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Analitica

The start up of Law 8/2009 of Financing of the Spanish Radio and Television Corporation meant the
introduction of a new financing format for public radio broadcasting in Spain (RTVE). One of the most relevant
measures of this law was the elimination of advertising in public Spanish Television, which involved a
considerable reduction of capita in the coffers of the public corporation.In this paper, we study the hypothesis
that Television Espafiola repeatedly fails to comply with the limitations of this law. Through the case of
MasterChef exemplify and analyze events in which Spanish Television, under the labels of collaborations or
cultural patronage, introduces illicit advertising in its programs, thereby leaving the private channels at a
disadvantage and misleading the public about the nature of informational-advertising messages.For this, a
critical analysis of the discourses of the program is carried out, from which conclusions are drawn that are very
much in line with the hypothesis that motivates us to think about the imminent need for reform of the
mechanisms of control or the formulas for financing public television from Spain (RTVE)
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