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Ambiciones académicas

over ambition.

Game of Thrones or an updated Macbeth

admirable performances and honest trajectories. Any member of the university community has a story

Ambition also affects institutions, as entities made up of people, and can be imposed, when not

impossible to study in depth the content of all the merits provided by those who apply for accreditation,

© 2022 Victoria Tur-Viñes

the qualitative aspects of the merits presented in an accreditation are not taken into account is not
accurate.
We move in this direction. The pressure to publish (ambition) entrammels the routes to achieve it (lies and
betrayal). Iterative publications. Simultaneous submissions to several journals that collapse the system,
reduction of course load… This is just a selected repertoire of practices which can be observed and do
Tur-Viñes, V. (2022). Academic ambitions [Editorial]. Revista Mediterránea de Comunicación/Mediterranean Journal of Communication,
13
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The night is dark and full of horrors.

mandatory quality requirements and the calculation of its CiteScore in Scopus, to mention the case of

Clarivate, for its part, has launched a new metric in 2021, the Journal Citation Indicator (JCI), to
complement the classic Journal Impact Factor (JIF). The JCI takes the previous three years into account
is based on citations made in the current year, while the Journal Citation Indicator (JIC) computes
citations from any period of time after publication, up to the end of the current year. This new, more

WhatsApp,
future, if requested by the community around the journal, it could become a space for bidirectional
conversation. This will only become apparent over time. We also started a space on
and
. We are driven by the desire to disseminate more and better Communication research.

Minors creating content on
video platforms: regulation and self-regulation in the communicative socio-system and has been

Communication, UK) under the title Branded content: new forms of brand communication comes to

editors.
The issue is rounded off by the permanent Miscellany

6

on intellectual consensus and continuous improvement.

Science feeds

7
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Branded Content: nuevas formas de comunicación de marca [Editorial]

This format also allows brands to better communicate their social responsibility and it is the user himself
virality.

result, but the objective is to offer valuable content to the audience and establish relationships with it.
Brands must attract the attention of the public within a saturated panorama, with a more critical
interested.

In quality branded content, the content does not have to be directly related to the brand or at least it

The formats within Branded Content are varied and, in this issue, we have the opportunity to review
several of them.
We open the issue with the article
pieces at this festival. The analysis establishes a common pattern of attributes.

Revista
Mediterránea de Comunicación/Mediterranean Journal of Communication, 13

125

Mediterráneamente. Quantitative
,research about the formula they have used for more
is proposed for this type of content.
Fajardo and Cristina del Pino-Romero.
In

professors

about the perception of the brand. The article is

.
for the
creation of the brand-city.
.
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Atributos creativos del branded content: análisis de piezas premiadas en “El Sol” (2015-2021)

Branded content has become one of the most
a complicit contact with their audiences.
The demands of the current communication
landscape have forced advertisers to bet on
creativity to offer valuable content that involves
itself. The purpose of this research is to identify

applied to a sample of the 23 pieces that have

results allow us to delineate a creative pattern
which has remained stable in recent years, and
responds to content with affective objectives,

mainly, emotional and cultural aspects, and

Resumen
El branded content se ha impuesto como una
de las estrategias creativas de las marcas más
con sus públicos. Las exigencias del panorama
comunicativo actual han obligado a los
anunciantes a apostar por la creatividad para
ofrecer contenidos de valor que involucren al
target en la construcción misma de la marca.
y explicar los atributos creativos del branded
content mediante una metodología cualitativa.
Para ello, se ha diseñado un modelo de registro
analítico, fundamentado en teorías previas, que
se ha aplicado a una muestra constituida por las
23 piezas galardonadas con un gran premio y/o
un oro en el Festival “El Sol” durante sus últimas
seis ediciones. Los resultados permiten delinear
un patrón creativo de éxito en las estrategias de
branded content, que ha permanecido estable
en los últimos años, y responde a contenidos
con objetivos afectivos, a menudo apoyados
en matices comportamentales y/o cognitivos;
insights
que
combinan,
principalmente,
aspectos emocionales y culturales, y que

and empathetic tones that use formats such as
convey the promises.

el consumidor; argumentaciones emocionales;
tonos cercanos y empáticos que utilizan
formatos como el storytelling o la analogía;
y conceptos indirectos para transmitir las
promesas.

© 202

Palabras clave
Concepto creativo; contenido de marca;
creatividad; Festival “El Sol”; insight; narración

Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 127-145.
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the desired brand-user complicity in the construction of corporate discourse.

of their creative attributes. This research offers a comprehensive study of the creative elements that
characterise preeminent branded content. The results of this analysis are potentially useful, both in the

2016).

2020). Choi (2015) states that branded content is a form of communication with a commercial purpose
2018: 247). The conceptual features of branded content have led to its misinterpretation as product

128

2021).
The term branded content has been used in very close relation with branded entertainment, which

cultural, artistic, informative, or sportive sectors (Choi, 2015).

2016). The success of branded content lies in the fact that it caters to a consumer-oriented pull

(Choi, 2015).

publications, as they are considered altruistic reviews offered by users based on their own consumption
Einwille and Naderer, 2020).

Sharma and Sharma, 2020).

Freitas-De-Paula, 2020).
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In the previous section, some conceptual confusion between branded content and other terms has
Choi (2015), branded entertainment is a type of branded content associated with entertainment, which

their trust and purchase intentions based more on the informative value of the content posted by the
content, they prefer such content to be not only emotional and creative, but informative as well.
in these spaces (Ashley and Tuten, 2015). However, in order for branded content to be effective on

Branded content takes many forms, but audio-visual is the most sophisticated, the most widely used,

the coherence between branded content and the beliefs and social roles of users.

related to their personal and social circumstances.
130

understand branded content.

to hear (Ashley and Tuten, 2015).

functional (informational or rational). However, beyond this dichotomy, they can be addressed

affective, or behavioural level.

evidence (proof that backs the promise). When emotional, it relies on rhetorical mechanisms

formats.

audience, and reinforce a link between the brand and the consumer from a personal perspective

1. Emotional: These seek to move consumers with stories that touch their hearts.
product (or brand), sometimes linked to weaknesses, fears, and aspirations.
behaviours, behavioural routines, beliefs, socio-cultural codes, and values.

131

consumer participation in brand discourse (Silva-Barreto, Freitas and Freitas-De-Paula, 2020).

In order to answer the research questions, an analysis of the creative qualities of a sample of branded
content that stands out for its creativity is herein proposed. The sample consists of the 23 pieces of
between 2015 and 2021 (Table 1).

Year

Advertiser

2015

BC1

2015

BC2

2016

BC3

2016

BC4

2016

BC5

2016

BC6

132

la Kombi

GP

Brasil
Kimberly Clark

Consumo responsable

Gold

Gas Natural Fenosa,
España

España

GP

Cheil Spain

Gold
Gold

decoración

Ikea, España

Ymedia España

Gold

Year

Advertiser

2016

BC7

2017

BC8

2017

BC9

2017

BC10

2017

BC11

2017

BC12

2017

BC13

2018

BC14

2018

BC15

2019

BC16

El tiempo que nos
queda

2019

BC17

Caso #iloveyouhater

2019

BC18

Ikea vs. Arkano

2019

BC19

2019

BC20

2019

BC21

2021

BC22

2021

BC23

world
conducir
Alerta de spoiler

dinero

España
Audi España, España

Estados Unidos

VCCP Spain

Barcelona
Alma DDB

Banco Santander.
Cuenta 1|2|3,
España

Gold

Gold

Unidos
Estados Unidos

Alma DDB

Barcelona

GP

Ponce

Gold

Santo Buenos
Aires

Gold

Pernod Ricard
Ruavieja, España
Coca-Cola Sprite,

Ikea, España
Fnac, España

Romanticismo

Gold
Gold

España
Audi España, España

Gold

Ymedia
DDB España

Ikea, España

Gold
Gold

Coca-Cola,
Corona, Estados
Unidos

Gold

Gold
We Believers

(PS5), España

GP
Gold

established section in 2015.
several of the contributions collected in the theoretical framework (Table 2).
133

pieces.
model
Possibilities

What the brand intends to achieve with
audience

Emotional
frustration, and fear, to which the brand
responds with the promise

Symbolic
Cultural

Promise

Emotional
Concept

Direct (denoted)
statement of promise

Indirect (inferred or connoted)
Narration

Format

Tone

more creative formulas

Humour

Formal
distinctiveness.

Informal

Source: Prepared by the authors based on previous theories

any attraction, whether functional (information about the usefulness or use of the product or service),

sample, in order to determine whether it is based on emotional, symbolic, or cultural aspects (Castelló-

134

Cobarro, 2018).

an orderly response to the research questions.

or the content itself.
the product or service, or to become involved in a cause associated with the branded content.
quality information about the brand (its products and services) or about the consumer (Table 3).

incorporated into its 18th century decoration.

entertainment is not a widespread option (BC10-BC11, BC21-BC23), but is often combined with content
with informative overtones (BC1, BC9, BC15), educational (BC2, BC5, BC12), or a combination of both

BC14, BC19), or supported by information (BC13, BC16-BC17). Thus, BC8 and BC14 are two content

water accessible in certain countries.

furnish a socio-educational centre.
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BC1

Affective

BC2

Affective

BC3

affective and

BC4

BC5

informative overtone

educational
overtones
educational,
informative
overtones

entertainment
overtones

behavioural
purpose

educational
overtones

behavioural
purpose

entertainment
overtones
Educational

BC7

affective support

BC8

entertainment
overtones

entertainment
overtones

BC9

informative
overtones

BC10

behavioural
purpose

Entertainment

BC11

Affective

Entertainment

BC12

BC13

BC14
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educational
overtones

behavioural
purpose, affective
support

emotional support

information.

Educational

affective support,
behavioural
purpose

Educational
BC6

support

informative
overtones

entertainment
overtones

accessible information

emotional support

emotional,
support
functional,
support

Relevant, quality
information. Enjoyable,

emotional,
support

Relevant, quality
information. Enjoyable,

Relevant, quality
information. Enjoyable,

support

functional,
support

Relevant information.

emotional support

support

support

educational

Timely, relevant, quality
information

Relevant, quality
information. Enjoyable,

emotional,
support

emotional support

functional,
support

BC15

behavioural
purpose,

BC16

behavioural
purpose,

BC17

BC18

informative
overtones

informative
overtones

behavioural
purpose

informative
overtones

affective support

educational
overtones,
entertainment

BC19

information

Timely, relevant, quality

functional support

functional,
support

Timely, relevant, quality

functional,
support

Complete, up-todate information.
enjoyable

emotional support

entertainment
overtones

Complete, relevant
information

emotional support

enjoyable. Up to date,
convenient information

functional support

BC20

behavioural
purpose

educational,
informative
overtones

BC21

Affective

Entertainment

BC22

Affective

Entertainment

BC23

Affective

Entertainment

emotional support

support
emotional support

Source: Prepared by the authors

often in the branded content items analysed, which receives priority status in BC1, BC5, BC8, BC10-

BC7, BC18). This functional attraction may incorporate aspects that are emotional (BC3, BC13, BC18),

symbolic (BC7, BC12), or a combination of both (BC8, BC14).
137

relationship with the brand.

support (BC4, BC13, BC16, BC20), also stand out for their affectivity.
the emotional reaction they induce. Thus, in BC16, Ruavieja presents an application based on an

Promise
BC1

cultural
support

BC2

symbolic
support

BC3

emotional
support

BC4

emotional
support

BC5

symbolic
support

BC6

cultural
support

BC7

symbolic
support

138

Format

Consumer

Consumer

implicit invitation

Connoted

Friendly,
empathetic

Connoted

Informal,

Consumer
implicit invitation
Competitive

Friendly,
informal

wild

Evidence
Formal, serious

Consumer

Consumer

Serious formal,

without
invitation
without
invitation

humour,
celebrities
Demonstration,

implicit invitation

Consumer

direct
overtone

Presence,

Serious, formal,
enjoyable
Serious, formal,
dramatic

connoted
overtone

life
Solution,

induced
connoted
overtone

life
Solution,
life

solution

Promise
BC8

symbolic,
emotional
support

BC9

cultural
support

BC10

cultural
support

BC11

cultural
support

BC12

symbolic
support

BC13

emotional
support

BC14

BC15

BC16

symbolic,
emotional
support

emotional
support

cultural
support

Format
Childish,

Consumer

enjoyable

Consumer

Consumer

Consumer

subtle

antithesis,
celebrity,
suspense

subtle

Friendly,
enjoyable

Connoted

antithesis,
celebrity,
cinema

subtle

Friendly,
romantic

Connoted

Friendly,
informal,

evidence for

Serious,

Childish,

Consumer

enjoyable

Consumer

presence

connoted
overtone

invitation

Consumer

animation,

irreverent

Consumer

Consumer

connoted
overtone

subtle

evidence for
invitation

Serious,

Serious, formal,
realistic

Humour,
connoted
overtone

life, celebrity,

connoted
overtone

of life,
demonstration,
solution

connoted
overtone

connoted
overtone

animation,
presence
cinema,
celebrity,
suspense,
humour
Solution,

direct
overtone

demonstration
Solution,

BC17

cultural
support

Consumer

without
invitation

Serious,

connoted

of life,
demonstration,
antithesis

BC18

emotional
support

BC19

emotional
support

BC20

emotional
support

Informal,
friendly,

Competitive

Consumer

Competitive

without
invitation
evidence for
invitation

Friendly,
enjoyable
Informal,

connoted

connoted

connoted

Celebrity,
solution,

solution
solution,
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Promise
BC21

BC22

BC23

emotional
support
emotional
support
emotional,
cultural
support

Consumer

Consumer

Consumer

Format
without
invitation
subtle

without
invitation

Informal,
friendly,
Informal,
downto-earth,

Animation,
connoted

connoted

life, celebrities,

connoted

suspense,
humour,
celebrity

Casual,
risky

Source: Prepared by the authors.

Narcos
its product and the content.

to codes of allurement frequently supported by rhetorical instruments and formats that enhance the
BC3, BC7-BC11, BC14-BC15, BC18-BC20, BC22-BC23), which creates a tone that is close to the audience

re-enactments (BC7, BC22), and proposals linked to art (BC18, BC20). The presence of celebrities is also

The results of this research allow us to establish that the creative attributes of successful branded content

the attitude, as they aim to move the audience emotionally to empathise with them. However, in nearly

2. The most commonly used type of branded content is entertainment, often combined with informative

140

Source: Prepared by the authors
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collaboration (Verwey, 2015).
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Branded content y moda de lujo: análisis de los contenidos audiovisuales en YouTube
(2008-2019)

Social networks and the democratisation
of fashion have had an impact on the

analysis by way of a content analysis of all
the videos hosted —4079— on the YouTube
The aim is to comprehend the evolution of the

Resumen
Las redes sociales y la democratización de
la moda han impactado en las estrategias
comunicativas del sector del lujo. Este artículo
realiza un análisis descriptivo a través del
análisis de contenido de todos los vídeos
alojados —4079— en los canales de YouTube
de las 12 principales marcas de moda de lujo.
El principal objetivo es conocer la evolución de
los contenidos audiovisuales de las principales

brands on YouTube and to identify the main
los principales formatos. Los resultados aportan
as their capacity for interaction. The research
more

conventional

formats

than

content

utilizados por el sector del lujo, así como su
capacidad de interacción. La investigación
concluye que las marcas de moda de lujo usan
más formatos convencionales que estrategias
de contenido asociadas al branded content.
Del mismo modo, se aprecia que las marcas
de moda de lujo apenas interaccionan con su
público objetivo.

Palabras clave
Branded content; moda de lujo; YouTube;
engagement; análisis de contenido
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Historically, the dissemination of fashion and its communication, as well as access to this content,

communicative ecosystem of the fashion industry due to their prescriptive nature (Ramos-Serrano and

very business of fashion from production to communication. Collections are now conceived to be seen
to be consumed on the internet. In this sense, YouTube is considered a key tool for communication in
connect with users (Hanke, 2015).

and Gordon (2020) have observed that the relevance of the content posted, entertainment, and
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media are the two-way communication platforms that allow users to interact with each other online
to share information and opinions. Use of social media sites such as Twitter and Facebook has already

(Ramos-Serrano and Pineda,

have accelerated the pace of content creation, and the sector is now forced to update its channels on

over it (Rees-Robert, 2020: 412).
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artists since 2013 and as of April 2020 has 91 videos and more than 3 million views on its YouTube playlist,

and be more consistent in their YouTube posts.

the channel over the individual video (Vonderau, 2016) and, therefore, the professional youtuber over
the amateur.

Tur-Viñes, 2016), the reality is that brands tend to use the platform to post commercial content and even
(2021) have shown that the most viewed videos on the channels of the main Spanish advertisers are TV
that the second most used format is informational branded content, and that most companies do not
use of the platform is indisputably related to a commitment on the part of the brand, which means

1

2

3

150

4

5

6

the technique of content analysis to the videos uploaded on YouTube channels from their creation until

creation of their channel and the number of videos analysed —4079 in total—. Data collection and
It should be noted that all videos uploaded in the selected period were analysed. This data will allow us

Brand

Number of videos
2008

413

Gucci

2008

368

Burberry

2009

389

Fendi

2009

206

Tory Burch

2009

281

Chanel

2010

766

Christian Dior

2010

573

2010

147

2010

370

2010

347

2015

126

2016

93

Prada

Hermes

Total

4079

Source: own elaboration based on YouTube

(5) number of views, (6) number of likes, (7) number of dislikes, (8) number of comments.
The number of views provides information on the audience of the video, while the number of likes, dislikes

counted separately due to its importance.
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account not only advertisements but also fashion shows, details and fashion editorial, formats already

Advertisement

360º

Entertainment

Detail

Competition

Entertainment

Fashion show

Documentary

Informative

Editorial

Interview

Informative
Entertainment
Entertainment

Trailer

Entertainment

Tutorial

Informative
Entertainment
Entertainment

Report

Informative

News

Informative

3. Results

been active on their respective YouTube channels. In this respect, it can be seen that the increase in the
value almost doubled.

152

Source: own elaboration

analysed.

Brand

Number of videos

%

BUR

389

9,5%

CHA

766

18%

573

14%

FEN

206

5,1%

GUC

368

9%

HER

126

3,1%

147

3,6%

413

10,1%

370

9,07%

347

8,5%

281

6,9%

93

2,3%

PRA

Total

4079
Source: own elaboration

However, individual brand analysis reveals that the use of YouTube has been somewhat up and down,

least activity of each brand, which helps to understand this very uneven behaviour. As can be seen,
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in all cases the year of lowest activity coincides with the year of creation of the channel, in which few

Even so, 2019 is the year in which half of the brands analysed concentrate their activity.

Brand
BUR

2009 (1)

2016 (72)

CHA

2010 (5)

2019 (130)

2010 (1)

2019 (228)

FEN

2009 (5)

2019 (60)

GUC

2008 (3)

2017 (70)

HER

2015 (9)

2018 (55)

2010 (1)

2019 (64)

2008 (2)

2016 (68)

2010 (35)

2019 (59)

2010 (19)

2013 (70)

2009 (5)

2016 (60)

2016 (9)

2018 (37)

PRA

Source: own elaboration

an increase of 1091% compared to the previous year, 2016, as we can see in Graph 2. However, the
of 65% in just 5 years.

combine this with periods of inactivity. However, the differences between brands are very clear. While

Source: own elaboration
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increase in the number of videos. Therefore, 2010 and 2016 are key years to understand the evolution

lowest number of videos. Therefore, 2 of the 12 brands analysed obtain more than 50% of the views. In
a YouTube channel and the third in number of videos, only obtains 8.5% of the views. The rest of the
brands do not reach 10% of the views.

Source: own elaboration

Source: own elaboration

total. As for the annual evolution of interactions, it can be said that it follows an upward trend, with 56%
number of interactions. Hermes, on the other hand, is the brand with the fewest interactions, with just
0.19%, or 11,381 interactions.
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3.2. Formats: evolution over time

interview (11.3%). From here, the rest of the formats do not have a representation of more than 3.5%,
the total, with a total of 50 videos.

were particularly popular in 2013 and 2015, years in which 43% of the videos in this format were posted.

format, respectively.
As for the individual analysis by brand, we observe that the advertisement continues to be the most
case of Hermes, where competition is the most used format, with 38.1% of the total number of videos,
compared to advertisement, which represents 28.6%. However, it is important to note that the results

Format

BUR

360º
Advertisement

150

CHA

MIC

3

10

2

6

275

154

56

201

Competition
Detail

41

3

52

1

32

105

136

31

38

2

4

2

157

1

6

172

164

80

2
13

18

36

7

23

22

24

10

5

1
11

55

49

36

45

10

46

22

108

38

19

2

1

47

40

57

35

3

32

8

29

6

9

7

3

2

2

4

5

31

1

6

4

1

3

1

37

5

2

10

147

413

370

347

281

24

132

191

57

46

16

13

10

16

12

Report

3

24

12

6

4

Trailer

1

3

32

52

101

5

389

11

2

5

5

766

573

2

206

368

6

126

1

Source: own elaboration
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194

30

News

Total

6

1
3

4

Tutorial

64

4

Editorial

Fashion show

36

PRA

48

Documentary
Interview

1

18
1
93

music video format, which accounts for 26% of its own content and 88% of the music videos in total,

total of this format—.

makes most use of this new format —57%—.
more than one million views—. The rest of the formats have very limited views. Thus, fashion shows have

other words, more than 66% of interactions are concentrated in these three formats. And if we compare

Source: own elaboration

Burch —3.2%—. It should be noted that this data corresponds to the total amount achieved in the entire
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while 45.5% corresponds to branded content, of which 28.8% is entertainment and 22.6% is informative.
analysed, which is related, as mentioned above, to the increased use of the platform by brands. In
2019. In terms of the type of branded content, it can be seen that entertainment content is used more

entertainment content, as can be seen in Graph 6 below.

Source: own elaboration

number of entertainment videos. It can be seen that it has also invested heavily in informative branded

of interviews, documentaries and reports. However, it should be noted that, in the case of Chanel, the
difference between traditional content and branded content is minimal.

Brand

Informative

Burberry

180

209

83

126

Chanel

371

392

246

146

Christian Dior

206

357

161

196

Fendi

92

112

53

59

Gucci

249

113

60

53

Hermes

46

80

30

50

Prada
Tory Burch

111

35

33

2

215

198

109

89

265

99

25

74

210

137

60

77

183

98

48

50

91

2

0

2

Source: own elaboration
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intensively. In fact, it is only in 2016 that the 12 brands analysed have a presence on YouTube and there
However, not all brands have an upward trend in their use of YouTube. The data shows that brands

opposite direction to the recommendations for professional use (Ashley and Tuten, 2015).

number of videos uploaded, and which makes the most intensive use of the platform.

As for the tutorials, a format associated with the world of youtubers, they are used by most brands.

competitions with which it is traditionally associated, just like Burberry with music formats and Chanel
interviews to connect with the audience.

that use it the most, but major fashion houses, such as Dior and Burberry, do not have any fashion

passively, just like a TV spot.
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6

brands from traditional media (Rees-Roberts, 2020).

be conceived for on-screen consumption (Rocamora, 2016).

on most occasions, the channels are used as a repository of videos that are consumed asynchronously
is often used by brands to link to these videos both on their websites and on other social platforms.
kind of product.
shows. Thus, the format most used by the brands analysed is the advertisement. These are the same

this communicative independence from traditional media.
innovate in content production. However, entertainment and informative content has increased in the
more on informative branded content formats, which could be a trend in the sector that will have to be

than 4000 videos— has been analysed. The evolution over time of the formats could be useful for

found. In future research, we propose to compare these results with other studies on the creation of
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This study seeks to analyse two branded content
by the Catalan beer brand Estrella Damm.
Both productions are located under the same

the formula of entertainment. For this reason, in
addition to the creation of content by a brand
(branded content), we are clearly faced with
two cases of branded entertainment. The

Published

Resumen
El objeto de estudio de esta investigación
está comprendido por dos de las películas
publicitarias de branded content en formato
cortometraje de la marca de cervezas Estrella
Damm: Vale (Amenábar, 2015) y Las pequeñas
cosas (Rodríguez, 2016), programadas en
período estival. Ambas comparten el mismo
claim: Mediterráneamente, basado en una
bajo la fórmula del entretenimiento. Además de
tratarse de creación de contenido por parte de
una marca o branded content, nos encontramos
ante dos casos de branded entertainment.
La principal aportación de este artículo es
la elaboración de una novedosa propuesta

on the ideal that people usually have about

analyse the effect produced on the viewer by a

produce en el espectador una mayor o menor
presencia de brand placement en el contexto
del branded content. Mediante el Test de Fisher

these two productions. We use the Fisher Test
applied to university students. It led us to the

que se aplica a una muestra constituida por 66
estudiantes universitarios. A partir de las hipótesis
se deduce que un mayor o menor número

brand placement does not directly impede

en la comprensión de los valores de la historia,

brand presence. The study also reveals a direct
level and the product´s purchase intention.

la presencia de la marca. El estudio también
demuestra una relación directa entre el nivel
de entretenimiento de los cortometrajes y la
intención de compra del producto.

Palabras clave
Branded content; branded entertainment;
storytelling; Estrella Damm; Test Fisher
Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 165-184.
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the climate1.
and consolidated in the storyline of Mediterráneamente
storytelling

Vale

Las pequeñas cosas

Vale has

(Dakota Johnson), who is an American tourist, and they invite her to discover the most unique places on
a beautiful love story.

vale

Las Pequeñas Cosas

toward the brand. To this end, several variables have been considered, such as the assimilation of
between entertainment and purchase intention.

main conclusions, one that stands out is that the format of branded content obtains better results than

plot, or the content itself is based. Therefore, we can say that branded content lies within the branded
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content is created and chosen freely by the public, and is easy to measure (Barbosa, 2012), thereby

product itself, which is beer. This is considered to be product placement, or brand placement within
the production itself. Brand placement, or in other words, the presence of a brand in the content itself
Romero, 2018).

the effects of this brand presence on the viewer. For her part, Russell (2002) points out that the memory

placement in their productions.
1.2. Mediterráneamente
Formentera

San Juan

Formentera

El Bulli
Tramontana
El Bulli, should be carried out by Catalan
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and Act III. Commitment
environment.

Alma

Soul, Act II. Lovers,

Chefs, and then with Volver al mar (Return to

Amor a primera vista
A ver qué pasa

by its creator, a new scale of values was proposed, because as stated in an article in Reasonwhy (2021)
Alma

awards:

to create an emotional connection with people. As such, Mediterráneamente
meals with friends, and a toast with beer to celebrate the entire scene (Scopen, 2016: 111).

intention.
H3. Increased repetition of brand placement in a branded entertainment story causes discomfort for
the viewer, who may see it as intrusive.
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story.

Vale
Las cosas
pequeñas
familiarity with the brand. These questionnaires were collected after their completion. Subsequently,

Gender

A

10

B

7

A

Female

25

B

Female

24
66

19

Source: prepared by the authors

factors in its formula, such as the two-sample factor for variances. Due to the composition of its formula,

presence or brand placement in a branded content item, and discusses the relevance and intrusiveness
of brand placement within this framework.
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Source: prepared by the authors

the purchase intention. As shown in Table 2, the relationship between the level of entertainment as an
studied as well.

was analysed as an independent variable, and purchase intention as a dependent variable.

Independent variable

Dependent variable

participants
Groups A + B
participants

Purchase intention

Groups A + B
Source: prepared by the authors

nor brand placement. In order to evaluate spontaneous recall, the students who were divided into two

after the data was collected, in order to carry out a study on spontaneous recall and brand familiarity,
it was necessary to include more questions for an optimal analysis. Curiously, 20 of the 35 interviewees in
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Question

R.2. The brand presence plays a role in the story.

I

A

SA

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

I

A

SA

Source: prepared by the authors

Question

R.6. The story was plausible.

of the characters.

Damm beer.

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Source: prepared by the authors

Question
R.14. I often try products that are advertised.
more attractive.

story.

I

A

SA

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Source: prepared by the authors
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Question
R.18. I would like to drink a Damm beer.

2

3

4

5

2

3

4

5

of 66 participants.
3. Results
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A

B

175

155

0.2

0.29677

Variance

0.16092

0.21005

Standard deviation

0.40115

0.45832

0.03032

0.03681

0.76608

F Critical Value (5%)

0.77342

Two-tailed F Critical value (5%)

0.73618

SA

1

participants.

F

A

1

Source: prepared by the authors

Descriptive statistics

I

0.08806

H1 rejected

0.95597

H1 rejected

0.04403

H1 accepted

F

130.534

F Critical Value (5%)

129.296

Two-tailed F Critical Value (5%)

135.836
Accepted

Source: prepared by the authors

effect. Therefore, H2 of this research is rejected: more brand placement does not necessarily have a

A

B

35

31

1.934.286

1.877.419

Variance

211.429

124.731

Standard deviation

145.406

111.683

0.24578

0.20059

F

169.507

F Critical Value (5%)

181.813

Two-tailed F Critical value (5%)

204.375
0.14582

H1 rejected

0.07291

H1 rejected

0.92709

H1 rejected

F

169.507

F Critical Value (5%)

181.813

Two-tailed F Critical Value (5%)

204.375
Accepted

Source: prepared by the authors
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placement in a branded entertainment story causes the viewer discomfort, and they may feel it is intrusive.
To analyse this hypothesis, Groups A and B were treated as independent variables. The dependent
variable was the sum of the results of the questions included in the section of the questionnaire related

A

B

314

276

323.567

315.942

Variance

122.224

145.086

Standard deviation

110.555

120.452

0.06239

0.07250

F

0.84243

F Critical value (5%)

0.82541

Two-tailed F Critical value (5%)

0.79558
0.14154

H1 rejected

0.92923

H1 rejected

0.07077

H1 rejected

F

118.705

F Critical Value (5%)

121.153

Two-tailed F Critical Value (5%)

125.694

Source: prepared by the authors

project is unaffected by the number of times the product is inserted as brand placement (repetition of
to the most creative aspect of the branded entertainment audio-visual items.

(brand placement) or repetition of the brand stimulus is inserted.
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A

B

276

245

342.391

343.673

Variance

129.237

140.274

Standard deviation

113.683

118.437

0.06843

0.07567

F

0.92132

F Critical Value (5%)

0.81527

Two-tailed F Critical Value (5%)

0.78395
0.50849

H1 rejected

0.74575

H1 rejected

0.25425

H1 rejected

F

108.540

F Critical Value (5%)

122.658

Two-tailed F Critical Value (5%)

127.559
Accepted

Source: prepared by the authors

A

B

451

400

217.295

2.22

Variance

332.558

328.481

Standard deviation

182.362

181.241
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A

B

Standard error of the mean

0.08587

0.09062

F

101.241

F Critical value (5%)

117.420

Two-tailed F Critical value (5%)

121.096
0.90069

H1 rejected

0.45034

H1 rejected

0.54966

H1 rejected

F

101.241

F Critical value (5%)

117.420

Two-tailed F Critical Value (5%)

121.096
Accepted

Source: prepared by the authors

Finally, the impact of entertainment on purchase intention has been analysed. Hypothesis 6 proposes
purpose, the attitudes of the total number of participants have been evaluated. This was used as

evaluation (from 4 to 5), this means the dependent variable of purchase intention will also show similar

176

A

B

276

245

342.391

343.673

Variance

129.237

140.274

Standard deviation

113.683

118.437

0.06843

0.07567

F

0.92132

F Critical Value (5%)

0.81527

Two-tailed F Critical Value (5%)

0.78395

A

B

0.50849

H1 rejected

0.74575

H1 rejected

0.25425

H1 rejected

F

108.540

F Critical Value (5%)

122.658

Two-tailed F Critical Value (5%)

127.559
Accepted

Source: prepared by the authors

2

, the viewer is able to maintain

which, if reformulated in another way, could identify those elements that are also present in each short

values of the story by the participants.

Source: prepared by the authors

brand placement to be a technique that is distinct from branded entertainment. The test shows that
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is different for each brand and each story, which is an idea that is supported in this analysis with the

Source: prepared by the authors

Vale, which had a total of
Las Pequeñas Cosas, had brand placement of 24 shots

Source: prepared by the authors

178

Source: prepared by the authors

as brand placement (repetition of the stimulus).

capability of branded content to connect emotionally and entertain.

R5 to R12 of the questionnaire, presented in Table 5 of this study, which are questions that try to evaluate
productions.
empathy and attitude toward the story.

179

Source: prepared by the authors

Source: prepared by the authors

the purchase intention. Therefore, in line with the theoretical corpus seen above, the relationship
180

Based on the questionnaire, the R18 responses related to purchase intention appear in connection with

frequent response.

Source: prepared by the authors

Finally, as an innovation, the present study demonstrates the fact that a direct relationship between

181

to audio-visual consumption.

what they want, what they feel, and in what way.
study has created the desire to address new issues in future lines of research focused on the analysis
of branded content and its possibilities in a multitude of formats and platforms. The scope of effects of
Similarly, within the framework of future lines of research, we consider that more effort should be made
virtual reality, and transmedia environments.

for the immediate future that there is a latent concern, both in academic as well as professional
effectiveness-measurement systems and solutions.
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Nuevos formatos publicitarios en automoción. SEAT Mii by Cosmopolitan, branded content
dirigido a mujeres

and raise awareness of their brand values by
the purchase process for their customers.

the combined use of online actions based on
variety of techniques such as content analysis
of these pieces and in-depth interviews and

Hearst Group publication to promote the new

Resumen
La adquisición de un coche implica un gran
desembolso, las marcas de automóviles son
conscientes de ello y por este motivo crean
grandes campañas para promocionar sus
modelos y dar a conocer sus valores de
marca generando contenidos de interés que
faciliten el proceso de compra. SEAT junto a
la revista Cosmopolitan rediseñan el modelo
Mii gracias a las propuestas de las lectoras y
en torno al concepto #ThisIsMii creado por
la agencia &Rosás lanzan una campaña de
branded content dirigida a mujeres en ocho
países europeos. El objetivo de la presente
investigación es analizar las doce películas
creadas para esta campaña y detallar el uso
combinado de acciones online a partir de la
metodología del estudio del caso (case study),
incorporando varias técnicas como el análisis
de contenido; entrevistas en profundidad y
una encuesta a 300 personas de entre 18 y 65
años. Los resultados sugieren que SEAT cambia
la forma de interpretar el branded content y
constituye un ejemplo destacado de proyecto
global entre una marca automovilística y
una publicación del grupo Hearst para dar a
conocer el nuevo modelo Mii y hacer que el
público femenino al que se dirigen tenga una
nueva mirada sobre la conducción.

Palabras clave
Branded
content;
Campañas
digitales;
Automoción; Publicidad; SEAT; Estrategia de
marca

aimed at women. Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1),185-206.
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This research focuses on a SEAT brand case study due to the importance of the automotive industry
for the Spanish economy, as the sector accounts for 10% of the Gross Domestic Product (Bonales and

Mujer Hoy
vehicle, which is the object of study in this research.

and even a means of mass transport. Its purchase involves a rational process based on the search for

186

Source: prepared by the authors based on IAB Spain (2021)

features and prices (Bonales, 2019).

The same study has determined that 75% of companies use social networks to sell, 51% to respond to
accounts for commercial purposes, 17% are automotive companies (IAB Spain, 2020b).

Source: prepared by the authors based on data from IAB Spain (2020b)
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minds of consumers. The characters in each story must be able to create empathy with the audience
desire to share this content with others and disseminate it on his or her social network.

screened at the San Sebastian Film Festival.

female audience.
In 2019, there were around 7.8 million women in Spain who were listed as the primary drivers on their
Unión
Española de Entidades Aseguradoras y Reaseguradoras (Association of Insurance and Reinsurance

Y tú, ¿qué conduces?

188

is to “lure the audience to the values of a brand in an attractive, suggestive way. Through the use of
concepts such as advertainment, brands apply the knowledge of the entertainment industry to the
creation of their own content”. This was the aim of SEAT when it teamed up with Cosmopolitan to jointly
create the SEAT Mii by Cosmopolitan. The campaign, created by the &Rosàs agency after winning
the open bid, focused on the concept known as #ThisIsMii. The global project has been carried out
simultaneously in the United Kingdom, Italy, Spain, France, The Netherlands, Ireland, Germany and
Denmark, and it departed from the concept of conventional advertising in order to raise awareness of
the new SEAT Mii.

carefree attitude, and enjoyment, which are values typical of both SEAT and Cosmopolitan.
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Source: Cosmopolitan UK

The overall objective of this research is to study the international female-oriented branded content
are as follows:
•
their awareness and recall of car advertisements.
•
•

(Asociación Española de Fabricantes de Automóviles y Camiones) (ANFAC), as well as by the Federation
of Automotive Dealer Associations (Federación de Asociaciones de Concesionarios de la Automoción)
(FACONAUTO) in their annual reports published on their websites.
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and so on, until the necessary sample is collected.

professional. This person is freelance art director Victoria Salsas, who was the only idea person at the
interview was conducted online, and the script allowed the interviewee to incorporate new topics

and its international partnership with Cosmopolitan.

Horoscope
Aquarius and Pisces]
Car

[yes, no]
[product, brand, character]

Shot

[neutral, city, mountains, sea, and road]
colour
Car Colour
Headline
Copy
Claim

[violetto, candy white]
[yes, no]
[yes, no]
[yes, no]
[yes, no]

Insight

problem.
191

Performance
Attitude
Source: Prepared by the authors
3. Results

Europe, the USA, and Japan, and these three dominate the European market with around 20 brands,

Source: prepared by the authors

know where they had seen the advert.
192

infotainment, and the warranty.
The responses of SEAT brand owners are very similar to those of the majority of the respondents. They

Source: prepared by the authors

comfort, and performance. Thus, safety and fuel consumption are the two aspects of most concern to

Source: prepared by the authors
193

most useful features.

Source: Prepared by the authors

tan

at the same time, all the videos are narrated by a female voice-over.

194
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Another of the parameters studied is the car itself, which is present in all the videos in white, or as they
call it, candy white (31%), and violet, or violetto

become friends.

locations as well as for shots inside the car. A very Cosmopolitan visual scene is shown, as it does not

The medium shot is the most frequently used, which includes shots from inside the car that transmit

196

of the results. All of them convey the essence of the Cosmopolitan reader and, consequently, the nature
in the videos.

197

a more informal appearance, even beachy: tied-up curly hair, blue tank top with yellow trousers, red

adverts, the aim is to transmit the subjective point of view of the Cosmopolitan reader in a way that is
sincere, fresh, and at the same time versatile and full of contradictions.

Facebook.

described above started to appear.
198

elements.

199

capsules

video target

characteristics:
• Feminine, with an interest in beauty and fashion.
• Heath-oriented lifestyle.
• Youthful and modern.
200

• Unprejudiced.
• Success-oriented.
•

(violetto) and white (candy white), which are the ones used in the horoscope videos.

Guidelines
Facebook

September
19th

When you make
an ambitious
shoe choice for

#readytoparty
#justrollwithit
@SEAT_local

September
22nd

*Mention the SEAT local
country. Example: @
cosmopolitanuk would
mention @seatuk

Facebook

September
27th

September
30th

When you each
share your
unique view on
the same trip.

#friendlycompetition
#thewinnerdrives
@SEAT_local
*Mention the SEAT local
country. Example: @
cosmopolitanuk would
mention @seatuk
201

Facebook

When you have
to decide who
the way back.

#itsononlyfair
#rockpaperscissors
#rockalwayswins
@SEAT_local
*Mention the SEAT local
country. Example: @
cosmopolitanuk would
mention @seatuk

Source: SEAT Spain

Source: prepared by the authors based on responses from Victoria Salsas

decision to buy this type of product. This is even more true because women are the ones who pay the
70% are women and 30% are men), so it is important to create discourses in line with their interests and

as possible future customers. This is a commitment that could be seen as risky in the male-dominated

202

nowadays women own their own cars, and the Spanish company Seat is one of their favourite brands
because of the safety of its vehicles, price, fuel consumption, comfort, and warranty, as stated by the
female interviewees in the survey.

is that female consumers prefer urban models and the SEAT brand (UNESPA, 2017).

or consumer, and that try to be a mirror of their own reality.

personality. Not only is it a carefully selected investment that takes us from one place to another, but it

subtle, non-intrusive way.

has been quite unusual in Spain, at least until now.
203

Undoubtedly, a possible future line of research could be the analysis of other branded entertainment

analyse the Corporate Social Responsibility actions carried out by the automotive sector for the purpose
at 42 Avenue des Champs Elysées. This is an area to which brands should also direct their attention in
order to differentiate themselves from competitors, and to search for activities that are in line with the
true DNA of their brand.

Translator: Charles Edmond Arthur.
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Radiotelevisión

Española,

the

state

public

and permits the use of sponsorship only within
appeared in it, frequently masked in hybrid

research with content analysis. The results
relevance of these brands. In turn, they provide

branded content format, a new infraction since

public television in Spain and the documentary
limitations, we consider the problematic access
new line of research in which we would seek

Resumen
MasterChef España se emite en Radiotelevisión
Española, medio público estatal que se rige
ley prohíbe la publicidad y solo permite el
patrocinio dentro de unos límites descritos.
Desde su comienzo en 2013, el programa incluye
marcas con interés publicitario, frecuentemente
enmascaradas en formatos híbridos como el
branded content. El objetivo de este artículo es
constatar que tales marcas exceden los límites
legales del patrocinio cultural o deportivo,
desembocando en ejemplos de publicidad
encubierta, otra práctica también sancionada.
Metodológicamente, se combina la investigación
documental con el análisis de contenido. Los
resultados describen la presentación publicitaria
de estas marcas. Asimismo, se demuestra la
existencia de contratos publicitarios que dan
pie a la promoción de instituciones a través
del formato del branded content. Este hecho
supone una nueva infracción, pues la publicidad
institucional pagada también está prohibida en
Radiotelevisión Española. Son contribuciones
originales el diseño de un instrumento de análisis
para cuestionar la legalidad del branded
licitaciones y contratos. Entre las limitaciones del
cuentas de marcas privadas. Este aspecto abriría
una futura línea de investigación, centrada en la
búsqueda de contratos publicitarios de marcas
privadas en MasterChef.

Palabras clave
Branded content; patrocinio;
legalidad; RTVE; MasterChef

publicidad;
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MasterChef
as an avant garde food show. It is a talent show with a touch of tv reality, in which contenders who

, in collaboration with the producer Shine Iberia [2]
records which has enabled it to consolidate its continuance on air [3].
[1]

MasterChef Spain

instrument with which the presence of these brands can be described and evaluated. Also, documentary

participatory (Europa Press, 2021).

producers, advertisers and the public are taken into consideration. In turn, this study aims to broaden

bounds of the mission of public service the corporation provides, which is not commercial, and

•
•
208

•

which
and communication (art. 7.3).

to advertised brands (Escudero, 2019). This way, a low cost audiovisual production model has been
cannot be deemed as cultural sponsors (Heredero and Reyes, 2016). This is frequently reported on in
La Información
and Sur:
“MasterChef
MasterChef

in MasterChef Spain
(Ron,
ever more popular as a supplement or replacement of traditional communication practices. Castelló-

philosophy, identity) into different types of contents and by means of different formats or tools (Formoso-

.

has a closer relationship with them. This surpasses the boundaries of what we understand to be cultural

included on the website of the specialist publication Marketing Directo
a branded content project, which provides content and simultaneously enables interaction
with the brand […
December […]. Their Master Classes
…] four minutes of Master
Class on Prime Time
MasterChef

209

MasterChef 2014

media (such as social networks and public relations events). In addition, there are even sales channel,
is recreated in the MasterChef [4]

in MasterChef Spain

[5]

).

venencia[6], made in front of a

210

[7]

.

[8]

of view, especially, those cases in which brands are shown by means of branded content. To tackle this,
•

Corporation RTVE or not in terms of the inclusion of sponsored brands.
•

is essential to our study.
Within this study corpus, there will be a special focus on the results related to the off-site tests, as this is the
continuously appears.

(2011), who proposed a tool for content analysis for product placement. From this reference point, an
other hybrid formats, especially those of branded content.

•

211

•

owner.

• Value (D): these variables describe the way in which the brand appears. As a whole, the

•
are related to the duties of public service of the media or whether they are related to
•

Variables

Value
D#1#1: Visual (the brand is only perceived by

is emphasised)

production)
D#3#3: Corporative visual elements or products (in
the scene shot)

D#4#3: Indirect reference (the brand is not named
presence of the brand)

D#5: Status of the person

D#5#1: Presenter
D#5#2: Jury
D#5#3: Contenders
D#5#4: VIP (chefs and famous people who come

the scene)
in the narrative)

(only applies if D#6#2)

test)

1
2
3
3
1

1
3
2

3
1
1
2

3
3
2
3
1

1
3

1
2
3
3
1

D#9: Interaction with the brand

212

D#9#1: There is (a person values the brand, uses
their products...)
D#9#2: There is none

3
0

D#10#1: Presenter
D#10#2: Jury
D#10#3: Contenders
D#10#4: VIP

D#10: Status of the character who

D#11#2: Up to 10 seconds
D#11#3: From 11 to 30 seconds

3
3
2
3
1

1
2
3

Source: prepared by the authors

Variables

Value

E#1: Public service

E#1#2: No

E#2: Cultural value

E#2#1: Yes (the appearance of the brand promotes culture)
E#2#2: No

interest

E#3#2: No

E#4: Intentional
presence

E#4#2: No

E#5: Hidden brand

E#5#1: Yes (the brand is either partially or totally hidden)
E#5#2: No
Source: prepared by the authors

3. Results

[9]

. Therefore, in the 33,955 seconds counted with

cases of branded content.

213

PP (product placement

branded content
Source: prepared by the authors

PP (product placement

branded content
Source: prepared by the authors

company, Bosch [10]
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Number of brands

Sport

Child and family leisure

65

31.7%

11

8.3%

13

6.3%

11

5.4%

9

4.4%

8

3.9%

6

2.9%

5

2.4%

2

1%

1

0.5%

52

25.4%

Source: prepared by the authors

Source: prepared by the authors
of the time the brand is on display) are those which are most concentrated in the presence of brands
related to public service and cultural interest. This can be seen in table 4 where the number of units of
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Cultural value
Number of
units

Seconds of

by

Number
of units

Seconds of

P1

1

514

91.9%

1

514

74.6%

P2

3

952

99.0%

8

1317

96.0%

P3

1

563

91.4%

2

833

95.4%

P4

1

230

79.6%

2

1542

97.4%

P5

2

360

84.1%

3

1681

97.1%

P6

2

712

94.4%

3

1097

95.1%

P7

1

310

91.4%

4

1732

96.6%

P8

1

570

92.4%

2

525

92.1%

P9

1

701

92.4%

4

705

92.2%

P10

2

865

92.2%

4

1431

96.8%

P11

1

662

92.7%

3

1242

96.7%

P12

0

0

0.0%

7

1727

97.7%

P13

1

1005

93.2%

3

3095

97.4%

Source: prepared by the authors

are considered in batches to demonstrate the narrative cohesion which binds them. This uniformity
brands in the off-site test is shown with the same branded content format (B#4#4), which takes centre

elements from them (D#3#3). The brands are also mentioned both on screen (D#4#1) and off screen

216

value (E#2#1) or lack of it (E#2#2). This point is closely related to brand ownership: in the institutions

by colour code. We can also see this in the comparison made with the other series (see table 5).

Source: prepared by the authors

Series and

Private
X
X
X
X
X

Restaurants
X

X

España
X
Source: prepared by the authors

Parador[11]
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is combined by means of hybridisation (from 1:19:14):

Pontevedra Council
Baiona Parador

Pontevedra Council
Sandebrito Forestry and Residents Community
[12]

Valmiñor Winery

Types of brands
Public and institutional (7 brands)
Private association (1)
Private commercial (1)

Sectors

Dichotomic variables

Tourism (2 brands)

Public service (E#1#1)
Cultural value (E#2#1)
Intentional presence (E#4#1)
Brand not hidden (E#5#2)

Source: prepared by the authors

Presenter (

mission of public service, a commercial brand is presented which captures our interest for the rest of

MasterChef Junior
self-promotion (see table 7).
218

winners

Government.
Toledo council
Illescas Council

Cayetana Guillén Cuervo, MasterChef Celebrity 1 (in a title)
MasterChef Junior (in
a title)

Types of brands

Sectors

Private commercial (1 brand)
Public and institutional (3)
Personal brand (12)

brands)
Culture and Performance (1)
Sports (1)

Dichotomic variables
Public service (E#1#1)
Cultural value (E#2#1)
Intentional presence (E#4#1)
Brand not hidden (E#5#2)

Source: prepared by the authors

In second place in terms of representation within the analysed corpus, came the off-site tests which only

Prometo
minute (from 1:40:30).
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stars (title)

Types of brands

Sectors

Private commercial (1)
Personal brand (2)

Culture and Performance (2)

Dichotomic variables
Public service (E#1#1)
Cultural value (E#2#1)
Intentional presence (E#4#1)
Brand not hidden (E#5#2)

Source: prepared by the authors.

Motivos de un sentimiento (Reasons for a feeling),

…].

incredible.
MasterChef
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Andrea Tumbarello, chef Don Giovanni restaurant (title)
Centerplate

Types of brands

Private commercial (3)
Personal brand (2)

Sectors

Dichotomic variables

Sports (2)

Public service (E#1#2)
Cultural value (E#2#1)
Intentional presence (E#4#1)
Brand not hidden (E#5#2)

Source: prepared by the authors

10). As in all the off-site tests, the format of branded content
considered as an infomercial.
Shots are repeated in which the uniquess of Club Alma is shown, with the corporate symbol (A) in

second place, overshadowed by the praise heaped on Club Alma for all its attributes. Even practical
information is provided on how to become a member of the club and there are statements in which

Rosa Rivas and Cristina Jolonch: Hi Fine.
today on MasterChef to sample our dishes.
Rosa and Cristina: Thank you very much.
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Rosa and Cristina: No.
Samantha: Club Alma is a wonderful place.

Samantha: Yes, it´s a club you need to be a member of. Then you can come here and enjoy it,

Samantha: Yes, you should. You´ll love it.

Club Alma (mentioned, on screen, in a title)

Club Alma
El País and 7canibales (in a title)
La Vanguardia (in a title)
Types of brands

Private commercial (1)
Personal brand (10)

Sectors

Dichotomic variables
Public service (E#1#2)
Cultural value (E#2#1)
Intentional presence (E#4#1)
Brand not hidden (E#5#2)

Source: prepared by the authors
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In the former the armed forces stand out as an institution. In order to display their capabilities, the test
.
and the humanitarian work this institution carries out. The role of women in the armed forces is also
its institutions.

The Army

The Army (mention)

Automobile forces from the Army
Types of brands

Sectors

Dichotomic variables
Public service (E#1#1)
Cultural value (E#2#2)

Public and institutional (3)

Intentional presence (E#4#1)
Brand not hidden (E#5#2)
Source: prepared by the authors
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as the position it has in the international arena. In this respect, it is understood that there is a contribution
to public service.

from the Treasury from the Government of Spain [13]. It should be stressed that as this is the source, only
be the same with them.

modus operandi could

previously. It is now seen that the presentations which advertise the beauty of Baiona and Toledo do
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Amount

P2

P13

Chairperson
of
Pontevedra
Provincial
Council
General
Directorate
of Tourism,
Trade and
Crafts from
the Castilla-

sponsorship for
the television
MasterChef-

File No

services

2018
001926

This data does
not appear.

006732

services

001306

Tv production
services

2019

6th edition,
no13 MasterChef
Toledo Claim, as a

Government
’Tierra de
Sabor
Institute of
P1

of Castile

MasterChef 7
which will be held
on 16th and 17th
of January 2019
of San Pedro
de Cardeña in
Castrillo del Val

P2

Chairperson
of Castellón
Provincial
Council

an off-site test of
MasterChef 7 in
the province of

products from
Institute of
P10

’Tierra de Sabor’
off-site on the

of Castile

MasterChef 7

services

001584

which will be held

Services
for cultural
and sports
P3

Government

MasterChef in

radio and

2727

production
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Sabor

Institute of
P4

of Castile

Tierra de

’MasterChef
Anonymous
Edition, Series
10th of February
in the San Isidro

services

001537

subsequent
edition and

communication on MasterChef Junior and MasterChef Celebrity

from the so called cultural sponsors. In some cases, the appearance of these brands is not linked to the
mission of public service of the media and its cultural value is debatable. In turn, the brands frequently
reveal there is a commercial purpose.

from those that are merely promotional. Also, cases of branded content, mainly those in the off-site

the vast majority of off-site tests.
•
• There is a promotional purpose.
•
•
business relationships or any
, and, also no payment had been received
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relationship was not directly established with Corporation RTVE, but, rather, with the producer, Shine
the spirit or the essence of the matter.

the research, this practice is deemed to break the law in three senses:
•
•
•

time (70% of the total time with the presence of brands [14]).

(especially in its off-site tests) uses public service and culture as a safe-conduct, a door which opens it
often enjoys impunity.

by means of cultural sponsorship. However, as has been seen, some of the products and services on the
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branded content en televisión:
estudio de casos españoles. Revista de Comunicación de la Sociedad Española de Estudios de
Comunicación Iberoamericana, 34, 134

(Ed.), Food, Media and Contemporary Culture
Journal of Advertising, 45(3), 334 345.

relativas al ejercicio de actividades de radiodifusión televisiva (Televisión sin Fronteras) (1989). Diario
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International Journal of Cultural Studies, 22(1), 175-192.
Temporada 2

MasterChef España.

cortar jamón. En MasterChef Especial Navidad 2014
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MasterChef España.
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como base para elaborar el nuevo mandato marco. Europa Press.
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Pensar la Publicidad, Revista

the world. The Telegraph.
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Promotion Management, 21(3), 296-312.

Journal of

Fantasies. Journal of Communication Inquiry, 29(3), 217
(2009).
del Estado, 134, de 6 de junio de 2006.
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229

Journal of Promotional

Communications, 5(3), 248 259.

Pensar la Publicidad, Revista Internacional

de Investigaciones Publicitarias, 5(2), 65
Público.
Estudios sobre el Mensaje Periodístico, 21(1), 455-470.

MasterChef con una

televisión: el caso de RTVE. Anàlisi. Quaderns de Comunicació i Cultura, 43, 59

en España. Comunicación y Hombre: Revista Interdisciplinar de Ciencias de La Comunicación y
Humanidades, 6, 257
de advertainment. Questiones Publicitarias, 1
Voz de Galicia.

’MasterChef’, 25 años de la cocina como competición televisiva. La
‘branded content’. ESIC.

La televisión de

la crisis ante el abismo digital (pp. 433-458). Valencia: Gedisa.
Información.

MasterChef

emite publicidad.

La
desde que no

.

Notes
1. RTVE is the public radio television media in Spain.

MasterChef Junior and MasterChef Celebrity

6. Venenciar is an activity in which a venencia is used. A venencia
MasterChef Junior and MasterChef Celebrity prior to 2020 were
only the last series could be provided.
(MasterChef Junior), nor famous ones (MasterChef Celebrity).
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11. The network of Paradores
architectural merits.

Paradores
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Brand Story. El caso Aprendemos juntos de BBVA como modelo de relato de marca

Resumen
La Publicidad se halla en un proceso de

prosumer transformation are some aspects

articulation from what we call branded content.
of branded content, based on the proposal
and validation of a narrative analysis model

juntos, from BBVA. The results validate
our analytical model and contrast it with
information obtained from an in-depth interview
with a member of the team responsible for the
create quality content based on the utility and

the public so as to achieve interaction with
the brand.

comunicación. El cambio de paradigma
digital, la revolución transmedia, el Big Data o
el viraje de consumidores a prosumidores son
aspectos que la comunicación en publicidad
debe afrontar. Debido a unos canales cada
vez más amplios y procesos de interacción
progresivamente más complejos con sus
públicos, las acciones de posicionamiento
y diferenciación a partir del contenido de
marca, son esenciales. Este texto explora una
Content a partir de la propuesta y validación
de un modelo de análisis narrativo adaptado y
publicitario o Brand Story centrando el foco
en el caso de estudio de Aprendemos juntos
de BBVA. Los resultados obtenidos permiten
validar el modelo analítico y contrastarlo
además con información obtenida de la
entrevista en profundidad realizada a una de
los responsables de la campaña. Los resultados
indican la necesidad de crear contenido de
calidad basado en la utilidad y en los valores
sociales que exige nuestro entorno, así como la
importancia de crear vínculos “reales” con los
públicos para conseguir la interacción con ellos
la marca.

Palabras clave
Branded content;

Brand

Story;

narrativa

©2

publicitaria; creatividad.

de relato de marca. Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 233-249.
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brand communications.

and blatantly (Del Pino and Reinares, 2013).

manifestation

Content
Representations of objects and actions
can communicate stories.

Form

Narrative discourse (structure of
the narrative transmission) consists
of elements shared by narratives in
whatever medium (enunciated).

events (characters and environments) and
their connections.

Source: Seymour Chatman (2013: 32).

channels and codes.
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format or media delivery platform.

Source: created by the authors.

Creative idea
Result

Subject
matter:
media
dissemination formats.

and

Storyline: social narrative of the brand.

Source: created by the authors.

1. 2. Aprendemos juntos
The relevance of Aprendemos Juntos
[1]

. However, it

in a way that no brand had ever done before. The bank led all brand metrics and became a wellwith a positive impact on society, which it achieved in 2018 with record increases of up to seventeen
Aprendemos Juntos
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and is used by more than 13,000 teachers (Asociación Española de Anunciantes, 2019).

Therefore, Aprendemos juntos

of brand stories, based on the tried and tested narrative structures in the area of communication,
Aprendemos Juntos from the BBVA brand, which

•

objectives

Aprendemos juntos

• To check the social value of the contents created by the brand
•
• To verify the validity of the analysis model.
Aprendemos juntos
at BBVA. The contrast of both procedures, one focused on the communicative act and the other on its

The analysis model is structuralist in its conception since it is divided into different interrelated elements

techniques to detect their values in some cases. Each element of the structure alludes to aspects of the
•

•

236

• Phase 3. Analysis of the results of the creative idea: the storyline
The micro story is the storyline that captures the essence of the creative idea. The plot delimits and

•

motivated by an emotional, rational, or intuitive impulse, upon which a story can be constructed since
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narrative

Narrative

Subject

Variables

platforms

Creative

Formats acquired by the
Style

Approach

Aesthetic
Tone
Plot or microstory

Creative idea

Territory
Concept
Archetype
Source: created by the authors.

of the analysis:
•
•

episode miniseries format.
them.

• Educational videos: videos of talks and interviews with celebrities from different areas.
• Acerca de: description of the Aprendemos juntos project.
• All the videos: list all the talks and interviews, searchable by subject.
Total: 239 video items

•

Aprendemos juntos
the results of the analysis.
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Aprendemos juntos

table:
Aprendemos juntos.
Platform
in El País (Grupo Prisa).
Corporate channel.
environment.

YouTube
Corporate channel.
IGTV
Corporate channel.

Formats

Content

Web.

Information about the project.

video, and audio.

and disseminators.

Video.
Duration: 30 to 90
minutes.

Duration: 3 to 9
minutes.

or disseminators.

of disseminators.
YouTube.
or disseminators

Corporate channel.

Facebook
Corporate channel.
Secondary
territory.
environment.

Twitter
Corporate channel.

Podcast
Corporate channel.

Duration: 1 minute

Duration: 3 to 9
minutes.

Duration: 3 to 9
minutes.
Audio.
Duration: 30 to 90
minutes.
Audio.

Corporate channel.

Spotify
Corporate channel.

Duration: 30 to 90
minutes.
Audio.
Duration: 30 to 90
minutes.

talks hosted on YouTube.
of disseminators.
YouTube.
of disseminators.
YouTube.
or disseminators.
Transcription of complete talks
on Youtube.
or disseminators.
Transcription of complete talks
on Youtube.
or disseminators.
Transcription of complete talks
on Youtube.
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Platform

Formats

Content

Video.
Secondary
territory.

9 episode series: A mi
yo adolescente

Conventional
media.

Duration:

different topics.
Also available on YouTube.

minutes per episode.
Source: created by the authors.

personality as shown in table 5:
Aprendemos juntos

mode of transmission.
aesthetic.

is stated.

Aprendemos juntos adopts an empathetic, humble,
versatile, didactic, and approachable communication
style.
The aesthetics that permeate the media territories are

The overall approach is educational and informative.
Source: created by the authors.

coherent.
3.2. Creative idea

the table below.
Aprendemos juntos
Adolescents (14-19 years old)
Adults (over 30)
A better life.
The element frustrates the subject from
Periods of crisis.

BBVA learns with the subject since the entity
object.
the subject.
Source: created by the authors.
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Aprendemos juntos’ creative idea supports with these variables:

Aprendemos juntos

allows us to

Table 7 below.
Aprendemos juntos

Target and insight

Territory of interaction

adults, and adults.

Education.

Archetype: ordinary person, is a
realist and an achiever.
Desire: to create community.
own personality.
Proclaims: equality
Source: created by the authors.

juntos

Aprendemos

the brand and the consumer that does not respond to reasons but emotions (Pawle and Cooper, 2006).

241

contents, as shown by the media map data of content dissemination (Table 4). However, despite the

talk about education outside of academia, that people would care, and that they could be educated
with Aprendemos junto’s useful and ins

children, our content became more inspirational and based on usefulness. We aim to connect with the
in brand communication result from the content transmission, or at least they are not a fundamental

Aprendemos juntos,
way. Narrative synthesis is essential for a referential creative framework and a universe of action in which

themes are varied and represent brand values such as diversity, innovation, or creativity. However, they
Aprendemos juntos’ contents are also
society.

juntos
242

Aprendemos
Aprendemos

juntos
relationship with the consumers. The contents are an opportunity to provide real usefulness based on
foster affective ties with the content and, as a result, with the brand. The new media and audiovisual
conception.

The quality of content and the educational approach of Aprendemos juntos positions it
symbolic impact the brand has achieved with the Aprendemos juntos

(2021).

Aprendemos juntos

Aprendemos juntos

is adapted to the themes of the other items.

Aprendemos juntos);

When we launched Aprendemos juntos, it was clear to us that the place where we had to
show the content was where people consume and share. Now we have a new television:

4). It is the repository of the contents in video format and the device from which it is broadcast to

Aprendemos

juntos

YouTube is the channel where all our content is hosted and the only one available for the entire
our partners (EL PAÏS and RTVE

El País website -and is also the main media territory that
corporate colors of BBVA. Different formats can be accommodated due to the liquidity of the web
243

of Aprendemos juntos

social networks.

relationship with audiences, there is room for all media because we believe that each of them has its

Aprendemos juntos is not a

personalities, or consumers). Ultimately, a common bond is created. The community develops other

present an operational analysis model and create brand stories based on pre-established analytical

universes empower the consumer or user (Jenkins, Ford, and Green, 2015: 188-189) and make them
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communication demonstrates that the communication department should promote this content and
Aprendemos juntos was conceived, planned, and carried out
Aprendemos juntos

in Spain.

Contributions

Name and surnames

Documentary search
Data collection
Critical analysis and interpretation of data
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University of
University of
University of

Nowadays, the traditional media have lost

a disparity between the paid or sponsored
their usual behaviour within their daily routine.
This has led advertising agencies and brands

augmented reality and which, in recent months,
among younger audiences. With this new form
of communication, brands launch messages in
the form of information capsules, which will lead
us to conclude that communication strategies
are much more controlled. Our research
methodology, mainly consisting of the use of
to analyse these communicative strategies
and their commercial possibilities in the current
digital context.

Resumen
En la actualidad los medios de comunicación
tradicionales han perdido seguidores en
favor de los contenidos a la carta y de las
redes sociales. Este es el principal motivo por
el que los inluencers se han convertido en los
líderes de opinión del siglo XXI. Sin embargo,
las marcas han detectado un enfrentamiento
entre las acciones pagadas o patrocinadas
su comportamiento habitual dentro de su
día a día. Esto ha llevado a las agencias de
publicidad y a las marcas a buscar soluciones,
trata de avatares creados gracias a la realidad
aumentada, y que en los últimos meses están
entre el público más joven. Con esta nueva
forma de comunicación, las marcas lanzan los
mensajes en forma de cápsulas informativas lo
que nos permitirá concluir que las estrategias
de comunicación se encuentran mucho
más
controladas.
Nuestra
investigación
considera pertinente utilizar una metodología
multimétodo que consta principalmente del
y cuantitativa para conseguir analizar estas
estrategias comunicativas y sus posibilidades
comerciales en el actual contexto digital.

Palabras clave
aumentada; comunicación; publicidad
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cinema, music and even politics and social movements, the topics these new virtual opinion leaders
every action these virtual subjects take can be controlled. This has aroused the interest of brands and

political and social movements.
The use of these characters by different brands has been studied by authors such as Cillo and Prandelli
(2020) who consider how easy it is for them to control the activity of these virtual individuals. At the same
time questions are posed on how transparent the aims for which they were created are, there are also
moral dilemmas in terms of the aesthetic cannons put forward which, in certain cases, are beyond the
reach of humans.

required into the role these virtual entities play, not just for purely commercial purposes but also in terms
of politics and social movements.

•
•
•
•
•
•
•

their posts on the social networks.

must be addressed from the start in order to suitably focus on the subject matter of this research. It will
also prevent too much dispersion which will not yield satisfactory results. These obstacles are:
•
•
•

it works.

period was set for the 2020 US presidential elections.
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Phase

First

Descriptive theory

Second

qualitative and
descriptive

conceptual review of the

Choice of sample. Analysis of
contents. Analysis and results
of sample analysed

research

Third

Conclusive

phenomena and virtual

the research objectives

Check the role the social
networks and virtual
leaders.

Source: Produced by the author
With an initial overview of the subject matter of this study the social networks and their trends have
order to establish the sample and the period to be analysed. The second phase was made up of an

of followers on this social network. The research focused on the stories posted in the last electoral period
in the United States. It also looked at the content analysis and the quantitative and qualitative results.

evaluated.

main profession. That is, fans of sportsmen and women, musicians or actors became the main followers

been shaped as personal brands who must keep up a restrained discourse which appeal to the majority

If initially the media played a fundamental part in the dissemination of fashion, today, due to

with consumers and supply them with what they demand.
253

girls, bloggers, instagrammers and
massive manner (2017: 230).
For this reason, the so-called

as the brand appears in the
which the brand pays for

are told:

the human brain is prepared to save information in the way of a tale. (2018: 45)

human ones.
This way, they maintain a thread of plausibility. People who interact on social networks display different
areas of their life, so virtual avatars do so as well. This is why their posts are not merely concerned with
behaviour and even political activism. The more varied the posts are the more plausible the avatar
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Source: Produced by the author

Source: Produced by the author

Source: HypeAuditor (2021).
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Source: HypeAuditor (2021).

Source: HypeAuditor (2021).
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are characters with their own opinions who have relationships with other avatars and real characters.

posted may be confused with reality.

stories

posts on her account and posted a

We live in a society dominated by individualism, immersed in a cultural environment marked

“Brands must research this new audience
loyalty will depend on it”

257

My Friend´s place
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Year:
2016

12

23rd April

28th December

2017

55

27th January

31st December

2018

296

1st January

31st December

2019

273

2nd January

30th December

2020

327

1st January

30th December

2021

79

1st January

15th April

Source: Produced by the author

Source: Produced by the author
April, the time at which she created the account until the end of the year

posts since

with the most followers worldwide.

content is now created with these avatars. Indeed, posts in 2020 rose sharply above those made in
previous years.
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Results

2020 US presidential elections, it was deemed appropriate to set some questions on the United States

enable them to participate in the primaries of their party. Both personal data and this membership may

and supported by different institutions such as the National Association of Secretaries for State, the
National Association for Directors of State Elections, the US Commision for Electoral Assistance and the
party.

stories

Source: Produced by the author
elements it included. In this respect, it must be stressed that out of the 53 stories 21 were made up
stories
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Source: Produced by the author

Source: Produced by the author

stories
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Source: Produced by the author

Source: Produced by the author

stories

movement.
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Source: Produced by the author

and #VoteReady) appeared just once (Graph 13).

Source: Produced by the author

the questions already posed by Cirilo and Prandelli (2020), as can be seen from the analysis carried out.

from these stories, those which make followers proactive must also be mentioned, an observation
research.
263

no less attractive, since her audience was unmatched by her rivals in terms of followers.

and the vote.

hashtags
and events linked to the US elections process.

sector of the population.

what has occurred with their human counterparts. This has become patent in the increased activity
fashion in this period.
This potential for them to continue business as usual, without any restrictions from the health authorities,

2020 US elections, it may be concluded that - just as set out in the hypothesis at the onset of this research

Contributions

Name and surnames
Author 1, 2 and 3

Search for documents

Author 1 and 3
Author 1 and 3

Analysis and critical interpretation of data

Author 2 and 3

Draft, format, review and approval of versions

Author 1, 2 and 3
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Received:

The concept of brand co-creation has been
widely dealt with in academic works over

and scope of this activity, which relates
brands directly to the different stakeholders,

Resumen
El concepto de cocreación de marca ha sido
ampliamente tratado en trabajos académicos
durante los últimos 15 años y, aunque todavía no

esta actividad que relaciona de forma directa
las marcas con los distintos stakeholders, en
particular con los clientes. Se han realizado
importantes aportaciones en la descripción de

publics involved in cocreation, as well as of the

de la cocreación entre los distintos públicos,

performed via an online survey on a sample
of 1521 Spanish consumers in November 2020.

práctica. El presente estudio, realizado a través
de una encuesta online a una muestra de
1.521 consumidores españoles en noviembre
de 2020, profundiza en las actitudes, opiniones
y comportamientos hacia la cocreación de
marca y descubre que, más allá de otros

and behaviour with respect to brand cocreation and discovers that apart from other

main activity in the co-creation process. The
disposed to recommend and create brand
content.

siendo determinantes a la hora de desarrollar
eWOM, la actividad principal del proceso
de cocreación. Las conclusiones permiten
recomendar y crear contenidos de marca.

Palabras clave
Cocreación de marca; eWOM; comportamiento
del consumidor; engagement
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services. It is not an effort by the company to satisfy the customers, but a joint effort in which both parties
The core element of relations between the customers and the company in the co-creation processes
brand co-creation does not only involve the consumers, but also other stakeholders such as employees,

Customer focus

Co-creation is about joint creation of value by the company and

customer with lavish customer
service

chain
Transfer of activities from the
service

services
Product variety

Demand-side innovation for
new products and services
Fuente: Prahalad y Ramaswarny (2004)
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transparency.

stakeholders.

relational activity.

consumers relate and establish co-creation.
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product-related content.

differentiated two types of customers: (1) Customers who are brand fans: they follow it emotionally

comments have less effect on the community of fans of the brand than on the rational customers.

positive activities for the brand.

the traditional focus and show co-creation to be a business concept where the boundaries between
The co-creation interactions between the members of online communities help develop relationships
and increase perceived brand loyalty (Hajli et al. 2017). But at the same time, co-creation may
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Thus, a distinction is made between a personal connection and a social interaction connection (Calder
et al. 2009). A personal connection is made when the user acts in search of a stimulus, inspiration or

actively.
the brand community in the co-creation process. They discovered that when consumers interact with

respond most positively to the brand: they are more prepared to help the brand, post positive comments

2020 paid attention to the link between corporate social responsibility, consumer trust
customers.

from three different aspects: the level of involvement, participation and interaction with the brand on

•
•

population census (see Table 1).
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18-24

12.2

25-34

15.2

35-44

22.4

45-54

20.2

55-64

17.0

65 and over

13.0

Total

100.0
Source: own work.

level.

6.6
41.0
21.9
9.8
5.6
14.0
Total

98.8
1.2
100.0
Source: own work

Primary education not complete

0.8
3.1
7.3
37.1
16.0

faculties, etc.)

21.0
12.7
2.0

Total
272

100.0

3 blocks.
•
-

-

•

-

-

•

process:
-

3. Results

With respect to the variables related to the process of interaction created between a company and
273

account by their brands, and like for them to listen and respond when necessary. However, only 28%

of new brands due to the comments of other users). Finally, the interaction and response of a brand

16.2

31.7

52.1

10.4

23.4

66.2

11.6

30.3

58.1

24.2

33.5

42.3

18.8

31

50.2

29.3

42.7

28.1

7. When a product does not satisfy me, I tend to post a critical
review

24.9

34.2

41

8. I have participated in the creation of a new product

53.4

28.7

17.9

43.3

31.9

24.9

10. I buy more products from brands that take my comments
into account

20.2

45.5

34.3

11. I have discovered new brands thanks to my interaction with
other users

20.2

31.6

48.1

15

46.5

38.5

26.4

32.9

40.6

2. I am prepared to recommend a product of a brand that is

answers me when necessary
my friends need my advice on the purchase of a product

brand

12. Small companies consult consumers more
other consumers
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product or a more elaborate content for a brand.
In the second block of attitudes related to the interaction between company and users, individuals

do so.

I am prepared to

Neither

%

%

%

%

%

%

%

12.9%

13.9%

17.1%

13.6%

17.4%

23.4%

16.2%

35.5%

34.2%

24.1%

33.1%

32.0%

35.5%

31.7%

51.6%

51.9%

58.8%

53.2%

50.6%

41.1%

52.1%

11.3%

10.4%

9.4%

10.4%

12.4%

17.8%

11.6%

40.9%

31.6%

28.5%

28.2%

24.3%

33.0%

30.3%

47.8%

58.0%

62.1%

61.4%

63.3%

49.2%

58.1%

17.7%

19.9%

22.4%

21.8%

29.0%

36.0%

24.2%

33.3%

37.7%

31.8%

33.1%

30.5%

36.0%

33.5%

48.9%

42.4%

45.9%

45.1%

40.5%

27.9%

42.3%

14.0%

11.3%

15.9%

19.2%

22.0%

32.5%

18.8%

37.1%

29.0%

28.5%

29.2%

29.0%

37.6%

31.0%

48.9%

59.7%

55.6%

51.6%

49.0%

29.9%

50.2%

26.3%

26.0%

27.1%

26.6%

34.4%

37.1%

29.3%

40.9%

45.5%

42.2%

46.8%

38.6%

42.6%

42.7%

32.8%

28.6%

31.8%

26.6%

27.0%

20.3%

28.1%

22.6%

23.8%

23.2%

22.4%

24.7%

35.0%

24.9%

40.3%

43.3%

30.3%

34.4%

29.0%

31.0%

34.2%

37.1%

32.9%

46.5%

43.2%

46.3%

34.0%

41.0%

26.150

reviews

I like the brand to listen to me
and answer when necessary

I am prepared to make
media when my friends need
my advice on the purchase of
a product

Neither

Neither

Neither

28.702

35.986

61.005

shared on social media

Neither
them my opinion about

satisfy me, I tend to post
a critical review of my

Neither

19.745

33.004
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I have participated in the
creation of some new
product

I have participated in the

Neither

Neither

for a brand

I buy more products from
brands that take my
comments into account

I have discovered new brands
thanks to the interaction of
other users

more, because they
communicate easier with
them

based on the opinions of
other consumers

Neither

Neither

Neither

Neither

36.6%

51.9%

53.2%

55.5%

56.4%

64.0%

53.4%

37.6%

30.3%

25.0%

27.9%

27.0%

27.9%

28.7%

25.8%

17.7%

21.8%

16.6%

16.6%

8.1%

17.9%

33.3%

40.3%

41.5%

42.9%

46.3%

55.8%

43.3%

38.7%

34.2%

31.2%

29.9%

29.7%

29.9%

31.9%

28.0%

25.5%

27.4%

27.3%

23.9%

14.2%

24.9%

16.7%

15.6%

20.3%

17.2%

21.6%

31.5%

20.2%

48.9%

48.5%

42.6%

46.8%

42.1%

46.2%

45.5%

34.4%

35.9%

37.1%

36.0%

36.3%

22.3%

34.3%

14.5%

16.5%

17.4%

17.5%

22.5%

32.5%

20.2%

33.9%

29.4%

28.2%

32.8%

32.4%

35.0%

31.6%

51.6%

54.1%

54.4%

49.7%

42.1%

32.5%

48.1%

10.8%

16.0%

15.0%

18.5%

12.4%

15.7%

15.0%

43.5%

40.7%

42.9%

48.7%

49.5%

54.8%

46.5%

45.7%

43.3%

42.1%

32.8%

38.2%

29.4%

38.5%

18.8%

15.6%

22.1%

25.6%

32.4%

47.2%

26.4%

38.7%

33.3%

27.6%

35.7%

32.8%

32.0%

32.9%

42.5%

51.1%

50.3%

38.6%

34.7%

20.8%

40.6%

42.500

28.315

29.670

45.168

24.687

93.887

(Table 6).

Men %

I am prepared to recommend and share my

I am prepared to recommend to my friends a
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Neither

Neither

16.5%

16.0%

16.2%

34.5%

28.9%

31.7%

49.0%

55.1%

52.1%

12.6%

8.2%

10.4%

25.6%

21.2%

23.4%

61.8%

70.6%

66.2%

6.534

14.750

media when my friends need my advice on the
purchase of a product

Neither

Neither
social media

them my opinion on new items that appear on the
market

I have participated in the creation of some new
product content

Neither

Neither

Neither
content for a brand

I have discovered new brands thanks to the
interaction of other users

Small companies consult consumers more

Neither

Neither

Neither
of other consumers

27.9%

20.6%

24.2%

32.3%

34.6%

33.5%

39.8%

44.8%

42.3%

20.7%

16.9%

18.8%

32.5%

29.6%

31.0%

46.7%

53.5%

50.2%

31.2%

27.3%

29.3%

43.6%

41.8%

42.7%

25.2%

30.9%

28.1%

56.6%

50.3%

53.4%

27.6%

29.7%

28.7%

15.8%

20.1%

17.9%

47.1%

39.5%

43.3%

30.5%

33.2%

31.9%

22.3%

27.3%

24.9%

22.3%

18.2%

20.2%

33.2%

30.1%

31.6%

44.5%

51.7%

48.1%

15.5%

14.5%

15%

49.5%

43.6%

46.5%

35.1%

41.9%

38.5%

29.3%

23.6%

26.4%

34.0%

31.9%

32.9%

36.7%

44.5%

40.6%

11.246

7.465

6.506

7.228

9.918

8.400

7.688

11.123
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I am prepared to recommend and

I am prepared to recommend to my
friends a product of a brand that is

my comments and answers me when
necessary

When a product does not satisfy me,
I tend to post a critical review of my

I have participated in the creation of
some new product content

I have participated in the creation of

I buy more products from brands that
take into account my comments and
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%

%

%

%

%

16.7%

14.1%

14.1%

19.7%

16.2%

27.9%

35.1%

31.6%

38.5%

31.6%

55.3%

50.8%

54.3%

41.8%

52.2%

9.3%

8.7%

12.4%

14.6%

10.4%

19.1%

27.6%

22.6%

30.0%

23.1%

71.6%

63.7%

65.0%

55.4%

66.5%

11.2%

8.7%

12.4%

16.0%

11.5%

26.4%

33.9%

33.3%

33.3%

30.1%

62.4%

57.4%

54.3%

50.7%

58.3%

25.6%

23.1%

26.5%

23.0%

24.8%

27.5%

39.3%

39.7%

41.8%

34.1%

46.9%

37.5%

33.8%

35.2%

41.1%

56.3%

54.1%

50.9%

47.9%

53.8%

25.0%

28.5%

29.5%

38.0%

28.3%

18.7%

17.4%

19.7%

14.1%

17.9%

46.9%

39.0%

40.2%

42.7%

43.5%

26.7%

35.1%

32.9%

41.3%

31.6%

26.4%

25.8%

26.9%

16.0%

24.9%

22.8%

16.2%

19.2%

18.8%

20.2%

40.9%

48.6%

47.29%

52.1%

45.3%

36.2%

35.1%

32.9%

29.1%

34.5%

16.983

26.029

17.451

30.626

14.977

25.371

14.410

I am prepared to recommend to my
friends a product of a brand that is

friends have shared on social media

the opinions of other consumers

%

%

%

%

17.1%

10.6%

9.0%

8.7%

10.4%

32.9%

24.6%

20.1%

20.6%

23.4%

50.0%

64.7%

70.9%

70.7%

66.2%

21.2%

20.4%

18.4%

16.6%

18.8%

38.8%

31.7%

33.2%

26.9%

31.0%

40.0%

47.9%

48.4%

56.5%

50.2%

30.6%

27.0%

25.0%

25.2%

26.4%

36.5%

36.5%

34.0%

27.6%

32.9%

32.9%

36.5%

41.0%

47.1%

40.6%

%

28.661

18.153

19.736

person is a woman.

B

Standard error

.302

.136

4.932

1

.026

1.353

-.150

.045

11.238

1

.001

.861

Income level

-.006

.002

6.083

1

.014

.995

Constant

-.265

.328

.655

1

.419

.767

B

Standard error

Gender

.405

.112

12.969

1

.000

1.499

Educational level

.166

.041

16.665

1

.000

1.180

Income level

-.006

.002

14.786

1

.000

.994

Constant

-.615

.253

5.915

1

.015

.541

Gender
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B

Standard error

-.144

.034

17.526

1

.000

.866

Educational level

.117

.038

9.289

1

.002

1.124

Income level

-.004

.002

7.801

1

.005

.996

Constant

.165

.271

.371

1

.542

1.180

is presented (see table 12).

Woman
---

decision

Woman

-----

Education
Education

it remains to be answered which model best responds to the co-creation process.

brand (Chart 2).
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share their discourse with other users in an environment in which they feel more comfortable, far from
co-creation activity.

and educational level.

income.

For all of these reasons, and based on the results of the study, the authors understand that co-creation

Contributions

Author

Documentary search
Data collection
Critical data analysis and interpretation
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Mediterranean Journal of Communication (MJC)
ISSN: 1989-872X

Universidad

Resumen
herramienta de marketing a través del estudio del
cortometraje Europa II de Vogue. En primer lugar,
la investigación profundiza en la moda, en la
marca Vogue, en la propia naturaleza del fashion
de las asociaciones de marca. En segundo lugar,
se lleva a cabo un estudio exploratorio que
associations (references and cultural values latent
in it) from the narrative proposal of Europa II, thereby
those that ultimately speak about the brand, about

or communication. It was concluded that Europa
therefore, connect with new audiences. Hence,

presentes en Europa II. La metodología empleada
parte de un análisis semiótico centrado en extraer
aquellas asociaciones (referencias y valores
culturales latentes en él) desde la propuesta

ser percibida. Hecho esto, se contrastaron las
asociaciones resultantes mediante una entrevista
a siete expertos en el ámbito del marketing
y/o la comunicación. De entre las principales
conclusiones, cabe destacar que Europa II sirve
a Vogue para rejuvenecer su target y, por ende,
conectar con nuevos públicos. Las asociaciones
de marca aportan de este modo un punto de

de la marca.

Palabras clave
persuasiva; Asociaciones de marca; Estrategia de
marca; Moda
Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 285-298.
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in 2015, to the Italian

directly, without professional advice[1].

2014).
represent a different way for consumers to know and connect with brands. This type of communication

different artistic idioms (such as cinema, music and fashion) and offer a new type of entertainment
and, in particular, Europa II, the
brand reach and attract new consumers. We will analyse the importance and impact of the brand
associations within these narratives to reach their audience.
have the opposite effect: the

2.1. Advertainment
Advertainment or branded content[2] is essentially a new form of communication between advertiser
demands of contemporary society (Imbert, 2003). As opposed to product placement, where a product

The most salient characteristics of branded content
2018): 1) the use of Big data
storytelling
virality: branded content
286

2006).

closely associated with the

is a hybridisation, the focus of this case study.

The relationship between cinema and fashion, modern industries par excellence, dates back to the

2010). This period also saw the appearance of the newsreel or ‘cinemagazine’, which quickly became
cinemagazines became renowned for their use of actresses as
2013).

(Uhlirova, 2013).
fashion
online
offer an opportunity

International Fashion Film Festival
most creative products and directors in the world of fashion. In the 9th edition of the festival, Europa II

287

2.3.
The
of the 21st
Short audio-visual productions at the service of a brand, characterised by a communicative
Castelló, 2015: 14).
The

shares with branded content the use of storytelling and the quest for virality, but it

Furthermore,

with the consumer for which the product itself is not necessary and may not even appear.

1. Narration refers to the story itself, which is fundamental to seduce the viewer and make them
a participant in the communication. Narration is an essential aspect of the construction of
human identity (Ricoeur, 1996).
2.
3.

2.4.

Currently, consumption is intense, ephemeral (products quickly sell out or become outmoded) and

brand. For Keller (2008), brand associations are information nodes between the brand and consumers,

top of mind awarenes
288

brand equity (Keller,
, especially as intermediaries

[3]

is the Epic Split
associations in the mind of viewers.

top of mind awareness

use this format ‘narrate’
branding

engagement

The aim of this study is to analyse the

Europa II
Europa II, its objectives, the values ascribed to
We propose the hypothesis that Europa II
.

2) Semiotic analysis of the narrative of Europa II

mainstream
Europa II
[4]

. Each reference

Europa II.

February and November, 2020 (see Table 1):
289

Code

Profession

HCC

Communications consultant

HGSD

Global Sales Director
Woman

Communications company director

Woman

Professor and communications company director

Woman
Woman

Communications company director
Source: the author

,

4. Results
Europa II

Europa II

Europa II and
its mission. Yao Yao plays with
Duration: 00:00 - 00:42
2) Presentation of the brand:

Blade Runner

the bar. Duration: 00:43 - 01:13
Europa II universe alludes to social strata

interaction between the two
until the token is inserted in the
Duration: 01:14 - 04:07

for Europa II

Duration: 04:08 - 07:32

Europa II, a metaphor
for the new roles of women. In turn, feminism connects to other
the Europa II

Source: the author
290

Europa II).

femininity. The aesthetic surround

MOW) which connects with

platforms).

Source: the author
As a format, the
buzz, awareness and consumer

loyalty.
Europa II

Europa II
Best Fashion Film and Best Director
291

Europa II
vintage,
alters the
Europa

II

provided in Table 3:

2) Feminism

Five of the participants did not believe that feminism is an association in this
sorority

and fashion
present in the

noted above) connects with contemporary modernity and with fashion.
5) Soundtrack
mentioned by three other participants.
Source: the author.

and notoriety.
To sum up, the
at the forefront.

292

vintage

and its
which serve to enrich perceptions and set out narrative trends that are not separate from the brand, but
rather create a universe in which these are prevalent in some form. The
is a form of content
top
of mind awareness
Europa II meets the theoretical
aspects of the

universe presented in Europa II

perceived Europa II
universe.

differentiation and the

offers a particularly differential value to these aspects.

the brand and its values in the mind of the consumer as spectator.
Europa II
uninhibited women, at home both in the real world and online. Fashion is not a decorative element

position of the brand, in this case, openness to new audiences. In this sense, the study of the associations
underscores their power within the theoretical framework: associations lubricate the performance and
value of the brand.

Europa II
occasion the analysis focussed on symbolic values, and so even more open to subjective interpretation,
and to observe their interactions.

and position it in the mind of the consumer. Thus, the qualitative is no less important than the quantitative:
293

the connection of a brand to its clients and stakeholders
and it is therefore imperative to undertake new and innovative actions that are attuned to the needs
and desires of consumers.

The translation of this article was carried out by the translation service of the Francisco de Vitoria
placed in this.
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Nuevos productos y servicios ofertados a las marcas por las principales cabeceras
españolas: branded content y publicidad nativa

This research analyses the communication
that has led brands to reconsider some

Resumen
Esta
investigación
analiza
el
contexto
comunicativo nacido de la revolución digital y
que ha llevado a las marcas a replantear parte
de sus estrategias para llegar al consumidor de
productos creativos de aspecto no publicitario,
entre los que destaca la generación de
contenidos. Los medios de comunicación se
erigen como un partner estratégico para las
marcas pasando de ser un espacio publicitario,
a convertirse en consultor y proveedor de
productos editoriales de valor añadido. El
trabajo de campo de corte cualitativo ha tenido
dos fases: entrevistas en profundidad a una

in the principal Spanish media. The second was
content analysis of the websites of the same

description of the products and services they
offer to brands, which help them consolidate
what is, for the moment, an unusual relationship.
These conclusions show how the media business

de branded content de los principales medios
españoles y el análisis de contenido de sus
sedes web, analizando los productos y servicios
adentran en los departamentos y empresas de
branded content de las principales cabeceras
españolas que aportan una novedosa
catalogación y descripción de los productos y
servicios que están ofreciendo a las marcas y que
les ha llevado a consolidar una relación inusual
hasta la fecha. Estas conclusiones evidencian
la transformación de los modelos de negocio
de los medios y generan un conocimiento con
posibilidades de transferencia.

© 202

Palabras clave
Branded
content;
creación
audiencias;
estrategias publicitarias; engagement; medios
de comunicación; publicidad nativa
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media have become their partners.

editorial content.

(Trillo and Alberich, 2020: 368).

are the subject of study for this research, in which our main interest is to look at a phenomenon in the
process of development. We also need to review of the concepts of branded content and native

314). The power of consumers via the internet allows them to be very selective with the content they

consumption, has made attention a scarce commodity (Selva and Caro, 2016: 644).

Commercial communication seeks to overcome the intrusiveness of traditional approaches by

are accidental. Audiences are irritated by pop-up adverts and auto-play videos, which has led to ad

300

news content and in the ways the media operate. The shift from paper to the online format and the

et al.,
et al.

that contained in the media, we must add the content that reaches people via social networks, which
seems to interest them more (Villafañe et al., 2020: 7).

th

al.

et

branded content,

media outlet in which it appears in both form and function. The aim is not to interrupt readers, so it must

of its newsroom to the branded content department (Sirrah, 2019). These departments appeared for
, which adopted native
as the New York Times, which created the T-Brand Studio, or The Guardian
Native Advertising Institute,
301

services linked to the creation of content for brands by the branded content departments of the main

depth interviews carried out at the newspapers themselves.
2. A content analysis of the websites of the companies in the sample, with two units of analysis under
study:

platforms.

302

development.
•
•
•
•

media titles.
audiences who use social

media as their main channel.

Sample of managers and groups/media.

Source: own creation
303

These interviews were carried out between 20 November 2019 and 10 July 2020. 12 were face-tothe pandemic and lockdown. The in-depth interview followed a structured script (Vilches, 2011: 216checklists in advance.
The interview included open-ended questions and some closed-ended questions with lists of options

to illustrate ideas.
departments were set up only recently means they lack any real references. The observation and

33) of validity, reliability and sample, with the criterion of qualitative representativeness (Wimmer and

3. Results

established in Spain. This is shown in the sample drawn up for the study, in which all media of a certain

é Nast tells us:

streamline commissions and channel them via a dedicated team. This has relieved the newsroom of an

of Hearst, points out:

media, where they set out their value propositions, products and services.
This search for a differentiated identity tends to be especially visible in cases where the creation of

304

Native Content form included in the Native Advertising Playbook 2.0:

Ibérica comments:

are even sent press releases for publication which are referred to as branded content. Despite these

305

ó says:

project:

tells us:

pre-established with the client is followed and that the topics that are crucial to the client are
Photos are taken and we record a video. In the end, the client has an article with a photo and

306

If you want, I can make you an e-commerce proposal, but that is not branded content. With

provide you with information about the users who have consumed that information. We set

skill sets of their staff.

there is a very important element of
n says:
as a serious company that

, website consulted

consultancy on the analytical side.
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says that El Español
content for brands.
Microsite with immersive experience by Condé Nast Creative Studio for Loewe

The creation of content platforms for brands is one of the most frequently demanded projects and it is a
and development of the functionality of the website.

type of client because it allows you to have different elements for different channels. Video
, do

particularly those focused on the world of fashion or lifestyle, as the creative director of ¡Hola!, Gema

staff, as well as the most resources invested. This commitment to provide a comprehensive response to
308

therefore an essential part of the service.

data project, either because we collect data that we then use for impact or because we
309

Creativity and production phase

Front-end web development
production

Distribution and analysis phase

Source: Self-created based on the results obtained from the interviews
and the analysis of the sample websites.

a content framework that makes it possible to talk about the product, but with a cultural component
that is the result of research and is much more like journalism. This is very different from the kind of work

310

this type of project will tend to disappear.

the different formats so the content creation process is streamlined and can be resolved with simple
production.

department at ¡Hola!, which

Yorokobu

content, which becomes an advertorial and ends up labelled as such.
Some of the professionals interviewed, such as Fedra Valderrey and Alejandro Teodoro, warn that the
,
311

,
term is also used to refer to promotional content that appears as related articles within a media outlet
but which are actually hosted on third-party platforms.
by the media, tends to be either used incorrectly or omitted. Some of those interviewed even admitted

Thus, when the branded content department of a media outlet creates content for a brand that

into their departments.

branded content creation services

them the opportunity to monetise content via new business models. In many cases, branded content
for this type of products and services is a hopeful trend for many of them.
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1.
2. Reputation and credibility transferred from the media to the brand. It is very important to be associated
3.
4.
5.
6.

personalised activations.

product is better understood. They conclude that in Spain there is a need for professionalisation and for

The media outlet supports the brand and establishes dynamics very similar to those used by the outlet
continuity, and this is perhaps one of the most important indicators that the approach is on the way

of the relationship between brands and the media, as the latter have always been the recipients of

Translator: Simon Berrill.
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communication within a tourist city are crucial

in international literature in recent years. The
current project focuses on the implementation

mechanism of this phenomenon, from an
applied perspective and as a result of the

well as successful case studies of other places,
led to the formation of the panel discussion.
with local stakeholders, public administration
opinion leaders and private entrepreneurs,

Resumen
El presente proyecto se centra en la
implementación de una estrategia competitiva
de marca para Santa Cruz de Tenerife, una
capital insular de tamaño medio para explorar
el mecanismo central de este fenómeno,
desde una perspectiva aplicada y como
resultado de la experiencia adquirida en varios
proyectos de transferencia de conocimiento
liderados por los autores. El objetivo es analizar
las condiciones actuales que prevalecen en
la capital de una isla periférica junto con las
posibles colaboraciones entre los interesados.
marca de la ciudad, así como los estudios de
casos exitosos de otros lugares, llevaron a la
formación del panel de discusión. También
se lleva a cabo una investigación cualitativa,
utilizando entrevistas en profundidad con
actores locales, líderes de opinión de la
administración pública y empresarios privados.
Las conclusiones sugieren que gestionar una
gran participación en el proceso de creación
de marca de un destino es una necesidad
imprescindible en tiempos de globalización.

brand is a major component.

Palabras clave
Estrategias de comunicación; Relaciones públicas;
marketing de ciudad; marca de la ciudad
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The collapse of boundaries between institutions and the necessity of collaborative innovation to address

consumer who has taken an active role in the communication process with brands.

PR reality requires a professional implementation of various actions based on innovative tactics which

essential point.

et al., 2017). At the local level, people
create associations to the city brand and value these associations in the same way.
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collaborations between stakeholders.

economic promotion and local development. This aspect becomes essential in order not to limit the
and Ginesta, 2020).

this is the one of the focuses of city brand literature.

statistics and other researches are also popular methods for data collection and the outcome of these

These two distinct approaches and the short-term promotion-oriented practices of urban policy-makers
and Akturan, 2015: 368).

became accessible to city administrators was provided by the rise of what he calls ‘entrepreneurial

319

brand within the broader political framework of the city to reinforce the importance of the city brand

2012: 257).

that economic, social, cultural and environmental vibrancy of a city lie in the level of satisfaction of
their residents where more satisfaction will result in a lower risk of disenchantment and downward spiral
(Insch, 2011: 9).

are convinced that the effectiveness of city brands depends on the support and commitment of local

that have been prepared or acquired as such, are considered public information.

et al., 2013).

Vicky Cristina Barcelona (2007) and the
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In order to address the aspects mentioned above about the value of the brand for cities and places, this

consequently, there are no substantial theories available, Glaser and Strauss proposed this theory as

2006: 33).

studied requires that researchers consider different perspectives and case studies from other cities to
establish theoretical contributions and understand the evolution of the state of the question.
administration opinion leaders and entrepreneurs in private sector was also carried out. In addition to

cooperation between the parts involved.
and we compared contents of various interviews and observation episodes with the theoretical

deeply interviewed.

321

the northeast. The municipality covers an area of 150.56 square meters and has a population of 209.984

Before the Castilian conquerors arrived, the territory where the current city is found, was an area of

of the island, which lasted until 1496, the year in which Tenerife was incorporated to the Crown of Castile.

majority of international visitors use to stay in the south or the north of the island. Carnival is the most

people.

attracts the national media´s attention.
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There are four necessary conditions to develop a city brand plan with a tourist vocation:
a) Differentiation. The element of local identity (values, environmental, landscape, history, culture,

tourism sector.

innovation.

most important elements to be considered.

of the tourist destination. A collaborative process has been opened, for its development, one that

accommodation rates in the city.

• Commercial and services

- Tourism and health services
• Cultural and international events city.
• Natural site.
323

are closely monitored.

• City Brand development and launch

lead to promote innovation in the city.
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The main objective of this decision is to enable the entrepreneurs to carry out their activity within the
Historic District, a necessary instrument to be competitive in current times and make the capital of

This action has been combined with the improvement of pedestrian sidewalks for local residents as well
as visitors.

focus promotions at key points such as the airports, the port, local hotels and public transport vehicles

capital.
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the island.

The claim The heart of Tenerife positions the brand as the center of the destination, as well as it reinforces
its main differentiator value and authenticity.

development of a compromised society. In this sense, local public administrations have also started
accessible institution. In order to do so it is necessary to apply a cohesive communication policy, with a

observation has been carried out. As a result of the initial observations shared with the city council
communication department, multiple corrective measures have been implemented in order to ensure

information, the Town Hall has created a prominent section on the website where all the information is
added in accordance with the law.

In this sense, the Town Hall has implemented several systems for every department that facilitate this

326

between stakeholders.

we focus on in this case study.

result of tourist transformation patterns in other Canary Islands as well as in other Atlantic African Coast

Another inference we found as a result of this case study has to do with the city as a tourist destination,

them on social media.

communities.

327

by stakeholders, as a result.

serve as a benchmark for the rest or the world.
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Documentary research
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Comunicación, 98.
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Prado Museum
Museo del Prado

Resumen
En una sociedad marcada por la cuestión

of the use of these channels, as well as a

del Prado uses the TokTok platform within its
short video content, a characteristic format of
this social network. To this end, a case study was
conducted in which a structured interview with
and social networks area was preformed, as
well as a content analysis for which an ad hoc

los museos han experimentado la necesidad
de incorporarse a nuevas plataformas
sociales, donde se encuentran los públicos
más jóvenes. El contexto ha propiciado una

comunicativas en el entorno digital por parte
de los museos. El objetivo de esta investigación
es analizar cómo el Museo Nacional del
Prado usa la plataforma TikTok dentro de su
estrategia de marca y estudiar su producción
de short video content, formato característico
de esta red social. Para ello, se aborda un
estudio de caso en el que se desarrollan una
entrevista estructurada con personal del
área de comunicación y redes sociales del
museo, así como un análisis de contenido

used are always adapted to the public and

social network.

resultados muestran que la estructura narrativa
y el lenguaje utilizado se adecúan siempre al
público y a la plataforma desde el rigor y el
respeto, usando un registro informal con el
objetivo de transmitir conocimiento sin dejar de
de consumo de la red social.

Prado

Palabras clave
Comunicación turística; estrategia de marca;
short video content; TikTok; Museo Nacional del
Prado
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st

In this sector, museums have positioned themselves as one of the main manifestations of contemporary

to be competitive and to successfully position themselves in the market, which allows them to reach a

possible future visitors who, due to national and international restrictions on movement, could not travel

work from a social, educational and entertainment perspective on social networks such as Facebook,

format of this social network.

competitive situations and, on occasion, downward trends in the number of visitors. As a result, over the

332

and needs of the current and potential audience, and on the other, a product of the former, the
opportunity to increase the number of people who visit the museum, which would enable it to be

tourists and visitors on the social networks in the form of comments and opinions about a company or
tourist destination, which are shared on both Internet platforms dedicated to tourist reservations and

upon the potential opportunities to establish relations with clients and increase the probability of sales
for a certain product or service, in this case, a visit to a museum.

variety of platforms, the companies create brand awareness and credibility with their online community

museums.
references recommended to users are 15 seconds, 60 seconds or 3 minutes). This social network has

333

installed more than 111.9 million times (SensorTower, 2020). The predicted numbers of TikTok users around
2025 (Statista, 2021b).

their world, and which they access every day from different devices.

consumed on the same platform or reposted on other social network channels, such as Wechat, Weibo

It is also necessary to refer to the verticality of the videos, since TikTok uses a full screen format that
information, etc. It boasts itself as an ideal format to attract and isolate distractions to the consumersusers unrelated to the consumption of the content itself. In addition to these conditions, we must add

the actors in such a way that makes it possible to successfully understand and interpret their actions.

study. This is the case of our study, in which interviews and content analysis are both employed with

list to be completed by the interviewer, in order to save time and ensure that all pertinent topics are
addressed.
334

The interview that was carried out consists of ten questions that were posed to the communication

• Channels of communication in which the museum is present.
•
•

discourses), based on measurement techniques (either quantitative or qualitative) that are intended

activity on TikTok on June 12, 2020 until July 30, 2021.The analysis sheet developed to perform the
information and data capture related to the content analysis is structured as follows:
1. Date: information is collected about the publication date of the record.
2.

d. Promotional: considered when the information provided in the audiovisual material

asked by a user is responded to directly.
f. Work at the museum: refers to posts related to technical works performed by museum
staff.
3. Audio: provides details related to the audio of each post.
a.

b.

the platform by the users themselves, in this case the museum.

c.
4. Interaction:
a.
b. Comments: the number of comments platform users have made on each post is
recorded.
c. Shares: the number of times users have shared on each post by the museum on their

users who have used the same relational keywords.
335

4. Results

where the staff has increased from one to two people.

Nacional del Prado, 2021). From this moment on, the communication and networks team indicates that
more than 800,000 followers and the increase in its Facebook community, where 113,000 new users

on the TikTok social network that has been shared since its creation in June of 2020 until July 2021.
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view the work El Lavatorio

need for audio.
La familia de Carlos IV

de Carlos IV, Goya, 1800

). In this

platform itself to accompany the video on the topic of restoration.
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seconds, is intended to show works or places in the museum accompanied by music provided by the

4.2.3. Hashtags
hashtags
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Vassiliadis, 2017). Furthermore, the proliferation of mobile applications to share short videos, like TikTok,

2016).

However, it will be necessary to update this research at a later date, in order to determine whether the
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