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Problematyka interdyscyplinarnie pojmowanych zachowan konsumenckich
i wplywu determinant, zarowno o charakterze ekonomicznym, jak i kulturowym,
1 owe zachowania w istotnym stopniu oddzialuje na funkcjonowanie wspolczes-
nego spoleczenstwa. Poprzez niniejsza publikacj¢ chcialybysmy Zwrocié uwage
na wplyw systemu wartosci, mody i innowacji na zachowania dzisiejszych kon-
Mmentow.

Badania zachowan i zwyczajow konsumentow wspolczesnie oparte s3 na za-
Jugeniu, Ze ludzie czgsto kupuja produkty nie dlatego, ze do czegos stuza, lecz co$
symbolizujy. Nie oznacza to, ze podstawowa funkcja produktu nie jest wazna, tyl-
lis #¢ role, jakie produkty odgrywaja w naszym zyciu, rozciagaja sig poza funkcje
swe, ktdre pelnig. Symboliczna funkcja konsumpcji nadaje glebsze znaczenie
wyroznienie sposrod innych, podobnych dobr

fom, co moze ulatwic
a ludzie wybiora te marke, ktorej

i wazystkie rzeczy s3 réwnorzedne,
punek Jest spojny z ich potrzebami.
Nie i Jednego podejscia do badania wartoéci w naukach spotecznych. Auto-
« sulesnodel od dziedziny, z ktorej si¢ wywodza, klada silniejszy nacisk na sfe-
1 byl kulturowq czy psychologiczng. 7a M. Misztal mozna stwierdzi¢,
nie majy jednostronnego charakteru, ale charakter interdyscyplinar-
e._usa:c_cmmns:o-w::EosQ_. Wartoéci nie istniejg poza spolecz-
owleka i sy zobiektyzowane w jego wytworach —w produktach
y, dzielach sztuki, kultury itp. Podobnie jest z kategoria zacho-
Iy, kidre sy przedmiotem badan wielu dziedzin nauki, w tym
cry marketingu. Poszczegblne osoby mogg kierowac sig
w podejmowaniu decyzji zakupowych, s3 z jednej strony in-
swontkami, 2 drugiej za$ czlonkami uksztaltowanej spolecznie

ady 1 jej roli w zachowaniach konsumenckich wymaga
harakter spoleczny i kulturowy. Moze zatem zostaé po-
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From “pizzini” to social media channel:
The mediatic storytelling of mafia language
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Introduction

We intend to provide an analysis of how the media representation of the mafia
language has turned into storytelling and how this has influenced public opin-
ion and the perception of organized crime in Italian society. The communication
tools used within the clans have often become the subject of a representation that
has thinned the boundary between reality and its representation, where reality,
through the representation of the media, as Baudrillard argues, is shaped, or even
determined by the media (Giddens, Sutton 2013, p. 285).

The communicative style of the mafia has always been characterized as the
result of communication “by subtraction”. From the nineteenth-century oral tra-
dition, through the “pizzini”}' to the use of information technologies to manage fi-
nancial flows and illicit trafficking, they always made use of an essential communi-
cation, a conspiratorial language. In the most critical phase of the conflict between
the Italian State Institutions and criminal organizations, the strategy of the mafia
included actions supposed to maintain its media representation, with the aim of
instilling fear and uncertainty in citizens and to demonstrate its strength and its
control over the territory.

A report on social security and insecurity in Italy and in Europe (Demos & Pi,
Osservatorio di Pavia per Fondazione Unipolis 2017) shows that 78% of Italians

' pizzine, noun, derived from Sicilian dialect plegini, meaning a small piece of paper, card.
In the jargon of the mafia pizzini are the cripted messages writien by the boss and adressed to the
affiliates (this is to avold interceptions). They are | | network of inter-
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believes that crime has grown in Italy, but they associate this phenomenon with
the increase in migration flows, even if the data on the number of criminal actions
are decreasing. This highlights how in the social age perception prevails over real-
ity itself. In the agenda setting of the Italian media and in particular of television,
the representations of migratory flows, the fear of terrorism, the episodes of com-
mon crime, robberies and common murders appear more relevant than the fight
against the mafias.

This distorted representation of reality facilitates the exercise of the “sweet po-
wer” of organized crime, which operates in a more unseen way, increasing its in-
fluence. This evolution is immersed in the social context, where culture and kno-
wledge are threatened by the increasing inability of individuals to interpret reality.

1. The evolution of mafia’s communication style

As we have introduced above, the communicative style of the mafia has always
been characterized as the result of communication “by subtraction”. The language
in the mafia’s strategy is an instrument of power. It serves a very specific use. It
does not want to be an instrument of relationship (Gili, Colombo 2012, p- 302),
but rather an instrument of managed power.? There is no objectification’ pro-
cess in this use of language.

Even if the mafia has taken advantage of spectacularization, it has gone back to the
fundamentals of its own identity profile, which can be characterized as a medium
of messages typical of the “mafia culture’, based on the prevailing of empathy in-
stead of rational thinking. It is an instrument of internal communication, which in
its structure seems to refer to the “oral culture” as described by Ong (1982, pp. 31—
42). This has given life to an organization that is extremely traditionalist, where the
oral tale played the key role in impressing in the affiliates’ memory the principal
concepts of the mafia. This creates the anthropological essence of mafia. An ex-
ample of this type of content is represented by the pizzini of Bernardo Provenzano,
which were an instrument of communication and management of power. He was

? "This connotation of the instrument takes us back to the definition of bias introduced by Innis
that circumscribes the specific property of a medium: influence, tendency, deformation, prejudice.
It defines what the medium can or can not do. In this sense: “Ihis bias is strengthened in a monop-
aly when some groups enter into control of the form of communication and identify with it their
own interests, religious or political” (Miconi in Tnnis 1950 [2001], p. 1),

' We refer to the definition of Ong which identifies the thise muin directions in which writing,
the phonetic alphabet and the press develop and empawer the hiuman word as a means of social rela-
tion. Agreements such as the possibility of storing ifsrmation in the form of documents. The ability
to transmit messages at a distance and the ability o seprodice and disseminate messages to a larger
number of recipients. In order for thix (o sweven, 1t 1s necessary that the word be fixed,
crystallized, separated from its natural separated from its author (Ong
1982, p. 75).

From “pizzini” to social media channel: The mediatic storytelling of mafia language

a member of Cosa Nostra and considered the chief of the clans from 1995 until his
arrest which took place in 2006. Arrested on 11 April 2006 on a farm in Corleone
(a village in the north west of Sicily, near Palermo), Provenzano had been wanted
from 10 September 1963, with a record of 43 years spent in hiding.

The discovery of Provenzano helped Italian investigators to reveal many dy-
namics of Cosa Nostra. The interpretation of the pizzini, as well as the conversa-
tions between affiliates allowed investigators to delineate the mafia communica-
tion codes and helped to define the outlines of its “external communication”. Two
different processes took place:

1. An indirect communication that provided through the media narration
a representation of the criminal acts of the mafia.

2. A direct communication through the criminals’ statements, during the trials
and those of some prominent members of the criminal organization released
to the press (Pira, Altinier 2017, pp. 129-130).

A complex communicative weaving in a difficult historical moment. At the be-
ginning of the 1990s, the mafia made a quantum leap in its aggression toward the
Italian institutions and seemed to exploit the media as part of a communication
strategy that aimed to destabilize the State and establish itself as an alternative
power. It was in this context that journalists published the orders for the mur-
der of judge Antonio Scoppelliti (May 1994) that the “capo mafia” Toto Riina re-
leased during a break in the trial. On that occasion he showed how well he under-
stood the use of media, obtaining a visibility that obscured the facts of that day.

The process was eclipsed by the discussion on the “political” message of the ac-
cused (La Piana 2010, pp. 65-67). The disruptive effect obtained was that the “chief
of the chiefs” was attributed a “credibility” in talking about politics, undermining
the image of Italian state institutions and showing a great ability to leverage the
contradictions of Italian politics. The use of the word “communists” was borrowed
from the style of Silvio Berlusconi’s speech, who in January of the same year, 1994,
announced with a video message his “descent into the field”. Thus, the classic cat-
egories of Italian political opposition were revitalized.

During those years we assisted to a fragmentation process that undermined
some values of Italian society. In such a complex perspective even the mafia’s cri-
minal strategy and the connected actions played a role in the growth of the distrust
sentiment of Italian citizens towards the Institutions.

2. The role of TV in mafia's storytelling

Italian medias and TV in particular have played a key role in mafia’s storytel-
ling strategy. The way they show the hiding places, the habits of the captured cri-
minals, the cars destroyed during the bomb attacks are clear examples of a setting

change in the process of presenting Emo..a-aoEwn!-E:n of spec-
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tacularization over factual investigation. This generated a distorted perception of
reality, which was often strengthened by the media through its insistence on parti-
culars — that kind of “feticism of detail” (Cava, Pira 2015, p. 32) aroused curiosity
and induced fear (Bauman 2006 [2008]). Such cases of chronicling become TV
news more and more often, with the morbid attention to distressing details attrac-
ting a bigger audience. In this sense, representation prevails over comprehension.

To understand phenomena such as the organized crime of the mafia-type
something more than mere information is needed. Bauman® himself points out
how modernization has led to the prevailing of the democracy of the economy
over the democracy of culture, transforming it into an industrialized mass mar-
ket of culture, thus subtracting instruments for interpretation and reducing more
and more the space for the creation of a collective culture and instead favoring
“cultural” consumerism, as a consequence of the disintegration of social bonds, of
contents characterized by instantaneous fruition and performativity (Lyotard
1979 [1981], p. 121). This concept refers to the prevalence of information over
knowledge, where a process of building identity based on knowledge and ethics
is replaced by a self-representation in order to obtain the best possible perform-
ance for one’s own public. We cancel space and time, we enter the age of the here
and now, of the pervasiveness of communication flows. In such a time the “mafia
communication” has found habitat and instruments to feed its own diffusion and
rooting in society.

As it has been introduced in the previous paragraph, organized crime has de-
fined an accurate communication strategy where symbols, fear and spectaculariz-
ation have played a role in creating a specific perception frame of instability and
weakness of the Italian society and institutions.

3. Mafia and the networked society

In the era of globalization, even the mafia has adapted its profile to the new
relational models, exploiting and taking full advantage of technology as a reso-
urce for the management of its financial flows and the development of criminal
activities. More and more invisible, difficult to be deciphered, it exerts a power of
attraction, a seductive manipulation, a “seductive power”.

4 “It also takes the consideration of the murk that the Tact’ inevitably imposes on our lives
and on that of other people, the ‘ability to measuire all this, weigh it judge it™ (Bauman 2015,
pp. 98-99).

5 Castells has theorized that in the bullding of
mation and communication space, as open
[...] one will need an information strategy to
of the game” (Castells 2001, p. 154)

Sthwie Is the deployment of a global infor-
s various participants [...); on the other
intereats and values within the rules
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With the use of force, people may be forced to do what they otherwise would rather not do. With
the use of money (a large amount of money), people can be induced to do what they would not
do if they were not corrupt. With the use of seduction, people can be convinced to do some-
thing for the simple pleasure of doing it. The first power aims, and rests its effectiveness, on
the human survival instinct (physical or social). The second on human rapacity and avarice.
The third on the human appetite of pleasure. [...] “Sweet” power is distinguished by its unique
ability to recycle responsibilities as resources: instead of imposing monetary outputs (often pro-
hibitively high), it leads to holders of lucrative financial profits; in fact, it lubricates the flywheels
of our consumerist economy. [...] the ideas, completed with the evaluation of their properties
and relevance, come to me (or rather they are smuggled and incorporated into my world view
and toolbox) already ready: pre-selected and pre-interpreted. This puts me out of the game as
an author while at the same time empowers me as an actor — I know how to proceed, how
to act to avoid causing disturbance, censorship and social exclusion that would probably follow.
(Bauman 2015, pp. 73-74)

In the liquid world® the aims of organized crime haven't changed. They still
are: to hold power and take advantage of networks to improve its own power and
control capacity.

In the age of technological convergence these objectives appear easier to be
reached. The digital society has created a false idea of freedom, that is showing its
limits. The access to information occurs partially through selected channels as the
social networking sites (SNS) environment directs the data flux, using more and
more sophisticated algorithms and intuitive apps. This apparent ease of use gives
life to the false belief of being able to control this new relational and communica-
tive environment.

This is the post-truth era where the continuous process of creation and diffu-
sion of documents and information generates a “documediality” culture as a con-
sequence of specific conditions:

— virality: compared to the media world, documediality is characterized by an
exponential growth of interconnections between the elements that populate the
network;

— persistence: through the web the documents are forever fixed in the virtual
space;

— muystification: in the network it is always easier to create fictitious identities
that, for some, can become reliable sources of information;

— fragmentation: in the network the sources of information become more
fragmented and detailed;

6 Bauman noted the transition from the “solid” to the “liquid” phase of modernity: “that is to
say, to a condition in which the social forms (the structures that define individual choices, the in-
stitutions that guarantee the continuity of habits, the models of acceptable behavior) can no longer
(nor anyone expects it) to preserve their shape for a long time, because they break up and dissolve
faster than necessary time to make them take one and, once taken, to take the place assigned them”
(Bauman 2006, p. v).
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— opacity: on the web authority and responsibility become difficult to be
accepted. Documediality creates a “contextual fog”, in which it is not clear who
should impose an order on the system (Ferraris 2017, pp. 76-78).

Recent surveys conducted both at the international and national level con-
verge on similar conclusions. Individuals use digital environments as sources of
information and mainly select content using more and more aggregators built on
the basis of algorithms rather than official media. This facilitates the prevailing
of mystification and opacity. The false perception provided by the process of dis-
intermediation, as an alleged exercise of full individual freedom, allows for the
emergence of the inability to distinguish between reality and false representation.
To these elements we have to add the progressive loss of credibility of institutions
and official sources of information and knowledge (journalism, school, scientific
information, church) (Pira, Altinier 2018). In line with these observations, the
Digital News Report 2017 by the Reuters Institute and Oxford University highlights
the strong connection existing between the distrust towards the media and the
citizens’ perception of political bias. This is especially evident in those countries
with a strong political polarization dynamics, such as: the United States, Italy and
Hungary (Reuters Institute for Study of Journalism, University of Oxford 2017,
p- 9). Digital misinformation has become so pervasive in online social media that
it has been listed by the World Economic Forum as one of the main threats to hu-
man society. Whether a news item, either substantiated or not, is accepted as true
by a user may be strongly affected by social norms or by how much it coheres with
the user’s system of beliefs. Many mechanisms cause false information to gain ac-
ceptance, which in turn generates false beliefs that, once adopted by an individual,
are highly resistant to correction (Del Vicario et al. 2016, p. 558)

Today, disintermediation is one of the dominant processes and has become the
ideal habitat for the proliferation of fake news, because there is no more control
over news flows which are shared more and more quickly, giving rise to virality and
content personalization. In this sense, the phenomenon of fake news has assumed
a global dimension that shows all its pervasive capacity through six characterizing ele-
ments: appeal, virality, speed, cross-mediality, flow and strength (Pira, Altinier 2018).

Itis in this context that the power of organized crime exists — it has the in-
struments and the capacity to direct the networks. Thus increases the risk that
we accept content that leads us to be subjected to the “sweet power” of seduction
of temporary pleasure, culture of consumerism, personalization of our desires.

Conclusions

The evolution of mafia's language characteristics and its representation are an
integral part of setting strategy that the o erime has been able to carry out
along the years: from an organ I 100ty In the territory, to a crime
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industry with influence at the global level. The mafia has been able to identify th
right places in Italian society to penetrate, exploiting the growing weakness of ir
stitutions and the mistrust of Italian citizens towards them.”

This mistrust is counterbalanced by a society that shows individual behavior
less and less in line with rules and civic ethics.

The period of national consciousness arising from the mafia’s massacres ha
exhausted, the perception of the danger that organized crime represents is weal
As we have highlighted, in the social era the perception prevails over realit
Journalistic profession is in a deep identity crisis. Politics neither confronts jour
nalists, nor accepts the debate. The media are accused every day of not being im
partial, contributing to the proliferation of fake news.

For the 87.24% of Italians there are no more opportunities to access credible news [...]. Th

status of the information system is therefore not related to the quality of democracy and cor

sequently to the concept of freedom that, on the contrary, it is positively perceived by the suj
posed freedom granted by the network. As proof of this, for 77.30% fake news does not weake

democracy. For 75.79% the traditional information system is not exceeded. For 87.76% the w.__
formation circulating on SNS are professional. (Universita Suor Orsola Benicasa 2018, p. 26)".

This contradictory perception of social environments, the inability to recogniz
fake news represent the most direct consequence of the phenomenon of disinter
mediation and that the most recent studies are pointing out that “the manipulatio:
of public opinion on social media platforms has emerged as a critical threat to pub
lic life. All over the world, a number of government agencies and political parties ar
taking advantage of social media platforms to spread junk and disinformation new:
censure and control and undermine trust in the media, public institutions and sci
ence. At a time when the consumption of news is increasingly digital, artificial in
telligence, big data analysis and ‘black-box’ algorithms are exploited to undermin
truth and trust: the cornerstones of our democratic society” (Bradshaw, Howar
2018, p. 3).

The spreading of “alternative truths”, of manipulated visions of reality, of mis
information facilitates organized crime, which operates in a more subterraneal
way, increasing its influence. Faithful to itself, it maintains a cohesive structur
capable of acting at a local level with the traditional tools for territorial contrc
and at a global level able to intercept all the possibilities to feed its own power.
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Summary

We intend to provide an analysis of how the media representation of the mafia language h
turned into storytelling and how this has influenced public opinion and the perception of orga
ized crime in Italian society. The communicative style of the mafia has always been characteriz
as the result of communication “by subtraction”. From the nineteenth-century oral traditic
through the “pizzini”, to the use of information technologies to manage financial flows and illi
trafficking, they always made us of an essential communication, a conspiratorial language. In t
most critical phase of the conflict between the Italian state institutions and criminal organizatio:
the strategy of the mafia included actions supposed to maintain its media representation, with t
aim of instilling fear and uncertainty in citizens and to demonstrate its strength and its control oy
the territory. This distorted representation of reality facilitates the exercise of the “sweet power”
organized crime, which operates in a more unseen way, increasing its influence. This evolution
immersed in the social context, where culture and knowledge are threatened by the increasing

ability of individuals to interpret reality.



