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Resumen

Tradicionalmente, el discurso publicitario ha sido planteado como distinto de lo politico, en par-
ticular por Verén y Charaudeau. La tradicion discursivista, que sigue a estos autores, definié lo
publicitario como propio de la intencionalidad cortoplacista de incentivar el consumo inmediato de
bienes desde una estrategia discursiva apalancada en una légica del target que es, por definicion,
contraria a la posibilidad de referir —si ya no a gestionar— los grandes colectivos identitarios.

Sin embargo, durante esta investigacion, se encontraron ejemplos que refutan esta hipotesis en
varios niveles. Se ha sugerido la posibilidad de pensar en las marcas como entidades que dan la ilu-
sion de la existencia de una personalidad e intencionalidad largoplacistas (negando la hipdtesis de
la efimeridad cortoplacista del discurso publicitario). Se dio cuenta de rupturas del orden de lo es-
tructural, sobre todo alrededor de lo adversatario —que es propuesto como caracteristica diferencial
de lo politico—. Se identificaron, también, puestas en discurso donde las marcas se apropian de un
valor superior que las excede como producto consumible —por ejemplo, la idea de autenticidad —y
hasta las propone como enunciantes politicos criticos y adversarios de todo el sistema publicitario.
Por ultimo, y como caso particular de esta estrategia, se encontraron ejemplos donde las marcas se
apropian especificamente del valor nosotros.

Estos ejemplos dan cuenta de un proceso de politizacion de lo publicitario que va mas alla de
la mediatizacion de lo politico denunciado por Verdn: no es solo que lo politico retroceda al apelar
cada vez mas frecuentemente a una logica mediatico-publicitaria, sino que lo publicitario avanza
sobre lo politico apropiandose de la capacidad de gestion de ciertos sistemas de circulacion de ideas
que son necesarios para la gestion largoplacista de los colectivos identitarios.

Este fendmeno no es nuevo, como tampoco lo es su denuncia. Sin embargo, se ha intentado
contribuir a su entendimiento mediante la referencia a los aspectos discursivos de dicho fenomeno.
La investigacion se propuso realizar una lectura desafiante y renovada de la tradicion discursivista
que busque construir puentes entre los abordajes sobre lo politico y lo publicitario, aportando ele-
mentos para una mejor comprension de la evolucion, no solo del entramado comunicacional-dis-
cursivo, sino también de las intencionalidades estructurales que le dan forma.
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Abstract

Traditionally, advertising discourse has been considered distinct from politics, in particular by
Veron and Charaudeau. The discursive tradition that follows these authors defined advertising as
the short-term intentionality of encouraging the immediate consumption of goods from a discursive
strategy based on a target logic that is, by definition, opposite to the possibility of referring to —if
no longer managing— large identity groups.

However, during this research, we found examples that refute this hypothesis at several levels. It
has been suggested the possibility of thinking of brands as entities that give the illusion of the existence
of a long-term personality and intentionality (denying the hypothesis of short-term ephemerality of
advertising discourse). Ruptures of the structural order may be accounted for, especially related to the
adversary —which is proposed as a differential feature of the political area. They are also identified in
a discourse where the brands take over a superior value that exceeds them as a consumable product
—for example, the idea of authenticity—, and they are even proposed as critical political enunciators
and adversaries of the entire advertising system. Finally, and as a special case of this strategy, some
examples have been found in which brands specifically appropriate the value us.

These examples account for a process of politicization of advertising that goes beyond the
political mediatization denounced by Veron: it is not only that the political recedes by appealing
more and more frequently to a media-advertising logic, but advertising advances on the political
domain appropriating the ability to manage certain systems of circulation of ideas that are necessary
for the long-term management of identity groups.

This phenomenon is not new, nor is its denouncement. However, it has been tried to contribute
to its understanding by making reference to its discursive aspects. The research aimed to make a
challenging and renewed reading of the discursive tradition, one that seeks to build bridges between
the approaches on the political and the advertising areas, providing the elements necessary for a
better understanding of the evolution, not only of the communicational-discursive framework, but
also of the structural intentions that give it shape.
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