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ABSTRACT 
Despite the negative criticism leveled at them, certain television genres which treat intimate problems and issues as a kind of spec-

tacle may also help adolescents learn how to cope with interpersonal situations and gain awareness of key social problems. This

study focuses on examining the arguments that adolescents use to explain their possible participation (or lack of participation), ei -

ther as guests or members of the audience, in Celebrity Gossip Shows (Salsa Rosa) and Talk Shows (Diario de Patricia), within the

interpretative framework of Turiel’s theory (2002). To this end, interviews were conducted with adolescents from the Basque

Autonomous Region and the answers given were grouped into three domains: conventional, moral or private. The results found

show that the vast majority would not consider attending these programs for private reasons, and when asked to think in what

hypothetical case they would consider participating, any change of opinion was always «Diario de Patricia» or almost always «Salsa

Rosa» prompted by moral motives. All of those who said they would participate in the two programs justified their answer using

conventional arguments. We can conclude that the adolescents participating in the study continue to value personal privacy, even

in association with certain television programs in which the limits between private and public are transgressed. 

RESUMEN
Determinados géneros televisivos que mediatizan la intimidad en forma de espectáculo, a pesar de las críticas negativas que reci-

ben, también pueden servir a los adolescentes para aprender cómo afrontar situaciones interpersonales y tomar conciencia de pro-

blemas sociales relevantes. El presente trabajo tiene por objetivo conocer los argumentos que los adolescentes exponen para expli-

car su posible presencia o no como público o protagonista en los programas de crónica rosa (Salsa Rosa) y «talk show» (Diario de

Patricia), en el marco interpretativo de la teoría de Turiel (2002). Para ello, se han llevado a cabo entrevistas con adolescentes de

la Comunidad Autónoma Vasca cuyas respuestas se han categorizado en los dominios convencional, moral o privado y, posterior-

mente, han sido analizadas mediante el programa Nudist. Los resultados hallados muestran que la gran mayoría no acudirían a

estos programas por argumentos privados y, cuando se les pide que piensen en qué caso hipotético acudirían, el cambio de opinión,

siempre «Diario de Patricia» (DP) o casi siempre «Salsa Rosa» (SR), va acompañado de motivos morales. Por otra parte, la totalidad

de los que acudirían a ambos programas lo justifican con argumentos convencionales. Se concluye que los adolescentes participan-

tes en este estudio continúan concediendo valor a la privacidad, aun cuando se asocia a determinados programas televisivos en los

que se transgreden los límites entre lo privado y lo público. 
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1. Introduction

Television and the context in which it is viewed

may, among other factors, constitute a source of social

and moral learning and development during adoles-

cence, as well as being a source of symbolic resources

with which adolescents interact during the construc-

tion of their identity (Harwood, 1999; Montero,

2006; Pindado, 2006). 

The theoretical framework of reference upon

which we based our research was the Theory of

Reception (Orozco, 2002), the interest of which lies

not so much in analyzing the influence of the media on

different audiences, but rather in examining what sub-

jects do with the media, how they perceive the diffe-

rent contents and values transmitted through «their

own individual lenses». From this perspective, this

study aims to analyze and examine adolescents’ per-

ception of the way in which certain television pro-

grams make private matters the subject of public deba-

te. The study takes as its reference the interpretational

framework of Turiel’s theory (2002), according to

which these perceptions can be grouped into the follo-

wing domains: a) Moral. This alludes to the moral

sense adopted by an individual as a behavioral crite-

rion, which prompts them to be guided by universal

moral principles over and above conventional norms

or individual interests. b) Conventional. This is related

to expected behavioral guidelines which facilitate and

ease peaceful coexistence between human groups. c)

Private or personal. This refers to those behaviors,

matters or decisions which are free from both a moral

and a conventional sense of obligation, and are based

on each person’s individual preferences or tastes (e.g.

in the Western world, the choice of friends or aspects

related to one’s own body). 

Today, the limits between the public and the pri-

vate are easily blurred, since we live in a constantly

changing world characterized by a lack of fixed ideo-

logies and an ongoing revaluation of daily culture. The

public exhibition of the private world, generally in the

form of television shows (Bauer, Dotro, Mojana &

Paez, 2000; Kehl, 2002), contributes a great deal to

this blurring, especially as regards talk shows and cele-

brity gossip shows, genres characterized by their cons-

tant transgression of the delicate limits which exist bet-

ween the private, conventional and moral spheres. It

has even been said that the religion of today’s society

is the conversion of privacy into a media product

(Cocimano, 2007). In fact, privacy has become so

much a marketable good, that certain celebrities have

earned their fame merely by selling the intimate details

of their lives.

But what is the reason for the current vulnerability

of the value of privacy? Among other factors, this vul-

nerability is due to the fact that we live in an audiovi-

sual environment which can easily penetrate our lives.

Also, we often tend to have recourse to our right to

information in order to keep abreast of absolutely

everything, frequently at the expense of invading other

people’s privacy. In the opinion of Camps (2005;

2007), violations of privacy generally tend to be aest-

hetic in nature, or in bad taste, such as, for example,

when someone sells the intimate details of their life for

either money or fame. However, above all, and from

an ethical point of view, privacy is frequently threate-

ned when it is assailed by a poorly understood form of

«public interest», a concept which actually refers to

what should interest the public, but which is often

erroneously used to define what audiences actually

see. In the author’s opinion, what should really con-

cern us is the loss of a value which has only recently

been conquered, after much effort and hard work.

Television cannot be blamed for all the evils of

youth, but it does seem worthwhile to analyze and

explore adolescents’ perceptions of the way in which

people’s privacy is exploited and made public in some

television shows. Specifically, within the context of

public television in Spain, our research has focused on

the reality show macro-genre, which includes the talk

show entitled «Diario de Patricia». In this show, the

dominant trait is the development of a conversation-

spectacle between guest participants (generally from

the popular classes) and the presenter, regarding

every  day issues (Ardila, 2006; Cáceres, 2000; Mer -

cado, 1999; Vilches, 1995). Similarly, we also focu sed

on celebrity gossip shows, analyzing specifically a pro-

gram entitled «Salsa Rosa». Unlike in talk shows, in this

type of programs the guests generally tend to be cele-

brities or figures from the media world who are paid

to reveal the details of their lives, whether they be real

or made up (Cocimano, 2007). They are sensationa-

list programs which are extremely aggressive in their

treatment of the private life of the individuals involved

(OCTA Report, 2005).

Criticism leveled at talk shows and celebrity gossip

shows has mainly focused on the topics or themes

dealt with, and the sensationalist way in which they

are treated. Some examples include themes related to

sexual identity, conflicts between partners and family

members (infidelity, family violence, filial identity, etc.)

and social problems (job-related problems, relations-

hips between friends, teenage motherhood, drug

abuse, etc.) (Bauer, & al., 2000; Greenberg & Smith,

1995). However, although some criticism refers to the



C
o
m

u
n
ic

ar
, 

3
5
, 

X
V

II
I,

 2
0
1
0

© ISSN: 1134-3478 • e-ISSN: 1988-3293• Pages 95-103

97

fact that these programs have a negative effect on vie-

wers (rendering them less sensitive to human pain, dis-

torting reality, magnifying insignificance and failing to

discern between what is trivial and what is important),

especially adolescents (Cáceres, 2002; Kiesewetter,

1995), hardly any empirical evidence exists of these

effects and no explanations have been offered as to

how they are generated. Furthermore, not all effects

are adverse or go beyond the boundaries of entertain-

ment, since these programs can also help viewers

learn how to cope with certain aspects of life in society

and to gain a greater awareness of certain key social

problems (Bauer & al., 2000; Baumeister, Zhang &

Vohs, 2004; Davis & Mares, 1999; Gamboa, 2001;

Greenberg & Smith, 1995; Trepte, 2005). 

In a sample of 282 students aged between 13 and

18, Davis & Mares (1998) analyzed the effect of vie-

wing talk shows on adoles-

cents’ attitudes and beliefs

regarding the society in which

they lived. The authors found

that watching talk shows made

viewers overestimate the fre-

quency of deviant behavior,

although it did not make them

less sensitive to other people’s

suffering. Similarly, watching

talk shows is positively related,

in some age groups, with an

awareness of the importance

bestowed on social issues. In

conclusion, the general opi-

nion regarding these programs

is overly pessimistic and sim-

plistic. 

Baumesiter & al. (2004) carried out a study with

58 first-year psychology undergraduate students, who

were asked to tell a piece of gossip and then describe

what they had learned from it. Contradicting the tradi-

tional stereotype regarding the adverse effects of gos-

sip, the authors found that for participants, gossip

constitutes an important means of social communica-

tion which serves to convey, in a narrative manner,

roles, rules and other guidelines for living in a specific

culture. 

For his part, Trepte (2005) interviewed 66 daily

talk show viewers with a mean age of 26, in order to

determine whether or not they would consider appe-

aring on this type of program and what they would

hope to gain from the experience. The conclusion the

author drew was that those who would consider par-

ticipating in this type of television program tend to

make a concerted effort in the field of self-realization.

As regards celebrity gossip programs, in a sample

of 191 adolescents aged between 11 and 16, Giles &

Maltby (2004) analyzed the relationship between ado-

lescents’ emotional autonomy and their relationships

with celebrities. The results revealed that media per-

sonalities provide adolescents with a secondary group

of pseudo-friends, at the same time as increasing their

emotional autonomy in relation to their parents, alt-

hough an excessive attraction to one celebrity in parti-

cular may interfere with this transition. 

Having reviewed the existing studies in this field,

we can conclude that the data are inconclusive. It is

important to bear in mind that certain complex and

conflictive social issues (such as homosexuality, porno-

graphy and abortion, for example) involve (frequently

ambiguous) assumptions or beliefs which subjects de -

velop gradually in relation to specific situations

(Wainryb & Turiel, 1993), and which influence their

moral assessment of the event in question. For exam-

ple, in the case of homosexuality (private sphere), the

beliefs associated with the biological or psychological

determining factors of sexuality emerge as a key theme

in moral assessments of this issue. Since these issues

are often the focus of talk shows and celebrity gossip

shows, it is important to bear this in mind when asses-

sing the opinions held by adolescents regarding these

programs. It is also worth highlighting that the percei-

ved realism should mediate the effects of viewing talk

shows, more so indeed than in other genres such as

news programs or fiction (Davis & Mares, 1998). 

In previous studies carried out by our group in the

Basque Autonomous Region, the results found were

not particularly alarming (Aierbe & Medrano, 2008;

Today, the limits between the public and the private are

easily blurred, since we live in a constantly changing world

characterized by a lack of fixed ideologies and an ongoing

revaluation of daily culture. The public exhibition of the pri-

vate world, generally in the form of television shows, contri-

butes a great deal to this blurring, especially as regards talk

shows and celebrity gossip shows, genres characterized by

their constant transgression of the delicate limits which exist

between the private, conventional and moral spheres.
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Aierbe, Medrano & Orejudo, 2008; Medrano, Pala -

cios & Aierbe, 2007), since so-called «junk TV» (talk

shows, celebrity gossip shows, etc.) were not found to

be particular favorites among adolescents, who said

they spent little time viewing them. Nevertheless, it is

important to dedicate some attention to this theme,

due to the possible influence which this type of con-

tent may have on younger generations.

In this study, which forms part of a broader re -

search project on television viewing and perceived

values, the objective was to analyze how some televi-

sion shows intervene in adolescents’ perception of inti-

macy, within the interpretative framework proposed

by Turiel’s theory. In specific terms, we were interes-

ted in analyzing the conventional, moral or private

arguments used by adolescents to explain their possi-

ble presence (or absence) as either members of the

audience or guests on celebrity gossip (Salsa Rosa) and

talk shows (Diario de Patricia). The specific objectives

were: 1) To determine the (moral, conventional, priva-

te) arguments put forward by those adolescents who

said they would attend the shows as either members of

the audience or guests. 2) To determine the (moral,

conventional, private) arguments put forward by those

adolescents who said they would not attend the shows

as either members of the audience or guests. 3) To

determine whether those subjects who initially used

private arguments to explain why they would not

attend the shows would change their mind (i.e. would

attend) in certain cases, and what arguments (moral,

conventional or private) they would use to justify this.

4) To determine whether interviewee responses were

concentrated especially in one or more of the profiles

upon which their selection as participants in the study

was based.

2. Material and methods

2.1. Participants

Based on the data gathered from a sample of 594

adolescents from the Basque Autonomous Region

(BAR, Spain) regarding television viewing habits and

the values perceived in their favorite programs, a sub-

sample of 31 subjects was selected for this study. All

were adolescents aged between 13 and 15, from

three schools in the province of Guipúzcoa. 

The sub-sample of adolescents who participated

in this study was selected on the basis of a combination

of the television viewing habit and perceived value

indexes obtained previously by means of the Television

Viewing Habits Questionnaire (CH-TV 0.1.) and the

Values and Television Questionnaire (Val-TV 0.1.).

After a long and arduous process, the following varia-

bles were chosen for the selection process: 1) specific

preference for «Salsa Rosa» and appearance as either a

member of the audience or guest (high and low); 2)

appearance on either «Salsa Rosa» or «Diario de Patri -

cia» as either a member of the audience or guest and

appearance in general on a television show as either a

member of the audience or guest (high and low); 3) co-

viewing (high and low) and 4) power value (high and

low). Based on the combination of these four variables,

12 profiles were obtained, on the basis of which the 31

adolescents interviewed were selected. 

2.2. Measurement instruments

A semi-structured interview, created ad hoc for

this study, was used. Interviews lasted on average

approximately 45 minutes. The interview is divided

into two parts. The first part includes 17 questions

designed to elicit the interviewee’s opinion of the talk

show and celebrity gossip show genres. The second

part consists of four questions aimed at determining

interviewees’ opinion regarding the establishment of a

rule for television viewing based on age, time of day

and content, and regarding who should be responsible

for establishing such a rule (the government, parents,

producers of television programs?). In this paper, we

present the results corresponding to the first part of the

interview, specifically that part referring to a total of 8

general items, namely: Would you go on «Salsa Ro -

sa»?; Explain why.; Would you go on «Diario de Patri -

cia»?; Explain why.; Under what circumstances

would you go on «Salsa Rosa»?; Under what circums-

tances would you go on «Diario de Patricia»?; If you

were to go on «Salsa Rosa», what would you hope to

achieve?; If you were to go on «Diario de Patricia»,

what would you hope to achieve?

2.3. Procedure

This research project was divided into the follo-

wing phases:

1) Planning. This phase included: establishment of

objectives, drafting of the interview, selection of the

variables and profiles for the sub-sample, decision

about who would do the interviewing, establishment

of contact with the schools and timetable for holding

the interviews.

2) The interviews. The semi-structured interview

was administered by three interviewers trained in the

technique of clinical interviewing and with experience

in qualitative research.

3) Selection and categorization of contents. The

interviews were transcribed, the contents and themes

categorized in relation to the hypothesis and the proto-
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cols were read and analyzed

collectively. The contents

were categorized by three

judges based on the interpre-

tative framework of Turiel’s

theory (moral, conventional

and private domains), which

is explained in the introduc-

tion to this paper. 

4) Presentation of the ca -

te gories using the Nudist pro-

gram. The data are presented

in an orderly manner, in a

subject-based node matrix.

This matrix enables us to

observe and carry out an

exploratory comparison bet-

ween the different text units

corresponding to each indivi-

dual, which are coded in accordance with each assig-

ned category. The system also helps provide a global

overview of the data, in order to enable conclusions to

be drawn more easily. The steps followed were: a) To

enter the whole texts of the interviews with the 31

adolescents in the Nudist program; b) To define the

categories and sub-categories. The three main catego-

ries, defined in accordance with Turiel’s theory, were:

Moral, Conventional, Private. Each of these categories

are further sub-divided into different sub-categories; c)

To construct an initial Tree Nodes; d) To code the

nodes on the basis of the texts; e) To obtain the final

report from the Nudist program which indicates the

degree of global response given by the subjects in each

category; f) To construct a matrix from each subject’s

report.

5) Data reduction. Finally, the information was

summarized in accordance with the objectives which

explain the categories extracted and the theoretical fra-

mework upon which the whole study is based.

3. Results

As regards «Salsa Rosa» (SR), of all the adolescents

interviewed, 93.55% said they would not attend,

while only 6.45% said that they would. None of the

adolescents used moral arguments to justify either their

possible appearance or their possible non-appearance

on SR, and none of them defended their willingness to

go on the show using private arguments. The students

who said they would go on SR (6.45%) all gave con-

ventional reasons. Of the adolescents who said they

would not go on SR (93.55%), 34.48% gave personal

or private reasons for their decision,

31.03% conventional reasons and 13.79%

other reasons (for example, boredom or

embarrassment). In other words, the most

common arguments used to justify their

unwillingness to appear on the program

were private and conventional ones, in a

similar proportion, followed quite a way

behind by arguments related to certain fee-

lings generated. 

However, of those who initially said

they would not go on SR, 35.48% would

change their mind in certain circumstances.

Of these, 81.81% said they would go on

the program for moral reasons, for exam-

ple, in order to help or achieve something good for

someone. 9.09%, on the other hand, used conventio-

nal arguments to justify this change of mind, citing, for

Table 1. «Salsa Rosa»: percentages according to node and text unit.

Figure 1: Percentage of those who would change their mind about going on 

«Salsa Rosa».
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example, entertainment or money as reasons for going

on the show. 

In short, moral arguments were not used initially to

justify the decision not to go on this show. However,

a high percentage of those who initially said they

would not go on the

show and then

changed their

minds, used moral

arguments to justify

this decision. For

example, one ado-

lescent (code num.

5049) who initially

said, for private rea-

sons, «I would not

go because I would

never talk about my

private life», later

used moral argu-

ments to justify a

change of opinion,

stating «Yes, I would

if it was for a good

cause, like helping

someone». Only a minority said they would change

their mind and go on the show for conventional rea-

sons and the same percentage said they would not

change their initial arguments. For example, one ado-

lescent (code num. 225) who initially said they would

not go on the show for private reasons, such as «no, it

is my life and I would never accept money for talking

about it», later said they would change their mind and

go on the show for conventional arguments such as

«Yes, if the program was entertaining and fun, without

being insulting». Similarly, we wanted to determine

how many of those who initially said they would not

go on SR for personal or private reasons (34.48%)

would change their mind (and go on the show), and

what arguments they use to justify this change of opi-

nion. Thus, we found that: 50% said they would

change their mind in order to help someone or to deny

or clarify something (moral domain); 10% said they

would go on the show in order to have fun (conven-

tional domain); and finally, 40% said they would not

change their mind.

As regards the celebrity gossip show «Diario de

Patricia» (DP), of all the adolescents interviewed, 84%

said they would not go on the program, while 16%

said they would. All those who said they would go on

the show (16.45%) justified this decision using con-

ventional arguments. However, of those who said they

would not go on DP (84%), 23.07% gave private rea-

sons, 11.54% moral reasons and 7.69% conventional

reasons. The rest of those who said they would not go

on the show (57.69%) offered no justification.

Nevertheless, of those who said they

would not go on DP, 35.71% said they

would change their minds; and of these, all

(100%) said that if they did, it would be for

moral reasons. 

Next, we analyzed whether or not

those who initially said they would not go

on DP for personal or private reasons

(34.48%) would change their minds, and

what arguments they would use to justify

this. 33.33% said they would change their

mind and go on the show if it were to help

someone (moral domain). None of the

interviewees said they would change their

Table 2. «Diario de Patricia»: percentages according to node and text unit.

Figure 2: Percentage of those who would change their mind about going on

«Diario de Patricia».
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minds and go on the show for conventional reasons

and 50% said they would not change their minds, rei-

terating their decision not to go on DP. 16.67% said

they would go on the show if it meant they would be

reunited with a friend or relation. In this case, then, a

new category was added in relation to the reasons sta-

ted for interviewees changing their mind. This cate-

gory, which we called «meeting», was not observed in

relation to SR. Similarly, it was also found that all those

subjects who said they would change their mind in

relation to DP had also done so previously in relation

to SR.

When they were asked what they would hope to

gain if they were to go on the shows, in the case of SR

they said they would be looking, above all, for fame

and/or money (other reasons included: just to have a

good time, to see the show live, to have people in

favor or against, forgiveness and understanding). In the

case of DP, in general they said they would be looking

for personal help, someone to listen to them or to be

reunited with a friend or relation. Only on one occa-

sion did an interviewee mention fame or money.

Finally, we analyzed whether interviewees’ res-

ponses were concentrated specifically on any of the

basic profiles used for their selection as participants in

the study. The results failed to reveal any clearly diffe-

rentiated profile for those who said they would go on

the shows. However, it was found that the responses

of those who said they would not go on SR were con-

centrated (65.40%) in general on the «Specific prefe-

rence for SR and DP and attendance as audience/guest

low» profile, particularly in relation to co-viewing high

and power low (23.08% of those who said they

would not go on the shows). Similarly, the responses

of those who said they would not go on DP are con-

centrated (66.66%) on the same profile, although in

this case, the other two variables (co-viewing and

power) do not seem to discriminate any response

trend.

4. Discussion

A general overview of the data indicates that the

vast majority of adolescents would not be willing to go

on the shows «Salsa Rosa» (SR, celebrity gossip show)

and «Diario de Patricia» (DP, talk show), mainly for pri-

vate reasons. Also, they are less likely to go on SR. The

only case in which one of the interviewees initially

gave a moral argument for not going on the show was

in relation to DP. Moreover, all of those who said they

would be willing to go on both shows justified their

decision using conventional arguments and, when the

interviewer prompted them to think about in what

case they would change their mind, almost always

(SR) or always (DP) their response was accompanied

by moral reasoning. 

In accordance with the data obtained, related to

objectives 1 and 2 of this study, the adolescents who

participated in this piece of research were found to

distinguish very clearly between the two selected

shows, being more disposed to go on DP than on SR.

One key aspect to highlight is that, upon analyzing

interviewees’ assumptions or beliefs regarding what

they might obtain or achieve by going on the shows, in

the case of SR, the main incentives were fame and

money (materialistic vision), while in the case of DP,

the reasons were

more altruistic and

included helping

someone, listening

or being reunited

with family mem-

bers or important

people in their lives.

This may be becau-

se talk shows are

more similar to ado-

lescents’ everyday

lives, and the peo-

ple and stories they

focus on are more

familiar to them. It may also be due to the greater rea-

lism perceived in this type of show (Davis & Mares,

1998). Both these aspects need to be researched in

greater depth in the future. 

One particularly striking result was the high per-

centage (57.69%) of interviewees who offered no

arguments whatsoever for not being willing to go on

DP. It may be that the beliefs underlying the issues dealt

with are ambiguous, as Wainryb & Turiel 1993 point

Figure 3: Specific preference for «Salsa Rosa» and «Diario de Patricia» and attendance as a member of the

audience or a guest LOW.
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out, thus making it difficult for adolescents to state their

reasons for not going on the shows. It is possible that

the roots of this difficulty in saying why they would not

go lie in the fact that they are unsure as to whether the

stories recounted are real or «fabricated», whether the

guests are paid to talk about the intimate details of their

lives and to what extent the right to be informed

should take presidence over the right to privacy.

However, despite the negative criticism leveled at

these genres, the turning of everyday life into media

entertainment, with the focus on situations similar to

those which adolescents might experience, may serve

to help them learn how to cope with social interac-

tions and raise their awareness of important social pro-

blems (Greenberg & Smith, 1995; Davis & Mares,

1998; Bauer & al., 2000).

It is also true, though, that the minority of adoles-

cents who said they would go on these shows

(16.45% for DP and 6.45% for SR) gave exclusively

conventional reasons for their decision. Thus, for

example, they said they would go on the shows to find

out more about the lives of celebrities, because they

thought it would be fun or for money. Fortunately, this

coincide with the results we found in previous studies

in which adolescents said they preferred other types of

programs. The data are not alarming but, in our opi-

nion, it is important to pay attention to the underlying

beliefs since they may be related to either more or less

prosocial values.

In relation to objective 3, in both cases (SR and

DP) a similar percentage (almost one third) of those

who initially said they would not go on the shows later

changed their minds. The difference is that all of those

who changed their mind in relation DP did so for

moral reasons, i.e. to help someone, to be listened to

or to be reunited, etc. However, while the majority of

those who changed their minds in relation to SR did so

for moral reasons, some said they would go on the

show for conventional reasons, and an equal percen-

tage said they would not change their mind under any

circumstances. One interesting result is that the initial

private arguments used to support interviewees’ deci-

sion not to go on these shows are all (in the case of

DP) or almost all (in the case of SR) replaced by moral

arguments when the interviewees change their mind,

probably because the moral reasons which emerge

over the private ones are more solid and have a greater

influence over the decisions to be made, as Wainryb

& Turiel (1993) point out. Also, in the case of talk

shows, the moral aspects perhaps emerge more cle-

arly, since even some of the initial responses given in

the case of DP contained moral arguments. It was also

observed that all interviewees who initially said they

would not go on the shows for private reasons and

then changed their mind in relation to DP for moral

reasons had already changed their mind previously in

relation to SR. One might wonder here whether the

order of the items may have influenced the responses

obtained. Whatever the case, the data obtained indi-

cate the relevance of reception contexts and the role

of mediators when exploring responses and linking

them to their underlying values and beliefs.

In accordance with objective 4, we found that the

previous selection of the profiles of the adolescents to

be interviewed bore no relation to interviewees’ posi-

tive response regarding their willingness to go on the

shows, although it was related to their negative res-

ponse. It is necessary to explore this aspect in more

detail with a larger sample group, in order to determi-

ne the relevance of contextual factors such as parental

mediation and the values perceived when selecting

these programs.

In short, our data reveal that the adolescents parti-

cipating in the study continue to place a value on per-

sonal privacy, even in association with certain televi-

sion programs in which the limits between private and

public are transgressed. This does not mean, however,

that they are against people going on these shows and

revealing the details of their private affairs. In other

words, although they believe it is correct and appro-

priate for private, intimate matters to remain private,

during the course of the interviews they qualify this

somewhat by stating that «everyone is free to decide

what to do with their privacy». 

As regards the limitations of our study, first of all

the sample group was very small. Consequently, any

future research should strive to include a greater num-

ber of participants. Secondly, although we have explo-

red the underlying beliefs at a general level, we believe

that it is necessary to analyze them in greater depth,

based on assumptions regarding the benefits and harm

to be obtained by going on these shows, such as, for

example, the fact of lying about your private life in

front of the cameras (moral domain), conventions rela-

ted to the family (conventional domain) or homose-

xuality (private domain). Also, we believe that the

degree of reality perceived in the stories told on these

shows, as well as the instability of the values which

characterize the adolescent stage, might both have

influenced the results and should be studied using

other complementary methodologies. 

It is worth remembering the wide range of possibi-

lities offered by television for educating young people

in values, the social norms and conventions that
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govern peaceful coexistence and those aspects which

depend more on person choices, and which are loca-

ted within the private sphere. In order to take advan-

tage of these possibilities, it is necessary to examine

current television contents in order to ensure minimum

levels of educational and cultural content which take

into account the experience of the «TV generations»

(Pindado, 2005). In this sense, it is important for there

to be a greater number of initiatives which focus, in

both formal and informal contexts, on the television

skills of adolescents, or in other words, on their ability

to interact with the medium in a balanced way from a

perspective of both rationality and entertainment

(Aguaded, 2008). 

Based on the acknowledgement of the educational

potential of television, we defend the idea that the de -

coding of the messages conveyed through perhaps less

«constructive» television contents, such as those that

turn intimacy into media entertainment, may also con-

tribute to achieving this goal (Ardila, 2006; Bauer &

al., 2000), providing we accompany adolescents in

this process. 

Support
This piece of research forms part of a project funded by the Ministry

of Science and Innovation, reference num. EDU 2008-00207, wit-

hin the framework of the National Scientific and Technological

Development and Innovation Plan.

References
AGUADED, J.I. & DÍAZ, R. (2008). La formación de telespectadores

críticos en educación secundaria. Revista Latina de Comunicación
Social 63; 121-139. (www.ull.es/publicaciones/latina/_2008/ -

12_19_ Huelva/Aguaded.html) (30-12-09).

AIERBE, A.; MEDRANO, C. & OREJUDO, S. (2008). Dieta televisiva,

valores y percepción de la mediación familiar en adolescentes. Re -
vista Mexicana de Psicología, 25 (2); 259-270.

AIERBE, A. & MEDRANO, C. (2008). Usos televisivos de los adoles-

centes y su relación con los valores. Comunicar, 31; 109-114.

ARDILA, A.C. (2006). Ficción y televisión: Los sujetos culturales en

los talk show. Co-herencia, 4(3); 189-209.

BAUER, M.; DOTRO, G.; MOJANA, G. & PAEZ, W. (2000). Trabajo
ex ploratorio acerca de la temática de los talk-shows. Buenos Aires,

COMFER Comité Federal de Radiodifusión.

BAUMEISTER, R. F.; ZHANG, L. & VOHS, K.D. (2004). Gossip as Cul -

tural Learning. Review of General Psychology, 8 (2); 111-121.

CÁCERES, M.D. (2002). Telerrealidad y aprendizaje social. Icono:

Re vista de Comunicación y Nuevas Tecnologías, 14 (9); 1-21

(www.icono14.net/revista) (10-04-10).

CÁCERES, M.D. (2000). La crónica rosa en televisión o el espectácu -

lo de la intimidad. Cuadernos de Información y Comunicación
(CIC), 5 (www.ucm.es/info/per3/cic5ar17.htm) (10-03-10).

CAMPS, V. (2005). Ética de la televisión y la comunicación, en

BRINGUÉ, X.; NAVAS, A. & SÁNCHEZ ARANDA, J. (Eds.). Informe: la
imagen de la juventud en la publicidad televisiva. Pamplona: Con -

sejo Audiovisual de Navarra, Informe Anual 2005.

CAMPS, V. (2007). ¿Todo vale? Hacia una mirada ética en los me -

dios de comunicación, en AGUADED, J.I. (Ed.). Foro Inter nacional
de TV 2007. Educar la mirada: Propuestas para en señar a ver TV.
Madrid: Grupo Comunicar/IORTV-RTVE.

Cocimano, G. (2007). La pantalla rosa en la era de la insatisfacción.

Almiar, 34 (http://gcocimano.iespana.es).

DAVIS, S. & MARES, M.L. (1998). Effects of Talk Show viewing on

adolescents. Journal of Communications, 48 (3); 69-86.

GAMBOA, J. (2001). La mujer en los talk shows. Revista Latina de
Comunicación, 42 (www.ull.es/publicaciones/latina/2001/latina -

42jun/41gamboa.htm) (10-03-10).

GILES, D.C. & MALTBY, J. (2004). The Role of Media Figures in

Ado lescent Development: Relations between Autonomy, Attach -

ment and Interest in Celebrities. Personality and Individual Diffe -
rences, 36; 813-822.

GREENBERG, B.S. & SMITH, S. (1995). The Content of Television

Talk Shows: Topics, Guests and Interactions. Report prepared for
the Kaiser Family Foundation.
HARWOOD, J. (1999). Age Identification, Social Identity Grati fi -

cations, and Television Viewing. Journal of Broadcasting & Elec -
tronic Media, 43(1); 123-136.

INFORME OCTA (2005). Informe sobre el cumplimiento del Código
de Autorregulación de contenidos televisivos e Infancia (www.ini-

ciativaocta.org).

KEHL, M.R. (2002). Visibilidade e espetaculo. Psicología Clínica,
14(1); 25-37.

KIESEWETTER, J. (1995). Experts Fear Afternoon Talk Shows Are

Giving Teens a Skewed View of Life. Cincinnati Enquire; D-01.
MEDRANO, C.; PALACIOS, S. & AIERBE, A. (2007). Los hábitos y pre-

ferencias televisivas en jóvenes y adolescentes: un estudio realizado

en el País Vasco. Revista Latina de Comunicación, 62 (www.ull. -

es/ publica ciones/latina/Medranoyotros200702 (10-03-10).

MERCADO, M. (1999). La información del corazón en televisión.

Re  vista Latina de Comunicación Social, 21 (www.ull.es/publica-

ciones/latina) (30-03-10).

MONTERO, Y. (2006). Televisión, valores y adolescencia. Bar ce -

lona: Gedisa.

OROZCO, G. (2002). Televisión, audiencias y educación. México:

Grupo Editorial Norma. Enciclopedia Latinoamericana de So -

ciocultura y Comunicación.

PFAU, M.; MULLEN, L.J.; DEIDRICH, T. & GARROW, K. (1995). Te -

levision Viewing and Public Perceptions of Attorneys. Humman
Communication Research, 21; 307-330.

PINDADO, J. (2005). Lo ideal y lo real en TV: calidad, formatos y re -

presentación. Comunicar, 25; 101-108.

PINDADO, J. (2006). Los medios de comunicación y la construcción

de la identidad del adolescente. Zer, 21; 11-22.

TREPTE, S. (2005). Daily Talk as Self-realization: an Empirical Study

on Participation in Daily Talk Shows. Media Psychology, 7; 165-189.

TURIEL, E. (2002). The Culture of Morality. Social Development,
Context and Conflict. Cambridge: Cambridge University Press.

VARIOS (2005). II Informe ATR-Villanueva. Seguimiento del Có -
digo de Autorregulación Cumplimiento de la Autorregulación en el
horario de protección reforzada (www.acmedia.pt/do cumenta -

cao/ in forme2_atr.pdf) (10-03-10).

VILCHES, L. (1995). Introducción a la televerdad. Nuevas estrategias

de mediación. Telos, 43, (www.campusred.net/html/telos/la re vista/ -

larevistatelos.htm) (10-03-10).

WAINRYB, C. & TURIEL, E. (1993). Conceptual and Informational

Features in Moral Decision Making. Educational Psychology, 28
(3); 205-218.




