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2. Methodology 
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Figure 1. Representation of the methodology 
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Table 1. Analysis template 

General information 

Name of the spot  

Campaign  

Year  

Emitted by  

General description * The content of the spot is briefly explained 

Number of exhibitions on TV  

Screenshot 

* This section contains a sample screenshot taken from the spot 

Transcription (words) 

* Literal transcription of what is said in the spot 

Images and sounds 

* The content of the spot is described in terms of image and sound. The section is made up of the 

following details of the advertising message: staging, characters, lighting, soundtrack and editing 

Key elements of the communicative strategy 

* The formal aspects (words, images and sounds) of the spot that support the communicative strategy 

proposed by the Federal Government (regarding the war on drugs) are identified. 

References and appeals to cultures of peace and/or culture of violence 

* The formal aspects and key elements of the communicative strategy of the spot are put in dialogue 

with the theoretical framework of peace studies to determine the characteristics of the spot related to 

cultures of peace and/or culture of violence, respectively. 

Other comments 

* If necessary, other relevant aspects of the spot are described 

 
3. Government advertising and peace cultures 
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4.  Case study 

4.1 Advertising campaigns of the Mexican Federal Government (2006-2012) related 
to public security and the fight against drug trafficking 
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Table 2. Classification of the spots by type, percentages 

Type Number of spots Percentaje 

Results 43 36% 

Information 31 26% 

Justification 20 17% 

Exaltation 13 11% 

Government reports 12 10% 

Figure 2. Content of the spots destined to public security and the fight against drug trafficking 
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Table 3. Main phrases used in the TV spots 

Phrase 
Number of spots where it 

is used 

"So that drugs do not reach your children" 40 

"We are working for your safety" 32 

Other phrases6 22 

Phrases related to the exaltation of the armed forces7 10 

"The fight is worth it" and "we won't step back in this fight" 9 

"The security strategy recovers and strengthens your community" 6 

 119 
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Figure 3. Graphic representation of the words with more repetitions 1 
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Table 4. Character: armed forces 

Character Armed forces (police, soldiers, marines) 

Role played Hero 

Characteristics Honesty, strength, intelligence, technology, protection, service, victory, heroism 

Physical 

description 

Most of the images of policemen, soldiers or marines correspond to young, 

athletic and strong men, wearing their corresponding uniform and equipped 

strongly with long guns and bulletproof or tactical vests. They often wear helmets 

and have their faces covered with balaclavas, so the only parts of their face that 

can be seen are their eyes. If their faces are not covered, they are shown staring at 

the camera or the horizon, with a serious face if they are escorting criminals, 

seizures or working in intelligence areas and with relaxed body language and 

smiling if they are interacting with citizens 

General 

description 

The armed forces play heroic and protective roles, most of the time they are 

shown escorting or subduing suspected criminals, carrying out operations and 

training, guarding confiscated weapons and drugs or performing intelligence 

functions. On other occasions, they are shown helping and protecting civil 

society, whether by rescuing hostages or helping people in areas devastated by 

natural disasters 

Justification It is affirmed that the role played by the armed forces in the narratives is that of 

heroes, since they appear in the spots systematically and at the peak moments, 

they move nimbly and show themselves in action, very often they are shown in a 

position of superiority in front of the alleged criminals, to whom they submit and 

defeat. In addition, in different spots the elements of the armed forces are directly 

referred to as "heroes" and their actions are considered "heroic" 

All these characteristics correspond to the description of the heroes in the 

audiovisual narratives proposed by García Jiménez (1996: 294, 295) and 

demonstrate the use of the hero as an instrument to consolidate the social order 

(Benet, 2013) 

Visual examples  
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Table 5. Character: alleged criminals 

Character Alleged criminals 

Role played Villain 

Characteristics Danger, evil, cruelty, violence, defeat, death 

Physical 

description 

Most of the alleged criminals that are shown in the spots are young and middle-

aged men. We do not see a constant in the dress, because sometimes they wear 

humble clothes and other times dress formally. What is observed is that often, 

regardless of the clothes worn, they are wrinkled and disorganized, the result of 

arrests. In several spots the detainees show clear signs of having been beaten and 

most  times they are shown handcuffed and being escorted by elements of the 

armed forces 

General 

description 

The alleged criminals transmit an attitude of defeat and submission, they show 

themselves crestfallen and almost never look at the camera. Several spots present 

them as "targets to be shot down" and when they are referred to, derogatory words 

are often used (traitors to the homeland, poisoners, murderers of children, etc.) 

 

 

Justification Following the characteristics of the  hero designation proposed by García Jiménez 

(1996: 294, 295) and applying the inversion of the roles with respect to the hero, in 

the case of the alleged criminals it is affirmed that they occupy the role of villains 

within the narrative because they constantly appear in the peak moments of the 

spots. They are shown captured, subdued and defeated by the armed forces and in 

some cases they are explicitly referred to as the "enemy", "the bad guys" or "the 

disgraced" 

 

 

Visual examples  
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Table 6. Character: civil society 

Character Civil Society 

Role played Victim 

Characteristics Fear, gratitude, passivity, conformity, need for protection. 

 

 

Physical description Most of the time, society is represented by young children, under the 

age of five, who are generally shown in middle class environments and 

carrying out daily games and activities. Most of the adults who appear 

are middle-aged and appear to be of middle socioeconomic class. 

 

 

General description Civilians assume the role of victim in the analyzed spots, either because 

they are at risk of getting hooked on drugs or because they physically 

suffer violence (since they are kidnapped, extorted or detained by 

alleged criminals). Other times they are shown suffering the effects of 

natural catastrophes and being aided by the armed forces. In short, they 

are shown as powerless subjects that need protection and security. 

Justification It is stated that children are presented as victims in the spots because 

they are constantly shown in danger of receiving drugs. Different TV 

spots show alleged drug traffickers offering drugs to minors and some of 

them show children as alleged hostages being released by the armed 

forces. In the case of adults, they transmit their fear of the situation 

because their children may fall into drugs and in various examples they 

are shown justifying the combat strategy, showing conformity or 

thanking the armed forces for their actions. 

 

 

Visual examples  

 

 

 

 

 

 



ISSN 2386-7876 – © 2018 Communication & Society 31(1), 107-124 

119 

4.2 Advertising campaigns of the Mexican Federal Government (2006-2012) related 
to the promotion of peace or peace cultures 
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Figure 4. Graphic representation of the words with more repetitions 2 
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5. Conclusions  
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6.  Final recommendations 
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