and international agencies accountable
(Fernandez-Zubieta et al., 2023; Hilder & Collin, 2022; Martinez-Alier et al., 2016), present struggles
of the global environmental justice movement; concerning climate justice, EJOs played critical roles in
coining and developing this concept. (Chen et al., 2023b) investigate what type of actors participate in
climate movement activities by advocating for ‘political action, policy change and social justice issues
on climate change’ using Twitter.

Moreover, social media influencers, as explored by (Haastrup & Marshall, 2024; Hestres, 2014;
Peter & Muth, 2023; Rim et al., 2020), have increasingly played a role in shaping political opinions and
actions, including advocating for climate justice and sustainability. The role of N.G.O.s in framing cli-
mate change on social media platforms like Facebook is highlighted by (Katz-Kimchi & Manosevitch,
2015; Vu et al., 2021), underscoring the importance of organizational messaging in engaging audiences
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with climate-related content. The Idle No More movement focuses on Indigenous resistance and envi-
ronmental justice, positioning its activities against neo-colonialism, exploitation, and environmental
degradation (Schweitzer et al., 2023). The Fridays for Future movement, as examined by (Haugestad
et al., 2021; Sorce, 2023), represents a global youth-led climate activism initiative that has mobilized
individuals worldwide to demand urgent action on climate change. Moreover, the role of social media
platforms like Twitter in supporting digital campaigns and activism by movements like Fridays for Fu-
ture showcases the significance of online engagement in climate justice advocacy (Sorce, 2023).

Challenges and Constraints in Digital Activism

The dynamics of online citizen movements have evolved dramatically with the proliferation of
social media, allowing for greater engagement in digital activism. Social media platforms have emer-
ged as essential tools for activists aiming to raise awareness, mobilize supporters, and create dialogues
around pressing social and environmental issues. However, despite these advantages, various challen-
ges confront digital activism today. Digital activism has gained prominence as technology has advan-
ced, enabling individuals and groups to mobilize around various causes via online platforms. However,
it also faces numerous challenges that can impede its effectiveness.

One of the primary issues confronting digital activism is digital repression, which is often mani-
fested through content blocking and rigorous surveillance imposed by state authorities. Governments
employ digital surveillance tactics to monitor and suppress activist activities (Elliott & Earl, 2016). This
form of repression has severe implications for free expression and collective organization among acti-
vist movements, functionally stifling their efforts to mobilize support and engage with broader audien-
ces (Uldam, 2018; Wielk & Standlee, 2021). The state’s deployment of such technologies often entails
sophisticated monitoring of not only content but also the behaviors and networks of activists, effectively
chilling dissent and limiting public discourse (Uldam, 2018). These platforms are subject to algorithmic
manipulations which can skew visibility and erode genuine community engagement, complicating the
pathways from online activism to real-world action (Sorce, 2023; Treré, 2016). The user interactions on
these platforms often depend on emotional resonance and storytelling, but the overstimulation associa-
ted with digital activism can lead to desensitization, reducing the likelihood of sustained engagement
(Deb et al., 2023; Ko et al., 2024; Martiskainen et al., 2020). This stifling environment not only surveils
dissidents but can also lead to punitive actions against activists, resulting in further chilling effects on
online participation (Ruiu & Ragnedda, 2017). Consequently, the fear of surveillance acts as a deterrent
to engagement in digital activism and discussions surrounding sensitive topics.

Another prominent challenge faced by digital activism is the spread of disinformation and
greenwashing, particularly regarding environmental movements. The proliferation of false information
can undermine these movements by creating confusion around genuine issues and obscuring the factual
basis of environmental concerns. Disinformation campaigns, often orchestrated by various stakehol-
ders, can mislead the public and dilute the credibility of climate-related activism (Jacqmarcq, 2021).
This manipulation of information not only hinders public understanding but also assists in the perpetua-
tion of narratives that favor corporate interests over environmental sustainability (Fernandez-Zubieta
et al., 2023). The Twitter platform exemplifies the ambivalent role of social media in environmental
discourse. Studies have highlighted that Twitter effectively acts as both a tool for mobilization and a
breeding ground for misinformation related to environmental issues, as various interests vie for public
attention (Chen et al., 2023b; Stier et al., 2018). As activists promote their messages about climate action,
they often find themselves contending with misinformation campaigns that can distort public percep-
tions and undermine their advocacy efforts (Boulianne, Lalancette, et al., 2020b). The phenomenon of
greenwashing complicates the perception of genuine environmental activism; corporations may utilize
misleading marketing strategies to present an impression of sustainability without delivering substantial

151 Estudos em Comunicagdo n°41 (Dezembro, 2025)



Mobilizing Climate Justice Online: A Systematic Review of Social Media’s Impact on Advocacy

action (Mutsvairo & Ragnedda, 2017). This tactic can mislead consumers and activists alike, diverting
attention from more impactful activism and creating a false sense of achievement regarding environ-
mental progress (Discetti & Anderson, 2022). Companies that engage in greenwashing often utilize
digital platforms to disseminate their misleading claims, further complicating the landscape for genuine
environmental campaigns (Discetti & Anderson, 2022).

Furthermore, the increasing reliance on digital platforms can lead to “slacktivism,” where indi-
viduals may feel a false sense of participation through mere online engagement without substantial
follow-through in offline actions (Duplaga, 2017; Le6n et al., 2022; Smith et al., 2019). The term “slack-
tivism” is often employed to describe the disengagement frequently observed after online participation
in activist campaigns. Many social media movements spur initial interest or even participation in related
offline events. However, empirical studies indicate that such online engagements occasionally do not
correlate with tangible actions, such as voting or active protest participation (McLean & Fuller, 2016;
Smith et al., 2019). While some argue that online engagement can foster a sense of community or iden-
tity among participants, the actual commitment to advocacy can be minimal in the absence of sustained
offline efforts (Leon et al., 2022; Smith et al., 2019). For instance, an exploratory analysis examining the
Fridays for Future movement found that while social media can raise awareness, it does not guarantee
subsequent engagement in climate activism outside the digital sphere (Boulianne & Ohme, 2022).

Political polarization in digital spaces has also intensified with the rise of climate change denia-
list movements, which actively undermine environmental activism through strategic misinformation
campaigns (Bolsen & Shapiro, 2018; Ruiu & Ragnedda, 2017). Such polarization obstructs productive
dialogue and collaboration among diverse groups, and it can also lead to online harassment of clima-
te activists, dissuading meaningful participation in environmental advocacy (Barrios-O’Neill, 2021;
Mutsvairo & Ragnedda, 2017). These groups disseminate misinformation, undermine the scientific
consensus, and challenge the credibility of climate activists, leading to a fragmented debate on envi-
ronmental issues (Chang & Park, 2020; Oktavianus & Davidson, 2023). Moreover, denialists exploit the
open nature of social media to spread alternative narratives that often appeal to emotional rather than
evidence-based arguments, further polarizing public opinion (Skorié et al., 2021). In the digital sphere,
users often encounter echo chambers that reinforce their existing beliefs, intensifying polarization arou-
nd contentious issues such as climate change (Skori¢ et al., 2021). Consequently, social media platforms
can amplify extreme viewpoints, making it challenging for moderate voices to prevail in the public dis-
course. The anonymity and reach of these platforms enable users to engage in aggressive tactics against
environmental activists, contributing to an atmosphere of hostility and resistance against progressive
climate action (Collin, 2012).Furthermore, the interaction between activists and denialists showcases a
critical aspect of modern digital activism. While environmental activists increasingly utilize social me-
dia to promote awareness and drive collective action, they simultaneously confront aggressive counter-
-narratives that seek to delegitimize their efforts (Ruiu & Ragnedda, 2017). Platforms like Twitter have
become essential in the framing of climate discussions, yet this has led to a dual presence: on one hand,
they can mobilize support and raise awareness, while on the other, they allow for the dissemination of
hostile and misleading content about climate science (Chen et al., 2023b).

This dynamic not only complicates the mission of these movements but may also deter new poten-
tial allies from engaging with the causes, exacerbating the challenges faced by activists (Kwon et al.,
2014). As (Fernandez-Zubieta et al., 2023) elaborated, the Fridays for Future movement, while effective
in rallying youth around climate action, is simultaneously faced with targeted attacks from denialists
who leverage the same tools for oppositional messaging. The algorithmic nature of social media further
complicates this ecosystem, as engagement metrics can prioritize sensationalist or polarizing content,
often at the expense of informed discussions (Sorce, 2023). The rising threat of online harassment and
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misinformation against activists can have chilling effects on their willingness to participate publicly or
organize collective actions, thus impeding the overall progress of environmental movements in digital
spaces (Meyer et al., 2023).

Despite its challenges, digital activism remains vital for environmental justice movements, es-
pecially when integrated with offline mobilization and policy advocacy. Hybrid strategies, as seen in
Fridays for Future and #StopAdani, show that while social media raises awareness, real impact comes
from translating online engagement into sustained action like protests, lobbying, and legal efforts. To
counter slacktivism, denialism, and polarization, activists must adopt multi-platform strategies, fact-
-checking collaborations, and offline deliberation spaces to foster credibility and inclusivity. Ultimately,
the effectiveness of digital activism depends on its adaptability—movements that synchronize online
engagement with real-world action are more likely to sustain momentum, influence policy, and drive
systemic change.

Discussion

Social media has transformed the climate justice movement by democratizing storytelling about
environmental issues, creating space for various actors to take action, and allowing for the rapid organi-
zation of collective action worldwide. Unlike traditional media, which has conventionally privileged the
voices of elites, often white and Western, social media allows grassroots activists to share their stories,
analyses, and visions of climate justice. This is a significant shift, as it expands the voices and expe-
riences present in climate discourse, enriching the inclusiveness of this conversation on environmental
challenges. Social media use in the fight for climate justice is not without its difficulties. The role of
various actors within digital mobilization enhances the effectiveness of environmental activism. While
traditional environmental organizations remain vital, the increasing influence of individual activists,
scientists, and digital influencers reflects a shift towards networked activism, which allows for decen-
tralized mobilization (Stier et al., 2018; Yang & Taylor, 2021). These dynamics enable rapid responses
to environmental crises while posing challenges regarding the sustainability of engagement, especially
when relying on viral trends that may lack long-term organization and commitment (Deb et al., 2023).

Despite the significant potential of digital activism in environmental justice movements, there are
considerable challenges and limitations that impede its effectiveness. Digital repression is a prominent
obstacle faced by activists worldwide, as governments often impose strict surveillance measures and
block access to content that supports environmental advocacy. As (Elliott & Earl, 2016; Uldam, 2018)
discusses the implications of moving from alternative media platforms to commercial social media,
noting that while activists benefit from increased visibility, they also face heightened risks associated
with government and corporate surveillance. The prevalence of disinformation and greenwashing con-
tributes to weakening environmental movements. Disinformation campaigns propagate false narratives
about climate change that can mislead the public and erode trust in scientific consensus. As highlighted
by (Bolsen & Shapiro, 2018), media polarization on climate issues complicates public understanding
and often fuels resistance against environmental advocacy. (Oliveira et al., 2023) analyze the challenges
facing the movement, including the spread of misinformation and the polarization of opinions, which
can inhibit active participation. Expanding access to information and constructive public dialogue re-
mains key to countering the negative effects of social media algorithms which can amplify the spread
of disinformation and hinder more accurate narratives. Algorithms that organize information on social
media play a major role in shaping people’s perceptions, often resulting in echo chambers where only
ideas that resonate are visible, while information that does not resonate is ignored (Sprengholz et al.,
2023). (Trer¢, 2016) elaborates on social media platforms can empower marginalized voices, they also
obscure the complexity of climate-related struggles. His exploration into the “algorithmic manufactu-
ring of consent” raises concerns that social media may limit the diversity of narratives and dissenting
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viewpoints, which are critical to a comprehensive understanding of the climate crisis. This can lead to
a homogenization of the activism discourse, where significant structural issues are sidelined in favor of
catchy, viral messages designed to attract likes and shares.

Another problem that poses a serious challenge to climate activism is “slacktivism.” The term
refers to instances when individuals click the “like” button or share a post on social media and imme-
diately feel they have made a big contribution to a cause, without engaging in more more meaningful
offline activities (Garcia et al., 2023). As (Jenzen et al., 2021) argue in their analysis of the Gezi Park
movement, the aesthetics of protest transmitted through social media can sometimes overshadow the
underlying causes, resulting in a form of activism that is more about “likes” and shares than substantial
societal change. Slacktivism complicates this dynamic by fostering a false sense of accomplishment
among participants. Individuals feel they have made a meaningful contribution simply by engaging in
low-effort online activities (Smith et al., 2019). Such behavior can create an illusion of participation and
commitment, ultimately detracting from the mobilization of grassroots efforts necessary for effective
climate action (Isaakidou & Diomidous, 2022). The spread of misinformation is another significant
drawback of social media engagement. This phenomenon can perpetuate a cycle of superficial enga-
gement with issues that require sustained, tangible efforts for meaningful impact. Social networking
sites can efficiently spread misinformation, contributing to public confusion and distrust of scientific
consensus (Amazeen et al., 2023).

The growing climate denialism and political polarization further complicate the landscape for digi-
tal activism. Activists increasingly face opposition from groups that reject environmental science, which
not only undermines credibility but can also catalyze hostility towards advocates. Nielsen emphasizes
that the fragmented digital sphere creates challenges for activists, as they must navigate misinformation
campaigns and organized resistance against established scientific findings (Bolsen & Shapiro, 2018;
Ruiu & Ragnedda, 2017). Such divisions can significantly disrupt efforts to mobilize public opinion and
enact policy changes. There is substantial evidence that social media has been a transformative force in
the climate justice movement. It has played a crucial role in new forms of mobilization, narrative-bui-
lding, and cross-pollination that have increased visibility, resonance, and impact. However, based on
this review, it is essential to use social media critically, recognizing both its potential and its limitations.
Further research will be essential as the relationship between social media, climate justice movements,
and sustainability becomes increasingly complex and continues to evolve. To advance climate justice,
social movements must navigate the pitfalls of social media while leveraging its potential for transfor-
mative change, utilizing digital technologies effectively in their fight for meaningful and long-term
progress.

Conclusion

The findings from this systematic review have documented how social media platforms reshape the
landscape of climate justice movements. It has empowered the voices of marginalized communities to
rise and tell their stories, demanding accountability from policymakers and global institutions. Thus,
the strategic employment of online platforms has allowed climate activists to manage collective action,
frame public narratives, and promote a bottom-up approach that is more inclusive and equitable in
response to the urgency brought on by the climate crisis. At the same time, this review also underlined
some crucial limitations and risks associated with overreliance on social media, which include slack-
tivism, misinformation challenges, and the possibility of corporate-controlled digital infrastructures.

It will be important in the continued development of the climate justice movement that such challen-
ges are negotiated while mobilizing the potentially transformative power of social media in nuanced,
critical ways. Another key direction for future research concerns the complex interplay between social
media, policymaking, and global climate governance. While these climate justice movements have used
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social media to challenge the existing configuration of power and to call for more equitable and inclusi-
ve forms of climate action, how have these digital disruptions influenced the dynamics of international
climate negotiations, national climate policies, and multilateral climate agreements? These exciting
intersections are crucial in assessing how social media has and will continue influencing the climate
justice landscape.
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Resumen

Este estudio analiza el impacto de los testimonios sobre trans-
formacion fisica difundidos en redes sociales, especialmente
aquellos que utilizan imagenes del tipo “antes y después”, en
los habitos alimentarios, la percepcion corporal y el pensa-
miento critico de los usuarios. A partir de una metodologia
cualitativa basada en 12 grupos de discusion con 80 parti-
cipantes segmentados por edad, género y nivel de practica
deportiva, se exploraron tres objetivos: la adecuacion de las
redes para promover una alimentacion saludable, los perfiles
idoneos para difundir estos mensajes y los efectos de los tes-
timonios corporales. Los resultados revelan una percepcion

ambivalente: mientras algunos usuarios encuentran inspi-
racion en estos contenidos, la mayoria denuncia efectos ne-
gativos como la frustracion, la presion estética, la confusion
informativa y la promocién de expectativas poco realistas.
Los participantes reclaman mayor rigor cientifico, regulacion
ética y diversidad corporal en la representacion. Se concluye
que, aunque las redes tienen potencial para fomentar habitos
saludables, deben desarrollarse estrategias comunicativas y
normativas que refuercen su funcion educativa y reduzcan su
impacto nocivo.

Palabras clave: redes sociales, testimonios, transformacion corporal, imagen corporal,

alimentacion saludable, salud mental, influencers.

“Before and after” on social media: narratives of physical trans-
formation and their impact on eating habits and body perception

Abstract

This study explores the impact of visual testimonials depic-
ting body transformations, particularly “before and after”
images, on users’ eating habits, body perception, and critical
thinking on social media. Using a qualitative methodology
based on 12 focus groups with 80 participants segmented
by age, gender, and level of physical activity, the study ad-
dresses three goals: assessing the suitability of social media
to promote healthy eating, identifying trustworthy profiles
to disseminate such messages, and analyzing the effects of
testimonial content. Results reveal an ambivalent perception:

while some users feel inspired, most report negative con-
sequences such as frustration, body pressure, information
overload, and unrealistic expectations. Participants demand
greater scientific rigor, ethical regulation, and more inclusi-
ve body representations. The study concludes that, although
social media platforms have the potential to support healthy
behaviors, it is necessary to develop communicative and re-
gulatory strategies to enhance their educational function and
mitigate harmful impacts.

Keywords: social media, visual testimonials, body transformation, body image, healthy eating, influencers, mental health.

Data de submissao: 2025-04-10. Data de aprovagao: 2025-10-24.

Revista Estudos em Comunicagao ¢ financiada por Fundos FEDER através do Programa Operacional Factores de Competitividade —
COMPETE e por Fundos Nacionais através da FCT — Fundagao para a Ciéncia e a Tecnologia no dmbito do projeto LabCom — Comunica-

¢do e Artes, UIDB/00661/2020.

FCT

Fundagio para a Ciéncia e a Tecnologia

QUADRO

DE REFERENCIA
ESTRATEGICO
NACIONAL
[uawiriva's

COMPETE

Estudos em Comunicagdo n°41, 162-178

o 8

22 LABCOM _
— I l =& LABORATORIO DE
oS £%  COMUNICAGAO

Dezembro de 2025



Renata Canevari-Modernel, Arantxa Vizcaino-Verdu, Beatriz Feijoo & Jests Diaz-Campo

Introduccion

1 vinculo entre el uso de las redes sociales y el bienestar va mds alld de las horas que los usuarios

pasan conectados a Internet, ya que el impacto que estas tienen sobre el comportamiento de los
individuos se mide también por los contenidos a los que estdn expuestos, asi como a su actividad e inte-
raccion con otros usuarios (Ryding et al., 2024).

Las redes sociales se han convertido en un medio relevante para la difusion de temas de salud pu-
blica (Petkovic et al., 2021) y un canal de referencia a los que los internautas recurren para informarse
a ese respecto. Uno de los temas mas populares relacionados con la salud en las redes gira en torno del
fitness (Durau et al., 2022) y de la nutricioén (Luo et al., 2023; Klassen et al., 2018).

En los Glltimos afios ha aumentado el interés de los comunicadores que utilizan las redes para hablar
de nutricion y actividad fisica (We Are Social, 2020) y profesionales e instituciones publicas de salud,
aprovechan el crecimiento de estas plataformas para divulgar contenidos que promueven una mejora del
comportamiento de los usuarios en torno a estas dos cuestiones (Rounsefell et al., 2019).

Se ha constatado que las redes sociales pueden ser una herramienta potencialmente util en lo que se
refiere a un cambio de comportamiento de sus usuarios para que elijan un estilo de vida mas saludable
(Klassen et al., 2018).

Segun la Teoria Cognitiva Social (Bandura, 2001), los individuos aprenden por la observacion de
un modelo de comportamiento, que, a su vez, puede ejercer sobre ellos una influencia motivacional: “El
conocimiento de los procesos de modelizacion ofrece una orientacion informativa sobre como capacitar
a las personas para efectuar cambios personales, organizativos y sociales” (/dem, p. 18).

De acuerdo con esa teoria, se parte de la premisa de que los influencers que comparten su estilo
de vida fitness y habitos de alimentacion saludables en redes pueden influir en las costumbres de sus
seguidores (Durau et al., 2022).

Estos influencers fitness, conocidos como fitfluencers, son influencers que comparten contenidos
a sus seguidores en sus perfiles en redes sociales. Se han convertido en referentes de un estilo de vida
saludable, inspirando y motivando a sus seguidores a la practica de la actividad fisica (Durau, 2024).

En este contexto nace también el fenomeno Fitspiration (o fitspo) que busca inspirar a las personas
a través de plataformas digitales a “hacer ejercicio y comer de forma saludable” (Holland & Tiggemann,
2016) (Carrotte et al., 2017) (Jerénimo y Carraga, 2022). El movimiento ha ganado popularidad en la
ultima década, dado que los usuarios a menudo acceden a estas cuentas en busca de inspiracion (Nuss
& Liu, 2024).

En un analisis realizado sobre los diez mayores fitfluencers en Espana (categorizados por el nimero
de seguidores, de publicaciones, likes y tasa de engagement), se constatd que ademas de fomentar la
actividad fisica, sus recomendaciones se extienden a la alimentacion y planes de entrenamiento perso-
nalizados (Metricool, 2023). Patri Jordan (@patryjordan) la fitfluencer con mas seguidores en Espafia
(1.3 millones de seguidores en Instagram), comparte rutinas de ejercicio, ademas de dar consejos sobre
nutricion y autoconfianza (Jordan, P., 2023).

Es irrefutable la existencia de la influencia positiva de los fitfluencers en el comportamiento de
sus seguidores que buscan mejorar sus habitos alimentarios y practicar actividades fisicas para estar
mas sanos (Durau et al., 2022; Klassen, 2022; Tricas-Vidal et al. 2022). Pese a ello, Ekinci et al. (2025),
destacan algunas consecuencias negativas inherentes a la “cultura influencer”, entre ellas, la desinfor-
macion e insatisfaccion con su fisico por parte de sus seguidores.

Sobre ello Buchanan et al. discuten en su estudio que los fitfluencers pueden contar o no con la
capacitacion, certificaciones y experiencia necesaria para respaldar la informacion que difunden (2023),
mientras que Marocolo et al. (2021) dejan entrever en su investigacion que la calidad cientifica de la
informacion publicada es cuestionable.
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Por otro lado, Amondarain (2024) destaca el gran nimero de estudios que han sefialado que el prin-
cipal objetivo de la fitspiration en la promocion de la actividad fisica es el de mejorar el aspecto fisico
en lugar de promover la salud. Para la autora, este enfoque fundamentado en lograr objetivos estéticos
contribuye a que aumente la insatisfaccion sobre el fisico (body image) entre los usuarios (Carrotte, et
al., 2017). Fardouly y Vartanian (2016) sefialan que el uso de redes sociales se asocia con preocupaciones
sobre la imagen corporal tanto en hombres como en mujeres. No obstante, las mujeres parecen ser mas
propensas a las comparaciones en lo que respecta a su autoestima, mientras que los hombres parecen
tener una percepcion mas optimista sobre la influencia de las redes y su imagen corporal (Mahon &
Hevey, 2021).

En un medio que sigue escasamente regulado (ONU, 2023), se carece de normas sobre ‘quiénes’ es-
tan capacitados para difundir contenidos sobre los habitos saludables al publico (Marocolo et al., 2021).
Sobre ello, Deutsch (2023) subraya la existencia de una brecha considerable entre los distintos métodos
de comunicacion utilizados por Sujetos Expertos en la Materia (SEM) y los Social Media Influencers
(SMI). La autora también destaca la ventaja que tienen los influencers -que usan tacticas persuasivas,
creatividad, habilidad natural de atraer a grandes publicos- sobre algunos expertos (SEM) en materia
de salud y bienestar (wellness).

El gobierno espaiiol hizo un intento de regular los contenidos publicados por los influencers en
cuestiones de salud a través de la Ley 13/2022, de 7 de julio, General de Comunicaciéon Audiovisual,
bien como del Real Decreto 444/2024, por el que se regulan los requisitos a efectos de ser considerado
usuario de especial relevancia de los servicios de intercambio de videos a través de plataforma.

Segun el Art. 123, que recoge algunos aspectos de las Comunicaciones comerciales audiovisuales
que fomenten comportamientos nocivos para la salud, se prohibe la publicidad sobre “medicamentos,
productos sanitarios o métodos con pretendida finalidad sanitaria” (Ley 13/2022, de 7 de julio). Sin
embargo, materiales mas especificos, como la nutricién o actividades fisicas, siguen sin un respaldo
juridico que proteja a los usuarios que se sienten atraidos por contenidos de alto apelo visual y deposita
su confianza sobre los influencers (Feijoo et al., 2023).

Objetivos y metodologia

Este estudio tiene como objetivo analizar como influyen los testimonios visuales sobre transforma-
cion fisica difundidos en redes sociales —especialmente aquellos que muestran comparativas “antes y
después”— en los habitos alimentarios, la percepcion corporal y el pensamiento critico de los usuarios.
Para alcanzar este propoésito, se plantearon tres objetivos especificos:

- (O1) Analizar la adecuacion de las redes sociales en la promocion de una alimentacion saludable.

- (O2) Identificar el tipo de perfiles mas apropiados para compartir contenidos sobre alimentacion
saludable en redes sociales.

- (O3) Explorar los efectos de los testimoniales en torno a la transformacion fisica en redes sociales.

El analisis se desarrolld a través de metodologia cualitativa basada en la técnica de los grupos de
discusion. La muestra estuvo compuesta por 80 participantes residentes en diferentes regiones de Es-
paia, organizados en 12 grupos de discusion. La segmentacion de los grupos atendio6 a tres criterios
principales: (1) el nivel de practica deportiva, (2) el rango de edad (3) y el género.

En cuanto al nivel deportivo, se establecieron tres categorias que diferenciaban a los participantes
segun la frecuencia semanal de actividad fisica: (a) alto (practica deportiva casi diaria), (b) medio (al
menos una vez a la semana) y (c) bajo (al menos una vez al mes). La variable edad se estructuroé en cua-
tro franjas etarias: 18-24 afos, 25-34 afos, 35-44 afios y 45-54 afos, asegurando la representatividad de
los diferentes momentos vitales en relacion con los habitos de consumo de contenidos en redes sociales.
Si bien el equilibrio de género fue una prioridad en la composicion de los grupos, se observo una ligera
predominancia femenina entre los participantes, lo cual se consider6 en la interpretacion de los resul-
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tados. Aunque la muestra estuvo equilibrada por género, el analisis posterior se centrd exclusivamente
en las variables de edad y nivel de practica deportiva, por considerarse directamente vinculadas con los
propositos del estudio. Por ello, los resultados presentados no se desagregaron por género. La dinamica
de los grupos de discusion sigui6 un guion tematico predefinido que permitié abordar de manera siste-
matica distintos aspectos de la experiencia de los usuarios en redes sociales. Se facilita el guion com-
pleto en Anexo I. Inicialmente, (a) se exploro la relacion general de los participantes con las plataformas
digitales y su exposicion a contenidos sobre alimentacion saludable y cuidado de la apariencia fisica.
A continuacion, (b) se profundiz6 en los efectos percibidos de dicha exposicion en el bienestar fisico,
mental, social y en la autoestima de los usuarios. Mas tarde (c) se abordo la relacion entre los influencers
y las marcas, explorando la confianza depositada en las recomendaciones de productos y la replicabi-
lidad de los comportamientos sugeridos. Y, finalmente, (d) se indagaron las percepciones en torno a la
diversidad corporal en la publicidad en redes sociales, el pensamiento critico frente a la promocion de
habitos saludables y la reflexion ética respecto al contenido publicitario.

La informacion obtenida a partir de los grupos de discusion fue transcrita y analizada mediante el
software de analisis cualitativo MAXQDA. El proceso de codificacion combind un enfoque deductivo,
basado en categorias derivadas del guion de discusion, con una aproximacion inductiva que permitio la
generacion de nuevos codigos emergentes a partir del discurso de los participantes. Aunque se incorpo-
raron algunos analisis de frecuencia y proporcion para ilustrar tendencias, estos datos deben interpre-
tarse como indicadores exploratorios y no como resultados estadisticamente generalizables, dadas las
caracteristicas cualitativas del disefio de investigacion.

Los procedimientos de este estudio fueron revisados y aprobados por el Comité de Etica de la In-
vestigacion de la universidad a la que estd adscrito (se omiten los detalles especificos sobre el pais y el
codigo ético correspondiente para garantizar un proceso de revision por pares en ciego).

Resultados
O1: El papel ambivalente de los testimoniales en la promocion de habitos alimenticios saludables
en redes sociales

Con base en el primer objetivo especifico, se abordo si las redes sociales son un entorno adecuado
para informar sobre alimentacion saludable. El analisis de los discursos de los participantes reveld una
percepcion ambivalente respecto a la capacidad de las redes sociales para constituirse como un entor-
no adecuado para la promocion de una alimentacion saludable. Aunque una parte significativa de los
participantes reconocié el potencial de estas plataformas para difundir informacién sobre nutricion y
bienestar, la mayoria se mostro escéptica respecto a su eficacia y confiabilidad. En particular, un 63%
de los participantes manifestd que, en general, considera que no hay cabida real en redes sociales para
la promocion de una alimentacion saludable, a pesar de que muchos de ellos confirmaran seguir cuentas
vinculadas a contenidos sobre nutricion.

Por un lado, los usuarios reconocian las oportunidades que ofrecen las redes sociales como canales
de difusion masiva, dada su capacidad de comunicacion bidireccional y su potencial para crear comu-
nidades virtuales centradas en estilos de vida saludables. La posibilidad de acceder a consejos nutricio-
nales, recetas, experiencias personales y testimoniales de transformacion fisica se percibia como una
ventaja inherente al entorno digital. Como sintetizaba un participante: “En si misma, per se, internet
puede ser una fuente buena y mala, al mismo tiempo, para publicar este tipo de contenidos. Pero
vamos, si hay gente que se dedica a ello y hace este tipo de contenido, pues, perfectamente valido”
(Grupo 10, 18-24 afos, nivel bajo). Sin embargo, esta potencialidad parecia verse obstaculizada por una
serie de factores estructurales y culturales que limitan la adecuacion real de las redes como espacios
de promocion de habitos alimenticios sanos. Los participantes sefialaron la dificultad de atender a la di-
versidad de necesidades nutricionales de la audiencia. La estandarizacion de mensajes, caracteristica de
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muchos testimoniales de transformacion corporal, ignora las diferencias individuales en edad, género,
condicion de salud o preferencias culturales. Tal como expreso un joven participante: “Hay una pequena
problematica en lo referente a la nutricion de que no todo vale para todos. Eso es algo que siento que
las redes sociales no tienen en cuenta. Tu puedes decir a un nifio que coma sano, que coma tal, pero a
lo mejor a él, por lo que sea, necesita comer eso. No puedes prohibirle ciertas cosas a todo el mundo”
(Grupo 10, 18-24 afios, nivel bajo).

Ademas, surgioé una preocupacion respecto a la necesidad de un planteamiento mas riguroso para
la difusion de este tipo de contenidos. Los participantes demandaban que la informacion compartida
deberia estar basada en evidencia cientifica, subrayando la relevancia de evitar la propagacion de mitos,
bulos o recomendaciones no fundamentadas. No obstante, incluso los contenidos avalados por profe-
sionales titulados fueron objeto escepticismo. Un participante sefialaba, al respecto: “Los nutricionistas
titulados tampoco tienen todo super claro. Vamos, y cada cierto tiempo, pues, se va actualizando la
informacion, el conocimiento que se tiene” (Grupo 10, 18-24 anos, nivel bajo). La evolucion de la inves-
tigacion cientifica, la revision periddica de enfoques nutricionales y los posibles conflictos de interés —
particularmente en contenidos financiados por marcas— fueron sefialados como factores que dificultan
la percepcion de credibilidad en este escenario. Este escepticismo se extendio también a la comprension
de los expertos como figuras mediadoras de prestigio mas que como garantes absolutos de la veracidad.
Tal y como apuntaba otro participante: “Cuando veo al experto me da esa sensacion de que es un inten-
to, un poquito de dar prestigio y de tal, que mds que otra cosa, porque al final, como se demuestra mu-
chas veces, el marketing es capaz de conseguir estudios de, bueno, en muchos sentidos, para el sentido
que quieras, que el aziicar es bueno o el aziicar es malo” (Grupo 9, 35-44 afios, nivel bajo).

Otro aspecto critico abordado en las discusiones fue la necesidad de alejar la promocion de la ali-
mentacion saludable de la representacion de un ideal fisico normativo. Los participantes denunciaron
que muchos testimoniales de transformacion fisica enfatizan unicamente la consecucion de un cuerpo
estéticamente perfecto —musculado, tonificado y delgado—, generando una suerte de presion social y
expectativas irreales que pueden distorsionar la relacion saludable con la alimentacion. Un participante
lo resumia de la siguiente manera:

Yo creo que no es tanto la formacion como la conciencia a la hora de transmitirlo. Porque yo, por
ejemplo, si un influencer me dice ‘hice esto para conseguir este cuerpo’, no me interesa el video. O sea,
si su forma de promocionarlo es unicamente conseguir un cuerpo normativo, sé que no es un video que
me interese porque voy a tener que forzar una dieta que no es la que mi cuerpo esta adaptado. (...) Aht
es donde empiezan las comparaciones horribles a la hora de hacer el ejercicio (...), cuando deberia ser
unicamente que lo estoy haciendo para estar mas sano (Grupo 8, 18-24 anos, nivel medio).

La dimension ética de la promocion en redes sociales también fue objeto de reflexion. Los parti-
cipantes sefialaron que, aunque en teoria la promocion de habitos saludables deberia tener un objetivo
altruista, en tanto que pretende influir positivamente en los comportamientos alimenticios de la socie-
dad, en la practica, las dinamicas de marketing parecen desvirtuar este proposito. Sefialaban que la
popularidad y la profesionalizacion de perfiles online acaban orientando a los creadores de contenido
hacia la priorizacion de la promocion de marcas por encima de la difusion desinteresada de informa-
cion. Como destacaba una participante al respecto: “Hay otra parte de marketing que estda innegable-
mente unida” (Grupo 9, 35-44 aios, nivel bajo). Esta opinion se vio reforzada por la constatacion de que
la publicidad, ya fuera explicita o encubierta, impregna buena parte del contenido difundido en estas
plataformas digitales. Para muchos usuarios, la presencia de publicidad compromete la autenticidad del
mensaje, generando desconfianza. Como explicd un participante: “Si los perfiles ofrecen publicidad,
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el objetivo claramente es ganar dinero. Y si hay perfiles que no publicitan, entonces entiendes que el
mensaje que quieren dar es mas altruista. Pero claro, esos perfiles son minimos” (Grupo 12, 45-54
afos, nivel bajo).

Finalmente, se identificd un problema estructural relacionado con la multiplicidad y la contradic-
cion de los contenidos nutricionales compartidos en redes sociales. Incluso si existieran contenidos ri-
gurosos y éticamente comprometidos, los usuarios parecen enfrentar la dificultad de discernir entre una
oferta cuasi infinita de informaciones divergentes, muchas veces contradictorias. Esta sobrecarga in-
formativa genera confusion, desorientacion y, en ultima instancia, desconfianza generalizada hacia las
recomendaciones nutricionales proyectadas por medio de estas plataformas. Un participante sefnalaba
que: “Nunca sabes de quién fiarte y de quién no fiarte. Porque todo el rato hay como una contradiccion
constante sobre determinadas dietas o determinados deportes, o formas de vivir. Entonces, como todo
esta cambiando, como antes habia cosas que estaban bien y ahora estin mal y viceversa, pues, nunca
sabes realmente qué esta bien y qué esta mal” (Grupo 10, 18-24 afos, nivel bajo).

Cabe destacar que, aunque la mayoria de los participantes adoptd una postura critica frente a la
idoneidad de las redes sociales como medio para promover una alimentacion saludable, se observaron
diferencias generacionales. Los participantes de 18 a 34 afios mostraron una mayor y destacable predis-
posicion a considerar que si existe cabida para este flujo nutricional en redes. No obstante, esta apertura
no excluyd una conciencia reflexiva hacia las limitaciones y riesgos del medio. Por consiguiente, los
participantes pusieron de manifiesto que las redes sociales, aunque potencialmente eficaces para difun-
dir mensajes sobre alimentacion saludable, enfrentan numerosas barreras estructurales que limitan su
impacto positivo en la heterogeneidad de las audiencias actuales. La diversidad de necesidades indivi-
duales, la carencia de rigor cientifico percibido, la presion estética, los intereses comerciales subyacen-
tes y la infoxicacion conformaron los principales desafios en este escenario.

02. De la credibilidad a la inspiracion: perfiles eficaces para narrar procesos de transformacion
alimenticia en redes sociales

A continuacion, en lo que respecta al segundo objetivo, se debatid sobre las caracteristicas que de-
beria reunir un perfil para promocionar contenidos sobre alimentacion saludable en redes sociales. Los
discursos revelaron que los criterios de credibilidad, experiencia practica y neutralidad frente a intere-
ses comerciales son los pilares que configuran el ideal de emisor para este tipo de mensajes.

Una primera dimension identificada fue la formacion académica. Un 57% de los participantes con-
sider6é que contar con estudios oficiales en nutricion, dietética o areas afines constituye un criterio
basico para proyectar y generar confianza. La posesion de certificaciones reconocidas era comprendida
como garantia de conocimiento actualizado y de capacidad para discernir entre informacion basada
en evidencia cientifica y contenidos carentes de fundamento sefialados en el debate anterior. En este
sentido, varios participantes sefialaron que la formacion académica permitiria jerarquizar el contenido
y otorgar mayor valor a las recomendaciones basadas en pruebas frente a las opiniones personales o las
modas nutricionales. Asi lo expresaba un participante: “La formacion va a ayudar siempre y va a ser
quizas un parametro para poner lo que pueda ser cierto de lo que no, sobre todo la evidencia cientifica,
encima de la mesa. Por encima de influencers y demds cuentas y personas que puedan dar informa-
cion” (Grupo 5, 18-24 afios, nivel alto).

Sin embargo, este consenso en torno a la importancia de la formacion formal se vio matizado por
un discurso paralelo, por el que el 43% de los participantes expresaban su escepticismo respecto al valor
absoluto de los titulos académicos. Se destaco la posibilidad de que profesionales titulados estuvieran
desactualizados en sus conocimientos o que, a pesar de su formacion, transmitieran practicas desfasa-
das o inadecuadas. La necesidad de actualizacion constante en un campo dinamico como la nutricién
fue subrayada en repetidas ocasiones, asi como la percepcion de que algunas personas no tituladas, pero
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con experiencia practica o formacion autodidacta rigurosa, podrian ofrecer orientaciones mas ttiles o
ajustadas a la realidad. Una participante apunt6 al respecto: “Tampoco me fio 100%, por ejemplo, de un
médico. Tiene una carrera y todo lo que quieras, pero muchas veces estdn super desactualizados. (...)
Hay profesiones que estan desactualizados y te dan unos consejos terribles y personas que a lo mejor
no tienen una carrera, pero te pueden asesorar mejor” (Grupo 6, 35-44 anos, nivel alto).

La dimension de la experiencia practica emergié como un criterio de validacion especialmente
importante para los participantes. Uno de los de participantes sefialaba: “Que lo haya vivido... que
haya estado en un entorno en el que diga, mira, pues si, sé sobre esto y lo he hecho y, claro, para po-
der corroborar esas cosas” (Grupo 8, 18-24 afios, nivel medio). Es decir, haber trabajado en entornos
profesionales vinculados a la nutricién, como hospitales, clinicas o programas de asesoramiento, se
percibia como un aval que fortalecia la credibilidad del perfil emisor. El conocimiento aplicado, forjado
en la practica diaria y en la interaccion con diversas realidades individuales, era valorado como fuente
de legitimidad complementaria, y en algunos casos preferente, frente al saber puramente académico.

En paralelo a la formacion y la experiencia, surgiéo de forma reiterada la preocupacion por los
intereses economicos que pudieran sesgar el discurso de estos perfiles. La ausencia de animo de lu-
cro fue mencionada como un atributo deseable, intimamente ligado a la percepcion de autenticidad e
independencia del emisor. Los participantes enfatizaron que la inclusion de publicidad o promociones
de productos en los contenidos publicados socavaba de manera automatica la credibilidad del perfil,
generando sospechas sobre la honestidad de sus recomendaciones. Una participante del grupo de 45-54
afios y nivel deportivo bajo resumi6 esta desconfianza de la siguiente manera: “Que no tengan dnimo de
lucro, que no tengan ningun interés personal. (...) todo lo que sea publicidad, evidentemente, es porque
hay dinero de por medio”.

En las discusiones también se abordd la influencia de los algoritmos de las redes sociales en la
visibilidad de contenidos. Los participantes denunciaron que los criterios de promocion de los algorit-
mos no priorizan la calidad o veracidad de la informacion, sino el atractivo emocional, la polémica o
el potencial de viralizacion. Este fenomeno era comprendido como una barrera tecnologica que limita
la capacidad de los perfiles rigurosos para alcanzar audiencias mas amplias. Aunque se reconocio la
existencia de fuentes fiables, como asociaciones profesionales o entidades sanitarias, también se lamen-
td que estas organizaciones carecieran del mismo alcance y atractivo que los influencers que centran
sus contenidos en polémicas o performances. Un participante de 25-34 afos y nivel deportivo medio
ilustr6 esta realidad sefialando que: “Conocemos a fuentes fiables, como pueden ser asociaciones de
diabéticos, de personas con enfermedad renal... que si que dan pautas reales sobre alimentacion e
instrucciones para seguir, pero no se promocionan tanto, porque la polémica, al final, es lo que vende”.

Finalmente, se destaco la importancia de las competencias comunicativas en el perfil ideal. Mas alla
del rigor técnico, los participantes enfatizaron que la eficacia de un perfil para promover informacion
sobre alimentacion saludable depende también de su capacidad para adaptar los mensajes al lenguaje,
los formatos y los codigos propios de las redes sociales. Esta competencia incluye la produccion de con-
tenidos visualmente atractivos, el uso estratégico de hashtags, la adecuacion del estilo comunicativo a
la plataforma y la habilidad para conectar emocionalmente con los usuarios sin sacrificar el rigor infor-
mativo. Esta dimension se consider6 crucial para contrarrestar el dominio de contenidos superficiales o
sensacionalistas, y para lograr que los mensajes basados en evidencia puedan competir en términos de
visibilidad y engagement.

Con esta base, se evidencid que el perfil idoneo para la promocion de la alimentacion saludable en
plataformas digitales debe integrar de forma equilibrada una sélida formacion académica, experiencia
demostrada, independencia frente a intereses comerciales y competencias de comunicacion digital. Ex-
presado de otro modo, ademas de contar con conocimientos tedricos, los participantes sefalaban que
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los perfiles nutricionales han de demostrar una practica actualizada, libre de conflictos de interés, y
una capacidad efectiva de transmision de mensajes en un entorno altamente competitivo y saturado de
informacion.

03. Transformaciones idealizadas y presiones reales: impacto de los testimoniales en los habitos
alimentarios y la autoestima de los usuarios

La exposicion de los participantes a publicaciones testimoniales en redes sociales, particularmente
aquellas que muestran transformaciones fisicas mediante imagenes con el “antes” y “después”, generd
debates en los grupos de discusion, poniendo de relieve un conjunto amplio de efectos percibidos sobre
los habitos alimentarios, la percepcion corporal y el bienestar emocional. Los impactos de este tipo de
contenido fueron clasificados en dos grandes bloques: impactos positivos ¢ impactos negativos, siendo
estos ultimos ligeramente mas frecuentes, dado que un 57% de los participantes considerd que los tes-
timoniales tienden a generar consecuencias perjudiciales para la salud fisica y mental de las audiencias.

Entre los impactos positivos, los participantes subrayaron el potencial motivador e inspiracional de
los testimoniales. La representacion grafica de procesos de transformacion, al mostrar el progreso desde
un estado inicial hasta un resultado final, fue percibida como un estimulo para aquellas personas que
desean mejorar sus habitos alimenticios o iniciar cambios en su estilo de vida. Algunos participantes
enfatizaron que ver ejemplos tangibles de transformacion puede reforzar la creencia en la propia capa-
cidad para alcanzar objetivos similares. Un participante de 18-24 afios y nivel alto relato, por ejemplo:
“Videos de gente que tiene problemas de sobrepeso y dicen: participo en un reto durante un ano, voy
al gimnasio y va grabando el dia a dia. Ves que efectivamente estd bajando de peso, aunque no se con-
vierte en alguien super delgado. Eso da motivacion”. De forma similar, otro participante de 18-24 afios
y nivel bajo explicd como estos contenidos pueden funcionar como catalizadores para iniciar cambios:
“No estoy muy contento con mi cuerpo, pero de repente veo que alguien que estaba como yo logra una
transformacion total, y pienso: si él puede, yo también podré”.

Si bien, la autenticidad de este tipo de testimonios surgiéo como un elemento modulador del impacto
positivo. Los perfiles que mostraban una evolucion realista y progresiva, detallando las dificultades y lo-
gros en el proceso de transformacion, generaban mayor confianza y efecto inspirador. Asi lo expresaba
una participante de 25-34 afos y nivel alto: “Me gusta ver cuentas de nutricionistas donde muestran la
evolucion de sus clientes. Eso hace confiar mas en su trabajo porque ves un progreso real, no solo el
resultado final”. Ahora bien, pese a estas valoraciones, los riesgos y efectos asociados a las publicacio-
nes testimoniales dominaron la discusion.

Un primer impacto negativo mencionado fue la generacion de expectativas poco realistas. Las
imagenes que muestran un “antes y después”, presentadas sin contextualizar el esfuerzo, el tiempo real
o las condiciones particulares del individuo, pueden distorsionar las percepciones sobre la factibilidad
de lograr cambios fisicos analogos. Esta descontextualizacion puede provocar desanimo, frustracion y
un sentido de fracaso personal al no replicar los resultados observados. Un participante de 18-24 afios
y nivel bajo advertia que: “Puede incentivarte, pero si no consigues el resultado que ves, se convierte
en un problema. Piensas que puedes lograrlo, pasa el tiempo, no ves cambios, y en vez de motivarte, te
desanimas”. Esta experiencia de frustracion fue compartida también por un participante de 18-24 afios
y nivel alto, quien sefialaba: “Ves chicas que en seis meses tienen cambios brutales, y ti apenas ves
cambios. Eso desmotiva mucho”.

Una segunda linea critica apuntaba al dafio que pueden causar estas publicaciones en la autoestima
corporal. Varios participantes sefialaron que los testimoniales refuerzan una narrativa en la cual el “an-
tes” representa un estado negativo, indeseable, que debe ser corregido. Esta estructura narrativa puede
afectar emocionalmente a las personas que se reconocen en las imagenes del “antes”, induciendo senti-
mientos de verglienza corporal o insuficiencia. Un participante de 35-44 afios y nivel bajo explicaba al
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respecto: “Ver esas fotos es como decir que, si estds asi, estas mal. Te imponen que tienes que cambiar
para ser valido”. Asimismo, los participantes subrayaron que muchos testimoniales asocian salud ex-
clusivamente con pérdida de peso, ignorando otras dimensiones del bienestar fisico, emocional y social.
La representacion de la salud como un mero cambio en la bascula era criticada por reduccionista y po-
tencialmente peligrosa. Un participante de 35-44 afos y nivel medio indic6: “Se vende que salud es solo
bajar peso. Pero no sabes qué hay detrds: puede haber restricciones alimentarias extremas, problemas
emocionales. El peso no dice toda la verdad”.

La cuestion de la autenticidad de las imagenes también fue abordada con escepticismo por los par-
ticipantes. Varios de ellos cuestionaron la veracidad de las fotografias de transformacion, alegando que
muchas veces las imagenes son manipuladas digitalmente mediante programas de edicion de imagen,
o alteradas mediante trucos relacionados con el cambio de iluminacion, la postura o la indumentaria.
Un participante de 45-54 anos y nivel bajo ironizaba: “Ves las mismas caras, la misma posicion, pero
una hinchada y otra pequefia. Me da risa. No puede ser real”. Otras observaciones apuntaron a incon-
gruencias mas evidentes, como la presencia o ausencia de tatuajes entre la imagen del “antes” y la del
“después”, indicando que no se trata de la misma persona. Un participante de 45-54 afios y nivel alto
explicaba: “Ves que en el 'antes' tienen tatuajes que desaparecen en el 'después’. Es imposible. No es la
misma persona’.

Incluso sin recurrir a manipulaciones digitales explicitas, los participantes sefialaron que cambios
sutiles como la contraccion muscular voluntaria, la elevacion de la ropa, la variacion de la postura o
la hora del dia en que se toma la fotografia pueden generar un efecto de transformacion aparente. Una
participante de 18-24 afios y nivel alto argumentaba que: “Tu cuerpo cambia mucho segun la hora,
la ropa, la postura. No estas igual 24 horas. Muchas diferencias que ves no son cambios reales, sino
trucos visuales”. Adicionalmente a estas manipulaciones visuales, se identificaron estrategias de ma-
nipulacién narrativa en la presentacion de las transformaciones. Algunos participantes denunciaron
que, aunque la transformacion fuera real, los métodos no siempre correspondian con los productos o
programas promocionados en redes. Se mencionaron casos en los que influencers ocultaban el uso de
métodos como anabolizantes o dietas extremas para atribuir sus cambios a rutinas o suplementos mas
accesibles comercialmente. Un participante del grupo de 18-24 afios y nivel bajo expuso: “Vendian su
cambio radical en poco tiempo, y luego se descubrio que usaban sustancias. Después lo admitieron,
pero primero vendieron la moto”.

Otro efecto negativo senalado fue el refuerzo de una presion social constante hacia la mejora cor-
poral permanente. Los participantes sefialaban que los testimonios no solo muestran cambios radicales,
sino que instalan la idea de que el estado actual del cuerpo nunca es suficiente y debe optimizarse,
normativizando la insatisfaccion corporal como estado emocional base. Algunos también expresaron
preocupacion por el hecho de que los testimoniales tienden a invisibilizar las experiencias de aquellos
individuos cuyo progreso corporal no sigue trayectorias espectaculares o lineales. Un participante ex-
plicaba, en torno a un influencer, que: “Al final se descubrio que el chico se pincho. Y luego dijo la
verdad, dijo que su imagen no es cierta del todo” (Grupo 10, 18-24 afios, nivel bajo). La ausencia de
narrativas de cambios parciales o no centrados exclusivamente en la apariencia fisica refuerza una re-
presentacion limitada del éxito y de la validez personal.

Asi, el impacto de los testimonios de transformacion en redes sociales, segun lo expresado por
los participantes, no solo afecta a las conductas alimentarias de los usuarios, sino que puede incidir en
sus emociones, sus expectativas vitales y percepciones sociales en torno a la salud y el valor del propio
cuerpo. La composicion dicotomica de estos contenidos depende de su grado de autenticidad, de la re-
presentacion realista de del progreso en el cambio, y de la lectura critica que los usuarios puedan ejercer
frente a estos relatos visuales de transformacion.
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Discusion

Con el objeto de analizar el impacto de los testimonios visuales que representan transformaciones
fisicas por medio de comparativas del cuerpo “antes” y “después”, asi como de explorar la percepcion
sobre la promocion y circulacion de contenidos relacionados con la alimentacion y la imagen corporal
en redes sociales, las discusiones evidenciaron la complejidad y amplitud del fenomeno en el entorno
digital. En este orden, los hallazgos deben ser considerados en el marco de las dindmicas contempora-
neas de influencia social en plataformas digitales, en las que los efectos sobre los usuarios no derivan
exclusivamente del tiempo de exposicion, sino de la calidad, intencionalidad y naturaleza de los conte-
nidos (Ryding et al., 2024).

Por lo que respecta al Ol, y en linea con investigaciones que destacan el potencial de las redes
sociales como vehiculos de difusion de contenidos sobre salud publica (Petkovic et al., 2021; Luo et al.,
2023), los debates de esta investigacion mostraron que los usuarios reconocen el valor informativo de
estos entornos. Sin embargo, como advertian estudios mas recientes (Marocolo et al., 2021; Buchanan
etal., 2023), esta potencialidad coexiste con riesgos significativos asociados a la desinformacion, la falta
de regulacion y la manipulacion de contenidos, limitando la capacidad de las plataformas para consti-
tuirse como espacios plenamente fiables en la promocion de estilos de vida saludables.

La percepcion ambivalente de las redes sociales como espacio para la promocion de una alimen-
tacion saludable quedo¢ reflejada en el hecho de que un 63 % de los participantes manifestara dudas
sobre su idoneidad, sefalando multiples tensiones subyacentes que limitan su efectividad como canal
de divulgacién nutricional. Por un lado, las redes ofrecen una infraestructura accesible para compartir
informacion, generar comunidades de apoyo y visibilizar estilos de vida saludables, en coherencia con
los hallazgos de Durau et al. (2022) y Rounsefell et al. (2019). Por otro, la naturaleza abierta, no regulada
y comercializada de estos espacios introduce multiples barreras: la dificultad de atender a la diversidad
de necesidades nutricionales, la estandarizacion de mensajes en detrimento de la individualizacion, la
carencia de rigor cientifico en los contenidos y la fuerte presion ejercida por intereses comerciales.

Estas barreras estructurales se agravan ante la dificultad de los usuarios para ejercer un juicio
critico frente a la saturacion informativa, un fenomeno que la literatura ha conceptualizado como info-
xicacion digital (Petkovic et al., 2021). De hecho, tal y como sefialaban autores como Feijoo et al. (2023)
o instituciones como la ONU (2023), la ausencia de marcos regulatorios en torno a la comunicacion de
habitos saludables descuida a los usuarios, que quedan expuestos a una concatenacion de contenidos
cuya calidad, veracidad y adecuacion son altamente variables. En este sentido, los resultados sugieren
que la promocion de alimentacion saludable en redes sociales no solo enfrenta limitaciones técnicas o de
contenido, sino también profundas limitaciones culturales: (a) la hegemonia de discursos que vinculan
la salud con la delgadez y el éxito corporal, (b) la espectacularizacion de los cambios fisicos, (c) y la
instrumentalizacion de los testimonios dicotomicos como herramienta de marketing, en detrimento de
su potencial pedagogico.

En relacion con la identificacion de los perfiles idoneos para compartir contenidos sobre alimen-
tacion saludable (O2), los participantes articularon una imagen compleja y matizada que excede los
criterios formales habituales. Aunque la formacion académica se valora como un requisito fundamental
para la credibilidad del emisor —en coherencia con la Teoria Cognitiva Social de Bandura (2001), que
subraya la importancia del modelado observacional fundamentado en competencias reconocidas—, los
usuarios mostraron una conciencia critica sobre la necesidad de actualizacion continua y la insuficien-
cia del titulo académico como tnico aval de calidad. Asi, emergieron criterios complementarios que
refuerzan la legitimidad del perfil: (a) experiencia practica demostrada en contextos reales de aseso-
ramiento nutricional, (b) independencia respecto a intereses econdmicos, (c) y dominio de estrategias
comunicativas adaptadas al ecosistema digital. Este Gltimo aspecto —Ila necesidad de habilidades de
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comunicacion emocional, pero éticamente responsable— resulta especialmente relevante, dado el en-
torno de saturacion y competencia por la atencion en que se inscriben estos mensajes, como apuntaban
Deutsch (2023) y Durau et al. (2022).

Sin embargo, los participantes también sefialaron que los perfiles rigurosos enfrentan una desven-
taja estructural significativa en este entorno: los algoritmos priorizan contenidos basados en la polé-
mica, la emocidén extrema o la transformacion visual, relegando a los margenes los mensajes basados
en evidencia cientifica y en procesos de cambio mas realistas. Este hallazgo refuerza la tesis de que la
arquitectura algoritmica de las plataformas digitales actua como un filtro que distorsiona el acceso a la
informacion de calidad, exacerbando las dificultades para la promociéon de comportamientos saludables
basados en fundamentos solidos.

Al abordar el impacto de los testimonios de transformacion fisica (O3), las discusiones revelaron
una doble dinamica, también sefalada por la literatura: el potencial inspirador de estos contenidos vy,
simultdneamente, su capacidad de generar frustracion, insatisfaccion corporal y expectativas irreales
(Holland & Tiggemann, 2016; Jeronimo & Carraga, 2022; Amondarain, 2024). Los testimonios que
muestran procesos progresivos, honestos y contextualizados pueden ejercer una funciéon motivadora,
alentando a algunos usuarios a emprender cambios positivos en sus habitos alimentarios y de actividad
fisica. Este mecanismo es coherente con los principios de la Teoria Cognitiva Social, que destaca el rol
de la autoeficacia inducida por la observacion de modelos semejantes, logrando metas valiosas (Bandu-
ra, 2001). Si bien, la mayoria de los participantes de este estudio manifest6 una vision critica hacia esta
exposicion dicotomica y visual, sefialando sus multiples riesgos: (a) refuerzo de estandares corporales
normativos, (b) equiparacion reduccionista de delgadez con salud, (c) generacion de expectativas de
cambio irrealistas a corto plazo, (d) y promocion implicita de practicas insostenibles o insalubres. Estos
riesgos se ven agravados por la frecuente falta de autenticidad de los testimonios. En lo que respecta el
género, diferentes estudios subrayan que las mujeres tienden ser mas susceptibles a las comparaciones
que los hombres, especialmente cuando se ven expuestas a imdgenes que presentan transformaciones
fisicas (Fardouly & Vartanian, 2016). Las narrativas visuales del “antes y después” refuerzan ideales
de delgadez para las mujeres mientras que los hombres se inclinan a establecer metas de desempefio o
fuerza fisica (Tiggemann & Zaccardo, 2018). En este sentido, ambos géneros pueden experimentar una
suerte de presion por encajar en canones estéticos, aunque de diferente naturaleza. En la misma linea,
la literatura apunta a que se produce un efecto que difiere en lo que a motivaciéon y percepcion se refiere
entre hombres y mujeres cuando ante la exposicion a este tipo de imagenes. Ellas tienden a compararse
directamente con esas concepciones visuales, pudiendo intensificar sentimientos de insatisfaccion o
malestar con su imagen corporal. En cambio, este tipo de contenidos tienden a percibirse por los hom-
bres como un elemento inspirador o desafiador (Mahon & Hevey, 2021).

Aunque los resultados deben interpretarse con cautela, el analisis cualitativo sugiere diferencias en
lo que a la franja etaria respecta. Los grupos mas jovenes (18-25 y 25-34 afios) mantienen una relacion
cotidiana y familiar con las redes sociales, y tienden a percibir los contenidos del “antes y después”
como potencialmente motivadores, aunque también evidencian mayor vulnerabilidad a la comparacion
social y a la frustracion ante resultados inalcanzables e irreales. En los segmentos intermedios (35-44
afios) parece predominar una mirada mas critica hacia el papel del marketing y las publicaciones que
exhiben cuerpos excesivamente perfectos, destacando como estos mensajes tienden a transmitir una
idea reduccionista de la salud, que equipara el bienestar fisico con el peso. En este mismo grupo, adicio-
nalmente se observa un mayor efecto de autoexigencia cuando no consiguen mantener rutinas y alcan-
zar los modelos de disciplina y constancia que observan en las redes, lo que se traduce en sentimientos
de culpabilidad. Los grupos de mayor edad (45-54 afios) se muestran, en cambio, mas escépticos y aten-
tos a la manipulacion o falsedad de las imagenes, considerando sus posibles efectos negativos sobre los
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publicos mas jovenes, a los que consideran mas influenciables. En conjunto, los resultados sugieren que
las percepciones y reacciones frente a las imagenes de transformacion varian segtin la edad y el género,
modulando tanto el impacto emocional como la capacidad critica ante este tipo de narrativas visuales.

La manipulacion de imagenes (mediante edicion digital, cambios posturales o control de ilumina-
cion), la seleccion interesada de casos de éxito extremo, y la omision de factores relevantes del progre-
so de cada individuo (como el uso de anabolizantes o regimenes de restriccion severa) contribuyen a
construir narrativas de transformacion que se asemejan mas a la ficcion que la realidad, distorsionando
la percepcion de los usuarios sobre la naturaleza, los tiempos y las dificultades del cambio fisico. Estas
practicas, que confunden el testimonio con el marketing, han sido objeto de critica en estudios recientes
que alertan sobre la instrumentalizacion de la cultura fitspiration como estrategia comercial, orientada a
fomentar el consumo de productos o servicios sobre la mejora real de la salud de los individuos (Amon-
darain, 2024; Buchanan et al., 2023).

Desde el ambito de la salud publica, los resultados apuntan a que la promocion de la insatisfaccion
corporal como motor de consumo, la difusion de cambios fisicos rapidos y espectaculares como mode-
lo de referencia, y la escasa visibilizacion de trayectorias de mejora progresiva y no lineal configuran
climas sociales que pueden favorecer la aparicion de trastornos alimentarios, el deterioro de la autoes-
tima y la adopcion de practicas de riesgo relacionadas con la alimentacion y el ejercicio fisico. Las
declaraciones analizadas en este estudio sugieren que la capacidad critica de los usuarios frente a los
testimonios es variable y, en muchos casos, insuficiente. Aunque algunos participantes mostraron una
clara conciencia de los mecanismos de manipulacién y comercializacion subyacentes, otros admitieron
haber experimentado sentimientos de frustracion, desdnimo o presion social tras la exposicion a estos
contenidos, evidenciando la vulnerabilidad emocional que pueden generar.

Este hallazgo pone de manifiesto la necesidad de promover programas de alfabetizacion critica en
salud digital, que permitan a los usuarios desarrollar habilidades para analizar, evaluar y contextualizar
los contenidos a los que estan expuestos en redes sociales. A este respecto, autores como Rounsefell et
al. (2019) y Nuss & Liu (2024) han senalado que el fortalecimiento de las competencias criticas consti-
tuye un requisito fundamental para que las redes sociales funcionen como instrumentos de promocion
de la salud, reduciendo su potencial como canales de desinformacion o generadores de malestar.

En materia de politicas publicas, los resultados refuerzan la idea de que los marcos regulatorios
actuales, como la Ley 13/2022 y el Real Decreto 444/2024 en Espafa, aunque representan avances, son
todavia insuficientes para abordar la complejidad y magnitud del fenomeno. La necesidad de estable-
cer requisitos mas estrictos sobre la cualificacion de quienes difunden contenidos sobre salud, exigir
transparencia en la comunicacion de conflictos de interés y desarrollar sistemas de verificacion de
informacion en plataformas digitales, se impone como una prioridad para proteger el bienestar de las
audiencias.

En este contexto, la exposicion a testimonios visuales de transformacion fisica en redes sociales
configura un escenario de tensiones entre procesos de inspiracion y sentimientos de frustracion, entre
adquisicion de aprendizajes y circulacion de desinformacion, y entre percepciones de empoderamiento
y presion estética. Abordar adecuadamente estas dindmicas implica considerar tanto el desarrollo de
marcos regulatorios que orienten la difusion de contenidos como la promocion de cambios culturales
que integren la diversidad corporal, cuestionen los ideales normativos de belleza y situen el bienestar
fisico, mental y social como ejes centrales en los discursos vinculados a la salud nutricional y fisica.
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Conclusion, limitaciones y futuras lineas de actuacion

Este estudio ha puesto de manifiesto la complejidad del fenémeno testimonial en redes sociales en
relacion con la alimentacion y la imagen corporal. Los contenidos del tipo “antes y después” pueden
resultar motivadores, pero también conllevan riesgos significativos para la autoestima y la salud emo-
cional, especialmente cuando se presentan sin contexto, con fines comerciales o mediante representa-
ciones manipuladas.

Entre las limitaciones del estudio se encuentran su enfoque cualitativo que, si bien permite una
comprension profunda del fenémeno, no permite generalizar los hallazgos a toda la poblacion. Asimis-
mo, la muestra presenta una ligera sobrerrepresentacion femenina, lo que puede condicionar ciertos
discursos en torno a la imagen corporal.

Futuras lineas de investigacion podrian centrarse en las diferencias por género y en estudios que
analicen los efectos sostenidos de la exposicion a este tipo de contenidos, asi como en la evaluacion de
programas de alfabetizacion critica en salud digital. Ademas, resulta relevante investigar la recepcion
de testimonios corporales entre publicos mas jévenes o en contextos educativos formales, donde estos
discursos estan presentes de forma cada vez mas frecuente. Finalmente, seria pertinente explorar el rol
de los algoritmos en la visibilidad de contenidos rigurosos frente a los de alto impacto visual, con el fin
de desarrollar estrategias que prioricen la calidad sobre la viralidad.

Referencias

Amondarain, A. (2024). Impact of Influencers’ Content on Youth Body Image: Body Positive and
Fitspiration movements on Instagram. VISUAL REVIEW. International Visual Culture Review
Revista Internacional De Cultura Visual, 16(8), 157-173. https:/doi.org/10.62161/revvisual.
v16.5672

Bandura, A. (2001). Social cognitive theory of mass communication. Media Psychol; 3: 265-299.

Boepple, L., & Thompson, J. K. (2016). A content analytic comparison of fitspiration and thinspiration
websites. The International journal of eating disorders, 49(1), 98—101. https:/doi.org/10.1002/
eat.22403

Buchanan, J.; Hongyoung, K; Eickhoff-Shemek, J. (2023). Fitness/Wellness Professionals as Social
Media Content Creators and Influencers: Health and Legal Risks to Consider. ACSM’s Health &
Fitness Journal. 27(1): pp. 41-44, Y. DOI: 10.1249/FIT.0000000000000829

Cambronero Saiz, B., Mayagoitia-Soria, A., & Feijoo, B. (2024). Influencer marketing and health
repercussions: a literature review on the impact of influencers on eating behavior and body self-
perception. International Journal of Internet Marketing and Advertising. https://doi.org/10.1504/
1JIMA.2024.10061318

Carrotte, E. R., Prichard, 1., & Lim, M. S. (2017). “Fitspiration” on Social Media: A Content Analysis
of Gendered Images. Journal of medical Internet research, 19(3), €95. https:/doi.org/10.2196/
jmir.6368

Deutsch,DM.(2023). ThelnfluencerEffect: Exploringthe PersuasiveCommunication Tacticsof SocialMedia
Influencers in the Health and Wellness Industry (2023). Doctoral Dissertations and Projects. 4920.
https://digitalcommons.liberty.edu/doctoral/4920

Durau, J., Diehl, S., & Terlutter, R. (2022). Motivate me to exercise with you: The effects of social media
fitness influencers on users’ intentions to engage in physical activity and the role of user gender.
Digital Health, 8. https://doi.org/10.1177/20552076221102769.

Estudos em Comunicagdo n°41 (Dezembro, 2025) 174


https://doi.org/10.62161/revvisual.v16.5672
https://doi.org/10.62161/revvisual.v16.5672
https://doi.org/10.1002/eat.22403
https://doi.org/10.1002/eat.22403
https://doi.org/10.1504/IJIMA.2024.10061318
https://doi.org/10.1504/IJIMA.2024.10061318
https://digitalcommons.liberty.edu/doctoral/4920
https://doi.org/10.1177/20552076221102769

Renata Canevari-Modernel, Arantxa Vizcaino-Verdu, Beatriz Feijoo & Jests Diaz-Campo

Ekinci, Y., Dam, S., & Buckle, G. (2025), The Dark Side of Social Media Influencers: A Research
Agenda for Analyzing Deceptive Practices and Regulatory Challenges. Psychology & Marketing,
42: 1201-1214. https://doi.org/10.1002/mar.22173

Fardouly,J., & Vartanian, L. R. (2016). Social media and body image concerns: Current research and future
directions. Current Opinion in Psychology, 9, 1-5. https://doi.org/10.1016/j.copsyc.2015.09.005

Feijoo, B.; Zozaya Durazo, L.D.; Cambronero Saiz, B.; Mayagoitia, A.; Gonzalez, JM; Sadaba,
C.; Nuiiez-Gomez, P.; Miguel, B. (2023). Digital Fit: la influencia de las redes sociales en la
alimentacion y en el aspecto fisico de los menores. Revista de Fundacion MAPFRE. https://
www.fundacionmapfre.org/publicaciones/todas/digital-fit-influencia-redes-sociales

Feijoo, B., & Sadaba, Ch. (2025). Adolescents’ advertising literacy and body self-perception in the face
of influencer marketing. Cuadernos.Info, (60), 93—120. https://doi.org/10.7764/cdi.60.82134

Holland, G., & Tiggemann, M. (2016). Strong beats skinny every time: Disordered eating and compulsive
exercise in women who post fitspiration on Instagram. International Journal of Eating Disorders,
50(1), 76-79. https://doi.org/10.1002/eat.22559

Jordan, P. [@patryjordan] (16 de marzo de 2025). https://www.instagram.com/patryjordan/?hl=es

Jeronimo, F. & Carraca, E.V. (2022). Effects of fitspiration content on body image: a systematic review.
Eat Weight Disord 27, 3017-3035. https://doi.org/10.1007/s40519-022-01505-4

Klassen, K., Douglass, C., Brennan, L., Truby, H., & Lim, M. (2018). Social media use for nutrition
outcomes in young adults: a mixed-methods systematic review. The International Journal of
Behavioral Nutrition and Physical Activity, 15. https://doi.org/10.1186/s12966-018-0696-y

Ley 13/2022, de 7 de julio, General de Comunicacion Audiovisual. Boletin Oficial del Estado, 8 de julio
de 2022, num. 163. https://www.boe.es/eli/es/1/2022/07/07/13/con

Luo, Y., Maafs-Rodriguez, A., & Hatfield, D. (2024). The individual-level effects of social media
campaigns related to healthy eating, physical activity, and healthy weight: A narrative review.
Obesity Science & Practice, 10. https://doi.org/10.1002/0sp4.731.

Mabhon, C., & Hevey, D. (2021). Processing body image on social media: Gender differences in adolescent
boys’ and girls’ agency and active coping. Frontiers in Psychology, 12, 626-763. https:/doi.
org/10.3389/fpsyg.2021.626763

Marocolo, M., Meireles, A., de Souza, HLR, Mota, GR, Oranchuk, DJ, Arriel, RA y Leite, LHR (2021).
(Difunden las redes sociales desinformacion sobre el ejercicio y la salud en Brasil? Revista
Internacional de Investigacion Ambiental y Salud Publica, 18 (22), 11914. https://doi.org/10.3390/
jjerph182211914

Metricool (04 de diciembre de 2023). Ranking de influencers de fitness en Espafia. https://metricool.
com/es/influencers-fitness-espana/

Nuss, K., Coulter, R., & Liu, S. (2024). Content of social media fitspiration and its effect on physical
activity-related behavior: A systematic review. Psychology of Popular Media, 13(3), 353-362.
https://doi.org/10.1037/ppm0000489

Organizacion de las Naciones Unidas (23 de febrero de 2023). Noticias ONU. Mirada global Historias
humanas. Para evitar la desinformacion, se necesita regular las plataformas digitales. https:/
news.un.org/es/story/2023/02/1518832

Petkovic, J., Duench, S., Trawin, J., Dewidar, O., Pardo, P., Simeon, R., Desmeules, M., Gagnon,
D., Roberts, J., Hossain, A., Pottie, K., Rader, T., Tugwell, P., Yoganathan, M., Presseau, J., &
Welch, V. (2021). Behavioural interventions delivered through interactive social media for health
behaviour change, health outcomes, and health equity in the adult population. The Cochrane
database of systematic reviews, 5, CD012932. https://doi.org/10.1002/14651858.CD012932.pub2.

175 Estudos em Comunicagdo n°41 (Dezembro, 2025)


https://doi.org/10.1002/mar.22173
https://www.fundacionmapfre.org/publicaciones/todas/digital-fit-influencia-redes-sociales
https://www.fundacionmapfre.org/publicaciones/todas/digital-fit-influencia-redes-sociales
https://doi.org/10.7764/cdi.60.82134
https://doi.org/10.1002/eat.22559
https://www.instagram.com/patryjordan/?hl=es
https://doi.org/10.1007/s40519-022-01505-4
https://doi.org/10.1186/s12966-018-0696-y
https://www.boe.es/eli/es/l/2022/07/07/13/con
https://doi.org/10.1002/osp4.731
https://doi.org/10.3389/fpsyg.2021.626763
https://doi.org/10.3389/fpsyg.2021.626763
https://doi.org/10.3390/ijerph182211914
https://doi.org/10.3390/ijerph182211914
https://metricool.com/es/influencers-fitness-espana/
https://metricool.com/es/influencers-fitness-espana/
https://doi.org/10.1037/ppm0000489
https://doi.org/10.1002/14651858.CD012932.pub2

“Antes y después” en redes sociales: Narrativas de transformacion fisica y su impacto en los habitos alimentarios y percepcion corporal

Real Decreto 444/2024, de 30 de abril, por el que se regulan los requisitos a efectos de ser considerado
usuario de especial relevancia de los servicios de intercambio de videos a través de plataforma,
en desarrollo del articulo 94 de la Ley 13/2022, de 7 de julio, General de Comunicacion
Audiovisual. Boletin Oficial del Estado, 106, de 1 de mayo de 2024. https://www.boe.es/eli/es/
rd/2024/04/30/444

Rounsefell, K., Gibson, S., McLean, S., Blair, M., Molenaar, A., Brennan, L., Truby, H., & McCaffrey,
T. (2019). Social media, body image and food choices in healthy young adults: A mixed methods
systematic review. Nutrition & Dietetics, 77, 19 - 40. https://doi.org/10.1111/1747-0080.12581

Ryding, F. C., Harkin, L. J., & Kuss, D. J. (2024). Instagram engagement and well-being: the mediating
role of appearance anxiety. Behaviour & Information Technology, 1-17. https://doi.org/10.1080/0
144929X.2024.2323078

Tiggemann, M., & Zaccardo, M. (2018). “Strong is the new skinny”: A content analysis of
#fitspiration images on Instagram. Journal of Health Psychology, 23(8), 1003-1011. https:/doi.
org/10.1177/1359105316639436

Tricas-Vidal, H. J., Vidal-Peracho, M. C., Lucha-Lépez, M. O., Hidalgo-Garcia, C., Monti-Ballano, S.,
Marquez-Gonzalvo, S., & Tricas-Moreno, J. M. (2022). Impact of Fitness Influencers on the Level
of Physical Activity Performed by Instagram Users in the United States of America: Analytical
Cross-Sectional Study. International Journal of Environmental Research and Public Health,
19(21), 14258. https://doi.org/10.3390/ijerph192114258

We Are Social (2020). Global Digital Report 2019. https://wearesocial.com/global-digital-report-2019

Estudos em Comunicagdo n°41 (Dezembro, 2025) 176


https://www.boe.es/eli/es/rd/2024/04/30/444
https://www.boe.es/eli/es/rd/2024/04/30/444
https://doi.org/10.1111/1747-0080.12581
https://doi.org/10.1080/0144929X.2024.2323078
https://doi.org/10.1080/0144929X.2024.2323078
https://doi.org/10.3390/ijerph192114258

Renata Canevari-Modernel, Arantxa Vizcaino-Verdu, Beatriz Feijoo & Jests Diaz-Campo

ANEXO 1

GUION PARA GRUPOS DE DISCUSION

BLOQUE 1: Explorar las reacciones del usuario ante las publicaciones de las cuentas de marcas
y su concepto ideal de alimentacion saludable y apariencia fisica.

* ;Qué cuentas asociais con contenido que promueve la alimentacion saludable o el cuidado de la
apariencia fisica?

*  (Qué tipos de habitos relacionados con el deporte o la nutricion se comparten con frecuencia en
redes sociales?

e ;Cuadl es vuestro ideal de alimentacion saludable y de apariencia fisica?

» (Cuales son los contenidos mas habituales sobre cuerpos, comida o deporte que veis en redes
sociales? (imagenes de antes/después, diversidad corporal, rutinas de ejercicio...)

* Con qué frecuencia os encontrais con este tipo de contenido? ;Qué personajes o perfiles aso-
ciais principalmente con ¢éI?

* ;Qué habitos alimentarios y rutinas deportivas creéis que priorizan estos perfiles?

*  Qué efecto tiene este contenido en vuestro estado fisico, mental o social?

« (Como creéis que las representaciones que hacen las marcas sobre este tema influyen en tu
autoestima? ;Y en la autoestima de otras personas?

BLOQUE 2: Reconocer el papel que juega el contenido generado por las marcas en la construc-
cion del ideal de nutricion y apariencia fisica.

* (Enqué medida incorporais a vuestra vida cotidiana los consejos y pautas que se comparten en
redes sobre este tema?

*  /Veis este tipo de contenido como fuente de inspiracidon, como un reto, una tendencia o simple-
mente para compararos fisicamente?

» ;Cual creéis que es el objetivo de este tipo de contenidos y tendencias? (transformaciones antes-
-después, rutinas compartidas...)

* (Os ha provocado algin cambio o ha reforzado ideas previas sobre la dieta o la apariencia fisica
la exposicion constante a este tipo de contenidos?

e /Qué beneficios creéis que tiene comenzar una rutina fuera de las redes? ;Y dentro de ellas?

* (Algln testimonio o historia os ha motivado a iniciar una nueva rutina, apuntarse al gimnasio,
etc.?

e Habéis visto cuerpos no normativos representados en este tipo de anuncios? ;Qué impacto
creéis que tendrian las representaciones corporales mas diversas?

BLOQUE 3: Evaluar el nivel de pensamiento critico frente al contenido comercial publicado
sobre este tema.

e Cual creéis que es el objetivo principal de promover la alimentacion saludable en redes?

» (Pensais que hay espacio en las redes sociales para promover la alimentacion saludable y la
diversidad corporal? ;Por qué si o por qué no?

* /Qué impacto tienen los testimonios o las imagenes de antes y después en los habitos alimenta-
rios o rutinas de quienes las ven?

* (Con qué frecuencia creéis que se presentan fotos editadas?

177 Estudos em Comunicagdo n°41 (Dezembro, 2025)



“Antes y después” en redes sociales: Narrativas de transformacion fisica y su impacto en los habitos alimentarios y percepcion corporal

*  (Quién creéis que deberia compartir este tipo de contenido? ;Qué formacion deberia tener?

o ;Creéis que las marcas que publicitan este contenido alteran las fotos?

* ;Coémo creéis que las representaciones que hacen las marcas sobre este tema influyen en el
comportamiento de las personas?

BLOQUE 4: Consideraciones éticas.

* Lapublicidad puede influir en el comportamiento del consumidor, por eso nos interesa vuestra
opinién sobre la ética en la publicidad. ;Hay algun aspecto del formato, los portavoces, el canal o las
practicas publicitarias de este tipo de contenidos que credis que traspasa limites éticos?

» ;Pensais que las marcas tienen en cuenta criterios éticos y principios al crear estos mensajes?

» ;Conocéis alguna normativa que regule este tipo de comunicacion?

*  ;Qué aspectos éticos o pautas creéis que deberian incorporarse para la difusion de este tipo de
contenido?
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Abstract

The rise of social media as a primary source of infor-
mation has significantly changed how individuals ac-
cess, consume, and share content. However, this shift
has also facilitated the spread of disinformation, with
notable effects on public opinion, particularly among
younger users. This study investigates factors influen-
cing the acceptance of false or misleading information
on social media, focusing on variables such as media
literacy and interpersonal trust. Based on an online
survey of 187 participants, it examines patterns of so-
cial media use, levels of digital literacy, and trust in
content shared by friends and social groups. Findings
indicate that higher levels of Communication and Digi-
tal Literacy are associated with lower susceptibility to

disinformation, whereas unverified interpersonal trust
increases acceptance of false content. Interestingly,
time spent on social media showed a negative correla-
tion with disinformation acceptance, suggesting that
prolonged exposure may foster critical thinking. The
study concludes that addressing disinformation requi-
res an integrated approach, combining media literacy
education with awareness of online social influence. Its
originality lies in connecting sociocognitive variables
with digital practices, offering a critical perspective on
how disinformation is accepted in online spaces. This
research contributes to academic discussions and in-
forms media education policies aimed at strengthening
digital democracy.

Keywords: Misinformation, Media Literacy, Social Media, Interpersonal Trust, Informed Citizenship.

1. Introduction

he rise of social media as a primary source of information has redefined how individuals access,
consume, and share news. Alongside opportunities for participation and exposure to diverse pers-

pectives, these platforms have also enabled the viral circulation of misinformation — false or misleading
content that can shape public opinion and undermine informed decision-making. Understanding why
individuals accept such content is therefore a pressing challenge for research and policy.

Existing studies suggest multiple explanations, but the debate remains unsettled. Cognitive approa-
ches emphasise digital literacy as a protective resource against misleading content. Relational approa-
ches highlight interpersonal trust as a powerful heuristic: information shared by peers or ingroup mem-
bers is often accepted without verification. Usage-based perspectives argue that greater time spent on
social media increases exposure and, consequently, vulnerability, although recent findings suggest more
complex, non-linear dynamics. These perspectives point to theoretical tensions that require further
empirical testing.
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The investigation draws on these three strands to examine the acceptance of misinformation among
social media users. Specifically, it considers (i) digital literacy as a cognitive safeguard, (ii) interperso-
nal trust as a relational shortcut that may promote acceptance, and (iii) time of use as a potential driver
of exposure, whose role remains contested. By articulating these mechanisms, the research seeks to
contribute to an interdisciplinary understanding of misinformation acceptance. The analysis is explo-
ratory in nature, based on data collected in Portugal. The study does not aim to offer a definitive expla-
natory model but rather to identify patterns and correlations that can inform future research. In doing
so, it anticipates the theoretical debates that structure the article: whether exposure alone is sufficient
to explain vulnerability, how relational trust mediates information acceptance, and to what extent lite-
racy initiatives can build resilience. This framing not only situates the study within ongoing academic
discussions but also underscores its relevance to the socio-political context in which it was conducted.
The corpus focuses on Portuguese social media users, predominantly younger adults, who represent the
most active group in online networks and are particularly exposed to political and social content. These
users not only spend significant time online but are also directly targeted by media literacy initiatives
and fact-checking programmes in Portugal. Understanding how this public evaluates and accepts online
information is therefore critical, as it sheds light on both the vulnerabilities and the potential resilience
of the segment most engaged in digital environments.

By articulating the mechanisms of digital literacy, interpersonal trust, and usage time, we seek to
resolve central theoretical tensions in the field. The first lies in the debate between the exposure perspec-
tive, which suggests that time spent on social media increases vulnerability to misinformation, and the
familiarity perspective, which argues that prolonged experience can foster critical heuristics that act as
a protective shield (H2). The second tension pits the protective power of digital literacy (H1) against the
potentially negative influence of interpersonal trust (H3), questioning which of the two factors — cog-
nitive competence or relational shortcuts — proves more decisive in the acceptance of false information.
By empirically testing these hypotheses in the Portuguese context, the research presented here not only
contributes to an interdisciplinary understanding of the acceptance of misinformation but also offers a
critical perspective on how it is negotiated in online spaces, thus placing itself at the heart of contempo-
rary academic and political debates.

2. Literature Review
2.1. Acceptability and Dissemination of Disinformation

The phenomenon of disinformation — conceptualised as the intentional dissemination of false or
misleading information for the purpose of manipulating public perceptions and behaviours (Tandoc et
al., 2018) — emerges as a central object of analysis, supplanting the generic term “fake news” due to its
greater conceptual precision and lesser political connotations (Allcott & Gentzkow, 2017; Lazer et al.,
2018). Its acceptability and rapid spread are attributed to multiple interrelated factors.

A crucial element lies in its intrinsic viral potential. Seminal research by Vosoughi et al. (2018)
empirically demonstrates that false information spreads faster, wider and deeper than true information.
This phenomenon is partly explained by the psychological attraction of novelty — false content often
features unexpected or sensational elements that stimulate cognitive interest and the need for social
sharing, giving users a perception of privileged access to exclusive knowledge.

The complexity of this information ecosystem has accelerated exponentially with the advent of
Artificial Intelligence-based technologies, namely deepfakes. These tools enable hyper-realistic repli-
cation of human attributes (faces, voices, gestures) and make it more difficult for humans to distinguish
between what is authentic and what is fabricated (Allen et al., 2020). This technological sophistication
creates an opaque information environment that is structurally vulnerable to manipulation.
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Relational legitimacy is another fundamental pillar in the acceptance of disinformation. Tandoc et
al. (2018) highlights the critical role of trust in social networks, particularly when information comes
from close contacts. The perception of social proximity tends to override critical scrutiny and lead to
uncritical acceptance and subsequent replication of information, even in the absence of verification.
This behaviour is exacerbated by the information overload characteristic of digital environments, where
users are bombarded by continuous streams of content of heterogeneous origin and reliability, making
it difficult to thoroughly evaluate each element.

2.2. Social Media Usage Patterns and Algorithmic Architecture

The consolidation of social media as a primary source of information for significant segments of
the community stems from its ubiquitous accessibility, informative nature, and seemingly light con-
sumption format (Tandoc et al., 2018). These platforms transcend the function of mere distribution
channels and transform users into active agents of production, curation, and dissemination of narratives
about a wide variety of events.

The underlying algorithmic architecture plays a decisive role in shaping this informational expe-
rience. Algorithms, designed to maximise engagement — time spent, interactions — operate by selecting
and prioritising content based on individual behavioural history (Pennycook et al., 2020). However,
this optimisation logic tends to favour content that elicits strong reactions — sensationalist, emotionally
charged, polarising or frankly misinformative — due to its superior potential for virality (Wardle & De-
rashkan, 2017). Thus, the technical infrastructure of the platforms themselves acts as an amplification
mechanism for problematic content.

Distinct usage patterns among demographic groups add layers of complexity. Studies such as that
by Bonsaken et al. (2024) highlight striking generational differences: older users tend to adopt more
active behaviours (commenting, sharing), while younger users are more likely to take a passive stance
(viewing). These behavioural differences influence the degree of exposure to and engagement with con-
tent, potentially modulating vulnerability to misinformation and the way it is processed and replicated.

2.3. Media Literacy and Digital Education

Given the saturation of the media ecosystem with inaccurate or fraudulent information, streng-
thening media and digital literacy has become a societal imperative. Connaway et al. (2013) position
information literacy as a fundamental civic competence, indispensable for authentic and informed de-
mocratic participation. The core of this competence lies in the ability to critically evaluate information
sources and content, regardless of their format or medium, forming the basis for conscious citizenship.

The role of information professionals (librarians, journalists, archivists) is highlighted as crucial
in this educational effort — they act as specialised mediators in the promotion of critical digital skills
(Connaway et al., 2013). Nevertheless, it is recognised that many of these professionals themselves lack
the specific and continuous training necessary to perform this role with maximum effectiveness.

Although not a panacea, media literacy is recognised as one of the most promising and structural
responses to fostering individual and collective resilience in the face of misinformation (Allcott et
al., 2019). Effective media education programmes should promote a comprehensive range of skills,
including, but not limited to: i) fact-checking techniques; ii) critical analysis of visual (images, videos)
and linguistic (manipulation through headlines) elements; iii) identification of the underlying intent of
messages (manipulation, persuasion, satire); iv) understanding of how algorithms and platform business
models work.
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While misinformation research has often been framed within communication and media studies,
its dynamics are better understood through an interdisciplinary lens. Cognitive psychology contributes
insights on heuristics and biases (e.g., confirmation bias, motivated reasoning) that predispose indi-
viduals to accept congruent falsehoods. Sociology and political science emphasize the role of social
identity, group belonging, and polarization in shaping information acceptance. Finally, insights from
computational and data science highlight algorithmic amplification, virality, and the economics of at-
tention as structural drivers. Bringing these perspectives together strengthens the theoretical foundation
for the three hypotheses and clarifies why misinformation is not merely a matter of individual literacy,
but the outcome of cognitive, social, and technological interplay.

In the Portuguese context, media and digital literacy have been increasingly recognised as key
elements in combating misinformation. National observatories and research centres have highlighted
persistent gaps in critical digital skills, but also a growing investment in literacy initiatives. Recent
reports from OberCom (2024) and OBS* (2024) underline the importance of integrating media educa-
tion into both formal curricula and civic programmes. These initiatives often target younger audiences,
particularly university students, who constitute a highly active segment of social media users and who
are directly reached by fact-checking projects and training promoted by institutions such as ICNOVA
and the Sindicato dos Jornalistas. Situating the present study within this context helps explain the unu-
sually high proportion of participants with prior training in fact-checking and reinforces the relevance
of analysing digital literacy as a protective factor against misinformation. Furthermore, notable initia-
tives in this regard include media literacy programmes promoted by the Portuguese Journalists' Union
(2023) in schools and communities, and the rigorous fact-checking work of the Poligrafo newspaper —
key references in the fight against disinformation in Portugal, which aim to build a more informed and
critical audience.

2.4. Trust in Social Media

The axis of trust in information has undergone a profound transformation: from traditional insti-
tutionalised media to digital environments and social media. Lewandowsky et al. (2017) conceptualise
this trust as the perception of credibility and the belief in the absence of manipulative intentions in cir-
culating content. However, Tandoc et al. (2018) warn of the risks of blind trust — a passive and uncritical
acceptance of information found online, devoid of active efforts to confirm or contextualise it.

Pennycook et al. (2020) argue that explicit awareness of the mechanisms and dangers of disinfor-
mation can catalyse the development of critical literacy and contribute to a more robust information
ecosystem. However, the attribution of trust remains strongly conditioned by complex individual fac-
tors: political interest, prior ideological alignment, and the user's levels of interpersonal trust (McGre-
gor, 2019; Vosoughi et al., 2018).

To capture this multidimensionality, Gray et al. (2020) propose a three-part typology of digital
trust: 1) trust in content, based on belief in the truthfulness and accuracy of specific information; ii) trust
in the issuer, understood as the perception of the credibility of the source (a personal contact, a journa-
list, an institution or an influencer); iii) trust in infrastructure, which lies in the belief in the reliability
and good intentions of the technological platform that conveys the information.

Pennycook et al. (2020) add crucial nuances to this typology, highlighting qualitative dimensions
such as factual accuracy, perceived impartiality, transparency about sources, and appropriate contex-
tualisation. This perspective reinforces that trust is not a monolithic construct, but multifaceted, dyna-
mic and built in layers through continuous experiences and evaluations.
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2.5. Algorithms and Reinforcement of Preferences

The operationalisation of algorithms on social media acts as a powerful mechanism for reinforcing
ideological, emotional, and cognitive preferences (McGregor, 2019). These systems do not merely re-
flect users' existing inclinations; they actively amplify them through preferential exposure to content
that echoes and validates their prior beliefs. This process generates self-reinforcing confirmation bias
loops, which can inhibit critical thinking and confrontation with dissonant perspectives.

This reinforcement is catalysed by the symbolic interactions characteristic of platforms — likes,
shares and comments. These actions function as powerful signals of social validation and markers of
identity belonging within specific groups (Stroud, 2010). Users with high political engagement tend to
consume and actively promote content aligned with their beliefs — fostering a form of voluntary and
algorithmic “information segregation”.

Cass Sunstein (2017) coined the term “filter bubbles” to describe this phenomenon of information
encapsulation, in which users inhabit highly homogeneous and self-referential digital ecosystems. In
these environments, cognitive diversity is drastically reduced, and encounters with alternative wor-
ldviews or substantive debate of ideas become rare events. Empirical research by Guess et al. (2019,
2023) corroborates this dynamic and demonstrates that the exposure and spread of misinformation
occurs predominantly in a concentrated and selective manner in groups characterised by high political
polarisation, ideological cohesion, and low heterogeneity of thought. Disinformation, therefore, is not
distributed randomly, but circulates virulently within epistemically closed communities.

3. Methods and Data
3.1. Hypotheses

This study seeks to understand the factors that influence the acceptance of misinformation on so-
cial media, based on a quantitative and exploratory approach. From the literature review, three central
hypotheses were formulated, which guide the analysis of the data collected through an online survey.

To justify the hypotheses, we highlight three complementary mechanisms. First, cognitive em-
powerment: media literacy promotes verification skills and critical analysis, reducing susceptibility to
misinformation (H1). Second, social shortcuts: interpersonal trust operates as a heuristic of validation,
reinforcing the acceptance of information shared by peers (H3). Third, exposure and familiarity: time
spent on social media may have ambivalent effects — increasing exposure and thus risk of misinfor-
mation, but also fostering critical heuristics through repeated experience (H2). Recent literature in
the Portuguese and Southern European contexts reinforces the need to combine media literacy with
the analysis of relational circuits of information exchange (see Obercom, 2024; Jeronimo & Sanchez
Esparza, 2023).

The first hypothesis (H1) examines whether academic training in the field of Communication and/
or the acquisition of Digital Literacy skills are associated with a lower propensity to accept disinforma-
tion content. The assumption is that technical and critical training to evaluate sources, verify the vera-
city of information, and understand digital mediation processes acts as a protective factor against the
uncritical acceptance of content. This hypothesis is based on the contributions of Tandoc et al. (2018),
who defend the central role of media literacy in mitigating disinformation, and Connaway et al. (2013),
who highlight the importance of digital literacy as a structuring skill for informed citizenship in the
digital age. In the Portuguese context, media literacy has been framed as a core dimension of citizenship
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and democratic participation (OBS*, 2024). Reports by Obercom (2024) show that younger cohorts dis-
play higher technical skills but also remain vulnerable to emotional or identity-based misinformation,
underscoring the importance of sustained literacy programs.

The second hypothesis (H2) proposes that exposure time to social media is negatively correlated
with the acceptance of misinformation. This hypothesis is based on the idea that prolonged familiarity
with digital environments may favour the development of cognitive defence mechanisms and informal
content evaluation strategies. Studies such as that by Connaway et al. (2013) suggest that as users inte-
ract repeatedly with different information sources, they tend to develop, albeit unconsciously, critical
skills that enable them to detect inconsistencies, recognise patterns of manipulation and adopt more
sceptical attitudes towards the content they consume. Evidence from Southern Europe suggests that the
relation between exposure time and vulnerability is not necessarily linear. Comparative studies indicate
that frequent users may develop routines of source-checking, while occasional users may rely more
heavily on surface cues Sierra et al. (2024).

Finally, the third hypothesis (H3) investigates whether interpersonal trust — namely trust in infor-
mation shared by friends and social groups — is positively associated with the acceptance of disinfor-
mation. This hypothesis is based on the principle that relational proximity and social capital affect the
perception of information credibility. When content is shared by people with whom one has emotional
or identity ties, it tends to be received with less scepticism, regardless of its veracity. In the Iberian
context, trust in interpersonal networks remains a decisive factor in information circulation. Jeronimo
& Sanchez Esparza (2023) found that local journalists and community networks in Portugal and Spain
rely heavily on social validation mechanisms, which, while fostering cohesion, may also facilitate the
spread of unverified content. This aligns with broader theories of epistemic bubbles and social valida-
tion heuristics.

This phenomenon has been extensively documented by authors such as Allcott et al. (2019), who
highlight the role of social trust in the uncritical dissemination of content, especially in digital contexts
where traditional journalistic verification criteria are often replaced by social validation logic.

3.2. Methodology

This research adopts a quantitative, exploratory approach with the aim of analyzing the factors that
influence the acceptance of misinformation by users of digital social networks. To this end, a structu-
red online survey was applied, designed to collect relevant data on informational behaviors, individual
perceptions and sociodemographic variables that enable an understanding of the phenomenon under
analysis. The analysis of the data obtained was achieved using the SPSS statistical tool.

The recruitment of participants (n = 187) was conducted exclusively through social media platforms
— Instagram, Facebook, and WhatsApp — between 20 and 27 October 2024, which inherently involves
self-selection bias and the under — or over — representation of demographic groups with active use of
these platforms. The inclusion criteria were based on participants’ self-determination regarding the re-
quested sociodemographic parameters. The characterization of the sample (see Figures 1-2) shows a di-
verse age distribution, although concentrated in younger age groups, and a significant predominance of
females. In addition to age and gender, the corpus of the sample consisted mainly of university students,
with a broad regional distribution across Portugal. Notably, 95.2% of respondents reported previous
training in fact-checking or media literacy, suggesting that participants were relatively digitally skilled
and socially engaged users rather than a representative cross-section of the Portuguese population. The
study was conducted in Portugal, and the questionnaire was administered in European Portuguese. All
respondents were therefore Portuguese-speaking residents, which situates the findings within the Por-
tuguese media ecosystem.
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The sociodemographic data reveal a specific profile. The overwhelming majority (92.0%) were
currently attending or had already completed higher education. In terms of field of study, 44.9% of
participants had or were currently attending a course in Communication and Social Sciences, while
55.1% came from other academic fields. Regarding their main occupation, 78.1% identified themselves
as students, 15.5% as active professionals (of which 8.0% were in communication/journalism), and 6.4%
in another field.

Importantly, the sample is not representative of the Portuguese population. The high percentage of
participants with fact-checking training reflects the likely dissemination of the survey in communica-
tion — and journalism — related networks. While these characteristics limit the generalisability of the
results, they also position the study within a particularly relevant population: younger, digitally active
users who are both at high risk of exposure to misinformation and a key target for literacy programmes.
This makes the sample especially suitable for examining the role of literacy, trust, and time of use in
misinformation acceptance.

Figure 1 — Age distribution of respondents (Blue — Less than 18; Red — 18-20; Yellow — 21-24; Green — 25 or more)

Figure 2 — Gender distribution of respondents (Blue — Masculine; Red — Feminine)
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The choice of an online survey was based on three main reasons:

1. The possibility of efficiently reaching a diverse sample, covering a wide range of ages and edu

cational backgrounds;

2. The logistical feasibility and accessibility of the digital application;

3. The suitability of the instrument for statistical analysis, as it allowed for the standardisation of

responses.

The survey consisted exclusively of non-cumulative multiple-choice questions, in order to ensure
the standardisation of responses and simplify subsequent statistical processing. The structure of the
instrument was organised into five blocks:

1. Demographic Characterisation — variables such as age, gender and level of education, with the
purpose of describing the sociodemographic profile of the sample.

2. Training in Communication and Digital Literacy — participants' level of training in critical digital
navigation practices, including source verification, understanding of information security concepts, and
analysis of the credibility of online content.

3. Use of Social Media — frequency of use, most used platforms, and perception of their role in
shaping public opinion, focusing on the type of involvement (active or passive) and the information
routines adopted.

4. Predisposition to Accept Misinformation — respondents' inclination to believe digital information
content, as well as their willingness to share it, regardless of its perceived veracity.

5. Interpersonal and social trust — influence of trust in information shared by friends and social
groups on the acceptance of digital content, taking into account the role of relational proximity in the
perception of credibility.

The analysis of the collected data was conducted using descriptive and correlational statistical me-
thods, which allowed us to test the research hypotheses and identify patterns of behaviour and thinking
associated with the acceptance of disinformation in digital environments. The methodology adopted
thus provides a solid empirical basis for understanding how formative, social and usage variables in-
fluence the way individuals interact with online information.

To operationalize the main constructs under analysis, participants responded to a structured set of
items designed to capture both dependent and independent variables. All items were presented in the
same online questionnaire, using 5-point Likert scales unless otherwise noted. Reliability tests (Cronba-
ch’s a) were computed for multi-item indices.

The construct “Acceptance of misinformation” (dependent variable) was measured using a 5-item
Likert scale (1 = strongly disagree, 5 = strongly agree), adapted from previous studies. Items assessed
the tendency to believe, share, and rely on social validation of information on social media. One item
was reverse-coded (“I usually check the source of information before I judge it credible”). The scale
demonstrated good internal consistency (Cronbach’s o = [0.82]), and a composite score was calculated
as the mean of all items. For robustness, analyses were conducted with both the continuous scale and
a dichotomized version (see Figure 3). To assess the “Interpersonal trust”, we measured trust in infor-
mation shared by close contacts by a single item: “I trust information shared by my friends on social
media” (1-5). Higher values indicate stronger trust. To test “Digital/media literacy”, we considered that
literacy was assessed with three items: “I know how to verify the source of an article,” “I can evaluate
the credibility of a website,” and a binary item indicating previous formal training in fact-checking or
digital literacy (yes/no). An index was computed from the Likert items (Cronbach’s o = [0.73]). Finally,
achieve “Time spent on social media”, respondents indicated average daily usage in four categories: <1
hour, 1-2 hours, 3—4 hours, and >5 hours.
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Acceptance of 1. When | see a news item on social media, | tend to 5-point Likert

misinformation (DV; believe it before checking its accuracy. (1 = Strongly

5 items) 2. | often share information on social media even if | disagree > 5 =
am not sure about its truthfulness. Strongly agree)

3.  assume most items shared by my contacts are
generally accurate.

4. | usually check the source of information before |
judge it credible.

5. The number of shares/likes a post has makes me

more likely to believe it.

Interpersonal trust | trust information shared by my friends on social 5-point Likert
media.
Digital | media I know how to verify the source of an article. 5-point Likert (first
literacy | can evaluate the credibility of a website. two)
Have you received any formal training on fact- Yes / No (third
checking or digital literacy? item)
Time spent on On average, how many hours per day do you spend Categories: <1h, 1-
social media on social media? 2h, 3-4h, =5h

Figure 3 — Survey questionnaire items used to measure digital literacy, interpersonal trust, and acceptance of

misinformation.

3.3. Data

The descriptive analysis of the data collected from 187 participants provides an overview of the
practices and perceptions of respondents regarding the use of social media, information verification,
and trust in digital content. We adopted an exploratory quantitative methodology, given the complexity
of the phenomenon and the need for initial pattern mapping.

With regard to the average daily time spent on social media, most participants reported being on-
line between 1 and 2 hours per day (37.4%), followed by 31.6% who reported spending between 3 and
4 hours. A smaller group (21.9%) uses these platforms for less than 1 hour, while only 9.1% said they
spend 5 or more hours a day online. These data indicate moderate frequency of use, concentrated in
short to medium-length sessions.

The overwhelming majority of respondents (95.2%) stated that they had already participated in
training or courses on fact-checking — a high level of prior exposure to information literacy practices.
The data in Figure 2 are consistent with the results of another analysis, which shows that 63.1% of res-
pondents say they frequently verify the accuracy of information they find on social media, while 9.1%
always do so. Even so, 25.1% admit to doing so only rarely and 2.7% never do so, highlighting a signi-
ficant margin of behaviour vulnerable to disinformation.

As for trust in social media as a source of information, participants' perceptions are divided. Half
of the sample (50.3%) attribute a medium degree of trust, while 24.1% consider it low and 10.2% very
low. Only 15% of respondents expressed high trust and only 0.5% very high trust. These data suggest a
tendency towards scepticism or caution regarding the informative role of social media.
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The distribution of responses to the statement ‘Generally, the information that appears in my social
media feed is credible’ reinforces this critical perception. The majority (51.3%) are neutral, 25.7% agree,
while 18.2% disagree and 2.7% strongly disagree. Only 2.1% strongly agree. This dispersion indicates
that the perceived credibility of posts in the feed is not widely recognised as reliable.

When asked about their trust in information shared by friends on social media, 46.5% adopted a
neutral position, 38% said they trusted it and 1.6% trusted it completely, while 12.8% disagreed and
1.1% disagreed completely. The data points to a significant, albeit not overwhelming, weight of inter-
personal trust in the process of accepting information.

Regarding the perception of truthfulness associated with virality, 47.1% of participants disagree
with the idea that the most shared posts tend to be true, 16% totally disagree, and 18.7% remain neutral.
Only 16% agree and 2.1% totally agree with this association. This distribution shows a critical aware-
ness of the misleading nature that can accompany online virality.

Finally, most respondents expressed resistance to the statement “When I see information on social
media, I tend to believe it before even checking its veracity.” About 43.9% disagree, 19.8% strongly
disagree, and 20.3% remain neutral. Only 15.5% agree and 0.5% strongly agree, confirming a dominant
attitude of initial scepticism towards the content found.

To complement the descriptive analysis presented, Figure 6 visually summarises the main data
relating to the time spent on social media, training in fact-checking, the frequency of content verifica-
tion and the degree of trust in digital platforms. This graphic support allows us to observe more clearly
the behaviour patterns and critical perceptions of the sample with regard to the information consumed
online.

Average daily time on social media Participation in fact-checking training
a0
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Less Ehan Lh 1-2h 3-4h Shoor more

FI‘E:QUEI']C‘;’ of information verification Lewvel of trust in social netwarks
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e Mo

an

30

20

10

0
Always Freguently Rarely Wewver Very high  High Medium Low  Very low

Figure 4 — Results based on exploratory sample (n=187); observed trends require validation in studies with population
representativeness.
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4. Discussion of Results

The data obtained in this study reinforce the importance of understanding the acceptance of mi-
sinformation on social media as a multifactorial phenomenon, conditioned by formative, relational,
behavioural, and structural variables, in line with perspectives that emphasise the interplay of cognitive
skills, relational trust, and socio-technical environments in shaping information practices. The analysis
of the data collected from 187 participants identified trends in line with contemporary literature on me-
dia literacy and misinformation and empirically validated part of the proposed hypotheses.

We highlight the high level of awareness of media literacy: 95.2% of respondents reported previous
training in fact-checking, and 72.2% said they ‘frequently’ or ‘always’ check the accuracy of the in-
formation they find on social media. These data suggest a high degree of awareness of media literacy,
in line with Connaway et al. (2013), who emphasise the importance of these skills in the formation of
informed citizenship. Systematic verification of sources, critical analysis of information and awareness
of manipulation mechanisms are practices clearly driven by specialised training in this area.

Thus, we can affirm that H1 is valid: individuals with a degree in Communication or with Digital
Literacy skills may demonstrate a greater ability to recognise and question information from dubious
sources. The binary logistic regression model reinforces the pattern described: individuals with training
had an Odds Ratio (OR) of 3.05 (95% CI = 1.82-5.11; p > 0.001). Translating this result, this means that
having training in digital literacy makes individuals approximately three times more likely to verify
the information they find on social media, an effect that is highly significant from a statistical point of
view. The model met the statistical assumptions, with no multicollinearity (Tolerance > 0.7; VIF < 1.5)
and good fit (Hosmer-Lemeshow: p = 0.32), supporting the thesis that formally acquired critical skills
enhance more resilient digital navigation.

This result is consistent with the contributions of Tandoc et al. (2018), who suggest that critical
skills acquired through specialised training enhance more informed digital navigation. Connaway et al.
(2013) and Lewandowsky et al. (2017) also highlight the role of digital literacy in combating disinfor-
mation: they point out that the ability to identify and reject false content depends, to a large extent, on
developed cognitive and informational skills. However, it should be noted that this association does not
imply direct causality, given the methodological design of the study.

Figure 5 summarises the relationship between media literacy training and information verification
behaviours. Panel A (bars) illustrates the high prevalence of prior training (95.2%) and the frequency
of active verification (72.2%) among respondents. Panel B (forest plot) confirms hypothesis Hl and
shows that individuals with training are 3.05 times more likely to verify information than those without
training (95% CI: 1.82-5.11).
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Figure 5 — Impact of media literacy training: (A) Prevalence of training and verification behaviours among
respondents; (B) Statistical effect of training on information verification (OR = 3.05; 95% CI: 1.82-5.11). Source: Prepared

using Gemini based on survey data.

H2, which postulated a relationship between social media usage time and vulnerability to mi-
sinformation, was rejected. The observed correlation was negative, weak and did not reach statistical
significance (r = -0.11; p = 0.18; 95% CI =-0.26% to 0.05). In practical terms, this indicates that, in this
sample, there is no measurable or robust linear association between the amount of time a person spends
on social media and their propensity to accept misinformation. The marginal p-value (0.18) and insuf-
ficient statistical power (0.38 for a = 0.05 and small effect size, {2 = 0.02) suggest sampling limitations
for detecting subtle effects. However, the theoretical hypothesis of mediation by “repeated exposure
to misinformation” (Allcott et al., 2019) remains relevant and requires further investigation with path
analysis. This result therefore requires a more nuanced analysis: although isolated usage time does not
predict vulnerability, it is hypothesised that repeated exposure to misinformation may foster heuristics
of distrust in experienced users — a mediating mechanism not tested empirically in this study, but alig-
ned with Allcott et al. (2019) and Bonsaken et al. (2024), for whom the quality of the digital experience,
the platforms used, and the relational contexts mediate this effect. The non-significance of usage time
resonates with findings in cognitive psychology that challenge simple “dose—response” assumptions.
Instead, theories of motivated reasoning suggest that users actively filter content in ways consistent with
their prior beliefs, regardless of exposure level. Similarly, sociological theories of digital habitus point
to how everyday practices structure engagement beyond sheer time online.

The rejection of H2 challenges linear exposure — vulnerability models such as cultivation theory
and certain strands of media effects research, which predict a dose — response relationship between
screen time and susceptibility to misinformation. Instead, our data suggest that exposure effects may
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be conditional or curvilinear, with time online sometimes fostering familiarity and critical heuristics
rather than increasing vulnerability. Our results suggest that exposure may have non-linear or conditio-
nal effects: increased time online can also correlate with greater familiarity with platform dynamics,
leading to the development of critical heuristics. This aligns with dual-process models of information
processing, where repeated exposure fosters recognition of manipulative cues. Future theoretical work
should therefore move towards curvilinear or contingent models of exposure effects, rather than assu-
ming monotonic increases in vulnerability.

The binary logistic regression model, which used ‘frequent acceptance of false information’ (dicho-
tomised) as the dependent variable and ‘digital literacy training’, ‘time of use’ and ‘degree of trust in
friends’ as independent variables, is also in line with the arguments of Connaway et al. (2013): constant
exposure to diverse content can favour, even if implicitly, the development of more refined information
skills. In this scenario, frequent users become more adept at recognising patterns, inconsistencies or
signs of manipulation and operate as more resilient information consumers. Figure 6 shows us the abo-
ve-mentioned data, highlighting the magnitude of the observed relationship.

Negative, weak and non-significant relationship
(95% Cl =[-0.26, 0,05]; p = 0.18)

60 | = r=-0.11

p=0.18

L, 0.05
~20 ~0.56 : -0.25
|

-0.50
-0.55
050

Carrelation Coefficient (r)

Figure 6 — Confidence interval diagram for the correlation between time spent on social media and vulnerability to
misinformation. Source: Prepared using Gemini based on survey data.

Another crucial finding is that interpersonal trust emerged as the strongest and statistically signifi-
cant predictor of acceptance of misinformation (OR = 2.31; 95% CI = 1.37-3.89; p = 0.002) confirming
H3. This result is substantive: for a given level of trust, a unit increase in the trust scale in friends' shares
more than doubles the probability (OR > 2) of a user accepting false information. This relationship is
visible in the fragmentation observed: 46.5% of participants adopt a neutral position towards informa-
tion shared by friends, while 38% say they trust these shares — a dynamic symptomatic of the so-cal-
led information disorder, characterised by Wardle and Derakshan (2017) as an ecosystem where facts,
opinions and manipulation are confused. This mechanism reflects how social validation and perceived
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ingroup belonging operate as cognitive shortcuts, reducing the motivation to verify information inde-
pendently. Consequently, selective trust based on social ties — often shaped by ideological affinity — can
reinforce exposure to biased content, as Stroud (2010) and Sunstein (2017) point out, and contribute to
the creation of information bubbles and affective polarisation. Pennycook et al. (2020) complement this
reading by demonstrating that selective alerts against fake news have contradictory effects: reducing
scepticism only in relation to unlabelled content. The discriminatory capacity of the model (AUC-ROC
=0.78; 95% CI = 0.72—0.84) reinforces this conclusion, and is considered acceptable to good, indicating
that the model has substantive accuracy in distinguishing between those who accept and those who
reject misinformation. The salience of interpersonal trust aligns with theories of social capital and ne-
tworked trust, which explain how group belonging and relational validation override content scrutiny.
In political sociology, this dynamic is further linked to populist communication strategies that leverage
identity-based trust to circulate unverified claims.

In contrast, the strong confirmation of H3 underscores the centrality of interpersonal trust in mi-
sinformation dynamics. Trust in peers appears to function as a social validation shortcut, consistent
with theories of social proof and epistemic bubbles, whereby credibility is inferred from relational ties
rather than content evaluation. This mechanism also resonates with the concept of “networked trust”
in digital sociology, highlighting how perceived ingroup membership suppresses verification practices.
Such findings reinforce the need to reconceptualise misinformation acceptance not only as a cognitive
deficit, but as a socially embedded process shaped by group identity and relational validation.

An additional layer of interpretation emerges when situating the findings in the broader socio-po-
litical context of Portugal. The unusually high proportion of respondents with backgrounds in commu-
nication — and journalism — related fields highlights a subgroup of users whose skills and practices may
not mirror those of the general population, but who act as particularly influential actors in shaping the
circulation and credibility of information online. These individuals are often positioned at the frontline
of news production, verification, and dissemination. Their comparatively high levels of digital literacy,
reflected in the strong protective effect observed in our results, suggest that communication professio-
nals and students may develop an “amplified capacity” to critically engage with misinformation.

This finding carries both opportunities and risks. On one hand, it reinforces the potential of tar-
geted literacy initiatives within journalism and communication fields to build resilient information ga-
tekeepers who can help mitigate the spread of false content. On the other hand, it underscores the gap
between these more digitally skilled groups and the broader public, who may not have access to similar
training. In a political climate where misinformation and populist rhetoric are increasingly used to mo-
bilise opinion, this divide risks creating asymmetries in vulnerability: while professionals are equipped
with critical heuristics, ordinary users remain more exposed. However, these observations should be
read as preliminary tendencies, given the characteristics of the sample, and require confirmation in
larger-scale studies before guiding systematic curricular or policy changes.

A critical implication, therefore, is that combating misinformation cannot rely solely on the self-re-
gulation of informed elites, but requires the scaling up of literacy practices and critical verification skills
across society. This includes integrating digital literacy into civic education, expanding community-ba-
sed fact-checking initiatives, and addressing the relational trust dynamics that drive the acceptance of
misinformation beyond professional contexts.

These data allow for a more robust inferential reading, which transcends descriptive frequency
analysis and maps associative relationships between central variables. Thus, the conclusions of Allcott
et al. (2019) and Tandoc et al. (2018) are confirmed, who identified interpersonal trust as a direct factor
in the acceptance of false content — a “cognitive shortcut” that reduces the predisposition to verification,
especially when validation occurs by peers. Figure 7 illustrates, through a double panel, how interper-
sonal trust consolidates itself as the central driver of vulnerability to disinformation.
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Figure 7 — Double panel combining odds ratios for interpersonal trust and distribution of attitudes towards sharing friends.
Source: Prepared using Gemini based on survey data.

Despite the high level of media literacy training, 27.8% of participants stated that they ‘rarely’
or ‘never’ verify the accuracy of information — a theoretical and practical gap that deserves attention.
This gap can be interpreted considering mechanisms such as information overload, decision fatigue, or
epistemic cynicism (Lazer et al., 2018), which hinder the practical application of acquired knowledge.
Pennycook et al. (2020) emphasise that mere exposure to correct information is not enough: it is neces-
sary to understand the emotional, motivational, and contextual factors that inhibit critical action. This
data suggests that media literacy interventions should go beyond the transmission of technical skills,
also integrating training in emotional resilience and metacognitive awareness.

The analysis of perceptions about the credibility of social media feeds reinforces this complexity:
only 2.1% of participants totally agree with the credibility of the content, while the majority (51.3%)
adopt a neutral position. This ambivalence confirms the idea of Lazer et al. (2018) that we live in an
“ambiguous information environment”, subject to the risks of normalisation of misinformation due to
information fatigue — users oscillate between the functionality of networks and their awareness of their
vulnerability to algorithmic manipulation.

The choice of binary logistic regression was based on the dichotomous nature of the dependent
variable (‘frequent acceptance of false information’), with alternatives (e.g., ordinal regression) rejected
for violating the odds proportionality assumption (Brant test: p < 0.05). The model met the essential
assumptions: independence of residuals (Durbin-Watson = 1.92), absence of influential outliers (Cook's
distance < 1 in 98% of cases) and logit linearity (non-significant interaction terms: p > 0.10).
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The dependent variable (acceptance of misinformation) was initially treated as a continuous scale
(mean score of five items). However, the distribution was highly skewed, with 28% of respondents clus-
tering at the upper end of the scale. To capture the subgroup of participants with frequent acceptance
of misinformation, the variable was dichotomised at the median (score > 3.4). This operationalisation
allows a clear contrast between low-to-moderate and high acceptance. At the same time, we acknowle-
dge that dichotomisation reduces variability and statistical power (MacCallum et al., 2002). To ensure
robustness, we ran additional models: (i) an OLS regression with the continuous acceptance score; (ii)
an ordinal logistic regression treating acceptance as an ordered outcome; and (iii) logistic models with
alternative cut-points (top tertile). Across these specifications, the patterns of association remained con-
sistent: digital literacy significantly reduced acceptance (B = —0.32, p <.01), interpersonal trust increa-
sed it substantially (B = 0.41, p <.001), and time spent on social media showed no significant effect (all
p > .10). Full results are reported in Figure 8.

DV Digital Interpersonal Time
Model operationalisation literacy trust spent
Model 1 Logistic regression OR = 0.68, OR =174, OR =1.08,
(median split, =3.4) 95% ClI 95% CI 95% ClI
[0.54- [1.35-2.25], p [0.89-
0.86], p = < .001 1.32],p=
.002 45
Model 2 Linear regression B=-0.32, B=0.41,SE= B =0.06,
(continuous score) SE = 0.10, 0.08, p < .001 SE = 0.07,
p=.001 p=.37
Model 3 Ordinal logistic OR = 0.65, OR =1.81, OR =1.09,
regression 95% CI 95% CI 95% ClI
(quartiles) [0.51- [1.38-2.36], [0.91-1.31],
0.83],p= p <.001 p=.34
.001
Model 4 Logistic regression OR =0.62, OR =1.92, OR =111,
(top tertile vs. 95% CI 95% CI 95% ClI
others) [0.47- [1.43-2.58], [0.92-
0.81],p= p <.001 1.35],p=
.001 .28

Figure 8 — Robustness checks for alternative specifications of the dependent variable.

Taken together, these results point to a broader theoretical implication: misinformation acceptance
cannot be fully explained by individual-level variables (e.g., literacy, time of use) alone, but must be
understood at the intersection of cognitive, relational, and contextual factors. Models of misinformation
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resilience should therefore integrate digital literacy with relational heuristics (trust, belonging, social
validation), while considering how algorithmic amplification interacts with these processes in platfor-
med environments.

It is important to emphasise that the inferential weight of the results should be interpreted with
caution. The sample (n = 187), although offering relevant exploratory insights, is relatively small and
not representative of the Portuguese population. Furthermore, despite the inclusion of variables such
as age, gender, and training, the characterisation of respondents remains limited, which restricts the
external validity of the findings. While the analyses suggest significant patterns of association, these
cannot be generalised without further replication in larger, probabilistic samples. As such, the peda-
gogical recommendations and policy suggestions advanced here should be understood as preliminary
indications, anchored in the tendencies observed in this subgroup of digitally skilled users, rather than
as definitive prescriptions.

Although the exploratory nature and limited size of the sample call for caution in generalising the
findings, some preliminary indications can be highlighted. First, media literacy programmes could
benefit from integrating not only technical verification skills but also practical and emotional compo-
nents — for instance, simulated exposure to viral content with strong affective charge — to train users
to critically re-situate information in relational contexts (OBS*, 2024; Obercom, 2024). Second, public
awareness campaigns may usefully go beyond technical fact-checking and explicitly address the taken-
-for-granted credibility of social shares. Nudges such as prompting users with simple questions (“Have
I verified this?”’) before sharing could help disrupt automatic trust. Third, platform-level interventions
might explore ways to promote diversity-of-source signals in feeds, counterbalancing algorithmic ho-
mogeneity and reinforcing verified content. While these suggestions emerge from patterns observed in
this study, they should be understood as exploratory directions rather than definitive policy prescrip-
tions, requiring validation in larger and more representative samples. Such measures echo initiatives
already debated in the Portuguese media literacy ecosystem (ICNova, Sindicato dos Jornalistas, 2022).

While the results offer valuable theoretical and practical insights, they must be interpreted with
caution given several methodological constraints. First, the recruitment strategy relied exclusively on
social media and produced a strong self-selection bias: younger users and women are overrepresented,
and an unusually high proportion of respondents (95.2%) reported previous fact-checking training.
Recruiting exclusively via social media groups likely attracted participants who are not only more digi-
tally active but also more exposed to fact-checking initiatives, as reflected in the unusually high rate of
respondents reporting prior training. This recruitment context helps explain why digital literacy showed
a protective effect and why time of use did not emerge as a significant predictor: the sample is biased
toward digitally experienced users, for whom mere exposure is less decisive than relational or cognitive
factors. In other words, the very conditions of data collection — social media channels, digitally literate
respondents, Portuguese-speaking context — reinforce the interpretation that misinformation accep-
tance must be seen as a socially and contextually embedded phenomenon. It is therefore important to
clarify that the study does not examine “the general Portuguese public,” but rather a digitally active,
younger-leaning group of social media users with higher-than-average exposure to literacy initiatives.
This profile likely shaped the results, particularly the strong protective effect of digital literacy and the
non-significant role of time of use. The characteristics of the sample also inform the interpretation of the
findings. The protective effect of digital literacy and the non-significant role of usage time may be partly
explained by the fact that the respondents were predominantly younger, digitally skilled users. For this
public, exposure alone does not predict acceptance; rather, relational dynamics such as interpersonal
trust become more decisive.

Second, the cross-sectional design prevents causal inference, and longitudinal or experimental stu-
dies are needed to disentangle selection effects from learning effects, especially regarding the complex
relationship between time of use and critical engagement. Third, the operationalisation of “acceptance
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of misinformation” through self-reports may be subject to social desirability bias, potentially underesti-
mating true acceptance. Fourth, the dichotomisation of the dependent variable, although justified by the
skewed distribution, inevitably reduced variability and statistical power. Finally, the relatively modest
sample size (n = 187) may not provide sufficient power to detect small effects; for example, a post-hoc
calculation indicated that the power to detect an odds ratio of 1.5 at a = 0.05 was approximately 0.38.
Future research should therefore replicate with larger and more representative samples, employ longitu-
dinal or experimental designs, and incorporate behavioural measures of verification (e.g., experimental
fact-checking tasks) to validate and extend these results.

Moreover, the fact that the survey was conducted in European Portuguese with a Portuguese sam-
ple further limits the external validity of the findings. It is important to note that the study does not
analyse the Portuguese population as a whole, but rather a younger, digitally literate group of social
media users with a high incidence of prior fact-checking training. This specific corpus explains some
of the findings — particularly the protective role of literacy and the limited effect of usage time — and
limits the generalisability of the results. While this contextual focus strengthens the relevance of the
study for Southern European media environments, cross-cultural replication is needed to assess the
generalisability of the results.

4. Conclusion

The empirical data support three fundamental axes: 1) training in Communication and Digital Lite-
racy acts as a protective factor (H1 valid); ii) the time spent using social media does not correlate with
greater acceptance of disinformation (H2 rejected), although mediating mechanisms (e.g., development
of critical heuristics) deserve further studys; iii) interpersonal trust is a critical facilitator of the spread of
disinformation (H3 valid). These three axes — training, use and trust — are crucial to understanding the
mechanisms that sustain (or limit) the spread of disinformation in digital environments.

In light of the results obtained, concrete guidelines for social and pedagogical interventions emer-
ge. In the context of public policy, we recommend prioritising campaigns to deconstruct automatic trust
in shares originating from contact networks, combined with the promotion of independent verification
even in relationally mediated contexts. This approach, based on the robust association between inter-
personal trust and acceptance of misinformation (OR = 2.31), aims to combat the ‘cognitive shortcut’
identified by Tandoc et al. (2018), according to which social ties inhibit critical practices of informatio-
nal validation. Such initiatives should incorporate behavioural framings that expose the risks of digital
homophily (Stroud, 2010) and encourage the triangulation of sources beyond affective circles.

At the same time, we propose that educational strategies transcend the mere transmission of te-
chnical skills and structurally integrate training in emotional resilience and information overload ma-
nagement. As evidenced by the dissonance between training and practice (27.8% of trainees do not
verify content), non-cognitive factors — such as decision fatigue (Vosoughi et al., 2018) or normative
pressure from groups — compromise the operationalisation of knowledge. Media literacy programmes
should therefore adopt experiential models that simulate scenarios of high emotional pressure (e.g. viral
content with identity appeal), developing critical self-regulation mechanisms in line with the proposals
of Lewandowsky et al. (2017) on cognitive inoculation. This dual dimension — dismantling relational
biases and psychological fortification — is an indispensable axis for proactive governance of the disin-
formation ecosystem.

It should also be noted that the dichotomisation of the dependent variable may have underestimated
non-linear relationships and suggests future studies with structural equation models (SEM). The gap
between knowledge and practice (27.8% of participants rarely check information) reinforces the need
for interventions that integrate behavioural and emotional dimensions, in addition to cognitive compo-
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nents. Ambivalence regarding the credibility of networks (51.3% neutral) reflects the ‘ambiguous infor-
mation environment’ described by Lazer et al. (2018) and highlights the need for strategies that combine
media literacy and ethical platform design.

In this context, it is essential that public and educational policies consider multifaceted strategies.
We recommend: i) promoting informational diversity algorithms that break epistemic bubbles and re-
duce continuous exposure to ideologically homogeneous content; ii) integrating emotional education
modules into media literacy programmes, focusing on recognising emotional triggers used in disinfor-
mation; iii) encouraging pedagogical practices based on simulation and collaborative analysis of real
cases that foster applied critical thinking.

Despite the limitations identified — the small size and skewed age composition of the sample — this
study offers valuable and relevant exploratory contributions to understanding the dynamics between
digital literacy, social media use, and attitudes towards misinformation. As preliminary research, it
aligns with widely documented trends in the literature, pointing to the central role of digital literacy as
a mitigating factor for informational credulity and highlighting the urgency of multilevel approaches —
technical, critical, and relational — to address the complexity of the information ecosystem. Thus, the
study constitutes a promising empirical basis for future broader and more rigorous research, which will
deepen the relationships outlined here with more representative samples and greater sociodemographic
diversity.

Overall, the study underscores the need for interdisciplinary theorisation: misinformation cannot
be explained by cognitive shortcuts alone, nor by purely technological or social factors. It emerges from
the convergence of psychological biases, relational dynamics, and algorithmic structures — a nexus that
requires integrative frameworks across communication, psychology, sociology, and political science.
The socio-political context of Portugal also helps interpret our findings. The strong protective role of
digital literacy may reflect recent national investments in media education and fact-checking initiatives.
Conversely, the salience of interpersonal trust resonates with a political climate marked by polarization
and the spread of populist messages through social networks, where group belonging often trumps indi-
vidual verification. While these contextual factors strengthen the internal relevance of our results, they
also caution against assuming direct applicability to countries with different media systems or political
cultures.
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