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Prerequisites

There are no special requirements in this course

Objectives and Contextualisation

The goals of this subject are to reflect about the importance that Mass Media has achieved in the
contemporary society, especially in the reproduction and perpetuation of gender roles and stereotypes.
Mass-Media has been important since it was born, but nowadays is a fundamental actor of the social
processes, which can't be understood without its action.

Conventional Media (printed press, magazines, radio, television) as well as the new forms of communication
that have appeared with internet (from digital newspapers to Social Media or Youtube) are an stretegic new
forum where most of the public and private events are treated and depicted. This Subject proposes a critical
approach to the matter from a gender perspective. Mass media can be useful to the reproduction of
conventional gender stereotypes, but also it can depict new models of identification and help to renovate the
collective imaginery.

The calendar detailed with the content of the different sessions will be presented on the day of presentacion of
the subject.

Competences

Analyse the main discursive phenomena related to the construction and expression of gender identities,
taking into account the linguistic, social and pragmatic variation.
Express correctly and in a non-sexist or homophobic manner both orally and in writing.
Formulate, argue and discuss your own and others' ideas in a respectful, critical and reasoned way.
Propose integrative speeches and communicative practices from the standpoint of gender equity in
audiovisual media and in educational environments.

Students can apply the knowledge to their own work or vocation in a professional manner and have the
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Students can apply the knowledge to their own work or vocation in a professional manner and have the
powers generally demonstrated by preparing and defending arguments and solving problems within
their area of study.
Students must be capable of communicating information, ideas, problems and solutions to both
specialised and non-specialised audiences.

Learning Outcomes

Analyze oral interactions and written discourse with a gender perspective.
Detect discriminatory stereotypes based on gender or sexual orientation in all types of communication
products.
Identify the manifestations of the sex / gender system through the representation of female and male
identities in the media and advertising.
Integrate elements that promote gender equality in advertising campaigns.
Prepare an organized and correct speech, orally and in writing, in the corresponding language.
Propose mechanisms to promote non-sexist uses of language.
Question gender roles based on linguistic uses.
Students can apply the knowledge to their own work or vocation in a professional manner and have the
powers generally demonstrated by preparing and defending arguments and solving problems within
their area of study.
Students must be capable of communicating information, ideas, problems and solutions to both
specialised and non-specialised audiences.
Use non-sexist resources and alternatives in work spaces, education and coexistence.
Use the specific technical vocabulary and own interpretation of the required disciplines.

Content

This Subject offers a wide introduction to massive communication with a gender perspective. The goal is to
figure out how mass media strongly influences in the reproduction of gender identities, individually and
collectivelly. The different aspects treated in this Subject are:

Theme 1. Mass Media as an strategic forum of power. The social conditions in the production of information.
The situation of Freedom of Expression in the World.

Theme 2. Conventional Mass Media and the new digital formats. The transformations of the professional
journalistic field. Changes in population's habits. Different modalities of communication: information, opinion,
entertaintment, talk shows, etc.

Theme 3. Division of Social Space; Public and Private Spheres. Different discourses for different spheres.
General Information vs. Feminine and Familiar Press. Segmentation of Audiences and especialized offer.
Women's Magazines, Magazines for Young People, Men's Magazines. different centers of journalistic interests.

Theme 4. The Production of the Information. Information Mechanisms and Production of Gender Stereotypes.
Workers in the Mass Media Industry and Gender. The Glass Ceiling and the Sticky Floor.

Theme 5. Gender Asymmetry Representation in the Mass Media. Gender Dimorphism: He does/She is. The
most common gender stereotypes in the Mass media. Different journalistic fields: politics, society, culture,
sport, etc. Invisibility of other gender identities.

Theme 6. Gender Perspective and Information. Recomendations to avoid gender stereotyping treatment in the
Mass Media. Gender-based Violence and Violence against other vulnerable minorities. Gender-based Violence
Representation. Violence against LGTBI+ Collective

Theme 7. Language and Discrimination. Recommendations to avoid discriminative language. Linguistic
resignifications. The fight for the meanings.
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Theme 8. Other Communicative Modalities. LifeStyle Magazines. LifeStyle Magazines for Men and Women.
Evolution and impact of LifeStyle Magazines for Men and Women in the maintenance of roles and gender
identitites

Theme 9. Advertising as and Euphoric Discourse. Consume Society and Advertising. The impact of Advertising
in the Society. Supreme values and Advertising discours. The most Common Gender Stereotypes in the
Adversiting Industry.

Theme 10. Creative use of Mass Media and Advertising to overcome Gender Stereotypes. Future
Perspectives.

Methodology

The Methodology of the Subject is as follow:

1) Theoretical explanation of basic and fonamental concepts of the Subject. The professor will order some
practical assignments that students will present in the following session

2) In the following sessions, students will orally present the assignments previously ordered by the professor.

3) Collective debate about the results of the exercises individually done by the students

There will be two types of practical exercises

a) Analysis of specific mediatic products (news, advertising, songs, music videos, etc.)

b) Written argumentative reports about some aspects treated in the theoretical sessions.

Reading different lectures to do the exercises is needed. These lectures are in the basic bibliography of the
Subject.

Activities

Title Hours ECTS
Learning
Outcomes

Type: Directed

Theorical concepts explanations 45 1.8 2, 3, 7

Type: Supervised

Oral exposition in class (individual or in groups) of the exercises exposed in
theoretical sessions

30 1.2 1, 5, 9, 10

Type: Autonomous

Reading and researching information about the subjects of the programme 75 3 2, 6, 9, 8, 11

Assessment

The subject consists of the following evaluation activities:
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A. Weekly Written Reports about different aspects treated in the theoretical sessions. (To be able to pass the
subject is necessary to have done the 80% of the total proposed exercises). The total number of written reports
will depend on the official calendar and the events that occurs during de term. This Activity represents 45% of
the final grade.

B. Written Essay of about 1.000 words about an aspect included in de Programme, agreed in advance with the
professor. The student has to submit this Activity on 15th of May. This Activity represents 35% of the final
grade.

C. Oral Exposition of some of the exercises done Weekly. This Activity represents 20% of the final grade.

Revaluation process:

In the case that the student has not handed in the minimum number of exercices required (80% of the total) or
written the Final Essay, she/he will dispose of 2 weeks to elaborate the exercises and submit the Final Essay.

If the student has obtained less than 3 in the normal evaluation, she/he will have to reelaborate the exercises
and do a final exam about the aspects included in the Programme.

Assessment Activities

Title Weighting Hours ECTS
Learning
Outcomes

Different analytical written reports about media content 45 0 0 2, 5, 3, 4, 7, 11

Oral exposition in class about some analytical reports about media
content

20 0 0 1, 2, 6, 9

Written Essay about any aspect of the programm (about 1000 words) 35 0 0 1, 5, 4, 8, 7, 11,
10
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