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intRoduction 

The entrance door for women into the public space, as citizens with 
equal rights and obligations in Latin America has been represented 
by the struggle in favor of women through the campaign to obtain 
the women’s vote (Peschard, 2003). That was the moment since 
which social theories, international movements, research, debates and 
discussions among feminists strengthened by establishing clearly that 
women’s participation was and still is a corner stone in each and every 
great historic event that have made a mark in the direction taken by the 
nations (Rangel Hinojosa, 2006). 

In Mexico, since the recognition of women’s vote in 1953, a system 
of quotas has been legislated within the civic-democratic context to 
have access to publicly-elected offices with the objective of increasing 
the presence of women in the political representation spaces. Adopted 
since 1996 and amended on several occasions, said quota system has 
consolidated in the Reforma Político Electoral 2014 (Political Electoral 
Reform). In view of this reform, the country faces the new political 
stage in which, in addition to gaining access to representation offices, 
which is something that has already apparently been achieved, it is 
imperative to do away with the contextual framework of stereotypes 
and prejudice with which the role of women is usually represented 
(Beaudoux, 2014a; Peschard, 2003).

This need is marked by the fact that it has often been observed that the 
presence of gender stereotypes in the political field has usually brought 
about two types of negative opinions about the women who seek to gain 
access to power: they are either deemed unprepared for the office or 
otherwise, when they are competent women, they are often disapproved 
of or rejected on a personal and social levels, since with their behavior 
they challenge the prescriptive beliefs of what a desirable conduct in 
the feminine gender is (Beaudoux, 2014a). No doubt a predominant 
way in the formation of these stereotyped images is through the role 
the media play in their representation of reality, since the most common 
group stereotypes, and therefore gender stereotypes, are spread, created 
and/or recreated by them (Brown Givens & Monahan, 2005; Muñiz, 
Marañón & Saldierna, 2014). 
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That is why it is necessary to analyze what traits determine the image 
of woman as transmitted by political propaganda, and determine whether 
it contributes to the transmission of gender stereotypes (Marugán & 
Durá, 2013). This way it will be possible to know how women are 
reflected within politics, whether it is as a group with portraits and in 
positions similar to that of other social groups, or rather as a minority 
group and even a weak one within politics. This fact presupposed a 
motivation to conduct this research, because though it is not possible 
to prevent programs and publicity from spreading stereotyped images 
on a daily basis, at least it is possible to raise awareness about the 
propaganda distributed in electoral campaigns, specifically on the 
political spots. In this regard, it should not be forgotten that images of 
social groups are presented through the media contents which should 
seek to show a correct, non-stereotyped representation, one that would 
be free of elements that can lead to prejudice (Beaudoux, 2014b; Lita 
& Monferrer, 2007).

In connection with the antecedents presented, this research has the 
objective of determining whether the image of women presented on the 
spots broadcast on television during the electoral campaigns is created 
–intentionally or not– through the use of gender stereotypes, as well as 
determining what roles they are presented in. Regarding this objective, 
the present article analyzed the female characters present on the spots 
produced by the four main candidates2 during the electoral campaign 
for the governorship of the state of Nuevo León in 2015, in Mexico 
(Comisión Estatal Electoral [cee], 2015). 

2 By March 21st, 2015, the newspaper El Universal had announced the four 
main candidates; at that moment it showed Ivonne Álvarez García, running 
for Alianza por tu Seguridad, made up by the parties Revolucionario 
Institucional (PRi), Nueva Alianza (Panal), Verde Ecologista de México 
(Pvem) and Demócrata, as well as Felipe de Jesús Cantú, running for 
Partido Acción Nacional (Pan), as the strongest candidates, followed by 
independent candidate Jaime Rodríguez, “El Bronco”, and the former 
Pan member Fernando Elizondo Barragán, registered by Movimiento 
Ciudadano (“Nueve estados en juego”, 2015).
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theoRetical FRamewoRK 

Basic concepts within the theory of gender 
Within the cultural parameters that make up the role that society has 
assigned to women, there are a number of concepts that are essential 
to understand the position women occupy in the political context. 
Starting from the general, the concept of sex is a biological question 
that determines whether a human being is classified as man or woman 
on the basis of the reproductive organ they possess. Whereas gender is 
supported by a sociocultural construct, which acquires a category that 
groups all the psychological, social and cultural aspects of femininity 
within the historical process of the social construction (Santi, 2000).

In addition, the concept of gender role can be defined as “the set 
of rules established socially for each sex” (Santi, 2000, p. 569). In 
society, and according to the patriarchal model that resorts to nature to 
explain the differences between genders, it is usually pointed out that 
being a woman implies or means being a mother, wife and housewife. 
Moreover, these are roles that are played in the family context and they 
constitute referential frameworks that influence women since their 
childhood (Rangel Hinojosa, 2006).

It should be pointed out that it is within these cultural parameters 
of gender perspective and representation that the female identity is 
constructed, since it is difficult for it to create itself. This construction 
of identities entails considering multiple factors: place of birth, race, 
the language spoken and the space inhabited. The ways of life shape the 
identities that, seen from the gender perspective, add one more element 
to the social context from which individual and collective identities are 
established (Rangel Hinojosa, 2006).

In his book about the political participation of women in an urban 
movement in Nuevo León, Rangel (2006) speaks about the distinction 
mentioned by Rousseau about women’s position between the political 
and the private space. In this regard, this author pointed out that the 
woman was to be placed outside the “public domain”. Starting from this 
precept, the author asks “how can we speak of political equality when 
the individual personality of women was denied?” (Rangel Hinojosa, 
2006, p. 39). This way, and facing the same question, the conclusion 
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was reached that the real problem of the scant participation of women 
in the political sphere was mainly due to their invisibility. In this regard, 
Rangel Juárez (2015) points out: 

The lack of visibility is above all supported by stereotypes that promote 
the collective imaginarium of women in their role in society; reducing and 
subordinating their participation to the few spaces the male hegemony con-
cedes to them as a subordinate gender (p. 9).

In this sense, the phenomenon of stereotypes can be understood 
within the broad context of categorization (Muñiz et al., 2014). 
Stereotypes have a basic function for the individual’s socialization: they 
facilitate social identity and the sense of belonging, since accepting to 
identify with the dominant stereotypes in a given group is a way of 
remaining integrated in it (Gabaldón, 1999). Stereotypes are usually 
defined as “beliefs that are more or less structured on a subject’s mind 
about a social group” (Páez, 2004, p. 760). That is, they fulfill an 
important cognitive function for the individual, inasmuch as they are 
“cognitive structures that contain the subject’s knowledge and beliefs 
about different social groups” (Martínez, 1996, p. 21). 

It must be added that these stereotypes are formed unconsciously by 
the individuals, due to the fact that social conduct patterns are implanted 
in the subconscious since childhood and they are reaffirmed over time 
(Beaudoux, 2014b). However, they can also be eliminated or modified 
depending on the capacity for conscience, adaptation and dominion an 
individual has about them. This is due to the fact that, although they 
are generalizations about the defining characteristics or traits that are 
perceived to characterize the members of exo-groups, they can change 
as a result of a process of relation with representatives of these other 
groups. Within social stereotypes in general, Gabaldón (1999) points 
out that gender stereotypes are a subtype, and they can be defined as 
“beliefs held by consensus about the different characteristics of men 
and women in our society” (p. 84).

Inequalities of qualities and social status can represent an obstacle 
in the opportunities for women to gain access to a political career. From 
the different cultural criteria that have been revealed to shape women’s 
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inequality, the expression “glass ceiling” was coined with the objective 
of describing that invisible barrier that prevents women’s access to 
leadership positions, both within the social scale, as executives and as 
elected officials (Beaudoux, 2014b; Marugán & Durá, 2013). 

However, although in democratic societies such as the Mexican 
one, in theory the rights and obligations stipulate a principle of equality 
between men and women, in practice the sense and respect of said 
theoretical principles is lost. A reality that has posed the need to replace 
the expression “glass ceiling” by that of “glass labyrinth”, a metaphor 
that exposes the probability that women may get lost on the intricate 
roads of a metaphorical place that, even though it has an entrance, it 
generally presents a very complicated exit (Barberá, Ramos & Candela, 
2011 cited in Marugán & Durá, 2013).

The role of the media in the diffusion of stereotypes 
Human beings are sociable by nature, that is why it causes them to fall 
in a process of dependence, not only in their environs but also of the 
people that surround them (Gabaldón, 1999). However, over time the 
contexts of dependence have evolved and they are ever more demanding. 
Socialization, therefore, becomes a key factor in this process, which 
is in addition different regarding the people’s sex. That is, gender 
stereotyping will occur, a sort of labels that accompany people due to 
the mere fact that they belong to one or the other sex (Lita & Monferrer, 
2007). Along with the conflict that entails the socialization process that 
accompanies the individuals, today there is a new challenge to face: the 
role of the media in the transmission of stereotypes and the generation 
of prejudices (Dixon, 2000; Muñiz, Serrano, Aguilera & Rodríguez, 
2010; Seiter, 1986). According to Orozco Gómez (1997), the media can 
be defined as: 

Languages, metaphors, technological devices, platforms where power is 
generated, won or lost; they are mediations and mediators, logics, business 
companies; they are control and social-molding instruments, and at the same 
time, they are cultural revitalizers and the source of everyday referents; they 
are educators, and presenters of reality and they are generators of knowledge, 
authority and political legitimization (p. 26).
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They have been omnipresent in political campaigns since the end 
of the 20th century, gaining strength in the game of political marketing 
in the last few years. Especially with the use of political advertising, 
through the news coverage offered about election campaigns and, of 
course, through the budgets assigned to the tv networks. These facts 
have necessarily revealed the important role played by the media in the 
election processes, as well as the effects generated in the citizens by the 
consumption of their contents (Huerta & García, 2008). 

The cultivation theory put forward by Gerbner and his team of 
collaborators at the end of the 1960’s stands out among the studies 
on the representations of social groups in the media. The extent of the 
influence of tv has been analyzed from this theory as well as the effects 
the media have on the individuals, and in the generation of attitudes 
through its contents (Beaudoux, 2014b; Behm-Morawitz & Ortiz, 
2013; Brown Givens & Monahan, 2005; Muñiz et al., 2014). And as 
Shanahan and Morgan (1999) pointed out when they review the theory, 
“much of what we know, or think we know, we have never personally 
experienced; we ‘know’ about many things based on the stories we hear 
and the stories we tell” (p. 13). That is, reality or the perception we 
have of reality is the result of everything we hear or watch through 
someone else, without being the protagonists, but rather the spectators 
in a context of the society that we assume as real. 

No doubt this would not represent a relevant fact if it had not 
been discovered that the more an individual is exposed to the media, 
in particular to television, the more their view of social and political 
reality looks like the referent represented on the media rather than 
like the objective referent that statistics and social reality can show 
(Gerbner, 1998). In sum, those individuals that have been subjected 
to high media exposure, to a larger extent tend to hold prejudices and 
stereotyped gender conceptions that coincide with the media narratives 
(Beaudoux, 2014a; Muñiz et al., 2010).

Therefore, the media can play a crucial role in the process of 
“stereotyping” (Brown Givens & Monahan, 2005; Muñiz et al., 
2014), which involves the activation of certain stereotypes and their 
application to make subsequent value judgments. And the point is that 
through their contents they contribute to the representation of social 
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groups and the activation among the audience of a system of personal 
beliefs about the social groups, from the use of certain stereotypes that 
are believed to define these groups. A process that is amplified when 
the stereotyped images of the groups are repeated continually over 
time, as it can happen through the constant use of certain stereotypes 
to portray the groups in the media contents (Brown Givens & 
Monahan, 2005). 

This process is not likely to be alien to women’s image in politics 
as portrayed by the media in their contents. And the point is that, due 
to the fact that many leadership or strength qualities are generally built 
thinking of male qualities, it is common for representations of women 
in the media contents to derive into stereotypes that show women as 
politically inept, lacking in knowledge, weak in character and devoid of 
autonomy or just as mothers (Marugán & Durá, 2013; Pérez, 2009). A 
representation that begins this stereotyping process, and that can derive 
into the shaping of thoughts, attitudes and value judgments with respect 
to women connected with politics. 

Gender minorities in the political advertising
As it has been pointed out, to a large extent the opinions and values 
that prevail among citizens with respect to public issues depend on 
the messages they receive through the media (Dixon, 2000; Seiter, 
1986). That is why they have been pointed at as responsible for social 
mediations (Orozco Gómez, 1997; Sánchez-Tabernero, 2008), as well 
as for the creation or mass diffusion of stereotypes and prejudices 
that concern minorities or minority groups (Barbalho, 2005; Behm-
Morawitz & Ortiz, 2013; Brown Givens & Monahan, 2005). 

Though the concept of minority or minority group is commonly 
used, it should be convenient to make some considerations about its 
scope and use. In this regard, Guillaurnin (1992 cited in Osborne, 
1996) explains that minority groups are not necessarily those that, 
due to the small number of their members, are also the smallest in 
number in society. They should rather be considered as such when 
they are in a state of “lesser power” in a society, whether this power is 
economic, legal or political (p. 80). This premise can also be adopted 
in the case of women, who are usually assumed as a minority group. 
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As Osborne (1996) indicates “this definition of minority, resulting 
from the inferiority of status, and not from their statistic relevance, is 
what allows the sociologic approximation between the so-called ethnic 
minorities and women” (p. 80).

Moreover, regarding deliberative spaces, even though an ever-
wider space is emerging for more and more women to join, it is 
not possible to speak of a large number or claim that this process is 
occurring rapidly. However, this presence that women are adopting 
in the social system is an indicator that helps us to observe, measure 
and interpret the political progress made by women (Marugán & 
Durá, 2013). That is why it is essential to analyze and reflect on the 
degree of influence the media have, and within the political contents 
the influence exerted by advertising spots, since as Díaz-Soloaga and 
Muñiz indicate (2007):

Though it is true that the aim of publicity is not to educate (except for those 
–like the institutional one– whose explicit aim is precisely that) or to transmit 
positive values, it is however also true that regardless of the producers’ inten-
tion and thanks to the use of symbols recognizable by the audience, publicity 
transmits –whether they want to or not– life styles, proposals about how one 
should be, act, …, to be successful on the social scale (p. 77).

Taking this into account, it is important to analyze how the role 
played by the woman is represented and transmitted in the political 
campaigns, in particular through the political spots produced by the 
candidates. This is due to the fact that they are audiovisual messages 
containing fragments of visual, verbal and oral communication, through 
which a candidate or political party buys time on the media seeking 
to influence the vote decision among the people (Lita & Monferrer, 
2007), which makes the spots one of the most important messages for 
conveying political information to the citizenry in election contexts 
(Marañón, 2015; Muñiz et al., 2010; Ramos, 2014).

Considering the antecedents presented, this research aimed to 
contrast the following research hypothesis and to answer the following 
research questions in the context of the electoral campaign for the 
governorship of the Nuevo León State in 2015:
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H1: The spots produced by the different candidates to the elections 
included stereotyped portraits of women through the inclusion of 
female characters that showed gender stereotypes.

RQ1: What are the prevailing stereotypes and representations with 
which the image of women was presented on the political spots 
during the elections? 

RQ2: Were there any differences among the candidates when it came to 
representing women within their election spots?

methodology 

Research Design 
In order to conduct a research project, it is necessary to carry out a design 
that allows adequate attainment of the aims set, as well as a “clear, 
concrete and precise analysis of the problem and a rigorous research 
methodology suitable for that kind of work” (Noguero, 2002, p. 167). 
That is why when conducting this research we analyzed the political 
spots aired during the election for governor in 2015 in the Mexican state 
of Nuevo León by means of the content analysis technique. 

This technique is defined as the set of interpretative procedures for 
communicative products (messages, texts or discourses) that originate 
from previously recorded unique communication processes and 
supported by techniques that are sometimes quantitative (statistics that 
support counting the units) and sometimes qualitative (logics that are 
based on the combination of categories), they intend to encode aspects 
that are considered relevant about the units of analysis (Raigada, 
2002). That is, characteristics that must be evaluated and placed in 
relation so that the latent information present in the units of analysis 
emerges.

To this end, we selected a sample of spots broadcast by the four 
main candidates to the governorship, which were determined depending 
on the vote intention in the surveys presented through the different 
newspapers with a presence in the state such as: El Norte, El Horizonte, 
Hora Cero and El Universal. In this sense, the analysis covered the spots 
by Ivonne Álvarez García, nominated Alianza por tu Seguridad that was 
made up by Partido Revolucionario Institucional (PRi), Nueva Alianza 
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(Panal), Verde Ecologista de México (Pvem) and Partido Demócrata 
Mexicano (Pdm) by Felipe de Jesús Cantú, the banner holder of Partido 
Acción Nacional (Pan), by Fernando Elizondo Barragán, registered by 
Movimiento Ciudadano, and by independent candidate Jaime Rodríguez 
“El Bronco” (“Nueve estados en juego”, 2015). 

According to the Instituto Nacional Electoral (ine, 2015), the 
election campaign covered from March 6th, 2015 to June 7th 2015, 
election day. During this period, a total of 95 spots were broadcast on 
television. Of these, 53 correspond to the four main candidates and 
parties that were analyzed in this research. However, due to the fact 
that the object of study focused on analyzing the gender stereotypes 
transmitted in these spots that could affect the political perception 
people have of women, we only took into consideration those spots 
where female figures appeared or those whose message addressed 
specifically this population sector. 

Finally, a sample of  28 spots was selected of which ten corresponded 
to the Pan candidate, 11 to the female candidate for the Alianza por tu 
Seguridad coalition, five to the candidate for Movimiento Ciudadano 
and just two to the independent candidate. Within the spots, the 
“character” appearing on the ad was used as the unit of analysis, as 
a result revealing a total of 130 units of analysis: 51 corresponding to 
the spots analyzed for the Pan candidate, 58 units corresponding to the 
Alianza por tu Security female candidate, 18 to the partido Movimiento 
Ciudadano candidate and 3 units to the independent candidate.

Instrument used and reliability analysis 
A code book was created for this research with a total of 29 variables, 
concerning both the general relative data of the spot content and the 
characters present in them. Regarding the data concerning the female 
characters, the analysis focused on a set of 14 variables associated with 
image, age, clothes, role, disability, tone of voice, university education, 
the character’s initiative or their esthetic appearance (Díaz-Soloaga & 
Muñiz, 2007). For example, “the character’s age group” was measured, 
where the encoder had to choose from 0 = cannot be encoded, 1 = 
younger than 15 years, 2 = Young, from 15 to 29 years approximately, 
3 = Adult, 30 to 65 years, and 4 = Older, over 65 years.
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The selection of said variables to make up the code book was made 
on the basis of the assumption that many of a politician’s leadership 
or strength qualities are built in general thinking of male qualities 
(Beaudoux, 2014a, 2014b). That is why it is important to determine 
the presence of other aspects that can determine whether women 
are represented, on the contrary, as politically inexpert, lacking in 
knowledge, weak of character and lacking in autonomy or simply as 
mothers (Marugán & Durá, 2013).

When the codification of the units corpus selected was finished, a 
reliability analysis was performed to allow confirming the inter-rater 
agreement obtained, that is, the level in which it can be assumed that 
there was no bias in the codification of the variables defined in the 
book for each of the units of analysis. To this end, 70 units of analysis 
were randomly selected from the total number of samples to perform 
a second codification. Two new encoders participated, they were 
chosen with the premise of having previously collaborated in other 
content analyses, and they were over 18 years of age and were senior 
undergraduate or graduate students. They were previously trained in 
regards to the book of codes and the codification fiche they would have 
to use. After this, the information of the second codification performed 
by the complementary analysts was collected and captured in the data 
base with the statistic software sPss v.19.

To check the inter-rater agreement of the content analysis, the 
kappa coefficient reliability test was used; the test had been originally 
proposed by Cohen (1960) for the case of two raters or two methods. 
The kappa coefficient can take values ranging between -1 and +1. 
The closer the value is to +1, the greater the degree of inter-observer 
agreement. Contrariwise, the close the value is to -1, the greater the 
degree of inter-observer disagreement (Krippendorff, 2004). This way 
κ value = .80, was obtained which indicates the study’s high reliability.

analysis oF the Results

With the end of determining the stereotypes used in the spots presented 
by the four candidates analyzed, this part of the diagnosis of descriptive 
variables focuses on studying the units of analysis corresponding to 
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female characters as such. According to Table 1, “the type of character” in 
which most of the characters analyzed were classified was the category of 
“Supporting Character” which corresponded to 58.5% of the units analyzed. 
As to the category occupying the second place, corresponding to 27.7%, 
belongs to people presented as “the Main Character”, a variable in which 
independent candidate Jaime Rodríguez stands out, presenting 100% of his 
characters in this category, χ2(6, N = 130) = 11.705, p = .069. Respecting 
the remaining 13.8%, they were presented as “Background”, so even 
though they were present on the spots, their participation was not essential, 
but it met the requirements marked and necessary to be part of the analysis.

table 1
diFFeRences among the candidates in teRms oF tyPe oF 

chaRacteR, age gRouP and use oF an aggRessive tone oF voice by 
the chaRacteR  (Results PResented in PeRcentage column)

Candidate of the spot
Variable Felipe 

de Jesús 
Cantú 

Ivonne 
Álvarez 
García

Fernando 
Elizondo 

Jaime 
Rodríguez 

“El Bronco”

Total

Type of character
Main 32 25.4 11.1 100 27.7
Supporting 58 57.6 72.2 0 58.5
Background 10 16.9 16.7 0 13.8
Age Group 
Under 15 years 0 1.7 0 0 0.8
Young 12 25.4 50 66.7 24.6
Adult 62 66.1 38.9 33.3 60
Older 26 6.8 11.1 0 14.6
Use of an aggressive tone of voice by the character 
Impossible to 
determine or is 
not clear 

64 76.3 88.9 0 71.5

No 36 23.7 11.1 33.3 26.9
Yes 0 0 0 66.7 1.5

Source: The author.
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Regarding the “Age group of the female character”, χ2(N = 130, 9) 
= 100.535, p < .001,” they were mostly “Adult” characters, referring 
to people in an age range between 30 and 65 years with 60% of the 
units, and the only female candidate stood out by presenting 66.41% 
of her characters within this category; while 24.6% of the characters 
correspond to the age group “Young” ranging in age from 15 to 30 
years, here the independent candidate stood out by presenting 67.7% 
of his characters in this group, followed by candidate Fernando 
Elizondo who presented 50% of his characters in this category. 14.6% 
of candidate Felipe de Jesús’s characters were placed in the age group 
“Older”, by presenting el 26%. Finally, only 0.8% corresponded to 
the under 15 group, and Álvarez was the only person who presented 
characters in this age range (see Table 1).

Finally, regarding the “Use of an aggressive tone of voice” it was 
possible to observe that the aggressive tone was not used in 26.9%, 
while only 1.5% did use it, χ2(N = 130, 6) = 91.623, p < .001. It should 
be highlighted that the most part of the characters of independent 
candidate Jaime Rodríguez presented this feature (see Table 1).

With respect to the “main role of the female character” with which 
they were associated, most of the units of analysis were presented as 
“Heads of the household”, χ2(N = 130, 18) = 97.362, p < .001. This role 
was followed by that of “blue-collar workers” with 13.8%, in a similar 
situation to that of the category “students” with 12.3%. 3.8% of the 
units were classed within the role of “business woman”, while the role 
of “farmers” was represented by 2.3% of the characters. Moreover, and 
with just 0.8%, characters were presented in their roles of “small business 
owners” (see Table 2).

Regarding the “image of the character”, it was analyzed whether it was 
presented as someone who had studied at the university, χ2(N = 130, 6) 
= 11.343, p = .078. In this respect, it is noteworthy that only 32.3% were 
associated with someone who had had a university education. In contrast, 
15.4% were not associated with an image of someone who had studied, 
while in 52.3% of the cases, it was impossible to identify this feature. It 
should be pointed out that, in the case of independent candidate Rodríguez, 
it was not possible to determine the image of any of his characters regarding 
the association with someone who had had a university education. As to 
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table 2
diFFeRences among the candidates in teRms oF the main Role

oF the Female chaRacteR  (Results in PeRcentages)

Variable Candidate of the spot Total
Felipe 

de Jesús 
Cantú 

Ivonne 
Álvarez 
García

Fernando 
Elizondo 

Jaime
Rodríguez 

“El Bronco”
Main role of the female character 

Impossible to 
determine or it is 
not clear 

66 8.5 44.4 66.7 36.9

Head of the 
household

30 33.9 16.7 33.3 30

Small business 
owner

0 0 5.6 0 0.8

Farmers 0 5.1 0 0 2.3
Blue-collar 
workers

4 27.1 0 0 14.6

Students 0 25.4 5.6 0 11.5
Business woman 0 0 27.8 0 3.8

Source: The author.

“professional success”, 23.8% of the characters presented this appearance 
in the spots, χ2(N = 130, 3) = 4.230, p = .238. However, the majority did 
not denote the esthetic appearance with 76.2% (see Table 3).

Finally, regarding whether the character appeared as a person with 
their own initiative during the development of the narrative in the 
spot, for the most part it was observed that the characters did not take 
the initiative, χ2(N = 130, 3) = 5.220, p = .156, this fact represented 
77.7%. In turn, only 22.3% of the characters were presented as active 
and resolute in the actions that were reflected on the spot, and as to 
the variable referring to the female character’s esthetic appearance of 
“Joy and Freedom”, 84.6% of the characters showed that feeling of joy 
and freedom, leaving only 15.4% of characters that did not convey this 
appearance, χ2(N = 130, 3) = 9.491, p = .023 (see Table 4).
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table 4
diFFeRences among the candidates in teRms oF the initiative

in the Relation ReFlected and the esthetic aPPeaRance oF

Joy and FReedom (Results in PeRcentage)

Candidate of the spot
Variable Felipe de 

Jesús Cantú 
Ivonne 

Álvarez García
Fernando 
Elizondo 

Jaime Rodríguez 
“El Bronco”

Total

The character appears taking the initiative in the relation reflected 
No 78 71.2 94.4 100 77.7
Yes 22 28.8 5.6 0 22.3
Joy and Freedom 
No 14 10.2 27.8 66.7 15.4
Yes 86 89.8 72.2 33.3 84.6

Source: The author.

table 3
diFFeRences among candidates in teRms oF the chaRacteR image 

PResented oR associated as someone with a univeRsity education 
and PRoFessional success (Results in PeRcentages)

Candidate of the spot
Variable Felipe 

de Jesús 
Cantú 

Ivonne 
Álvarez 
García

Fernando 
Elizondo 

Jaime 
Rodríguez 

“El Bronco”

Total

The character’s image is presented or associated as someone with a university 
education 
Impossible to 
determine or it 
is not clear

60.0 45.8 44.4 100.0 52.3

No 18.0 10.2 27.8 0 15.4
Yes 22.0 44.1 27.8 0 32.3
Professional success
No 84.0 69.5 72.2 100.0 76.2
Yes 16.0 30.5 27.8 0 23.8

Source: The author.
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discussion and conclusions 

It is undeniable that the media exert a great influence on politics, as it was 
discussed above, specifically by means of advertising tools and strategies 
such as spots, since they can mould the people’s beliefs and attitudes as 
social reality (Marañón, 2015). However, in Mexico there is no research 
targeting the study of political spots as the diffusers of gender stereotypes. 
That is why this research paper was carried out on the basis of the content 
and result analysis by means of a quantitative study. 

The analysis revealed that, of the 14 variables developed with respect 
to the data related to the female characters, 7 proved to be positive in 
the promotion and diffusion of gender stereotypes. This agrees with 
the notion that advertising encourages certain stereotypes of “how” or 
“what” a woman must do to be commonly accepted by society (Díaz-
Soloaga & Muñiz, 2007). That is why it is worrying that at present, both 
in advertising and in politics, the female images diffused on the media, 
especially on political advertising, are usually negative and loaded with 
stereotypes (Lita & Monferrer, 2007). 

As to the research hypothesis put forth, about the fact that the spots 
presented women with gender stereotyping, on the basis of the findings 
obtained in the present research it can be concluded that, indeed, the 
candidates presented advertising that spread –voluntarily or not– this 
type of stereotypes during the 2015 election campaign analyzed. This 
represents, no doubt, an alarming fact considering that it is through the 
media that modifications are generated in political and social attitudes. 

As to the first research question, referring to what the prevailing 
stereotypes and representations were, placing the woman on the 
political spots during the elections, it was found that the main role 
in which the characters were presented was “head of the household”. 
These characters were mostly represented as playing “supporting” 
roles, with an age range of “30 to 65 years”, at the same time; they did 
not take the initiative in the actions that were reflected on the spot, but 
in most cases the female characters reflected an esthetic appearance of 
“joy and freedom”. 

In Rangel Hinojosa's (2006) words, it should be pointed out that 
according to the patriarchal model of our societies, being a woman means 
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“being a mother, wife and housewife” (p. 90), these roles are played 
within the family and they seem to be reflected by the spots produced by 
the different candidates analyzed. Regarding the stereotypes conveyed 
by the spots, it is possible to observe that male characters appear more 
often in leading roles, while the opposite is true of the women. When 
analyzing the age variable, it was revealed that women are portrayed as 
unproductive and passive from their middle age onwards. In sum, the 
image that women are people with more limited interests and capacities 
is conveyed and the notion that they are happier when they stay home 
is held, just as it had been indicated by other authors, in agreement with 
what has been revealed by previous studies (Beaudoux, 2014a, 2014b). 

In addition and in keeping with the results found, the second research 
question was answered. Regarding the existence of differences among 
the candidates when it came to representing women on their spots it 
can be concluded that, of the 18 variables compared among the four 
candidates, 10 derived into differences. In this sense it is concluded that, 
according to the variables contrasted, both Felipe de Jesús Cantú and 
Ivonne Álvarez presented a classical image of the woman associated 
with the stereotype “housewife-woman”. An image that reduces the 
woman’s function to taking care of the family and the household where 
the values of “love”, “warmth”, “sensitivity” and “happiness” are 
reflected (Pérez, 2009; Díaz-Soloaga & Muñiz, 2007). The differences 
between these two contenders lay, however, in the “passive and/or 
submissive attitude” in which their female characters were presented, 
because while the Pan candidate did not present any character with 
this kind of attitudes, the Alianza por tu Seguridad female candidate, 
presented 5.1% of her characters within this category. 

With respect to the Movimiento Ciudadano candidate, he presented a 
female image that is far from that of his rivals, since most of his characters 
played the role of “business woman” working in a profession, women 
whose ages ranged from 15 to 30 years, who conveyed an appearance 
of joy, sex appeal and leisure. In this sense, a “functional-modern” 
stereotype was detected associated with an image of “modernity”, 
“freedom” and “comfort” (Díaz-Soloaga & Muñiz, 2007, p. 85) 

In the case of the independent candidate, Jaime Rodríguez “El 
Bronco”, who eventually won the elections, his spots revealed a 
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stereotyped image associated with the “young woman”. However, it was 
far from being the positive image of a youthful female character, even 
when his characters were in the same age range as Fernando Elizondo’s. 
Quite the contrary, the image of the woman on his spots is regarded as 
lacking in knowledge and as a transgressor of socially-accepted rules of 
conduct (Lita & Monferrer, 2007; Marugán & Durá, 2013). In addition, 
the candidate presented mostly young characters between 15 and 30 
years of age who used informal, aggressive language.

Last but not least, it is important to point out that it is imperative to 
continue to strive to carry out research of this type in the future, due to 
two main reasons. First, as it was indicated above, because there is not 
enough research in Mexico addressing this line of analysis, therefore 
there is still a lot to be explored in this field. Secondly, there are very 
few public policies that take these studies as their foundation, which 
would allow reducing the social perception of gender prejudice and 
stereotypes that abound in society (Lita & Monferrer, 2007).
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