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Tur-Viñes, V. (2022). Academic ambitions [Editorial]. Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 
13����������KWWSV���ZZZ�GRL�RUJ����������0('&20������

$PELWLRQ��LQ�WKH�ULJKW�PHDVXUH��HQDEOHV�FKDOOHQJHV�WR�EH�PHW��DFWLYDWHV�WKH�DFKLHYHPHQW�RI�JRDOV��DQG�
PDNHV�LPSURYHPHQWV�SRVVLEOH��/RZ�DPELWLRQ�PHDQV�FRQIRUPLW\�ZLWK�PHGLRFULW\��ZKLFK�LV�QRW�GHVLUDEOH��
%XW�KLJK�DPELWLRQ�FDQ�JHQHUDWH�WRR�KLJK�D�FRVW�LQ�WKH�SURFHVV�RI�DFKLHYLQJ�WKH�FKDOOHQJH��7KDW�LQWHQVH��
HPRWLRQDOO\�FKDUJHG�GHVLUH�WKDW�JXLGHV�WKH�SXUVXLW�RI�KDUG�WR�DFKLHYH�JRDOV�FDQ�EH�PDQDJHG�LQ�PDQ\�
ZD\V��)LQGLQJ�WKH�ULJKW�PHDVXUH��WKH�SHUIHFW�EDODQFH�LV�WKH�UHDO�FKDOOHQJH��7R�IHHO�WKH�LPSXOVH�RI�WKH�
DFKLHYHPHQW�RI� WKH�FKDOOHQJH�DV�PRWLYDWLRQ�DQG� WR�PHDVXUH� WKH�FRQVHTXHQFHV�RI� WKH�SDWK� WR�EH�
IROORZHG��NQRZLQJ�WKH�OLPLWV�RI�ZKDW�LV�DFFHSWDEOH��FRPHV�WR�EH�VRPHWKLQJ�RI�DQ�DUW��$PELWLRQ�RIWHQ��
À�QGV� OLHV�DQG�EHWUD\DOV�WR�EH�IHOORZ�WUDYHOOHUV��)RU�WKH�VDNH�RI�DPELWLRQ�� O\LQJ�LV� OHJLWLPLVHG�EHFDXVH�LW�
HDVHV�WKH�URXWH�WR�WKH�GHVLUHG�FKDOOHQJH��%HWUD\DO��ZKLFK�IHHGV�RQ�GLVOR\DOW\��GLVWRUWV�PRUDO�GLOHPPDV�
�WKRVH�WKDW�FRQQHFW�XV�WR�WKH�HVVHQFH�RI�ZKDW�LV�KXPDQ���OLJKWHQV�WKH�SURFHVV�SULRU�WR�DFKLHYHPHQW�DQG�
À�OWHUV�RXW�GXH�DSSUHFLDWLRQ��$Q�HDUWKO\�YHUVLRQ�RI�Game of Thrones or an updated Macbeth��,QWHJULW\�
over ambition.

:LWKLQ�WKH�XQLYHUVLW\�ZH�À�QG�JUHDW�VWRULHV�RI�DPELWLRQ��EHWUD\DO��PHGLRFULW\�DQG�OLHV�� LQWHUPLQJOHG�ZLWK�
admirable performances and honest trajectories. Any member of the university community has a story 

�RU�PRUH�� WR� WHOO�� LQ� KLV�RU� KHU�EDFNJURXQG�� 7KH�HQGHPLF�SUREOHPV�ZH� VXIIHU�DUH�D�FRQVHTXHQFH�RI�
GLIIHUHQW�FLUFXPVWDQFHV��SUDFWLVLQJ� LQGLYLGXDOLVP�� WKH�FXOW� RI� RQH·V�RZQ�HJR�DQG�SODFLQJ� WKLV�DERYH�
DXWKHQWLF�FROODERUDWLYH�ZRUN��WKH�HQMR\PHQW�RI�RWKHU�SHRSOH·V�VXFFHVVHV�DQG�WKH�GXH�UHFRJQLWLRQ�RI�
RWKHU�FRQWULEXWLRQV��:KDW�ZRXOG�WKH�FROOHFWLYH�EH�OLNH�LI�WKLQJV�ZHUH�GLIIHUHQW"

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

GHVLUHG�� -RXUQDOV�ZHUH� QHYHU� FUHDWHG� WR� FHUWLI\� XQLYHUVLW\� UHVHDUFKHUV�� 7KLV� LV� D� IXQFWLRQ�DVVLJQHG�E\�
$QHFD��6SDQLVK�1DWLRQDO�$JHQF\�IRU�4XDOLW\�$VVHVVPHQW�DQG�$FFUHGLWDWLRQ��LQ�D�V\VWHP�WKDW�RYHUYDOXHV�
WKH�VFLHQWLÀ�F�DUWLFOH�DV�D�SURGXFW�GHULYHG�IURP�UHVHDUFK��$VVHVVLQJ�WKH�TXDOLW\�RI�D�WH[W�E\�WKH�LQGH[DWLRQ�
OHYHO�RI�WKH�MRXUQDO�LQ�ZKLFK�LW�LV�SXEOLVKHG�LV�D�PLVWDNH��,W�LV�DOVR�D�PLVWDNH�WR�WKLQN�WKDW�WH[WV�VXEPLWWHG�
RYHU� D� ORQJ�SHULRG� RI� WLPH�FDQ�EH�DVVHVVHG�TXDOLWDWLYHO\�� ,W� LV� KXPDQO\�� WHPSRUDOO\� DQG� WHFKQLFDOO\�
impossible to study in depth the content of all the merits provided by those who apply for accreditation, 

GXH�WR�WKH�YROXPH�RI�DSSOLFDWLRQV�DQG�WKH�H[LVWLQJ�UHJXODWRU\� OLPLWDWLRQV�RQ�WKH�QXPEHU�RI�PHPEHUV�
ZKR�FDQ�PDNH�XS�WKH�FRPPLVVLRQV��,W�GRHV�VHHP�SRVVLEOH�WR�DGGUHVV�WKH�À�YH�PHULWV�WKDW�DUH�VHOHFWHG�
IRU�WKH�DSSOLFDWLRQ�IRU�UHFRJQLWLRQ�RI�D�VL[�\HDU�UHVHDUFK�SHULRG��ZKLFK�PD\�RU�PD\�QRW�EH�FRQVHFXWLYH��
RU�WKH�IRXU�SUHIHUUHG�PHULWV�WKDW�DUH�UHTXLUHG�ZKHQ�FRPSOHWLQJ�WKH�DSSOLFDWLRQ�IRUP�IRU�DFFUHGLWDWLRQ�
DSSOLFDWLRQV��/HW�XV�QRW�IRUJHW�WKDW��ZKHQ�D�VFLHQWLÀ�F�DUWLFOH�LV�SXEOLVKHG��LW�KDV�XQGHUJRQH�D�SURFHVV�RI�
EOLQG�SHHU�UHYLHZ��,Q�WKLV�UHYLHZ�SURFHVV��TXDOLWDWLYH�DVSHFWV�DUH�FRQVLGHUHG��$FFRUGLQJO\��FODLPLQJ�WKDW�
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, 

UHQGHULQJ�LW�XQVXVWDLQDEOH��6WDQGDUGLVHG�SODJLDULVP��&R�DXWKRUVKLS�FRQÁ�LFWV��5HYHDOLQJ�WH[WV�DORQJVLGH�
RWKHUV� ZLWK� QR� VXEVWDQWLYH� FRQWULEXWLRQV�� 3URIHVVRUV� ZKR� SUHIHU� UHVHDUFK� WR� WHDFKLQJ� DQG� UHTXHVW� D�
reduction of course load… This is just a selected repertoire of practices which can be observed and do 

QRW�JR�XQQRWLFHG��8QEULGOHG�DPELWLRQ��EDGO\�PDQDJHG��FORXGV�HWKLFV��
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$QHFD�FDQ�PDNH�D�PLVWDNH�LQ�FRPPLVVLRQLQJ�D�UHSRUW��EXW�LW�FDQQRW�PDNH�D�PLVWDNH�LQ�WKH�GHFLVLRQ�WR�
MXGJH�LWV�FRQWHQW�EHFDXVH�WKHQ�LW�FDOOV�LQWR�TXHVWLRQ�DOO�LWV�ZRUN�LQ�GHIHQFH�RI�WKH�TXDOLW\�RI�WKH�V\VWHP��
UHWXUQLQJ�WR�WKH�GDUN�GD\V��The night is dark and full of horrors.

7KH�DPELWLRQ�RI�MRXUQDOV�WR�EH�LQGH[HG�LQ�GDWDEDVHV�LV�DOVR�VKDUHG�E\�WKRVH�ZKR�UHDG�DQG�SXEOLVK�LQ�
WKHP��6HQVLWLVHG�MRXUQDOV�VHHN�WKLV� UHFRJQLWLRQ��DQG�HQWHU� LQWR�D�FRPSOH[�SURFHVV�ZKHUH�WKHLU�FLWDWLRQ�
DQG�SXEOLFDWLRQ�FDSDFLW\�LV�FRPSDUHG�ZLWK�RWKHU�MRXUQDOV��JHQHUDWLQJ�UDQNLQJV��SHUFHQWLOHV�DQG�RWKHU�
LQGLFDWRUV�� ,QGHHG�� LW� LV�QRW�RQO\� MRXUQDOV� WKDW� VXIIHU�DQ�DYDODQFKH�RI� WH[WV� IURP� WKLV�SDQGHPLF� WR�EH�
SXEOLVKHG��'DWDEDVHV�DOVR�IHHO�WKH�SUHVVXUH��,Q�MRXUQDOV�WKHUH�LV�D�GHOD\�EHWZHHQ�WKH�UHFHLSW�RI�D�WH[W�
DQG�WKH�HGLWRULDO�GHFLVLRQ�GXH�WR�H[FHVVLYH�GHPDQG�DQG�WKH�LQFUHDVHG�QXPEHU�RI�UHYLHZV�LQ�D�ÀQLWH�
ÀHOG�� ,Q�GDWDEDVHV��GHOD\V�DUH�FDXVHG�EHWZHHQ� WKH�DGPLVVLRQ�RI�D� MRXUQDO� IRU�FRPSOLDQFH�ZLWK� WKH�
mandatory quality requirements and the calculation of its CiteScore in Scopus, to mention the case of 

0HGLWHUUDQHDQ��7KH�MRXUQDO�ZDV�DGPLWWHG�LQ�'HFHPEHU������� LQ�WKH�VXEVHTXHQW�PRQWKV�WKH�FRQWUDFW�
ZDV�VLJQHG��WKH�ODVW�WKUHH�\HDUV�RI�SXEOLFDWLRQV�ZHUH�LQGH[HG�DQG�QRZ�D�IHZ�PRUH�PRQWKV�DUH�QHHGHG�
WR�FUHDWH�WKH�MRXUQDO·V�RZQ�LQWHUQDO�VSDFH�ZLWK�LWV�RZQ�PHWULFV��7KH�SURFHVV�KDV�DOUHDG\�WDNHQ�PRUH�WKDQ�
D�\HDU��LQ�WKH�HUD�RI�LQIRUPDWLRQ�WHFKQRORJ\��

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 

�-,)�RQO\�WZR�\HDUV���KHQFH�DOORZLQJ�WKH�DFFXPXODWLRQ�RI�D�KLJKHU�QXPEHU�RI�FLWDWLRQV��7KH�-,)�FDOFXODWLRQ�
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 

UHDOLVWLF�LQGLFDWRU�DOORZV�(6&,�MRXUQDOV�WR�KDYH�LPSDFW�PHWULFV��ZKHUH�0HGLWHUUDQHDQ�DOUHDG\�ZDV��DQG�
SURYLGHV�D�XQLTXH�QXPEHU�WKDW�WDNHV�LQWR�DFFRXQW�WKH�VSHFLÀF�FKDUDFWHULVWLFV�RI�WKH�GLIIHUHQW�ÀHOGV�DQG�
WKHLU�SXEOLFDWLRQV��7KLV�LV�HVVHQWLDO�LQ�D�ÀHOG�DV�WUDQVYHUVDO�DQG�SHFXOLDU�DV�&RPPXQLFDWLRQ��7KXV��LQ�LWV�ÀUVW�
\HDU�RI�LQGH[LQJ�ZLWK�PHWULFV�LQ�&ODULYDWH��WKH�MRXUQDO�KDV�DWWDLQHG�LQ������D�-&,�SHUFHQWLOH�RI�������4����
ZLWK�D�SRVLWLRQ�RI�����RXW�RI�����LQGH[HG�&RPPXQLFDWLRQ�MRXUQDOV��7KLV�LV�D�SRVLWLYH�ÀJXUH�WKDW�JLYHV�XV�
URRP�IRU�DPELWLRQ��:H�ZLOO�FRQWLQXH�WR�ZRUN�DORQJ�WKHVH�OLQHV�

0HGLWHUUDQHDQ·V�VRFLDO�DPELWLRQ�DQG�WKH� LQFRUSRUDWLRQ�RI�QHZ�FROODERUDWRUV� LQ� WKH�WHDP�DOORZ�XV� WR�
H[SORUH�QHZ�VSDFHV�IRU�H[FKDQJH��VXFK�DV�WKH�0HGLWHUUDQHDQ�GLVVHPLQDWLRQ�FKDQQHO�RQ�WhatsApp, 

ZKLFK�ZDV�FUHDWHG�ZLWK�D�SXUHO\� LQIRUPDWLYH� �XQLGLUHFWLRQDO��FKDUDFWHU��DOWKRXJK�DW�DQ\� WLPH� LQ� WKH�
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 ,QVWDJUDP and 

/LQNHG,Q. We are driven by the desire to disseminate more and better Communication research.

7KLV� LVVXH� IHDWXUHV� WZHQW\�VL[� WH[WV�� WKUHH�HGLWRULDOV�DQG� WZR� UHYLHZV�� ,W� LQFOXGHV� WZR�PRQRJUDSKV� WKDW�
DURXVHG� HQRUPRXV� LQWHUHVW� DPRQJ� UHVHDUFKHUV�� MXGJLQJ� E\� WKH� QXPEHU� RI� VXEPLVVLRQV� UHFHLYHG��2I�
WKH� WZR�PRQRJUDSKV�� WKH� ÀUVW� FRQWDLQV� HLJKW� DUWLFOHV� RQ� WKH� VXEMHFW� RI�Minors creating content on 
video platforms: regulation and self-regulation in the communicative socio-system and has been 

FRRUGLQDWHG�E\�'U��(VWKHU�0DUWtQH]�3DVWRU��5H\�-XDQ�&DUORV�8QLYHUVLW\��6SDLQ���'U��5RGULJR�&HWLQD�3UHVXHO�
�+DUYDUG�8QLYHUVLW\��86$��DQG�'U��$UDFHOL�&DVWHOOy�0DUWtQH]��8QLYHUVLW\�RI�$OLFDQWH��6SDLQ���&KLOGKRRG�DQG�
VSDFHV�RI�LQÁXHQFH�JR�KDQG�LQ�KDQG�RQ�WKH�YLGHR�SODWIRUPV��GLVFRYHULQJ�QHZ�UHVHDUFK�RSSRUWXQLWLHV��
7KH�VHFRQG�PRQRJUDSK�ZDV�WKH�PRVW�VXFFHVVIXO�RI�DOO�RI�WKRVH�SURPRWHG�WR�GDWH��FRRUGLQDWHG�E\�'U��
3DWULFLD�1~xH]�*yPH]��&RPSOXWHQVH�8QLYHUVLW\�RI�0DGULG��6SDLQ���'U��/XLV�0DxDV�9LQLHJUD��&RPSOXWHQVH�
8QLYHUVLW\�RI�0DGULG��6SDLQ��DQG�'U��-RQDWKDQ�+DUG\��8QLYHUVLW\�RI�WKH�$UWV�/RQGRQ��/RQGRQ�&ROOHJH�RI�
Communication, UK) under the title Branded content: new forms of brand communication comes to 

OLJKW�ZLWK�WZHOYH�WH[WV�UHYHDOLQJ�WKH�VLJQLÀFDQFH�RI�WKLV�OLQH�RI�FRPPXQLFDWLRQ�LQ�FXUUHQW�UHVHDUFK�LQ�WKH�
ÀHOG�

:H� ZRXOG� OLNH� WR� WKDQN� WKRVH� ZKR� KDYH� FRRUGLQDWHG� WKHVH� WZR�PRQRJUDSKV� IRU� WKHLU� GHGLFDWLRQ��
LQYROYHPHQW�DQG�FULWHULD�LQ�JXLGLQJ�WKH�WH[WV�DQG�DSSRLQWLQJ�UHYLHZHUV��$W�0HGLWHUUDQHDQ�-RXUQDO��WKH�
FRRUGLQDWLRQ�RI�PRQRJUDSKV�SURFHHGV� LQWHQVLYHO\� WKURXJKRXW�WKH�SURFHVV��SHUIRUPLQJ�WDVNV�DV�JXHVW�
editors.

The issue is rounded off by the permanent Miscellany�VHFWLRQ��ZKLFK�SUHVHQWV�VL[�WH[WV�RQ�D�YDULHW\�RI�
WRSLFV��7KH�ÀUVW�GHDOV�ZLWK�WKH�IUDXG�RI�DGYHUWLVLQJ�PHWULFV�� LWV�HYROXWLRQ��DQDO\VLV�DQG�PLWLJDWLRQ�WRROV��
DQG�LV�VLJQHG�E\�/LGLD�0DHVWUR�(VStQROD��'DYLG�&RUGyQ�%HQLWR�DQG�1DWDOLD�$EXtQ�9HQFHV��KLJKOLJKWLQJ�
LWV�FRQVHTXHQFHV�LQ�FXUELQJ�DGYHUWLVLQJ�LQYHVWPHQWV�GXH�WR�WKH�ODFN�RI�WUDQVSDUHQF\��7KH�QHZ�GLJLWDO�
PHGLD��GHVSLWH�WKHLU�WHFKQRORJ\��SDUDGR[LFDOO\�GR�QRW�LQFUHDVH�WKH�TXDOLW\�RI�DXGLHQFH�PHDVXUHPHQW��
$QD�0DUtD�/ySH]�&HSHGD�DQG�1LFRODV�7LOOL�DQDO\VH�WKH�QHZV�FRYHUDJH�RI�&RYLG����LQ�D�FRPSDUDWLYH�
ZD\�RQ�WZR�WHOHYLVLRQ�FKDQQHOV�� ORRNLQJ�DW�WKH�W\SH�RI�VWRU\��YROXPH�RI�QHZV��QHZV�VRXUFHV�DQG�WKHLU�
UHODWLRQVKLSV��DPRQJ�RWKHU�YDULDEOHV��7KH�PHDVXUHPHQW�RI�7ZLWWHU·V�LQÁXHQFH�RQ�VSRUWLQJ�HYHQWV��WKURXJK�
WKH�SURFHVV�RI�DQDO\WLFDO�KLHUDUFK\��LV�WKH�REMHFWLYH�RI�WKH�WH[W�E\�-RVp�0DUtD�/DPLUiQ�3DORPDUHV��$PSDUR�
%DYLHUD�3XLJ�DQG�7RPiV�%DYLHUD�3XLJ��:ULWLQJ�RQ�WKH�,QWHUQHW�DQG��VSHFLÀFDOO\��WKH�XVH�RI�GHL[LV��0DMR�
3DOODUpV��L�0DLTXHV��WKH�SLOODUV�RI�LQWHUIDFH�GHL[LV��SUHVHQW�DQ�LQQRYDWLYH�SURSRVDO�VKRZLQJ�WKH�UHODWLRQVKLS�

https://bit.ly/3J02usX
https://www.instagram.com/mediterranea_journal/
https://www.linkedin.com/company/revista-mediterranea-de-comunicacion
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EHWZHHQ�WKH�HYDOXDWLRQ�RI�DGYHUWLVHPHQWV�DQG�WKH�SUHVHQFH�RI�D�JUHDWHU� UHSHUWRLUH�RI�GHL[LV� �PRUH�
GLDORJLFDO�DGYHUWLVHPHQWV���$OLFLD�0DUWtQ�*DUFtD��0DUWD� /ySH]�&DUPRQD�DQG� -XDQ� 6DOYDGRU�9LFWRULD�
0DV�ZULWH�DQ�DUWLFOH�RQ�SURGXFW�SODFHPHQW�RQ�1HWÁL[�DQG�LWV�SHUFHLYHG�EHQHÀWV��)LQDOO\�� ,QPDFXODGD�
6iQFKH]�/DEHOOD�0DUWtQ��0DQXHO�*DUULGR�DQG�9LUJLQLD�*XDULQRV�UHVHDUFK�DQLPDWLRQ�LQ�DGYHUWLVLQJ��DV�D�
FUHDWLYH�UHVRXUFH�IRU�HYRNLQJ�HPRWLRQV��IURP�D�JHQGHU�SHUVSHFWLYH�

:H�KRSH� WKDW� UHDGLQJ� WKLV� LVVXH�DW� WKH�EHJLQQLQJ�RI� WKH�QHZ�\HDU�ZLOO� VWLPXODWH�D�KHDOWK\� UHVHDUFK�
DPELWLRQ�� LQ� WKH�VHQVH�WKDW�HYHU\RQH�ZLVKHV�� UHJHQHUDWLQJ�WKH�V\VWHP�� UHPRYLQJ�HWKLFDO�PDOSUDFWLFH�
DQG�GHFRQWDPLQDWLQJ�WKH�SDWK�RI�HYHU\WKLQJ�WKDW�LV�QRW�D�JHQXLQH�FRQWULEXWLRQ�WR�VFLHQWLÀF�NQRZOHGJH��
$�ÀQDO�ZLVK��JRRG�DQG�QXPHURXV�UHYLHZV��ERWK�RXU�RZQ�DQG�RWKHUV·��SULRU�WR�SXEOLFDWLRQ��Science feeds 

on intellectual consensus and continuous improvement.
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(GLWRULDO��
'U��3DWULFLD�1~xH]�*yPH]

&RPSOXWHQVH�8QLYHUVLW\�RI�0DGULG��6SDLQ��SQXQH]JR#XFP�HV��KWWSV���RUFLG�RUJ��������������������

'U��/XLV�0DxDV�9LQLHJUD
&RPSOXWHQVH�8QLYHUVLW\�RI�0DGULG��6SDLQ��OPDQDV#XFP�HV��KWWSV���RUFLG�RUJ��������������������

3URI��-RQDWKDQ�+DUG\
8QLYHUVLW\�RI�WKH�$UWV�/RQGRQ��8QLWHG�.LQJGRP��MRQDWKDQ�KDUG\#OFF�DUWV�DF�XN��KWWSV���RUFLG�RUJ��������������������

%UDQGHG�&RQWHQW��1HZ�)RUPV�RI�%UDQG�&RPPXQLFDWLRQV�>(GLWRULDO@

Branded Content: nuevas formas de comunicación de marca [Editorial]
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%UDQGHG� &RQWHQW� LV� D� W\SH� RI� FRPPXQLFDWLRQ� SURGXFHG� E\� D� EUDQG� WKDW�� WKURXJK� HQWHUWDLQPHQW��
LQIRUPDWLRQ�DQG���RU�XWLOLW\�IRUPDWV��KDV�WKH�SXUSRVH�RI�FRPPXQLFDWLQJ�LWV�YDOXHV���DQG�FRQQHFWLQJ�ZLWK�
DQ�DXGLHQFH�WKDW��XSRQ�À�QGLQJ�LW�UHOHYDQW��YROXQWDULO\�GHGLFDWHV�WKHLU�WLPH�RI�DWWHQWLRQ�DQG�SURYRNHV�D�
IHHOLQJ�RI�FORVHQHVV��D�FORVHU�UHODWLRQVKLS�ZLWK�WKH�EUDQG�

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

ZKR� ORRNV� IRU� WKH�FRQWHQW� WKDW� WKH�EUDQG�RIIHUV�KLP� LQ�D� UHOHYDQW�DQG�SHUVRQDOL]HG�ZD\��JHQHUDWLQJ�
virality.

7KH�FKDQJHV�SURGXFHG�LQ�WKH�PHGLD�HFRV\VWHP�DQG�WKH�FRPPXQLFDWLRQ�SDUDGLJP�VKLIW�KDYH�GHYHORSHG�
GLIIHUHQW�VWUDWHJLHV�DQG�DGYHUWLVLQJ�FRPPXQLFDWLRQ�FRQWHQW�WKDW�QRW�RQO\�VHHN�WKH�WUDGLWLRQDO�DGYHUWLVLQJ�
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 

FRQVXPHU�ZKR�FKRRVHV�WKHLU�FRQWHQW�LQ�D�SHUVRQDOL]HG�ZD\��WXUQLQJ�RII�DGYHUWLVLQJ�ZKHQ�WKH\�DUH�QRW�
interested.

,W� LV� QHFHVVDU\� WR� UHÁ�HFW� RQ� WKHVH� QHZ� IRUPV� RI� FRPPXQLFDWLRQ� WKDW� RIIHU� UHOHYDQW� DQG� LQWHUHVWLQJ�
FRQWHQW��DYRLGLQJ� LQWUXVLYH��ERULQJ�DQG� UHSHWLWLYH�DGYHUWLVLQJ�� 7KH�EUDQGHG�FRQWHQW� VWUDWHJ\�PXVW�� LQ�
DGGLWLRQ��EH�OR\DO�WR�WKH�EUDQG�DQG�LWV�DXGLHQFHV��RIIHU�TXDOLW\�FRQWHQW��SURYLGLQJ�VHUYLFH�WR�WKH�XVHU��
EHFRPLQJ�WKH�EUDQG�WKDW�PDNHV�OLIH�HDVLHU�DQG�WUDQVIHUULQJ�WKH�YDOXHV���RI�WKDW�EUDQG�WR�WKH�FRQWHQW�

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

GRHV�QRW�KDYH�WR�EH�WKH�PDLQ�REMHFW�RI�WKH�FRPPXQLFDWLRQ��7KH\�DUH�VWRULHV�FUHDWHG�WR�H[FLWH�DQG�WKDW�
JHQHUDWH�YDOXH�IRU�WKH�XVHU�

6LQFH� ����� WKH� FDWHJRU\� DV� ´%UDQGHG� &RQWHQWµ� RU� ´%UDQGHG� (QWHUWDLQPHQWµ� KDV� EHHQ� LQFOXGHG� LQ�
IHVWLYDOV�VXFK�DV�(XUR%HVW�RU�&DQQHV�/LRQV�

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 &UHDWLYH�$WWULEXWHV�RI�%UDQGHG�&RQWHQW��$QDO\VLV�RI�DZDUGHG�SLHFHV�
LQ� ´(O� 6ROµ� ������������� 7KH� DXWKRUV� &DUPHQ� /ORUHQWH� %DUURVR�� ,YRQH� )HUUHLUD� DQG� 3URIHVVRU� &ULVWyEDO�
)HUQiQGH]��GHVFULEH� WKLV� QHZ�FRPPXQLFDWLRQ� WKURXJK� WKH�TXDOLWDWLYH�DQDO\VLV�RI� WKH�PRVW�DZDUGHG�
pieces at this festival. The analysis establishes a common pattern of attributes.

,Q�WKH�IROORZLQJ�DUWLFOH��%UDQGHG�&RQWHQW�DQG�OX[XU\�IDVKLRQ��DQDO\VLV�RI�DXGLRYLVXDO�FRQWHQW�RQ�<RX7XEH
�������������WKH�XVH�RI�VRFLDO�QHWZRUNV�LQ�WKH�GHPRFUDWL]DWLRQ�RI�WKH�VHFWRU�LV�DQDO\]HG��,W�VKRZV�PRUH�
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WKDQ������YLGHRV�UHÁHFWLQJ�WKH�IRUPDWV�XVHG�E\�WKH�PDLQ�OX[XU\�EUDQGV��7KH�FODVVLÀFDWLRQ�FDUULHG�RXW�
DQG�WKH�FRQFOXVLRQV�RIIHU�DQ�LQWHUHVWLQJ�VWDUWLQJ�SRLQW�IRU�IXWXUH�UHVHDUFK��7KH�DUWLFOH�KDV�EHHQ�ZULWWHQ�E\�
3URIHVVRU�0DULQD�5DPRV�6HUUDQR��*HPD�0DFtDV�0~xR]��DQG�3URIHVVRU�$QWRQLR�5XHGD�7UHYLxR�

0RUH� VSHFLÀFDOO\�� IRFXVLQJ� RQ� D� EUDQG�� WKH� IROORZLQJ� ZRUN� WLWOHG� Mediterráneamente. Quantitative 

HIÀFDF\�VWXG\�LQ�(VWUHOOD�'DPP·V�DGYHUWLVLQJ�ÀOPV,research about  the formula they have used for more 

WKDQ����\HDUV��7DNLQJ�LQWR�DFFRXQW�WKH�LQVLJKWV�UHÁHFWHG�LQ�WKH�FRPPXQLFDWLRQ��DQ�DQDO\VLV�PHWKRGRORJ\�
is proposed for this type of content. 7KH�DUWLFOH�LV�VLJQHG�E\�0DUtD�5RGUtJXH]�5DEDGiQ��+HOHQD�*DOiQ�
Fajardo and Cristina del Pino-Romero.

In 1HZ�DXWRPRWLYH�DGYHUWLVLQJ�IRUPDWV��6HDW�0LL�E\�&RVPRSROLWDQ��%UDQGHG�&RQWHQW�DLPHG�DW�ZRPHQ� 
WKH�&DVH�6WXG\�LV�XVHG�WR�DQDO\]H�WKH�FDPSDLJQV�FUHDWHG�E\�WKH�EUDQG�LQ�DOOLDQFH�ZLWK�WKH�PDJD]LQH�
DLPHG�DW�IHPDOH�DXGLHQFHV��*HPD�%RQDOHV�'DLPLHO�DQG�%ODQFD�0LJXpOH]�-XDQ�VLJQ�WKH�DUWLFOH�

,Q� WKH� DUWLFOH� ZULWWHQ� E\� ,VDEHO� 3DORPR�'RPtQJXH]� DQG� )HUQDQGR� ,QIDQWH� GHO� 5RVDO� FDOOHG�&ULWLFDO�
5HYLHZ RQ�WKH�/HJDOLW\�RI�%UDQGHG�&RQWHQW�LQ�0DVWHU&KHI�6SDLQ��WKH�OLPLWV�EHWZHHQ�WKH�UHJXODWLRQ�RI�WKH�
WHOHYLVLRQ�FKDQQHO�DQG�WKH�DGYHUWLVLQJ�IRUPDWV�WKDW�DGRSW�QHZ�IRUPV�RI�FRPPXQLFDWLRQ�DUH�DQDO\]HG��
%DVHG�RQ�FRQWHQW�DQDO\VLV�DQG�GRFXPHQWDU\�UHVHDUFK��LW�FODULÀHV�WKH�OLQHV�EHWZHHQ�GLIIHUHQW�W\SHV�RI�
DGYHUWLVLQJ�DQG�HVWDEOLVKHG�OHJDOLW\�

7KH�FDVH�RI�D�EDQNLQJ�EUDQG�LV�VWXGLHG�E\�3URIHVVRU�(OHQD�%RUDX�%RLUD��%UDQG�6WRU\��7KH�FDVH�:H�OHDUQ�
WRJHWKHU IURP� %%9$� DV� D� PRGHO� IRU� EUDQG� VWRU\WHOOLQJ�� 7KLV� FDVH� LV� H[SODLQHG� WKURXJK� DQ� DGDSWHG�
QDUUDWLYH�PRGHO��7KLV�PRGHO�IDFLOLWDWHV�WKH�ZRUN�RI�VXEVHTXHQW�LQYHVWLJDWLRQV�

9LUWXDO�LQÁXHQFHUV�DV�RSLQLRQ�OHDGHUV�DQG�WKHLU�XVH�LQ�SROLWLFDO�FRPPXQLFDWLRQ�WHFKQLTXHV��UHÁHFWV�RQ�
WKH�UROH�RI�LQÁXHQFHUV�DUWLÀFLDOO\�FUHDWHG�E\�EUDQGV��VLQFH�WKLV�VWUDWHJ\�DOORZV�VHSDUDWLQJ�WKH�SHUVRQDOLW\�
RI�WKH�UHDO�LQÁXHQFHU�IURP�WKHLU�FRPPHQWV�DQG�FRQWUROOLQJ�WKH�FRPPXQLFDWLRQ�VWUDWHJ\��,W�LV�VLJQHG�E\�
,VDEHO�5RGULJR�0DUWtQ��'DQLHO�0~xR]�6DVWUH�DQG�/XLV�5RGULJR�0DUWtQ�

,Q�7KH�SURFHVV�RI�EUDQG�FR�FUHDWLRQ�WKURXJK�H:20�SURÀOHV��DWWLWXGHV�DQG�EHKDYLRU�RI�XVHUV� professors 

6RQLD�&DUFHOpQ�*DUFtD�DQG�3DORPD�'tD]�6RORDJD��FRQFOXGH�WKDW�VRFLRGHPRJUDSKLF�YDULDEOHV�DUH�VWLOO�
IXQGDPHQWDO�ZKHQ�GHYHORSLQJ�WKLV�FR�FUHDWLRQ�V\VWHP��DQDO\]LQJ�PRUH�WKDQ������FRQVXPHUV�

0DUtD�+HUQiQGH]�+HUUHUD��)UDQFLVFR�-�*LO�5Xt]�DQG�0DUtD�/XLVD�*DUFtD�*XDUGLD��WDNH�XV�LQWR�WKH�ZRUOG�
RI�)DVKLRQ�)LOP��6WDUWLQJ�IURP�D�VHPLRWLF�SHUVSHFWLYH��WKH\�HVWDEOLVK�DVVRFLDWLRQV�DQG�H[WUDFW�PHDQLQJV�
about the perception of the brand. The article is FDOOHG�7KH�IDVKLRQ�ÀOP�DV�D�EUDQG�DFWLRQ��7KH�FDVH�RI�
(XURSD�,,�LQ�9RJXH�

7KH�IROORZLQJ�DUWLFOH��1HZ�SURGXFWV�DQG�VHUYLFHV�RIIHUHG�WR�EUDQGV�E\�WKH�PDLQ�6SDQLVK�QHZVSDSHUV��
EUDQGHG�FRQWHQW�DQG�QDWLYH�DGYHUWLVLQJ��PDNHV�XV� UHÁHFW�RQ�KRZ� MRXUQDOLVP� LV� QRW� IDU� WR� WKLV�PRGH�
RI�FRPPXQLFDWLRQ��'DQLHO� =RPHxR�DQG�5RFtR�%OD\�$UUiH�� WDON� WR�XV�DERXW�KRZ� WKH�PHGLD�EHFRPH�
VWUDWHJLF�SDUWQHUV��JRLQJ�IURP�EHLQJ�DGYHUWLVLQJ�VSDFHV�WR�RIIHULQJ�DGGHG�YDOXH�WR�EUDQGV.

7KH�FLW\�EUDQG� LV� DQDO\]HG� LQ�%UDQGLQJ� LQ� WRXULVW� FLWLHV�� QHZ� IRUPV�RI� FRPPXQLFDWLRQ�DQG�PDUNHWLQJ�
for the XUEDQ�SROLF\�RI�DQ� LVODQG��3DWULFLD�GHO�3RQWL��$OPXGHQD�%DUULHQWRV�%iH]�DQG�'DYLG�&DOGHYLOOD�
'RPtQJXH]�UHYLHZ�WKH�ZULWWHQ�OLWHUDWXUH�RQ�WKH�7HQHULIH�EUDQG�DQG�FRPSOHWH�WKH�VWXG\�ZLWK�LQWHUYLHZV�
ZLWK� WKH�PDLQ� VWDNHKROGHUV��FRQFOXGLQJ� WKDW�SDUWLFLSDWLRQ� LV�RQH�RI� WKH�PRVW� LPSRUWDQW�SRLQWV� LQ� WKH�
creation of the brand-city.

:H�ÀQLVK�ZLWK� WKH�DQDO\VLV�RI�D�FXUUHQW� VRFLDO�QHWZRUN�DQG�KRZ� LW� LV�XVHG�E\�D�PXVHXP��Short video 

&RQWHQW� LQ�WKH�EUDQG�VWUDWHJ\. $QDO\VLV�RI�WKH�XVH�RI�7LN�7RN�E\�WKH�(O�3UDGR�0XVHXP� written by Eva-

6iQFKH]� $PERDJH�� &DUORV� 7RXUDO�� %UDQ�� 0DWtDV� 0HQELHOOD�3ROOiQ� DQG� 9HUyQLFD� &UHVSR�3HUHLUDQRV�
H[SODLQ�WKURXJK�FRQWHQW�DQDO\VLV�KRZ�WKH�VWUDWHJ\�LV�GHYHORSHG�WR�EHWWHU�UHDFK�WKH�SXEOLF�
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'U��,YRQH�)(55(,5$
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'U��&ULVWREDO�)(51É1'(=�08f2=
8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��6SDLQ��FULVWIHU#XFP�HV��KWWSV���RUFLG�RUJ��������������������

&UHDWLYH�DWWULEXWHV�RI�EUDQGHG�FRQWHQW��DQDO\VLV�RI�DZDUGHG�SLHFHV�LQ�́ (O�6ROµ������������

Atributos creativos del branded content: análisis de piezas premiadas en “El Sol” (2015-2021)

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

Resumen
El branded content se ha impuesto como una 
de las estrategias creativas de las marcas más 
HÀ�FDFHV� SDUD� ORJUDU� XQ� FRQWDFWR� FyPSOLFH�
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. 
(O�SURSyVLWR�GH�HVWD� LQYHVWLJDFLyQ�HV� LGHQWLÀ�FDU�
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 
DUWLFXODQ�SURPHVDV�HQ�IRUPD�GH�EHQHÀ�FLRV�SDUD�
el consumidor; argumentaciones emocionales; 
tonos cercanos y empáticos que utilizan 
formatos como el storytelling o la analogía; 
y conceptos indirectos para transmitir las 
promesas.

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

$EVWUDFW
Branded content has become one of the most 

HIIHFWLYH�FUHDWLYH�VWUDWHJLHV�IRU�EUDQGV�WR�DFKLHYH�
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 

WKH� WDUJHW� LQ� WKH� FRQVWUXFWLRQ� RI� WKH� EUDQG�
itself. The purpose of this research is to identify 

DQG�H[SODLQ�WKH�FUHDWLYH�DWWULEXWHV�RI�EUDQGHG�
FRQWHQW� XVLQJ� D� TXDOLWDWLYH� PHWKRGRORJ\�� 7R�
WKLV� HQG�� DQ� DQDO\WLFDO� UHFRUGLQJ� PRGHO� ZDV�
GHVLJQHG��EDVHG�RQ�SUHYLRXV� WKHRULHV�� WKLV�ZDV�
applied to a sample of the 23 pieces that have 

ZRQ�D�JUDQG�SUL]H�DQG�RU�D�JROG�DZDUG�DW�WKH�
´(O� 6ROµ� )HVWLYDO� GXULQJ� LWV� ODVW� VL[� HGLWLRQV�� 7KH�
results allow us to delineate a creative pattern 

RI� VXFFHVV� LQ� EUDQGHG� FRQWHQW� VWUDWHJLHV��
which has remained stable in recent years, and 

responds to content with affective objectives, 

RIWHQ� VXSSRUWHG� E\� EHKDYLRXUDO� DQG�RU�
FRJQLWLYH� QXDQFHV�� LQVLJKWV� WKDW� FRPELQH��
mainly, emotional and cultural aspects, and 

WKDW�DUWLFXODWH�SURPLVHV� LQ� WKH� IRUP�RI�EHQHÀ�WV�
IRU� WKH�FRQVXPHU�� HPRWLRQDO�DUJXPHQWV�� FORVH�
and empathetic tones that use formats such as 

VWRU\WHOOLQJ�RU�DQDORJ\��DQG�LQGLUHFW�FRQFHSWV�WR�
convey the promises.

.H\ZRUGV
%UDQGHG�FRQWHQW��FUHDWLYH�FRQFHSW��FUHDWLYLW\��
´(O�6ROµ�)HVWLYDO��LQVLJKW��VWRU\WHOOLQJ

/ORUHQWH�%DUURVR��&���)HUUHLUD��,���DQG�)HUQiQGH]�0XxR]��&����������&UHDWLYH�DWWULEXWHV�RI�EUDQGHG�FRQWHQW��DQDO\VLV�RI�DZDUGHG�SLHFHV�LQ�
´(O�6ROµ��������������Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 127-145. 
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���,QWURGXFWLRQ

7KH�GHYHORSPHQW�RI� WKH�FRPPXQLFDWLYH�FRQWH[W�KDV�GULYHQ�EUDQGV� WR� ORRN� IRU�QHZ�ZD\V� WKDW�DOORZ�
WKHP�WR�KDYH�PRUH�JHQXLQH�FRQWDFW�ZLWK�WKHLU�WDUJHWV��%UDQGHG�FRQWHQW�KDV�HPHUJHG�DV�D�SRZHUIXO�
PDUNHWLQJ�VWUDWHJ\�WKDW�DWWUDFWV��LQIRUPV��DQG�HQWHUWDLQV�FRQVXPHUV��'DXQ�DQG�6FKlIHU���������DFKLHYLQJ�
the desired brand-user complicity in the construction of corporate discourse.

)RU�\HDUV��EUDQGHG�FRQWHQW�KDV�UHYHUVHG�WKH�XVXDO�DSSURDFK�RI�DGYHUWLVLQJ�FRPPXQLFDWLRQ��SURPSWLQJ�
FRQVXPHUV� WR� VHHN� D� UHODWLRQVKLS� ZLWK� WKH� EUDQG� WKURXJK� D� SOHDVDQW�� VXEWOH� ERQG�� ZLWK� WKH� XVHU·V�
SHUPLVVLRQ�RI�FRXUVH��ZKLFK�DYRLGV�IUHH�ULGHU�LQVHUWV�RI�WKH�DGYHUWLVHU��0XOOHU��������3DQDUHVH�DQG�6XiUH]�
9LOOHJDV���������&RQVHTXHQWO\��EUDQGHG�FRQWHQW�KDV�FKDQJHG�WKH�EUDQG�FRQVXPHU�UHODWLRQVKLS��EOXUULQJ�
WKH�OLQN�RI�VXFK�FRQWHQW�WR�DQ�DGYHUWLVHU��$WDO��������DQG�KLJKOLJKWLQJ�WKH�SURGXFW�RU�VHUYLFH��DQG�RU�WKH�
EUDQG��LQ�WKH�QDUUDWLYH�LQ�ZKLFK�WKH\�DUH�LQVHUWHG��&DUUDVFR]D��������

8QOLNH�LPSDFW�EDVHG�DGYHUWLVLQJ�VWUDWHJLHV��EUDQGHG�FRQWHQW�UHÁHFWV�FRUSRUDWH�YDOXHV�LQ�D�KLJKHU�TXDOLW\�
ZD\��HQFRXUDJLQJ�D�PRUH�LQWHQVH�HPRWLRQDO�ERQG�EHWZHHQ�EUDQG�DQG�WDUJHW�DXGLHQFH��&DUYDMDO�DQG�
%DULQDJDUUHPHQWHULD���������1HYHUWKHOHVV��PHUHO\�EHLQJ�PRWLYDWHG�WR�WHOO�VWRULHV�DERXW�D�EUDQG�DQG�WKH�
DELOLW\�WR�SURGXFH�WKHP�DUH�QRW�HQRXJK�WR�PDNH�WKLV�W\SH�RI�VWUDWHJ\�VXFFHVVIXO��WKH�EUDQG�PXVW�NQRZ�
ZKDW�WKH�DXGLHQFH�ZDQWV�DQG�KDYH�FKDQQHOV�WR�GLVVHPLQDWH�LWV�FRQWHQW��'DXQ�DQG�6FKlIHU��������

,Q�UHODWLRQ�WR�WKH�GLYHUVH�W\SHV�RI�EUDQGHG�FRQWHQW��WKH�LGHD�PXVW�EH�VWULNLQJ�DQG�FDSDEOH�RI�DWWUDFWLQJ�
RQH·V�DWWHQWLRQ��0RUHRYHU��WKH�EUDQG�QHHGV�WR�GLIIHUHQWLDWH�LWVHOI�DQG�EH�SUHVHQW�IURP�WKH�YHU\�EHJLQQLQJ�
RI�WKH�FRQWHQW�FUHDWLRQ��0XOOHU���������,Q�WKLV�UHJDUG��FUHDWLYLW\�LV�VHHQ�DV�D�NH\�IDFWRU�LQ�WKH�JHQHUDWLRQ�RI�
OHVV�LQWUXVLYH�FRQWHQW�FDSDEOH�RI�DFKLHYLQJ�DIÀQLW\�ZLWK�FRQVXPHUV�LQ�D�PRUH�G\QDPLF�ZD\��'H�$JXLOHUD�
0R\DQR��%DxRV�*RQ]iOH]�DQG�5DPtUH]�3HUGLJXHUR���������7KHUHIRUH��WKH�SXUSRVH�RI�WKLV�UHVHDUFK�LV�WR�
LGHQWLI\�WKH�FUHDWLYH�DWWULEXWHV�RI�EUDQGHG�FRQWHQW�WKURXJK�D�TXDOLWDWLYH�LQWHUSUHWDWLYH�DSSURDFK�WKDW�
DOORZV�XV�WR�GHVFULEH�WKH�REMHFWLYHV�LQ�GHWDLO�DQG�H[SODLQ�WKHP�DV�ZHOO��DORQJ�ZLWK�WKH�W\SH�RI�PHVVDJH�
DQG�WKH�FUHDWLYH�HOHPHQWV�XVHG�E\�EHQFKPDUN�EUDQGHG�FRQWHQW�LQ�WKH�DGYHUWLVLQJ�VHFWRU��,Q�WKLV�UHJDUG��
IRXU�UHVHDUFK�TXHVWLRQV��54V��KDYH�EHHQ�SRVHG�WR�JXLGH�WKLV�ZRUN��ZKLFK�DUH�WKH�IROORZLQJ�

54���:KDW�FRPPXQLFDWLRQ�REMHFWLYHV�GR�DGYHUWLVHUV�SXUVXH�LQ�VXFFHVVIXO�EUDQGHG�FRQWHQW�VWUDWHJLHV"

54���:KDW�W\SHV�RI�PHVVDJHV�GRHV�WKLV�FRQWHQW�FRQYH\�LQ�UHODWLRQ�WR�WKH�REMHFWLYHV�LW�SXUVXHV"

54���:KDW�DUH� WKH�PRVW� LPSRUWDQW�FUHDWLYH�HOHPHQWV� �LQVLJKW��SURPLVH��DUJXPHQWDWLRQ�� IRUPDWV��DQG�
FRPPXQLFDWLYH�WRQH��RQ�ZKLFK�EHQFKPDUN�EUDQGHG�FRQWHQW�VWUDWHJLHV�DUH�EDVHG"

54���:KDW�NLQG�RI�FUHDWLYH�FRQFHSW�LV�XVHG�E\�ZHOO�NQRZQ�EUDQGHG�FRQWHQW�LWHPV"

(YHQ�WKRXJK�VHYHUDO�VWXGLHV�KDYH�EHHQ�FDUULHG�RXW�RQ�EUDQGHG�FRQWHQW��PRVW�RI�WKHP�UHO\�RQ�QDUUDWLYH�
RU�TXDQWLWDWLYH�SHUVSHFWLYHV�WKDW�RIIHU�OLPLWHG�LQVLJKW�LQWR�WKH�HIIHFWLYHQHVV�RI�WKHVH�LWHPV�DV�ZHOO�DV�VRPH�
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 

VFLHQWLÀF�DFDGHPLF�UHDOP�DV�ZHOO�DV�WKH�DUHD�RI�NQRZOHGJH�WUDQVIHU�WR�WKH�VHFWRU�RI�FUHDWLYLW\�DSSOLHG�
WR�EUDQG�FRPPXQLFDWLRQ��)XUWKHUPRUH��WKH�ÀQGLQJV�RI�WKLV�VWXG\�RIIHU�WKH�FKDQFH�WR�GLVFRYHU�ZKHWKHU�
WKHUH�LV�D�FUHDWLYH�SDWWHUQ�RI�VXFFHVV�LQ�EUDQGHG�FRQWHQW�VWUDWHJ\�

���7KHRUHWLFDO�IUDPHZRUN�DQG�FRQWH[W

�����$Q�DSSURDFK�WR�WKH�FRQFHSW�DQG�IHDWXUHV�RI�EUDQGHG�FRQWHQW

7KH�FRQFHSWXDO�FRPSOH[LW\�RI�EUDQGHG�FRQWHQW� OLHV� LQ� WKH�GLIÀFXOW\�RI�GHÀQLQJ�ERWK� LWV�RULJLQ�DQG� LWV�
QDWXUH��$OWKRXJK�EUDQGHG�FRQWHQW�PD\�VHHP�WR�EH�D�UHODWLYHO\�QHZ�VWUDWHJ\��LW�KDV�EHHQ�DURXQG�IRU�
DOPRVW�D�FHQWXU\��2QH�RI�WKH�ÀUVW�H[DPSOHV�ZDV�WKDW�RI�3RSH\H��ZKLFK�LQ������ZDV�ODXQFKHG�E\�VSLQDFK�
SURGXFHUV� LQ�WKH�8QLWHG�6WDWHV�WR�SURPRWH�WKH�FRQVXPSWLRQ�RI�WKHLU�SURGXFW�DPRQJ�FKLOGUHQ��0XOOHU��
2016).

7R�XQGHUVWDQG�WKH�FRQFHSW�RI�EUDQGHG�FRQWHQW�DQG� LWV� VWUDWHJLF�XQGHUSLQQLQJ�� LW� LV�HVVHQWLDO� WR� UHIHU�
WR� WKH�K\EULGLVDWLRQ�DPRQJ�PHVVDJHV��FRQWHQW��DQG�FKDQQHOV� �5RJHO�'HO�+R\R�DQG�0DUFRV�0RODQR��
2020). Choi (2015) states that branded content is a form of communication with a commercial purpose 

WKDW� XQLÀHV� WKH� EUDQG� PHVVDJH� �DGYHUWLVLQJ�� ZLWK� WKH� FRQWHQW� �SURJUDPPH�� LQ� ZKLFK� LW� LV� RIIHUHG��
&RQWHQW�EHFRPHV�´D�PHDQV�RI�FRQYH\LQJ�WKH�EUDQG�PHVVDJHµ��$UUR\R�$OPDUD]�DQG�%DxRV�*RQ]iOH]��
2018: 247). The conceptual features of branded content have led to its misinterpretation as product 

SODFHPHQW��QDWLYH�DGYHUWLVLQJ��RU�EUDQGHG�HQWHUWDLQPHQW��DOWKRXJK�WKHUH�DUH�VXEVWDQWLDO�GLIIHUHQFHV�
EHWZHHQ�DOO�WKHVH�WHUPV�WKDW�PXVW�EH�FODULÀHG�

%UDQGHG�FRQWHQW�KDV�EHHQ�GHÀQHG�DV� WKH�VRSKLVWLFDWHG�HYROXWLRQ�RI�SURGXFW�SODFHPHQW� VWUDWHJLHV��
ZKHUH�EUDQGV�EHFRPH�DQ�LPSRUWDQW�SDUW�RI�WKH�QDUUDWLYH��RU�HYHQ�WKH�YHU\�VWDUWLQJ�SRLQW�RI�D�VWRU\��9RQ�
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5LPVFKD�� ������� )XUWKHUPRUH��EUDQGHG�FRQWHQW� KDV�EHHQ� LGHQWLÀHG�ZLWK�QDWLYH�DGYHUWLVLQJ�RU�EUDQG�
MRXUQDOLVP��+DUG\��0DFUXU\�DQG�3RZHOO��������DQG�KDV�PLVWDNHQO\�EHHQ�LQWHUSUHWHG�DV�D�IRUP�RI�GLJLWDO�
DGYHUWLVLQJ�ZKHQ� LQ� IDFW� LW� LV�SDUW�RI� WKH�EURDGHU� ÀHOG�RI�FRQWHQW�PDUNHWLQJ� �%H]EDUXDK�DQG� 7ULYHGL��
�������1DWLYH�DGYHUWLVLQJ� LV�D�W\SH�RI�EUDQG�FRPPXQLFDWLRQ�GHÀQHG�E\� LWV�FXVWRPLVDWLRQ�WR�WKH�IRUP�
DQG�RU�IXQFWLRQ��FRQWHQW��RI�WKH�GLJLWDO�SODWIRUP�RQ�ZKLFK�LW�LV�RIIHUHG��$ULEDUJ�DQG�6FKZDUW]���������7KLV�
IRUP�RI�DGYHUWLVLQJ�HQMR\V�JUHDWHU�DXGLHQFH�DWWHQWLRQ�ZKHQ�LW�LV�HPEHGGHG�LQ�D�QRQ�LQWUXVLYH�ZD\�LQ�WKH�
HGLWRULDO�FRQWHQW�ZLWKRXW�GLVSOD\LQJ�WKH�DGYHUWLVHU·V�ORJR��=DPLWK��0DxDV�9LQLHJUD�DQG�1~xH]�*yPH]��
2021).

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

WDNHV�WKH�IRUP�RI�PXVLF�YLGHRV��6iQFKH]�2OPRV���������WKHDWULFDO�SOD\V��RU�ÀOPV�VSRQVRUHG�E\�EUDQGV�WR�
SURMHFW�WKHLU�LPDJH�RU�SURPRWH�WKHLU�SURGXFWV��&KRL���������'H�$VVLV�)XUWDGR��������FRQVLGHUV�ERWK�WHUPV�
WR�EH� V\QRQ\PV��ZKLOH�'H�$JXLOHUD�0R\DQR��%DxRV�*RQ]iOH]�DQG�5DPtUH]�3HUGLJXHUR� �������RU�&KRL�
������� UHIHU� WR�EUDQGHG�HQWHUWDLQPHQW�DV�D� VSHFLÀF� W\SH�RI�EUDQGHG�FRQWHQW� WKDW�FRPELQHV�EUDQG�
DQG�HQWHUWDLQPHQW�LQ�D�FRQYHUJHQW�SURFHVV�LQYROYLQJ�´D�KDUPRQLRXV�XQLRQµ�DQG�´VXEWOH�K\EULGLVDWLRQµ�
�0XOOHU�� ������ ����� %UDQGHG�HQWHUWDLQPHQW�DOORZV�EUDQGV� WR�SURGXFH� ÀFWLRQDO� FRQWHQW� LQ� WKH� IRUP�RI�
VWRU\OLQHV�WR�IRVWHU�DXGLHQFH�H[SHFWDWLRQ��VLPLODU�WR�ZKDW�RFFXUUHG�ZLWK�VRDS�RSHUDV�LQ�WKH�HDUO\���WK�
FHQWXU\��/HKX���������%UDQGHG�FRQWHQW��RQ�WKH�RWKHU�KDQG��LV�D�EURDGHU�FRQFHSW�WKDW�IXVHV�WKH�EUDQG�
ZLWK�UHOHYDQW��LQWHUHVWLQJ��RU�HQWHUWDLQLQJ�FRQWHQW��'H�$JXLOHUD�0R\DQR��%DxRV�*RQ]iOH]�DQG�5DPtUH]�
3HUGLJXHUR���������E\�LQFRUSRUDWLQJ�LW�IURP�WKH�LQLWLDO�SODQQLQJ�VWDJH�RI�WKH�SURMHFW�LQ�FROODERUDWLRQ�ZLWK�
cultural, artistic, informative, or sportive sectors (Choi, 2015).

%UDQGV�WKDW�XVH�EUDQGHG�FRQWHQW�VWUDWHJLHV�VHHN�WR�HQWHUWDLQ��DPXVH��WKULOO�RU�VXUSULVH�WKHLU�DXGLHQFHV��
WKHUHE\�FUHDWLQJ�DQ�HPRWLRQDO� ERQG�ZLWK� WKHP� �)RUPRVR�%DUUR�� 6DQMXiQ�3pUH]�DQG�0DUWtQH]�&RVWD��
2016). The success of branded content lies in the fact that it caters to a consumer-oriented pull 

VWUDWHJ\��RIIHULQJ�DGGHG�YDOXH�WKDW�FDSWXUHV�WKH�DXGLHQFH·V�DWWHQWLRQ�DQG�ERRVWV�WKHLU�HQJDJHPHQW�
�'H�$JXLOHUD�0R\DQR��%DxRV�*RQ]iOH]�DQG�5DPtUH]�3HUGLJXHUR�� ������ <DNRE�� ������� 7KHVH� VWUDWHJLHV�
RIWHQ�XVH�K\EULG�PHVVDJHV�ZLWK�D�QRQ�FRPPHUFLDO�DSSHDUDQFH� WKDW�JHQHUDWHV�D�JUHDWHU� UHVSRQVH�
DPRQJ�FRQVXPHUV��%H]EDUXDK�DQG�7ULYHGL��������&DUYDMDO�DQG�%DULQDJDUUHPHQWHULD��������'H�$JXLOHUD�
0R\DQR��%DxRV�*RQ]iOH]�DQG�5DPtUH]�3HUGLJXHUR���������GXH�WR�WKHLU�H[WUDRUGLQDULO\�HPRWLRQDO�QDWXUH�
(Choi, 2015).

$QRWKHU� FKDUDFWHULVWLF� RI� EUDQGHG�FRQWHQW� LV� LWV� SXUVXLW� RI� D� KLJK� OHYHO� RI� RXWUHDFK� �D� KLJK� OHYHO� RI�
GLVVHPLQDWLRQ�� LQ�RUGHU�WR�DFKLHYH�QDWXUDO�H[SRVXUH�RI�WKH�PHVVDJH� LQ�XQSDLG�PHGLD��HLWKHU�WKURXJK�
D�FOHDU�DWWHPSW�DW�YLUDOLW\�RU�ZLWK�WKH�VXSSRUW�RI�H:20��HOHFWURQLF�ZRUG�RI�PRXWK���&KRL���������7KH�
IHDWXUHV�RI�VRFLDO�PHGLD�WRJHWKHU�ZLWK�WKH�DXGLHQFH·V�DIÀQLW\�ZLWK�EUDQGHG�FRQWHQW�FDQ�SURYLGH�WKH�
PXFK�VRXJKW�DIWHU�YLUDOLW\�RU�HDUQHG�PHGLD��0XOOHU��������ZKHQ�LQWHUDFWLRQ�ZLWK�WKH�FRQWHQW�LV�UHZDUGLQJ�
�:DTDV�� +DP]DK� DQG� 0RKG�6DOOHK�� ������� ,Q� WKH� GLJLWDO� HQYLURQPHQW�� FRQVXPHUV·� GLVVHPLQDWLRQ�
RI� RSLQLRQV� DQG� FRQWHQW� DERXW� EUDQGV� LV� PRUH� SHUVXDVLYH� DQG� WUXVWZRUWK\� WKDQ� WKH� EUDQGV·� RZQ�
publications, as they are considered altruistic reviews offered by users based on their own consumption 

H[SHULHQFHV��5HLPHU�DQG�%HQNHQVWHLQ���������+HQFH��XVHU�JHQHUDWHG�FRQWHQW�RQ�VRFLDO�QHWZRUNV�OHDGV�
WR�D�JUHDWHU� LQWHQWLRQ�WR�PDNH�D�SXUFKDVH�ZKHQ�FRPSDUHG�WR�SRVWLQJV�E\�EUDQGV��0D\UKRIHU��-|UJ��
Einwille and Naderer, 2020).

2Q�WKH�RWKHU�KDQG��IDQV�RI�D�EUDQG�FDQ�DFW�DV�VSRNHVSHUVRQV��YLUDOO\�VSUHDGLQJ�EUDQG�FRQWHQW�DPRQJ�
WKHLU� QHWZRUN� RI� IULHQGV� �6DEDWH�� %HUEHJDO�0LUDEHQW�� &DxDEDWH� DQG� /HEKHU]�� ������� 7KHUHIRUH�� LW� LV�
DGYLVDEOH�WR�GHVLJQ�HPRWLRQDO��HQWHUWDLQLQJ�FRQWHQW��ZKLFK��LQ�DGGLWLRQ�WR�FRQYH\LQJ�FRUSRUDWH�YDOXHV��
HQKDQFHV�LWV�YLUDOLVDWLRQ�E\�WKRVH�FRQVXPHUV�ZKR�KDYH�D�SRVLWLYH�LPDJH�RI�WKH�EUDQG��.XONDUQL��.DOUR��
Sharma and Sharma, 2020).

7KH�YLUDO�VXFFHVV�RI�EUDQGHG�FRQWHQW�RQ�VRFLDO�PHGLD�WKURXJK�WKH�H:20�VWUDWHJ\�LV�IDYRXUDEO\�UHODWHG�
WR� WKH� LQFOXVLRQ� RI� LQWHUDFWLYH� IHDWXUHV� DQG� ULFK� PHGLD� IRUPDWV� WKDW� IRVWHU� FRQVXPHU� HQJDJHPHQW�
�0RUDQ��0X]HOOHF�DQG� -RKQVRQ�� ������� HVSHFLDOO\� LQ� UHODWLRQ� WR�H[SHULHQWLDO� RU� LPDJH�EDVHG�FRQWHQW�
�$VKOH\�DQG� 7XWHQ�� ������� 7KXV��EUDQG�FRQVXPHU� LQWHUDFWLRQ� LV� LQÁXHQFHG�E\�XVHUV·� LQWHUHVW� LQ� VKDULQJ�
D�EUDQG·V�FRQWHQW�DQG�PDNLQJ�LW�UHOHYDQW��ZKLFK�PHDQV�WKHUH�LV�DQ�LQH[WULFDEOH�UHODWLRQVKLS�EHWZHHQ�
FRQWHQW�YLUDOLW\�DQG�HQJDJLQJ�WKH�WDUJHW�DXGLHQFH��6HJDUUD�6DDYHGUD�DQG�+LGDOJR�0DUt���������,Q�WKH�
GLJLWDO�HQYLURQPHQW��XVHU�HQJDJHPHQW� LV� OLQNHG�WR�KLJKO\�FUHDWLYH�FRQWHQW��ZKLFK�DURXVHV�WKH�LQWHUHVW�
RI�WKH�WDUJHW�DXGLHQFH��/HH�DQG�+RQJ��������/RX�DQG�.RK��������DQG�PRWLYDWHV�WKHP�WR�VKDUH�VXFK�
FRQWHQW�PRUH�GHFLVLYHO\�DQG�RU�JHQHUDWH�DVVRFLDWHG�FRQWHQW��+RUULJDQ��������6LOYD�%DUUHWR��)UHLWDV�DQG�
Freitas-De-Paula, 2020).

,Q� RUGHU� IRU� FRQWHQW� UHVXOWLQJ� IURP� D� EUDQG�PHGLD� SDUWQHUVKLS� WR� EH� VXFFHVVIXO�� LW� PXVW� EHQHÀW� WKH�
DGYHUWLVHU·V� EUDQG� DQG� JHQHUDWH� UHYHQXH� IRU� WKH� PHGLXP�� ZLWKRXW� XQGHUPLQLQJ� LWV� FUHGLELOLW\� DQG�
SHUFHLYHG�TXDOLW\��'DXQ�DQG�6FKlIHU���������:KHQ�LQWURGXFHG�LQWR�D�QHZV�PHGLXP��EUDQGHG�FRQWHQW�
PXVW�EH�FKDUDFWHULVHG�E\�WKH�DWWULEXWHV�RI�MRXUQDOLVP��VXFK�DV�ULJRXU��SUHFLVLRQ��LQWHUHVW��DQG�FRKHUHQFH�
ZLWK�WKH�SKLORVRSK\�RI�WKH�PHGLXP��&DUYDMDO�DQG�%DULQDJDUUHPHQWHULD��������
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�����7KH�GLIIHUHQW�W\SHV�RI�EUDQGHG�FRQWHQW

In the previous section, some conceptual confusion between branded content and other terms has 

EHHQ�KLJKOLJKWHG��ZKLFK�PDNHV� LW�SRVVLEOH�WR�HVWDEOLVK�FDWHJRULHV�RI�EUDQGHG�FRQWHQW��$FFRUGLQJ�WR�
Choi (2015), branded entertainment is a type of branded content associated with entertainment, which 

VRPH�DXWKRUV�GLIIHUHQWLDWH� IURP�FRQWHQW�PDUNHWLQJ�RI�DQ� LQIRUPDWLYH�RU�HGXFDWLRQDO�QDWXUH� �$UUR\R�
$OPDUD]� DQG� %DxRV�*RQ]iOH]�� ������ 'H�$JXLOHUD�0R\DQR�� %DxRV�*RQ]iOH]� DQG� 5DPtUH]�3HUGLJXHUR��
������� )RU� RWKHU� UHVHDUFKHUV�� KRZHYHU�� FRQWHQW� PDUNHWLQJ� LV� D� PRUH� FRPSOH[�� EURDGHU� FRQFHSW�
�%H]EDUXDK�DQG�7ULYHGL���������ZKLFK�LQYROYHV�D�FXVWRPHU�IRFXVHG��FRQWHQW�GULYHQ�PDUNHWLQJ�DSSURDFK�
IRU�WKH�SXUSRVH�RI�HQJDJLQJ�FRQVXPHUV�ZLWK�WKH�EUDQG��9DQ�/RRQ��������

$OWKRXJK�WKHUH�LV�QR�FRQVHQVXV�RQ�OH[LFDO�ODEHOV��DQ�LQLWLDO�WD[RQRP\�RI�EUDQGHG�FRQWHQW�DOORZV�IRU�LWV�
GLIIHUHQWLDWLRQ�EDVHG�RQ�LWV�LQIRUPDWLYH��HGXFDWLRQDO��RU�HQWHUWDLQPHQW�SXUSRVH��$JXDGR�*XDGDOXSH��
������'H�$JXLOHUD�0R\DQR��%DxRV�*RQ]iOH]�DQG�5DPtUH]�3HUGLJXHUR��������

'HSHQGLQJ� RQ� LWV� SXUSRVH�� LQIRUPDWLYH� FRQWHQW� KDV� D� VWURQJHU� HIIHFW� RQ� WKH� DWWLWXGH� WKDW� \RXQJ�
*HQHUDWLRQ� =� SHRSOH� KDYH� WRZDUG� WKH� EUDQG�� ZKLFK� WUDQVODWHV� LQWR� JUHDWHU� LQWHQWLRQ� WR� EX\� DQG�
UHVLVWDQFH�WR�QHJDWLYH�LQIRUPDWLRQ�DERXW�WKH�DGYHUWLVHG�SURGXFW��%H]EDUXDK�DQG�7ULYHGL���������7KHVH�
ÀQGLQJV�DUH�FRQVLVWHQW�ZLWK�/RX�DQG�<XDQ���������ZKR�FRQFOXGH�WKDW�VRFLDO�PHGLD�DXGLHQFHV�QXUWXUH�
their trust and purchase intentions based more on the informative value of the content posted by the 

LQÁXHQFHU� WKH\� IROORZ�� UDWKHU� WKDQ� LWV� HQWHUWDLQPHQW� YDOXH�� .XONDUQL�� .DOUR� DQG� 6KDUPD� ������� KDYH�
IRXQG� WKDW� WKH�PRVW�DFWLYH�FRQVXPHUV�KDYH�D� VWURQJ�QHHG� IRU� NQRZOHGJH�� 7KXV�� WR�YLUDOLVH�EUDQGHG�
content, they prefer such content to be not only emotional and creative, but informative as well. 

6XFK�UHVHDUFK�H[SODLQV�ZK\�PRVW�EUDQGHG�FRQWHQW�RQ�VRFLDO�PHGLD�LV�IXQFWLRQDO��GHVSLWH�WKH�YDOXH�RI�
FUHDWLYH�DSSURDFKHV�IRFXVHG�RQ�H[SHULHQWLDO�RU�LPDJH�EDVHG�PHVVDJLQJ�LQ�EUDQGHG�FRQWHQW�VWUDWHJLHV�
in these spaces (Ashley and Tuten, 2015). However, in order for branded content to be effective on 

VRFLDO�PHGLD��LW�PXVW�EH�VXIÀFLHQWO\�UHOHYDQW�DQG�KDYH�D�VWURQJ�HQRXJK�LPSDFW�LQ�RUGHU�WR�HQJDJH�WKH�
WDUJHW�DXGLHQFH��/RX�DQG�.RK���������ZKLFK�GHPDQGV�PHVVDJHV�WKDW�PDNH�WKH�WDUJHW�DXGLHQFH�´IDOO�
LQ� ORYHµ��DQG�ZKLFK�DUH�GHOLYHUHG� LQ� WKH�PRVW�DSSURSULDWH�ZD\��SODFH��DQG�WLPH� IRU�´WKH�XVHU� WR�EH�
UHFHSWLYHµ��&DVWHOOy�0DUWtQH]������������

5HJDUGOHVV�RI� WKH� W\SH�RI�PHVVDJH� WKH\�FRQYH\�� WKLV�FRQWHQW�FDQ� WDNH�PDQ\�GLIIHUHQW� IRUPV�� VXFK�DV�
YLGHRV�� EORJV�� H[SHUW� RSLQLRQV�� VRFLDO�PHGLD� SRVWV�� SRGFDVWV� �%H]EDUXDK� DQG� 7ULYHGL�� ������� WKHDWULFDO�
SHUIRUPDQFHV�� UHFLWDOV��PXVLF� IHVWLYDOV��JDPHV��RU�DFWLYLWLHV� LQ�SXEOLF� VSDFHV� �0XOOHU�� ������� ,Q�DGGLWLRQ��
DSSV�WKDW�EHORQJ�WR�EUDQGV�KDYH�HPHUJHG�DV�LQVWUXPHQWV�WKDW�JR�EH\RQG�WKHLU�FRPPHUFLDO�SRWHQWLDO�WR�
SURYLGH�FRQWHQW��HPSRZHU�WKH�FRQVXPHU��DQG�FRQWULEXWH�WR�WKH�EUDQG·V�GLJLWDO�SUHVHQFH��0RQGDO�DQG�
&KDNUDEDUWL���������,Q�WKLV�UHJDUG��EUDQGHG�FRQWHQW�LV�QRW�VR�PXFK�D�IRUPDW��EXW�LQVWHDG�LV�D�FRPPXQLFDWLRQ�
VWUDWHJ\�DSSOLFDEOH�WR�D�ZLGH�UDQJH�RI�IRUPDWV��5RJHO�'HO�+R\R�DQG�0DUFRV�0RODQR��������

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

DQG�WKH�PRVW�SRSXODU��%H]EDUXDK�DQG�7ULYHGL���������LQ�DGGLWLRQ�WR�RIIHULQJ�ZLWK�WKH�JUHDWHVW�SRWHQWLDO�
IRU�EUDQGV� �&DUYDMDO�DQG�%DULQDJDUUHPHQWHULD�� ������EHFDXVH�RI� LWV�DWWUDFWLRQ� IRU�XVHUV�� %H\RQG� WKH�
IRUP��KRZHYHU��WKH�H[SHULHQWLDO�RSWLRQ�WKDW�HQDEOHV� LQWHUDFWLRQ�ZLWK�WKH�FRQWHQW� LV� LPSRUWDQW�DV�ZHOO��
:DTDV��+DP]DK�DQG�0RKG�6DOOHK��������KDYH�GHYHORSHG�D�W\SRORJ\�RI�EUDQGHG�FRQWHQW�DFFRUGLQJ�
WR�WKH�LQWHUSUHWDWLRQ�WKDW�FRQVXPHUV�PDNH�RI�WKHLU�H[SHULHQFH�ZKHQ�LQWHUDFWLQJ�ZLWK�VXFK�FRQWHQW�

���6RFLDO�ERQGLQJ�H[SHULHQFH��7KLV�FDQ�EH�REVHUYHG�ZKHQ�XVHUV�ZKR�KDYH�LQWHUDFWHG�ZLWK�WKH�VDPH�
EUDQGHG�FRQWHQW�JHQHUDWH�D� VRFLDO�ERQG� �'DYLV�� 3LYHQ�DQG�%UHD]HDOH�� �������DV�ZHOO�DV�D� VHQVH�RI�
EHORQJLQJ�WR�D�FRPPXQLW\�RI�LQGLYLGXDOV�ZKR�KDYH�FRQQHFWHG�ZLWK�WKH�VDPH�EUDQGHG�FRQWHQW�

���6HOI�LGHQWLW\�H[SHULHQFH��7KLV�RFFXUV�ZKHQ�FRQVXPHUV�DUH�DEOH�WR�LGHQWLI\�ZLWK�WKH�FRQWHQW��WKDQNV�WR�
the coherence between branded content and the beliefs and social roles of users.

���8WLOLWDULDQ�H[SHULHQFH��7KLV�DULVHV�ZKHQ�XVHUV�GHWHFW�SUDFWLFDOLW\�LQ�EUDQGHG�FRQWHQW�ZKHQ�LW�LQFOXGHV�
LQIRUPDWLRQ�DERXW�WKH�SURGXFWV�RU�VHUYLFHV�RU�WKHLU�FRQVXPSWLRQ��'DYLV��3LYHQ�DQG�%UHD]HDOH��������

��� +XPRURXV� H[SHULHQFH�� 7KLV� RFFXUV� ZLWK� HQWHUWDLQLQJ� FRQWHQW� WKDW� UHTXLUHV� FXOWXUDO� LQWHUSUHWDWLRQV��
ZKLFK� DOVR� LPSURYHV� FRQVXPHU� HQJDJHPHQW�� WKHUHE\� IRVWHULQJ� DQ� HPRWLRQDO� ERQG�ZLWK� WKH� EUDQG�
�$UUR\R�$OPDUD]�DQG�'tD]�0ROLQD��������

���$HVWKHWLF� H[SHULHQFH�� 7KLV� DSSHDUV�ZLWK� FRQWHQW� WKDW� UHVRUWV� WR� VSHFLÀF�H[SUHVVLYH� IRUPV�� VXFK�DV�
PXVLFDO� SURGXFWLRQV� WKDW� UHO\� RQ� WKH� ´V\PEROLF� YDOXH�RI�PXVLFµ�DV�DQ� ´DHVWKHWLF�PDQLIHVWDWLRQ� WKDW�
LQVSLUHV�HPRWLRQµ��6iQFKH]�2OPRV�������������

��� $ZH�LQVSLULQJ� H[SHULHQFH�� 7KLV� WDNHV� SODFH�ZKHQ� WKH� XVHU� H[SHULHQFHV� DQ� DPD]LQJ� RU� ZRQGHUIXO�
IHHOLQJ�EDFNHG�E\�V\PEROLF�PHDQLQJV�WKDW�XQGHUOLH�WKH�FRQWHQW�ZLWK�ZKLFK�WKH\�LQWHUDFW��ZKLFK�LV�DOVR�
related to their personal and social circumstances.
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��� 'LVFHUQLQJ� H[SHULHQFH�� 7KLV� RFFXUV� ZKHQ� WKH� XVHU�PXVW�PDNH� D� FRJQLWLYH� HIIRUW� WR� LQWHUSUHW� DQG�
understand branded content.

�����7KH�OLQN�EHWZHHQ�FUHDWLYLW\�DQG�EUDQGHG�FRQWHQW

&UHDWLYLW\�LV�DQ�HVVHQWLDO�SDUDPHWHU�LQ�FUHDWLQJ�PHPRUDEOH�EUDQGHG�FRQWHQW��7KLV�LV�ORJLFDO�LI�ZH�EHDU�
LQ�PLQG�WKDW�WKH�FUHDWLYLW\�RI�DQ\�SURGXFW�´KDV�D�SRVLWLYH�LPSDFW�RQ�JHQHUDWLQJ�D�PHPRU\µ��*DUFtD�
*DUFtD��/ORUHQWH�%DUURVR�DQG�*DUFtD�*XDUGLD��������������+LJKO\�FUHDWLYH�EUDQGHG�FRQWHQW�DFKLHYHV�
JUHDWHU�HQJDJHPHQW�IURP�WKH�WDUJHW�DXGLHQFH�LQ�LWV�GLVVHPLQDWLRQ��+RUULJDQ��������/HH�DQG�+RQJ��������
/RX�DQG�.RK��������6LOYD�%DUUHWR��)UHLWDV�DQG�)UHLWDV�'H�3DXOD���������7KHUHIRUH��LW�LV�QHFHVVDU\�WR�GHVLJQ�
FUHDWLYH�VWUDWHJLHV�WR�FORVH�WKH�JDS�EHWZHHQ�ZKDW�WKH�EUDQG�ZDQWV�WR�VD\�DQG�ZKDW�LWV�FRQVXPHUV�QHHG�
to hear (Ashley and Tuten, 2015).

7UDGLWLRQDOO\�� FUHDWLYH� VWUDWHJLHV� KDYH�EHHQ� WLHG� WR� WKH� SXUSRVH� RI� WKH�PHVVDJH�DQG� WKH� UHDVRQLQJ�
EHKLQG� LW�DQG�KDYH�EHHQ�FODVVLÀHG� WR�GLIIHUHQWLDWH� WKHP�EHWZHHQ�HPRWLRQDO� �WUDQVIRUPDWLRQDO��DQG�
functional (informational or rational). However, beyond this dichotomy, they can be addressed 

DFFRUGLQJ�WR�WKH�VXLWDELOLW\�RI�WKH�FRQWHQW�WR�IDFWRUV�YDOXHG�E\�WKH�FRQVXPHU��VXFK�DV�WKHLU�DVSLUDWLRQV�
UHJDUGLQJ� WKH�EUDQG� �LPDJH�PHVVDJHV��� WKH�NQRZOHGJH�RU�H[SHULHQFHV� WKH\�KDYH�DERXW� WKH�EUDQG�
�UHVRQDQFH�RU�H[SHULHQWLDO�PHVVDJHV���RU�WKHLU�IHHOLQJV��HPRWLRQDO�PHVVDJHV���$VKOH\�DQG�7XWHQ��������

7KH� HOHPHQWV� WKDW� JXLGH� WKH� FUHDWLYH� VWUDWHJ\��ZKLFK�DUH� LGHQWLÀHG�DV� YDULDEOHV� RI� DQDO\VLV� �%DxRV�
*RQ]iOH]��*DUFtD�*DUFtD�DQG�5DPtUH]�3HGULJXHUR��������+HUQiQGH]�0DUWtQH]��������DUH�DV�IROORZV�

���7KH�FRPPXQLFDWLYH�REMHFWLYHV�SXUVXHG�E\�WKH�EUDQG�LQ�UHODWLRQ�WR�WKH�WDUJHW�DXGLHQFH�RQ�D�FRJQLWLYH��
affective, or behavioural level.

���7KH�SURPLVH�RIIHUHG�E\�WKH�PHVVDJH��,W�PXVW�EH�LQ�OLQH�ZLWK�WKH�EUDQG·V�SHUVRQDOLW\�LQ�RUGHU�WR�UHLQIRUFH�
LWV�LPDJH��LW�PLJKW�UHIHU�WR�D�GLIIHUHQWLDWLQJ�DGYDQWDJH�RI�WKH�SURGXFW�RU�D�EHQHÀW�IRU�WKH�FRQVXPHU�

���7KH�DUJXPHQWDWLRQ�XQGHUSLQQLQJ�WKH�SURSRVDO�²WKLV�FDQ�EH�UDWLRQDO�RU�HPRWLRQDO��:KHQ�UDWLRQDO�� LW�
DOORZV�IRU�D�MXVWLÀFDWLRQ�DFFRUGLQJ�WR�WKH�UHDVRQ�ZK\��UDWLRQDO�H[SODQDWLRQ�RI�WKH�SURSRVDO���RU�E\�WKH�
ZHLJKW�RI evidence (proof that backs the promise). When emotional, it relies on rhetorical mechanisms 

WKDW�HQKDQFH�WKH�FRQWHQW�DQG�OXUH�WKH�WDUJHW�DXGLHQFH��/ORUHQWH�%DUURVR��������

���7KH�FRPPXQLFDWLYH�WRQH�WKDW�JLYHV�SHUVRQDOLW\�WR�WKH�PHVVDJH�WKURXJK�WKH�XVH�RI�FHUWDLQ�FUHDWLYH�
formats.

$Q� HVVHQWLDO� HOHPHQW� LQ� ��VW� FHQWXU\� FUHDWLYH� VWUDWHJLHV� LV� WKH� FRQFHSW� NQRZQ� DV� LQVLJKW�� )URP� D�
FRPPXQLFDWLYH� SRLQW� RI� YLHZ�� LQVLJKWV� DUH� WUXWKV�� VXEMHFWLYH� H[SHULHQFHV�� QHHGV�� H[SHFWDWLRQV��
PRWLYDWLRQV�� IUXVWUDWLRQV�� IHDUV�� LOOXVLRQV�� DQG�GHVLUHV��ZKLFK�DUH� UHOHYDQW�DQG� UHYHDOLQJ� IRU� WKH� WDUJHW�
audience, and reinforce a link between the brand and the consumer from a personal perspective 

�&DVDED\y�DQG�0DUWtQ��������&DVWHOOy�0DUWtQH]��������5REHUWV���������,I�D�EUDQG·V�PHVVDJH�LV�VXSSRUWHG�
E\� JRRG� LQVLJKW�� LW� DFKLHYHV�PRUH� UHFRJQLWLRQ�� UHOHYDQFH�� DQG� YHUDFLW\� IRU� WKH� FRQVXPHU� �5REHUWV��
�������4XLxRQHV��������GHYHORSHG�D�WD[RQRP\�RI�LQVLJKW�LQ�ZKLFK�KH�PDGH�D�GLIIHUHQWLDWLRQ��&DVWHOOy�
0DUWtQH]��������DPRQJ�

1. Emotional: These seek to move consumers with stories that touch their hearts.

���6\PEROLF��7KHVH�LQVLJKWV�IRVWHU�D�GHHS�\HW�QRW�QHFHVVDULO\�ORJLFDO�UHODWLRQVKLS�EHWZHHQ�FRQVXPHU�DQG�
product (or brand), sometimes linked to weaknesses, fears, and aspirations.

���&XOWXUDO��7KHVH�GUDZ�RQ�DQ�H[SHULHQFH�OLQNHG�WR�D�VSHFLÀF�FRQVXPSWLRQ�FRQWH[W��WKH\�UHODWH�WR�VRFLDO�
behaviours, behavioural routines, beliefs, socio-cultural codes, and values.

7KH�SURPLVH�RI�FUHDWLYH�VWUDWHJ\�PXVW�UHVSRQG�WR�LQVLJKW�DQG�EH�H[SUHVVHG�WKURXJK�D�FUHDWLYH�FRQFHSW��
ZKLFK�LV�GHÀQHG�DV�WKH�RULJLQDO��HIIHFWLYH��DQG�SRZHUIXO�H[SUHVVLRQ�RI�WKDW�SURPLVH��&DVWHOOy�0DUWtQH]��
������+HUQiQGH]�0DUWtQH]���������-RDQQLV��������������LGHQWLÀHG�WZR�W\SHV�RI�FUHDWLYH�FRQFHSWV��%DxRV�
*RQ]iOH]��*DUFtD�*DUFtD�DQG�5DPtUH]�3HGULJXHUR��������+HUQiQGH]�0DUWtQH]��������

��� 'LUHFW�� 7KHVH� FOHDUO\� H[SUHVV� WKH� SURPLVH�� 7KH\� DUH� DOVR� H[SOLFLW� DQG� GHFODUDWLYH�� <HW� WKH\� OLPLW�
DXGLHQFH� SDUWLFLSDWLRQ� LQ� WKH� FRPPXQLFDWLYH� SURFHVV�� SURPRWH� VLPLODU�PHVVDJHV� DFFRUGLQJ� WR� WKH�
FDWHJRU\��PDNH� UHFDOO�E\�GLIIHUHQWLDWLRQ�GLIÀFXOW�� DQG� VRPHWLPHV�H[DJJHUDWH� WKH�SURPLVH��PDNLQJ� LW�
RQO\�VOLJKWO\�FUHGLEOH�

��� ,QGLUHFW�� 7KHVH� VXJJHVW� WKH� SURPLVH�� DOORZLQJ� JUHDWHU� LQYROYHPHQW� RI� WKH� WDUJHW� DXGLHQFH� DQG�
SURYLGLQJ� GLIIHUHQWLDWLRQ� LQ� WKH� EUDQG·V� FRPPXQLFDWLYH� VW\OH�� +RZHYHU�� DV� WKH\� DUH� LQWHUSUHWDWLYH��
WKH\�FDQ�SRVVLEO\�FDXVH�WKH�PHVVDJH�WR�EH�PLVXQGHUVWRRG��:LWKLQ�WKLV�FDWHJRU\��D�GLVWLQFWLRQ�LV�PDGH�
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EHWZHHQ� LQGXFHG�RU� LQIHUUHG�FRQFHSWV� �WKHVH�FRQYH\� WKH�SURPLVH� OLQNHG� WR� WKH� LQVLJKW�DV�D� ORJLFDO�
FRQVHTXHQFH���DQG�FRQQRWHG�FRQFHSWV� �WKHVH�H[SUHVV� WKH�SURPLVH�E\�DOORZLQJ�D� IHHOLQJ� WR�ÁRXULVK�
DPRQJ�WKH�DXGLHQFH���

&UHDWLYH�SLHFHV�SOD\�D�GHFLVLYH� UROH� LQ� WUDQVIRUPLQJ�D�FRQFHSW� LQWR�D� VSHFLÀF�SURGXFWLRQ�� 7KH\�DUH�
GHÀQHG�DV�ÁH[LEOH�VWUXFWXUHV�WKDW�PDNH�LW�SRVVLEOH�WR�JLYH�FHUWDLQ�H[SUHVVLRQ�WR�DQ�LGHD�DQG�WR�RUJDQLVH�
WKH�FRQWHQW�RI�WKH�PHVVDJH��+HUQiQGH]�0DUWtQH]���������0RUH�G\QDPLF�FUHDWLYH�IRUPDWV�OHDG�WR�JUHDWHU�
consumer participation in brand discourse (Silva-Barreto, Freitas and Freitas-De-Paula, 2020).

7KH�PRVW�VXFFHVVIXO�FUHDWLYH�DSSURDFKHV�DUH�DIIHFWLYH�EUDQGHG�FRQWHQW�VWUDWHJLHV��$EERWW��+ROODQG��
*LDFRPLQ� DQG� 6KDFNOHWRQ�� ������� ZKLFK� RIIHU� HPRWLRQDO� DQG� HPSDWKHWLF� PHVVDJHV� FDSDEOH� RI�
FRQYH\LQJ�VXVWDLQDEOH�YDOXHV��6FLDUULQR�DQG�3UXGHQWH��������

&RQWHQW�UHODWHG�WR�FRUSRUDWH�LGHQWLW\�DQG�FKDQQHOOHG�WKURXJK�HPRWLRQ�DQG�KXPRXU�LV�DVVRFLDWHG�ZLWK�
KLJK�OHYHOV�RI�HQJDJHPHQW�DQG�IRVWHUV�ORQJ�WHUP�EUDQG�EXLOGLQJ��ZKLOH�FRQWHQW�IRFXVHG�RQ�SURPRWLRQV�
VWLPXODWHV�LPPHGLDWH�FRQWDFWV�WKDW�EXLOG�WKH�EUDQG�LQ�WKH�VKRUW�WHUP��/HH��+RVDQDJDU�DQG�1DLU���������
7KH�VXFFHVV�RI�WKH�HPRWLRQDO�ERQG�WKDW�WKLV�FRQWHQW�DFKLHYHV�LQ�WKH�GLJLWDO�HQYLURQPHQW�LV�RIWHQ�EDVHG�
RQ�WKH�XVH�RI�KXPRXU��QRVWDOJLD��DQG�D�SRVLWLYH�WRQH��$UUR\R�$OPDUD]�DQG�'tD]�0ROLQD��������0DUWtQ�
4XHYHGR��)HUQiQGH]�*yPH]�DQG�6HJDGR�%RM��������

7KH�FRPPLWPHQW�WR�HPRWLRQ�LQ�EUDQGHG�FRQWHQW�KDV�OHG�WR�D�W\SH�RI�VWRU\WHOOLQJ�WKDW�VHHNV�WR�HPSDWKLVH�
ZLWK�WKH�SXEOLF�WKURXJK�VWRULHV�QDUUDWHG�E\�EUDQGV��&DVWHOOy�0DUWtQH]���������,Q�WKLV�UHJDUG��RI�DOO�EUDQGHG�
FRQWHQW� VWUDWHJLHV��DXGLR�YLVXDO� ÀFWLRQ�KDV�EHFRPH� WKH�PRVW�SURPLQHQW� �0XOOHU�� �������DV� LW�FRQYH\V�
VWRULHV�WKDW�HQJDJH��FDSWLYDWH�DQG�WUDQVSRUW�DXGLHQFHV�WR�DOWHUQDWH�UHDOLWLHV��0RRUH���������7KHVH�VWRULHV�
DUH�PHPRULVHG�DQG�UHFDOOHG��SURYLGLQJ�DQ�H[WUDRUGLQDU\�DIIHFWLYH�FRQQHFWLRQ�ZLWK�WKH�WDUJHW�DXGLHQFH�
�&DVWHOOy�0DUWtQH]��������.DXIPDQ��������/XQGTYLVW��/LOMDQGHU��*XPPHUXV�DQG�9DQ�5LHO���������,Q�DXGLR�
YLVXDO� ÀFWLRQ�� DXGLHQFHV�DUH�DEOH� WR� VHH� WKH�EUDQG·V�PHVVDJH� WKURXJK� WKH� VWRU\� ²WKH\�DUH� IRUPV� RI�
DGYHUWLVLQJ�XQGHU�WKH�JXLVH�RI�D�FXOWXUDO�JRRG��LQWHQGHG�WR�EH�FRQVXPHG�DQG�VKDUHG�E\�WKH�UHFHLYHU�
�&DUUDVFR]D��������

%UDQGV� KDYH� DOVR� FDSLWDOLVHG� RQ� WKH� VWRU\WHOOLQJ� IHDWXUHV� RI� VRFLDO� QHWZRUNV� VXFK� DV� ,QVWDJUDP� IRU�
GHYHORSLQJ�YLVXDO�VWRULHV�FDSDEOH�RI�JHQHUDWLQJ�D�WUDQVIHU�RI�PHDQLQJ�DQG�DQ�HPRWLRQDO�UHVSRQVH�LQ�WKH�
FRQVXPHU��/LP�DQG�&KLOGV���������1RZDGD\V��HYHQ�WKH�PRVW�LQIRUPDWLYH�EUDQGHG�FRQWHQW�IRUPDWV�GR�
QRW�LJQRUH�WKLV�HPRWLRQDO�QXDQFH��7KXV��WKH�VR�FDOOHG�GRFX�DGYHUWLVLQJ�RIIHUV�D�QDUUDWLYH�ZLWK�´UKHWRULF�
GLVJXLVHG�LQ�DSSDUHQWO\�MRXUQDOLVWLF�VW\OH��EXW�ZLWK�D�FOHDU�SHUVXDVLYH�LQWHQWLRQ�GXH�WR�WKH�SUHYDOHQFH�RI�
LWV�HPRWLRQDO�FRQWHQWµ��3DQDUHVH�DQG�6XiUH]�9LOOHJDV������������

���0HWKRGRORJ\

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 

EUDQGHG�FRQWHQW�DZDUGHG�D�JUDQG�SUL]H� �*3��DQG�RU�D�JROG�DZDUG�DW� WKH�DQQXDO� ´(O� 6ROµ� )HVWLYDO�
between 2015 and 2021 (Table 1).

7DEOH����6DPSOH�RI�DQDO\VLV

Year ,' 3LHFH Advertiser $JHQF\ $ZDUG

2015 BC1
/RV�~OWLPRV�GHVHRV�GH�

la Kombi

9RONVZDJHQ�.RPEL��
Brasil

$OPDS�%%'2 GP

2015 BC2 (PEDUD]DGRV
Kimberly Clark 

+XJJLHV��$UJHQWLQD
2JLOY\�	�0DWKHUV Gold

2016 BC3

Consumo responsable 

�QLYHO�����6DQWLDJR�
6HJXUD�

Gas Natural Fenosa, 

España
$UHQD�0HGLD GP

2016 BC4 $QLPDO�FRS\ULJKWV
::)�/DWLQVWRFN��

España
Cheil Spain Gold

2016 BC5 )RRWEDOO�PHPRULHV�)0 /tEHUR��(VSDxD /ROD�0XOOHQORZH Gold

2016 BC6
/D�HVFXHOD�GH�

decoración
Ikea, España Ymedia España Gold
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Year ,' 3LHFH Advertiser $JHQF\ $ZDUG

2016 BC7
:LQGRZV�XSJUDGH�WKH�

world

0LFURVRIW�:LQGRZV�����
España

VCCP Spain
*ROG��
JROG

2017 BC8
/D�PXxHFD�TXH�HOLJLy�

conducir
Audi España, España

3UR[LPLW\�
Barcelona

*3��JROG

2017 BC9 Alerta de spoiler
1HWÁL[�1DUFRV��
Estados Unidos

Alma DDB Gold

2017 BC10
&XiQWR��0iV�DOOi�GHO�

dinero

Banco Santander. 

Cuenta 1|2|3, 

España

050�0F&DQQ Gold

2017 BC11 *LYH�H[WUD��JHW�H[WUD
([WUD�*XP��(VWDGRV�

Unidos
(QHUJ\�%%'2 Gold

2017 BC12 /HFFLRQHV�GH�HVSDxRO
1HWÁL[�1DUFRV��
Estados Unidos

Alma DDB Gold

2017 BC13 5HFHWD�DJXD
2[IDP�,QWHUPyQ��

España
7LHPSR�%%'2 Gold

2018 BC14 3RU�VLHPSUH�MDPiV Audi España, España
3UR[LPLW\�

Barcelona
GP

2018 BC15 :KR"
)2;�1HWZRUNV�*URXS��

$UJHQWLQD
Ponce Gold

2019 BC16
El tiempo que nos 

queda

Pernod Ricard 

Ruavieja, España
/HR�%XUQHWW *3��JROG

2019 BC17 Caso #iloveyouhater
Coca-Cola Sprite, 

$UJHQWLQD
Santo Buenos 

Aires
Gold

2019 BC18 Ikea vs. Arkano Ikea, España
,QWHOLJHQFLD�

Ymedia
Gold

2019 BC19 0RE\�'LFN�VLQ�OtPLWHV Fnac, España DDB España Gold

2019 BC20
0XVHR�GHO�

Romanticismo
Ikea, España 0F&DQQ Gold

2019 BC21 8SOLIWHG�$OH[
Coca-Cola, 

$UJHQWLQD
0HUFDGR�
0F&DQQ

Gold

2021 BC22 (O�FOiVLFR�GH�OD�KLVWRULD
Corona, Estados 

Unidos
We Believers GP

2021 BC23 8QER[LQJ�,EDL
1HWÁL[�DQG�3OD\6WDWLRQ�

(PS5), España
)&%�	�)L5H Gold

6RXUFH��3UHSDUHG�E\�WKH�DXWKRUV�EDVHG�RQ�WKH�´(O�6ROµ�)HVWLYDO�������

7KH�SHULRG�RI�����������ZDV�FKRVHQ�IRU�WKH�VDPSOH�PDLQO\�IRU�WKH�IROORZLQJ�WZR�UHDVRQV�

���)LUVWO\��WKH�VHOHFWLRQ�RI�WKH�SUHYLRXV�ÀYH�\HDUV�LV�D�VXIÀFLHQW�WLPHIUDPH�WR�YHULI\�WKH�HYROXWLRQ�DQG�WUHQGV�
LQ�D�VHFWRU�DV�YDULDEOH�DV�DGYHUWLVLQJ��DFFRUGLQJ�WR�SUHYLRXV�UHVHDUFK��6iQFKH]�&REDUUR��������7DXUR��
3DQQLHOOR�DQG�3HOOHJULQR���������7KXV��E\�VHOHFWLQJ�WKH�ODVW�VL[�DQQXDO�HYHQWV��WKLV�WLPHIUDPH�JXDUDQWHHV�
JUHDWHU�FHUWDLQW\��PDNLQJ�WKH�UHVXOWV�PRUH�UHOLDEOH�

��� 6HFRQGO\�� WKH� RWKHU� UHDVRQ� LV� WKH� LQDXJXUDWLRQ� LQ� ����� RI� WKH� ´EUDQGHG� FRQWHQWµ� VHFWLRQ� DV� D�
FDWHJRU\�WR�EH�DZDUGHG�DW�WKH�́ (O�6ROµ�)HVWLYDO���������DQG�FRQVHTXHQWO\��LW�ZDV�DOUHDG\�D�PRUH�PDWXUH��
established section in 2015.

,Q�RUGHU�WR�DQDO\VH�WKH�SLHFHV�LQ�WKH�VDPSOH��D�FUHDWLYH�DQDO\VLV�PRGHO�KDV�EHHQ�GHVLJQHG�EDVHG�RQ�
several of the contributions collected in the theoretical framework (Table 2).
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7KLV�PDWUL[�ZLOO�EH�V\VWHPDWLFDOO\�DSSOLHG�WR�WKH�DQDO\VLV�RI�HDFK�VDPSOH�XQLW�WR�ÀQG�FRQVLVWHQFLHV�DQG�
GLVFUHSDQFLHV�DPRQJ�WKH�FUHDWLYH�TXDOLWLHV�WKDW�FKDUDFWHULVH�HDFK�RI�WKH�VHOHFWHG�EUDQGHG�FRQWHQW�
pieces.

7DEOH����$QDO\WLFDO�UHJLVWHU model

$QDO\VLV�LWHP 'HVFULSWLRQ Possibilities

2EMHWLYH
What the brand intends to achieve with 

WKH�PHVVDJH�ZLWK�UHJDUG�WR�WKH�WDUJHW�
audience

&RJQLWLYH��WR�WKLQN�DERXW�
VRPHWKLQJ�

$IIHFWLYH��IHHOLQJ�VRPHWKLQJ�

%HKDYLRXUDO��GRLQJ�VRPHWKLQJ�

,QVLJKW
7UXWK��H[SHULHQFH��QHHG��PRWLYDWLRQ��

frustration, and fear, to which the brand 

responds with the promise

Emotional

Symbolic

Cultural

Promise
%UDQG�SURSRVDO�LQ�WKH�PHVVDJH�WR�

FRQQHFW�ZLWK�WKH�LQVLJKW

&RPSHWLWLYH�DGYDQWDJH

&RQVXPHU�EHQHÀWV

$UJXPHQWV
$UJXPHQWV�WR�MXVWLI\�WKH�SURSRVDO�RU�DOOXUH�

WKH�WDUJHW�DXGLHQFH

5DWLRQDO��ZLWK�MXVWLÀFDWLRQ�

Emotional

Concept
3RZHUIXO��RULJLQDO��DQG�HIIHFWLYH�

statement of promise

Direct (denoted)

Indirect (inferred or connoted)

Format
([SUHVVLQJ�WKH�LGHD�DFFRUGLQJ�WR�RQH�RU�

more creative formulas

Narration

Humour

2WKHU

Tone

&RPPXQLFDWLYH�VW\OH�WKDW�JLYHV�FKDUDFWHU�
WR�WKH�PHVVDJH�DQG�IDFLOLWDWHV�EUDQG�

distinctiveness.

Formal

Informal

Source: Prepared by the authors based on previous theories

7KH�DQDO\VLV�RI�HDFK�RI�WKHVH�FDWHJRULHV�RI�VWXG\�KDV�LQYROYHG�UHÁHFWLRQ�RQ�VSHFLÀF�GHÀQLQJ�DVSHFWV�RI�
WKH�IRUPDO�DQG�RU�FRQFHSWXDO�TXDOLWLHV�RI�HDFK�SLHFH��7KXV��DQDO\VLV�RI�WKH�FRPPXQLFDWLYH�REMHFWLYHV�
RI� WKH� LWHPV�KDYH�DOORZHG�XV� WR�HVWDEOLVK�ZKHWKHU� WKH� W\SH�RI�PHVVDJH� WKH\�FRQYH\� LV� LQIRUPDWLYH��
HGXFDWLRQDO�� RU� HQWHUWDLQLQJ� �$JXDGR�*XDGDOXSH�� ������ $UUR\R�$OPDUD]� DQG� %DxRV�*RQ]iOH]��
������ %H]EDUXDK� DQG� 7ULYHGL�� ������ 'H�$JXLOHUD�0R\DQR�� %DxRV�*RQ]iOH]� DQG� 5DPtUH]�3HUGLJXHUR��
������� )XUWKHUPRUH�� LQ� WKLV� FDWHJRU\�� WKH� VSHFLÀF� W\SH� RI� LQIRUPDWLRQ� LW� JDWKHUV� �TXDOLW\�� XS�WR�GDWH��
FRPSOHWH�� DFFHVVLEOH�� FRQYHQLHQW�� UHOHYDQW�� RU� HQWHUWDLQPHQW� �HQMR\DEOH�� HQWHUWDLQLQJ�� UHZDUGLQJ��
JUDWLI\LQJ��DPXVLQJ��RU�H[FLWLQJ��ZLOO�EH�VWDWHG��%H]EDUXDK�DQG�7ULYHGL��������� ,Q�FRQMXQFWLRQ�ZLWK� WKH�
W\SH�RI�PHVVDJH� LQÁXHQFHG�E\� WKH�REMHFWLYHV�� WKH�VWXG\�ZLOO� IRFXV�RQ�ZKHWKHU� WKH�FRQWHQW� LQFOXGHV�
any attraction, whether functional (information about the usefulness or use of the product or service), 

HPRWLRQDO��DIIHFWLYH�DVSHFWV�RU�VRFLDO�FDXVHV���RU�H[SHULHQWLDO��DQ�LQYLWDWLRQ�WR�H[SHULHQFH�WKH�FRQWHQW�
WKURXJK�WKH�VHQVHV���$VKOH\�DQG�7XWHQ��������

$QDO\VLV� RI� WKH� SURPLVH� ZLOO� EH� OLQNHG� WR� WKDW� RI� WKH� LQVLJKW� RI� HDFK� EUDQGHG� FRQWHQW� SLHFH� LQ� WKH�
sample, in order to determine whether it is based on emotional, symbolic, or cultural aspects (Castelló-

0DUWtQH]��������4XLxRQHV���������7KH�VWXG\�RI�DUJXPHQWDWLRQ�ZLOO�H[DPLQH�ZKHWKHU�LW� LQFOXGHV�UDWLRQDO�
HOHPHQWV�DQG�RU�DIIHFWLYH�DVSHFWV�WKDW�LQFHQWLYLVH�DQ�HPRWLRQ�RU�DQ�DFWLRQ�RQ�WKH�SDUW�RI�WKH�FRQVXPHU�
�FRQVXPH��LQWHUDFW��VKDUH��SDUWLFLSDWH��GLVVHPLQDWH��H[SORUH��FUHDWH���$VKOH\�DQG�7XWHQ��������

7KH�VWXG\�RI�FUHDWLYH�FRQFHSWV�ZLOO�IRFXV�RQ�WKHLU�FRUUHODWLRQ�ZLWK�RQH�RU�PRUH�RI�WKH�FDWHJRULHV�GHYLVHG�
E\�-RDQQLV���������������DFFRUGLQJ�WR�WKH�ZD\��GLUHFW�RU�LQGLUHFW��LQ�ZKLFK�WKH�SURPLVH�LV�H[SUHVVHG�LQ�
WKH�FRQWHQW��0HDQZKLOH��WKH�WRQH�ZLOO�EH�H[DPLQHG�LQ�UHODWLRQ�WR�IRUPDWV��DV�WKH�XVH�RI�FHUWDLQ�FUHDWLYH�
IRUPXODV�DOORZV�XV�WR�GHOLQHDWH�D�VSHFLÀF�FRPPXQLFDWLYH�VW\OH��7KXV��KXPRXU�LV�XVXDOO\�DVVRFLDWHG�ZLWK�
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D�SRVLWLYH��LQIRUPDO�WRQH��$UUR\R�$OPDUD]�DQG�'tD]�0ROLQD��������0DUWtQ�4XHYHGR��)HUQiQGH]�*yPH]�
DQG�6HJDGR�%RM��������DQG�VWRU\WHOOLQJ�SURYLGHV�D�WRQH�WKDW�LV�FORVH�WR�WKH�WDUJHW�DXGLHQFH��6iQFKH]�
Cobarro, 2018).

:LWK�WKLV�DSSURDFK��WKH�UHVXOWV�RI�WKLV�VWXG\�ZLOO�RIIHU�DQ�DSSURDFK�WR�WKH�FUHDWLYH�FKDUDFWHULVWLFV�RI�KLJK�
TXDOLW\�EUDQGHG�FRQWHQW��DOORZLQJ�WKH�H[WUDSRODWLRQ�RI�D�EHQFKPDUN�PRGHO�LQ�RUGHU�WR�XQGHUVWDQG�WKH�
VXFFHVV�RI�WKHVH�VWUDWHJLHV�DQG�WKHLU�HYROXWLRQ�RU�VWDELOLW\�

���5HVXOWV��$QDO\VLV�RI�WKH�FUHDWLYH�DWWULEXWHV�RI�EUDQGHG�FRQWHQW

7KH�UHVXOWV�RI�WKH�FUHDWLYH�DQDO\VLV�RI�WKH�VDPSOH�KDYH�EHHQ�FODVVLÀHG�LQWR�WZR�PDLQ�JURXSV�WR�SURYLGH�
an orderly response to the research questions.

�����&RPPXQLFDWLYH�REMHFWLYHV�DQG�IHDWXUHV�RI�WKH�EUDQGHG�FRQWHQW�PHVVDJH��54��DQG�54��

$V� VKRZQ� LQ� 7DEOH� ��� WKH� EUDQGHG� FRQWHQW� DQDO\VHG� LQ� WKLV� VWXG\� VWDQGV� RXW� IRU�PRVWO\� SXUVXLQJ� DQ�
DIIHFWLYH�REMHFWLYH� LQ�RUGHU� WR�HPSDWKLVH�ZLWK� WKH� WDUJHW�DXGLHQFH��+RZHYHU�� WKLV�REMHFWLYH� LV�RIWHQ�
VXSSRUWHG�E\�WKH�IROORZLQJ�IDFWRUV�

���&RJQLWLYH�DVSHFWV��E\�LQFOXGLQJ�LQ�WKH�PHVVDJH�LQIRUPDWLYH�HOHPHQWV�DERXW�WKH�SURGXFWV��WKH�EUDQG��
or the content itself.

���%HKDYLRXUDO�REMHFWLYHV��E\�LQFRUSRUDWLQJ�DFWLYDWRUV�LQ�WKH�PHVVDJH�WKDW�PRWLYDWH�WKH�XVHU�WR�FRQVXPH�
the product or service, or to become involved in a cause associated with the branded content.

&RQWHQW� WKDW� SULRULWLVHV� FRJQLWLYH� DQG� IXQFWLRQDO� REMHFWLYHV� XVXDOO\� JLYHV� JUHDWHU� YDOXH� WR� UHOHYDQW��
quality information about the brand (its products and services) or about the consumer (Table 3).

$Q�H[DPSOH�RI�WKLV�DUH�WKH�WKUHH�,NHD�SURSRVDOV�XQGHU�VWXG\��LQ�%&���WKH�EUDQG�ODXQFKHV�D�GHFRUDWLQJ�
VFKRRO�WR�HGXFDWH�FRQVXPHUV�ZKR�DUH�LQWHUHVWHG�LQ�LQWHULRU�GHVLJQ��LQ�%&����,NHD�FKDOOHQJHV�$UNDQR�WR�
UHYHDO�WKH�QDPHV�RI�WKH�SURGXFWV� LQ� LWV�FDWDORJXH�DQG�WKHLU�FKDUDFWHULVWLFV�� LQ�%&����XVHUV�DUH�LQYLWHG�
WR� H[SHULHQFH� WKH� 0XVHXP� RI� 5RPDQWLFLVP�� LQ� ZKLFK� WKH\� DUH� DVNHG� WR� LGHQWLI\� WKH� ,NHD� IXUQLWXUH�
incorporated into its 18th century decoration.

$V�IRU�WKH�W\SH�RI�PHVVDJH��PHVVDJHV�UHODWHG�WR�HQWHUWDLQPHQW�VWDQG�RXW��SUHVHQW� LQ�DOO� WKH�FRQWHQW�
DQDO\VHG�� H[FHSW� LQ� %&���� %&���%&����� 7KHVH� VKRZ� GLIIHUHQFHV� LQ� UHODWLRQ� WR� UHVHDUFK� IRFXVHG� RQ�
FRQVXPHU�SHUFHSWLRQ��ZKLFK�KLJKOLJKWV�WKH�HIIHFWLYHQHVV�RI�LQIRUPDWLYH�FRQWHQW��%H]EDUXDK�DQG�7ULYHGL��
������ .XONDUQL�� .DOUR�DQG�6KDUPD�� ������ /RX�DQG�<XDQ�� ������� 6XFK�HQWHUWDLQPHQW� WDNHV� WKH� IRUP�RI�
K\EULG� FRQWHQW� WKDW� FDQ� EH� FODVVLÀHG� DV� HQMR\DEOH�� H[FLWLQJ�� UHZDUGLQJ� DQG�RU� IXQ�� +RZHYHU�� SXUH�
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 

�%&���%&����IRU�WKH�SXUSRVH�RI�HQKDQFLQJ�WKH�IXQFWLRQDOLW\��WKH�FRQWHQW��RU�WKH�DIIHFWLYH�SRZHU�RI�WKH�
EUDQG��,W� LV� LPSRUWDQW�WR�KLJKOLJKW�WKDW�PXFK�RI�WKH�HQWHUWDLQPHQW�FRQWHQW�DQDO\VHG�LQFOXGHV�D�VRFLDO�
FDXVH�OLQNHG�WR�WKH�EUDQGV·�FRUSRUDWH�VRFLDO�UHVSRQVLELOLW\�SROLFLHV��&65���2QH�H[DPSOH�FDQ�EH�IRXQG�LQ�
%&���LQ�ZKLFK�WKH�LURQLF�VKRUW�ÀOP�GLUHFWHG�E\�6DQWLDJR�6HJXUD�WKDW�*DV�1DWXUDO�LQWHQGV�WR�XVH�LQ�RUGHU�WR�
FKDQJH�FRQVXPHU�EHKDYLRXU�WRZDUG�UHVSRQVLEOH�HQHUJ\�FRQVXPSWLRQ��RU�%&���ZKHUH�/tEHUR�LV�LQYROYHG�
LQ�WKH�ÀJKW�DJDLQVW�$O]KHLPHU·V�GLVHDVH�E\�FUHDWLQJ�D�UDGLR�SURJUDPPH�RI�IRRWEDOO�PHPRULHV�WR�KHOS�
YLFWLPV�DQG�WKHLU�IDPLOLHV�WR�PLWLJDWH�WKH�HIIHFWV�RI�VXFK�D�GHYDVWDWLQJ�GLVHDVH�

2WKHU� EUDQGHG� FRQWHQW� VWUDWHJLHV� KDYH� D� IRFXV� RQ� HGXFDWLRQDO� FRQWHQW� WKDW� LV� HQWHUWDLQLQJ� �%&���
BC14, BC19), or supported by information (BC13, BC16-BC17). Thus, BC8 and BC14 are two content 

LWHPV� UHODWHG�WR�$XGL� WKDW�DUH�D�NLQG�RI�DQLPDWHG��DXGLR�YLVXDO�ÀFWLRQ�ZLWK�D�VRFLDO�FRPPLWPHQW��DV�
WKH\�DLP�WR�HGXFDWH�FKLOGUHQ�DERXW�JHQGHU�GLYHUVLW\��0HDQZKLOH�� LQ�%&����6SULWH�HQFRXUDJHV�\RXQJ�
DXGLHQFHV�WR�UHÁHFW�RQ�F\EHUEXOO\LQJ�� LQYLWLQJ�YLFWLPV�WR�ÀJKW� LW�ZLWK� ORYH��2WKHU�FRQWHQW� LV� UHODWHG�WR�
VRFLDO�LVVXHV�E\�WKH�YHU\�HVVHQFH�RI�WKH�DGYHUWLVHU��7KLV�LV�WKH�FDVH�ZLWK�%&����LQ�ZKLFK�2[IDP�,QWHUPyQ 
RIIHUV�SHUWLQHQW��UHOHYDQW�LQIRUPDWLRQ�LQ�RUGHU�WR�UDLVH�SXEOLF�DZDUHQHVV�DERXW�WKH�QHHG�WR�PDNH�GULQNLQJ�
water accessible in certain countries.

2Q�RFFDVLRQ��WKH�EUDQGHG�FRQWHQW�FRPELQHV�HGXFDWLRQDO�DQG�LQIRUPDWLYH�PHVVDJHV�XQGHUSLQQHG�ZLWK�
HQWHUWDLQPHQW��ZKLFK�DOORZV�WKH�PHVVDJH�WR�EH�FRQYH\HG�PRUH�HDVLO\��%&���%&��%&����,Q�IHZHU�FDVHV��LW�
ODXQFKHV�DQ�LQIRUPDWLYH�PHVVDJH�VXSSRUWHG�E\�HQWHUWDLQPHQW�ZLWK�HGXFDWLRQDO�IHDWXUHV��2QH�H[DPSOH�
LV� %&���� LQ�ZKLFK�$UNDQR�DFFHSWV� ,NHD·V�FKDOOHQJH� LQ�H[FKDQJH� IRU� WKH�FRPSDQ\·V�FRPPLWPHQW� WR�
furnish a socio-educational centre. 
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7DEOH����2EMHFWLYHV�DQG�W\SHV�RI�PHVVDJHV�LQ�WKH�VDPSOH�DQDO\VHG�

,' 2EMHFWLYH 7\SH�RI�PHVVDJH 6SHFLÀF�FRQWHQW $WWUDFWLRQ�

BC1 Affective
(QWHUWDLQPHQW��

informative overtone

(QMR\DEOH��HQWHUWDLQLQJ��
WKULOOLQJ

(PRWLRQDO��
H[SHULHQWLDO�

support

BC2 Affective

(QWHUWDLQPHQW��
educational 

overtones

5HZDUGLQJ��WKULOOLQJ
([SHULHQWLDO��

emotional support

BC3

%HKDYLRXUDO��
affective and 

FRJQLWLYH�VXSSRUW

(QWHUWDLQPHQW��
educational, 

informative 

overtones

4XDOLW\��UHOHYDQW�
information. 

(QWHUWDLQLQJ��HQMR\DEOH

)XQFWLRQDO��
emotional support

BC4

&RJQLWLYH��
affective support, 

behavioural 

purpose

Educational 

DQG�LQIRUPDWLYH��
entertainment 

overtones

4XDOLW\��UHOHYDQW��
accessible information

)XQFWLRQDO��
emotional, 

H[SHULHQWLDO�
support

BC5

$IIHFWLYH��
behavioural 

purpose

(QWHUWDLQPHQW��
educational 

overtones

3OHDVDQW��UHZDUGLQJ��
WKULOOLQJ

(PRWLRQDO��
functional, 

H[SHULHQWLDO�
support

BC6

&RJQLWLYH��
behavioural 

purpose

Educational 

DQG�LQIRUPDWLYH��
entertainment 

overtones

Relevant, quality 

information. Enjoyable, 

HQWHUWDLQLQJ��UHZDUGLQJ�

)XQFWLRQDO��
emotional, 

H[SHULHQWLDO�
support

BC7
&RJQLWLYH��

affective support

Educational 

DQG�LQIRUPDWLYH��
entertainment 

overtones

Relevant, quality 

information. Enjoyable, 

HQWHUWDLQLQJ

)XQFWLRQDO��
H[SHULHQWLDO�

support

BC8
$IIHFWLYH��

FRJQLWLYH�VXSSRUW

(GXFDWLRQDO��
entertainment 

overtones

Relevant, quality 

information. Enjoyable, 

HQWHUWDLQLQJ

(PRWLRQDO��
functional, 

H[SHULHQWLDO�
support

BC9
$IIHFWLYH��

FRJQLWLYH�VXSSRUW

(QWHUWDLQPHQW��
informative 

overtones

Relevant information. 

(QWHUWDLQLQJ��WKULOOLQJ
([SHULHQWLDO��

emotional support

BC10

$IIHFWLYH��
behavioural 

purpose

Entertainment (QMR\DEOH��HQWHUWDLQLQJ
(PRWLRQDO��
H[SHULHQWLDO�

support

BC11 Affective Entertainment
7KULOOLQJ��HQMR\DEOH��

HQWHUWDLQLQJ

(PRWLRQDO��
H[SHULHQWLDO�

support

BC12
$IIHFWLYH��

FRJQLWLYH�VXSSRUW

(QWHUWDLQPHQW��
educational 

overtones

(QWHUWDLQLQJ��HQMR\DEOH��
educational

)XQFWLRQDO��
emotional, 

H[SHULHQWLDO�
support

BC13

&RJQLWLYH��
behavioural 

purpose, affective 

support

(QWHUWDLQPHQW��
informative 

overtones

Timely, relevant, quality 

information

)XQFWLRQDO��
emotional support

BC14
$IIHFWLYH��

FRJQLWLYH�VXSSRUW

(GXFDWLRQDO��
entertainment 

overtones

Relevant, quality 

information. Enjoyable, 

HQWHUWDLQLQJ

(PRWLRQDO��
functional, 

H[SHULHQWLDO�
support
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,' 2EMHFWLYH 7\SH�RI�PHVVDJH 6SHFLÀF�FRQWHQW $WWUDFWLRQ�

BC15

$IIHFWLYH��
behavioural 

purpose, 

FRJQLWLYH�VXSSRUW

(QWHUWDLQPHQW��
informative 

overtones

(QWHUWDLQLQJ��HQMR\DEOH��
WKULOOLQJ��4XDOLW\�

information

(PRWLRQDO��
functional support

BC16

$IIHFWLYH��
behavioural 

purpose, 

FRJQLWLYH�VXSSRUW

(GXFDWLRQDO��
informative 

overtones

Timely, relevant, quality 

LQIRUPDWLRQ��7KULOOLQJ

(PRWLRQDO��
functional, 

H[SHULHQWLDO�
support

BC17

$IIHFWLYH��
behavioural 

purpose

(GXFDWLRQDO��
informative 

overtones

Timely, relevant, quality 

LQIRUPDWLRQ��7KULOOLQJ

(PRWLRQDO��
functional, 

H[SHULHQWLDO�
support

BC18
&RJQLWLYH��

affective support

,QIRUPDWLYH��
educational 

overtones, 

entertainment

Complete, up-to-

date information. 

(QWHUWDLQLQJ��SOHDVDQW��
enjoyable

)XQFWLRQDO��
emotional support

BC19
$IIHFWLYH��

FRJQLWLYH�VXSSRUW

(GXFDWLRQDO��
entertainment 

overtones

(QWHUWDLQLQJ��HQMR\DEOH��
Complete, relevant 

information

([SHULHQWLDO��
emotional support

BC20

&RJQLWLYH��
behavioural 

purpose

(QWHUWDLQPHQW��
educational, 

informative 

overtones

(QWHUWDLQLQJ��IXQ��
enjoyable. Up to date, 

convenient information

([SHULHQWLDO��
functional support

BC21 Affective Entertainment
(QWHUWDLQLQJ��HQMR\DEOH��

WKULOOLQJ
([SHULHQWLDO��

emotional support

BC22 Affective Entertainment
(QWHUWDLQLQJ��HQMR\DEOH��

WKULOOLQJ

(PRWLRQDO��
H[SHULHQWLDO�

support

BC23 Affective Entertainment
(QWHUWDLQLQJ��HQMR\DEOH��

WKULOOLQJ
([SHULHQWLDO��

emotional support

Source: Prepared by the authors

0RUHRYHU��LQ�7DEOH���WKH�DWWUDFWLRQ�RI�WKH�PHVVDJH�LV�LGHQWLÀHG��ZKLFK�LV�FRQQHFWHG�WR�WKH�DUJXPHQWDWLRQ�
WKDW�VWUDWHJLFDOO\�VXSSRUWV�WKH�SURPLVH��7DEOH�����(PRWLRQDO�DWWUDFWLRQ�LV�WKH�IDFWRU�WKDW�DSSHDUV�PRVW�
often in the branded content items analysed, which receives priority status in BC1, BC5, BC8, BC10-

%&����%&���%&���DQG�%&����7KLV�ÀQGLQJ� LV�FRQVLVWHQW�ZLWK�SUHYLRXV�UHVHDUFK�WKDW�KDV�GHWHUPLQHG�WKH�
HIÀFDF\�RI�DIIHFWLYH�FRQWHQW��$EERWW�HW�DO���������$UUR\R�$OPDUD]�DQG�'tD]�0ROLQD��������6FLDUULQR�DQG�
3UXGHQWH��������/HH��+RVDQDJDU�DQG�1DLU��������/ORUHQWH�%DUURVR��*DUFtD�*XDUGLD�DQG�.RORWRXFKNLQD��
�������7R�D�ODUJH�H[WHQW��WKLV�HPRWLRQDO�DWWUDFWLRQ�LV�OLQNHG�WR�DQ�H[SHULHQFH��%&���%&���%&���%&���%&����
%&����%&���%&����%&�����ZKLFK�WKH�XVHU�HQMR\V�HLWKHU�ÀUVWKDQG��RU�V\PEROLFDOO\�WKURXJK�WKH�FKDUDFWHU�
ZKR�OLYHV�WKURXJK�LW�LQ�WKH�FRQWHQW��$W�RWKHU�WLPHV��H[SHULHQWLDO�DWWUDFWLRQ�VWDQGV�RXW��ZKLFK�LV�EDVHG�RQ�
HPRWLRQ��%&���%&���%&����%&����%&�����([FHSW� LQ�%&����IXQFWLRQDO�DWWUDFWLRQ�WHQG�WR�EH�SULRULWLVHG�LQ�
DVVRFLDWLRQ�ZLWK�FRQWHQW�WKDW�LGHQWLÀHV�FRJQLWLYH�DQG�EHKDYLRXUDO�DVSHFWV�LQ�WKHLU�REMHFWLYHV��VRPH�RI�
ZKLFK�DUH�UHODWHG�WR�VRFLDO�FDXVHV��%&��%&���%&����%&�����DQG�RWKHUV�WR�WKH�EUDQG·V�SURGXFWV��%&��
BC7, BC18). This functional attraction may incorporate aspects that are emotional (BC3, BC13, BC18), 

H[SHULHQWLDO��%&����RU�D�FRPELQDWLRQ�RI�ERWK��%&���%&���%&����

�����6WUDWHJLF�FUHDWLYH�DWWULEXWHV�RI�VXFFHVVIXO�EUDQGHG�FRQWHQW��54��DQG�54��

7DEOH���VXPPDULVHV�WKH�FUHDWLYH�DWWULEXWHV�WKDW�FKDUDFWHULVH�WKH�FRQWHQW�VWUDWHJLHV�DQDO\VHG��7KH�W\SH�
RI� LQVLJKW�PRVW� IUHTXHQWO\� LGHQWLÀHG� LV�FXOWXUDO� �SUHVHQW� LQ���� LWHPV���ZKLFK�FODULÀHV� WKH�FRQVLGHUDWLRQV�
RI�4XLxRQHV��������UHJDUGLQJ�WKH�JUHDWHU�XVH�RI�HPRWLRQDO�LQVLJKW�LQ�EUDQG�FRPPXQLFDWLRQ��+RZHYHU��
FXOWXUDO� LQVLJKWV�DUH�RIWHQ�XQGHUSLQQHG�E\�DVSHFWV� WKDW�DUH�HPRWLRQDO� �%&��%&��� %&���� %&���%&�����
symbolic (BC7, BC12), or a combination of both (BC8, BC14).
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7KH�LQVLJKW�WKDW�ZDV�VHFRQG�LQ�OLQH�LQ�DSSHDULQJ�PRUH�RIWHQ�LQ�WKH�EUDQGHG�FRQWHQW�DQDO\VHG�ZDV�WKDW�
RI�HPRWLRQ��ZKLFK�DOORZV� WKH�XVH�RI� VWRULHV� WKDW�PRYH� WKH� WDUJHW�DXGLHQFH� WR�QXUWXUH� WKHLU�DIIHFWLYH�
relationship with the brand.

(PRWLRQDO� LQVLJKWV�DSSHDU�SUHGRPLQDQWO\�ZLWK�WKH�VXSSRUW�RI�FXOWXUDO�DVSHFWV��%&���%&��%&����%&���
%&����DQG��WR�D�OHVVHU�H[WHQW��EDFNHG�E\�V\PEROLF�IHDWXUHV��%&���%&���

2FFDVLRQDOO\�� V\PEROLF� LQVLJKWV� DFW� DV� D� UHIHUHQFH� ZLWK� HPRWLRQDO� �%&����� FXOWXUDO� �%&���� RU� K\EULG�
�%&���� QXDQFHV�� 7KH�SURIRXQG�� \HW� QRW� QHFHVVDULO\� ORJLFDO� UHODWLRQVKLS� WKDW� SURYLGHV� WKHVH� V\PEROLF�
LQVLJKWV� �&DVWHOOy�0DUWtQH]�� ������4XLxRQHV�� ������ IDFLOLWDWHV� WKH�SHUVRQDOLVDWLRQ�RI� WKH�FRQWHQW�ZKHQ�
WKH�WDUJHW�DXGLHQFH�LV�YHU\�VSHFLÀF��$V�H[DPSOHV�RI�V\PEROLF�LQVLJKW��LW�LV�ZRUWK�PHQWLRQLQJ�D�VKRUW�ÀOP�
E\�)R[��LQ�%&����ZKLFK�WULHV�WR�FRQQHFW�ZLWK�IDQV�RI�7KH�:DONLQJ�'HDG�79�VHULHV�DQG�DOOXUH�VFHSWLFDO�79�
VHULHV�IDQV�WR�JLYH�WKLV�JHQUH�DQ�RSSRUWXQLW\��RU�%&����DQRWKHU�DXGLR�YLVXDO�ÀFWLRQ�LWHP�SURGXFHG�OLYH��
VWDUULQJ�RQH�RI�WKH�ELJJHVW�LQÁXHQFHUV�LQ�WKH�JDPLQJ�ZRUOG��,EDL�/ODQRV��ZLWK�WKH�DLP�RI�ODXQFKLQJ�36��
DQG�SURPRWLQJ�1HWÁL[�DPRQJ�KLV�IROORZHUV�

7KH�SURPLVHV�RI�WKH�FRQWHQW�DQDO\VHG�PRVWO\�UHODWH�WR�FRQVXPHU�EHQHÀWV����� LWHPV��7DEOH�����7KH�IHZ�
FRPSHWLWLYH�DGYDQWDJHV�LGHQWLÀHG��%&���%&����%&�����ZKLFK�DUH�DVVRFLDWHG�ZLWK�VRPH�EHQHÀW��DSSHDU�
LQ� EUDQGHG� FRQWHQW� VWUDWHJLHV� ZLWK� EHKDYLRXUDO� DQG�RU� FRJQLWLYH� REMHFWLYHV� �7DEOH� ���� DORQJ� ZLWK�
VWRU\OLQHV� WKDW�FRPELQH� UDWLRQDO� MXVWLÀFDWLRQ�ZLWK�HPRWLRQDO� UHVRXUFHV� �7DEOH�����2QH�H[DPSOH� LV�%&���
ZKLFK�FDOOV�IRU�FRPSHQVDWLRQ�IRU�DQLPDO�DXWKRUVKLS�ULJKWV��DV�WKH\�DUH�PDNLQJ�DYDLODEOH�WR�WKH�SXEOLF�
WKH�EHVW�SRVVLEOH�SHUVSHFWLYH�RQ�QDWXUH��HYLGHQFH�IRU�VXSSRUW���JDWKHUHG�E\�WKRVH�ZKR�UHODWH�WR�LW�EHVW�

7KH�PRVW� SURPLQHQW� DUJXPHQWV� DUH� SXUHO\� HPRWLRQDO� �%&��%&��� %&��%&���� %&���%&���� %&���� %&����
%&���%&����� VHHNLQJ� WR� FRQQHFW�ZLWK� WKH� WDUJHW� DXGLHQFH�� 7KH� FRQWHQW�ZLWK� DUJXPHQWDWLRQ� WKDW� LV�
K\EULG��DQG�ZKLFK� LQFOXGHV�D� MXVWLÀFDWLRQ�E\�JLYLQJ�D�UHDVRQ�ZK\��%&���%&����%&�����RU�HYLGHQFH�IRU�
support (BC4, BC13, BC16, BC20), also stand out for their affectivity.

6XFK� MXVWLÀFDWLRQV� VHUYH�KLJKO\�HPRWLRQDO�FRQWHQW��ZKLFK� VWDQGV�RXW� IRU� WKH�PHDQLQJ� WKH\�RIIHU�DQG�
the emotional reaction they induce. Thus, in BC16, Ruavieja presents an application based on an 

DOJRULWKP�FDSDEOH�RI�FDOFXODWLQJ�KRZ�PXFK�WLPH�VRPHRQH�KDV�OHIW�WR�HQMR\�EHLQJ�ZLWK�D�IULHQG��WKH�
HPRWLRQDO�LPSDFW�PDVNV�WKH�UDWLRQDO�SURRI��0RVW�FRQWHQW�XVXDOO\�LQFRUSRUDWHV�D�PRUH�RU�OHVV�VXEWOH�RU�
H[SOLFLW�LQYLWDWLRQ��ZKLFK�HQFRXUDJHV�WKH�SXEOLF�WR�VKDUH�WKH�FRQWHQW��DFFHVV�RWKHU�DFWLRQV�UHODWHG�WR�
WKH�VWUDWHJ\��DQG�RU�WR�FRQQHFW�ZLWK�WKH�EUDQG·V�RZQ�PHGLD��7KLV�FDOO�IRU�LQWHUDFWLYLW\�SUHFLVHO\�VHHNV�WR�
UHLQIRUFH�WKLV�DIIHFWLYH�EUDQG�WDUJHW�FRQQHFWLRQ�

7DEOH����6WUDWHJLF�FUHDWLYH�DWWULEXWHV�LQ�WKH�VDPSOH�DQDO\VHG�

,' ,QVLJKW Promise $UJXPHQW 7RQH &RQFHSW Format

BC1

(PRWLRQDO��
cultural 

support

Consumer 

EHQHÀW
(PRWLRQDO��

H[SOLFLW�LQYLWDWLRQ
Friendly, 

informal 
Connoted

Presence, 

DQDORJ\��
VWRU\WHOOLQJ

BC2

(PRWLRQDO��
symbolic 

support

Consumer 

EHQHÀW
(PRWLRQDO��

implicit invitation

Friendly, 

empathetic
Connoted

$QDORJ\��
VWRU\WHOOLQJ 

BC3

&XOWXUDO��
emotional 

support

Consumer 

EHQHÀW

(PRWLRQDO��
UHDVRQ�ZK\��

implicit invitation

Informal, 

HQWHUWDLQLQJ��
wild

&RQQRWHG��
direct 

overtone 

6WRU\WHOOLQJ��
humour, 

celebrities

BC4

&XOWXUDO��
emotional 

support

Competitive 

DGYDQWDJH

Evidence 

IRU�VXSSRUW��
HPRWLRQDO��

implicit invitation

Formal, serious

'LUHFW��
connoted 

overtone

Demonstration, 

DQDORJ\��
IUDJPHQWV�RI�

life

BC5

(PRWLRQDO��
symbolic 

support

Consumer 

EHQHÀW
(PRWLRQDO��

H[SOLFLW�LQYLWDWLRQ
Serious formal, 

&RQQRWHG��
induced

Solution, 

IUDJPHQWV�RI�
life

BC6

6\PEROLF��
cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
without 

invitation

Serious, formal, 

enjoyable

,QGXFHG��
connoted 

overtone

Solution, 

IUDJPHQWV�RI�
life

BC7

&XOWXUDO��
symbolic 

support

Consumer 

EHQHÀW

(PRWLRQDO��
without 

invitation

Serious, formal, 

dramatic
,QGXFHG�

6WRU\WHOOLQJ��
DQDORJ\��
solution
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,' ,QVLJKW Promise $UJXPHQW 7RQH &RQFHSW Format

BC8

&XOWXUDO��
symbolic, 

emotional 

support

Consumer 

EHQHÀW
(PRWLRQDO��

H[SOLFLW�LQYLWDWLRQ

Childish, 

HQWHUWDLQLQJ��
enjoyable

,QGXFHG��
connoted 

overtone

$QDORJ\��
animation, 

VWRU\WHOOLQJ��
presence

BC9

(PRWLRQDO��
cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
subtle 

HQFRXUDJHPHQW

'DULQJ��
irreverent

,QGXFHG��
connoted 

overtone

6WRU\WHOOLQJ��
DQDORJ\��
antithesis, 

celebrity, 

suspense

BC10

(PRWLRQDO��
cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
subtle 

HQFRXUDJHPHQW

Friendly, 

enjoyable
Connoted

6WRU\WHOOLQJ��
DQDORJ\��
antithesis, 

celebrity, 

cinema

BC11

(PRWLRQDO��
cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
subtle 

HQFRXUDJHPHQW

Friendly, 

romantic
Connoted

6WRU\WHOOLQJ��
IUDJPHQWV�RI�
OLIH��DQDORJ\

BC12

&XOWXUDO��
symbolic 

support

Consumer 

EHQHÀW

(PRWLRQDO��
UHDVRQ�ZK\��

H[SOLFLW�LQYLWDWLRQ

Friendly, 

informal, 

HQWHUWDLQLQJ

'LUHFW��
connoted 

overtone

Humour, 

IUDJPHQWV�RI�
life, celebrity, 

DQDORJ\

BC13

&XOWXUDO��
emotional 

support

Consumer 

EHQHÀW

(PRWLRQDO��
evidence for 

VXSSRUW��H[SOLFLW�
invitation

Serious, 

UHDOLVWLF��WRXJK

'LUHFW��
connoted 

overtone

)UDJPHQWV�
of life, 

demonstration, 

solution

BC14

&XOWXUDO��
symbolic, 

emotional 

support 

Consumer 

EHQHÀW
(PRWLRQDO��

H[SOLFLW�LQYLWDWLRQ

Childish, 

HQWHUWDLQLQJ��
enjoyable

,QGXFHG��
connoted 

overtone

6WRU\WHOOLQJ��
animation, 

DQDORJ\��
presence

BC15

6\PEROLF��
emotional 

support

Consumer 

EHQHÀW

(PRWLRQDO��
subtle 

HQFRXUDJHPHQW

Serious, 

HQWHUWDLQLQJ�

,QGXFHG��
connoted 

overtone

6WRU\WHOOLQJ��
cinema, 

celebrity, 

suspense, 

humour

BC16

(PRWLRQDO��
cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
evidence for 

VXSSRUW��H[SOLFLW�
invitation

Serious, formal, 

realistic

&RQQRWHG��
direct 

overtone

Solution, 

IUDJPHQWV�RI�
OLIH��DQDORJ\��

demonstration 

BC17

(PRWLRQDO��
cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
without 

invitation

Serious, 

UHDOLVWLF��WRXJK
,QGXFHG��
connoted 

Solution, 

IUDJPHQWV�
of life, 

demonstration, 

DQDORJ\��
antithesis

BC18

&XOWXUDO��
emotional 

support

Competitive 

DGYDQWDJH

(PRWLRQDO��
UHDVRQ�ZK\��

H[SOLFLW�LQYLWDWLRQ

Informal, 

friendly, 

HQWHUWDLQLQJ

,QGXFHG��
connoted

Celebrity, 
solution, 

VWRU\WHOOLQJ

BC19

&XOWXUDO��
emotional 

support

Consumer 

EHQHÀW

(PRWLRQDO��
without 

invitation

Friendly, 

enjoyable

,QGXFHG��
connoted

6WRU\WHOOLQJ��
DQDORJ\��
solution

BC20

&XOWXUDO��
emotional 

support

Competitive 

DGYDQWDJH

(PRWLRQDO��
evidence for 

VXSSRUW��H[SOLFLW�
invitation

Informal, 

IULHQGO\��GDULQJ
,QGXFHG��
connoted

6WRU\WHOOLQJ��
solution, 

DQDORJ\
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,' ,QVLJKW Promise $UJXPHQW 7RQH &RQFHSW Format

BC21

&XOWXUDO��
emotional 

support

Consumer 

EHQHÀW

(PRWLRQDO��
without 

invitation

Informal, 

friendly, 

HQWHUWDLQLQJ

,QGXFHG��
connoted

Animation, 

DQDORJ\��YLGHR�
JDPH

BC22

&XOWXUDO��
emotional 

support

Consumer 

EHQHÀW

(PRWLRQDO��
subtle 

HQFRXUDJHPHQW

Informal, 

down-

to-earth, 

HQWHUWDLQLQJ

,QGXFHG��
connoted

6WRU\WHOOLQJ��
IUDJPHQWV�RI�

life, celebrities, 

DQDORJ\

BC23

6\PEROLF��
emotional, 

cultural 

support

Consumer 

EHQHÀW

(PRWLRQDO��
without 

invitation

Casual, 

HQWHUWDLQLQJ��
risky

,QGXFHG��
connoted

6WRU\WHOOLQJ��
suspense, 

humour, 

celebrity

Source: Prepared by the authors.

7KH�H[SUHVVLRQ�RI�SURPLVH�LV�EDVHG�RQ�HVVHQWLDOO\�LQGLUHFW�FUHDWLYH�FRQFHSWV��ZKLFK�WHQG�WR�FRPELQH�D�
VXFFHVVLRQ�RI�FOXHV�WR�LQIHU�WKH�SURPLVH��LQGXFHG��ZLWK�LWV�DVVRFLDWLRQ�WR�D�IHHOLQJ�RI�WKH�WDUJHW�DXGLHQFH�
�FRQQRWHG���:KHQ�GLUHFW�FRQFHSWV�DUH�LGHQWLÀHG��WKLV�LV�FDUULHG�RXW�ZLWK�FRQWHQW�IUDJPHQWV�FRPELQHG�
ZLWK�FRQQRWHG�FRQFHSWV��%&��%&���%&���%&����DQG�%&�����7KLV�W\SH�RI�FRQWHQW�XVHV�PL[HG�DUJXPHQWV�
LQ�ZKLFK�D�W\SH�RI�UDWLRQDO�MXVWLÀFDWLRQ�FDQ�EH�IRXQG��2QH�H[DPSOH�LV�%&����1HWÁL[·V�SURSRVDO�IRU�IDQV�RI�
LWV�ELOLQJXDO�VHULHV�Narcos�WR�HQFRXUDJH�WKHP�WR�OHDUQ�6SDQLVK��LQ�D�YHU\�VWUDLJKWIRUZDUG�ZD\��WKH�EUDQG�
RIIHUV�WKHP�IUHH�6SDQLVK�OHVVRQV�VWDUULQJ�WKH�DFWRUV�RI�WKH�VHULHV��WKHUHE\�SURYLQJ�WKH�IXQFWLRQDOLW\�RI�ERWK�
its product and the content.

7KH�FDWHJRU\�RI�WKH�FRQWHQW�ODEHOOHG�WRQH��7DEOH����YDULHV�DFFRUGLQJ�WR�WKH�W\SH�RI�PHVVDJH�DQG�WKH�
REMHFWLYH�SXUVXHG��7DEOH����� ,Q�JHQHUDO�� LQIRUPDO��DQG�FRQVXPHU�IULHQGO\�VW\OHV�DUH�XVHG��ZKLFK�UHVRUW�
to codes of allurement frequently supported by rhetorical instruments and formats that enhance the 

HPRWLRQDO�FRQQHFWLRQ�EHWZHHQ�EUDQG�DQG�XVHU��7KLV�LV�WKH�UHDVRQ�IRU�WKH�VXFFHVV�RI�VWRU\WHOOLQJ��%&��
BC3, BC7-BC11, BC14-BC15, BC18-BC20, BC22-BC23), which creates a tone that is close to the audience 

�6iQFKH]�&REDUUR���������DQG�RI�DQDORJ\� �%&��%&���%&���%&��%&����%&����%&���%&����%&���%&�����
ZKLFK�IDFLOLWDWHV�LQVWUXPHQWV�RI�LGHQWLÀFDWLRQ�DQG�HPSDWK\��7KH�VWRU\WHOOLQJ�PRVW�H[WHQVLYHO\�GHYHORSHG�
LV�WKDW�RI�DXGLR�YLVXDO�ÀFWLRQ��%&���%&���%&���%&����%&���%&����%&�����OLWHUDU\�FRQWHQW��%&�����KLVWRULFDO�
re-enactments (BC7, BC22), and proposals linked to art (BC18, BC20). The presence of celebrities is also 

D�KLJKO\�UHFXUUHQW�IRUPDW�LQ�WKH�EUDQGHG�FRQWHQW�DQDO\VHG��%&���%&��%&����%&����%&����%&����%&���
%&�����SUREDEO\�EHFDXVH�LW�SURYLGHV�VRPH�HPRWLRQDO�VDWLVIDFWLRQ�WR�WKH�DXGLHQFH��&KRL���������DOWKRXJK�
WKH�TXDOLW\�RI�WKH�FRQWHQW�LQ�WKHVH�FDVHV�LV�PRUH�YDOXHG��%H]EDUXDK�DQG�7ULYHGL���������:KLOH�KXPRXU�
LV�D�ZD\�RI�FRQQHFWLQJ�ZLWK�WKH�DXGLHQFH�E\�IDFLOLWDWLQJ�D�SRVLWLYH��LQIRUPDO�WRQH��$UUR\R�$OPDUD]�DQG�
'tD]�0ROLQD��������0DUWtQ�4XHYHGR��)HUQiQGH]�*yPH]�DQG�6HJDGR�%RM���������LW�LV�QRW�WKH�PRVW�ZLGHO\�
XVHG�DVSHFW� LQ�WKH�VDPSOH�VWXGLHG��EXW�ZKHQ� LW�DSSHDUV�� LW�DOORZV�XV�WR� LGHQWLI\�DQ�HQWHUWDLQLQJ�WRQH�
�%&���%&����%&����%&�����ZKLFK�LV�VRPHWLPHV�FUD]\�RU�ULVN\��%&���%&����

���'LVFXVVLRQ�DQG�FRQFOXVLRQV

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

KDYH�UHPDLQHG�QHDUO\�XQFKDQJHG�LQ�UHFHQW�\HDUV��&RQVHTXHQWO\��WKLV�DOORZV�XV�WR�SURSRVH�D�PRGHO�WKDW�
GHÀQHV�WKH�PRVW�FKDUDFWHULVWLF�FUHDWLYH�SDWWHUQ�LQ�WKLV�W\SH�RI�VWUDWHJ\��7KH�GHVLJQ�RI�WKH�PRGHO�LV�EDVHG�
RQ�D�VXPPDU\�WKDW�SURYLGHV�DQVZHUV�WR�WKH�GLYHUVH�UHVHDUFK�TXHVWLRQV�WKDW�KDYH�JXLGHG�WKLV�ZRUN��ZKLFK�
DUH�WKH�IROORZLQJ�

���7KH�FRPPXQLFDWLYH�REMHFWLYHV�WKDW�JXLGH�WKLV�FRQWHQW�DUH�FRQQHFWHG�WR�WKH�DIIHFWLYH�FRPSRQHQW�RI�
the attitude, as they aim to move the audience emotionally to empathise with them. However, in nearly 

KDOI�WKH�FDVHV��%&���%&��%&����%&����%&���%&����%&�����WKLV�DIIHFWLYH�JRDO�KDV�D�EHKDYLRXUDO�SXUSRVH�
DQG�RU�FRJQLWLYH�VXSSRUW�

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

DQG�RU�HGXFDWLRQDO��DZDUHQHVV�UDLVLQJ��RYHUWRQHV��7KLV�W\SH�RI�FRQWHQW�XVXDOO\�KDV�D�SULPDULO\�HPRWLRQDO�
DWWUDFWLRQ��VRPHWLPHV�XQGHUSLQQHG�E\�H[SHULHQWLDO�DQG�RU�IXQFWLRQDO�DVSHFWV�

���1RQH�RI�WKH�SLHFHV�IRFXVHV�RQ�SXUHO\�HPRWLRQDO��FXOWXUDO�RU�V\PEROLF�LQVLJKWV��7KH�SUHIHUUHG�LQVLJKWV�
DUH�FXOWXUDO�DQG�HPRWLRQDO��DOWKRXJK�ZKHQ�WKH�FRQWHQW�LV�DLPHG�DW�D�YHU\�VSHFLÀF�DXGLHQFH��D�GHHS�
DQG�SHUVRQDO�FRQQHFWLRQ�ZLWK�WKH�EUDQG�WKDW�RIIHUV�D�V\PEROLF�LQVLJKW�LV�RIWHQ�SULRULWLVHG��7KHVH�LQVLJKWV�
XVXDOO\�IRUPXODWH�SURPLVHV�LQ�WKH�IRUP�RI�FRQVXPHU�EHQHÀWV�VXSSRUWHG�E\�HPRWLRQDO�DUJXPHQWV�FDSDEOH�
RI�RYHUVKDGRZLQJ�DQ\�FRPSOHPHQWDU\�UDWLRQDO�MXVWLÀFDWLRQ��7KH�WRQH�RI�WKLV�W\SH�RI�FRQWHQW�LV�ZLGHO\�
GLYHUVH�DQG�GHSHQGV�RQ�WKH�REMHFWLYHV�RI�WKH�PHVVDJH��EXW�LW�XVXDOO\�VHHNV�FORVHQHVV�DQG�HPSDWK\�ZLWK�
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WKH�DXGLHQFH��RIWHQ�XVLQJ�QDUUDWLYH�IRUPDWV��VWRU\WHOOLQJ���DQDORJLHV��FHOHEULWLHV��DQG�KXPRXU�WR�D�OHVVHU�
H[WHQW�

���7KH�SUHIHUUHG�FRQFHSWV�IRU�FRQYH\LQJ�SURPLVHV�DUH�WKRVH�WKDW�DUH�LQGLUHFW�DQG�FRQQRWDWLYH��ZKLFK�
VXJJHVW�WKH�SURPLVH�E\�WU\LQJ�WR�EULQJ�RXW�D�IHHOLQJ� LQ�WKH�DXGLHQFH��7KHVH�FRQFHSWV�XVXDOO\�VXSSRUW�
WKH�H[SUHVVLRQ�RI�WKH�SURPLVH�ZLWK�FOXHV�WKDW�DOORZ�IRU�LWV�GHGXFWLRQ��LQGLUHFW�LQIHUUHG�FRQFHSWV���'LUHFW�
FRQFHSWV�DUH�UDUH��:KHQ�WKH\�DSSHDU��WKH\�GR�VR�DW�VSHFLÀF�SRLQWV�LQ�WKH�FRQWHQW��FODULI\LQJ�DVSHFWV�
RI� WKH�PHVVDJH��EXW�ZLWKRXW�EUHDNLQJ� WKH�PDJLF�RI� LQGLUHFW�FRQFHSWV� LQ�RUGHU� WR� LQYROYH� WKH� WDUJHW�
DXGLHQFH�LQ�XQGHUVWDQGLQJ�WKH�PHVVDJH�

)LJXUH� �� UHSUHVHQWV� YLVXDOO\� WKH�EHQFKPDUN�FUHDWLYH�PRGHO� RI�EUDQGHG�FRQWHQW��ZKLFK� LQFOXGHV� WKH�
DWWULEXWHV�WKDW�KDYH�FKDUDFWHULVHG�WKHVH�LWHPV�DQG�KDYH�UHPDLQHG�VWDEOH�LQ�WKH�ODVW�VL[�DQQXDO�HGLWLRQV�
RI�WKH�´(O�6ROµ�)HVWLYDO�

)LJXUH����&UHDWLYH�SDWWHUQ�RI�VXFFHVVIXO�EUDQGHG�FRQWHQW

Source: Prepared by the authors

7KH�UHVXOWV�RI�WKLV�VWXG\�LQGLFDWH�WKDW�FUHDWLYH�EUDQGHG�FRQWHQW�VWUDWHJLHV�RIIHU�HQWHUWDLQPHQW�FRQWHQW�
ZLWK�D�SULPDULO\�HPRWLRQDO�DWWUDFWLRQ��WRJHWKHU�ZLWK�H[SHULHQWLDO�DQG�RU�IXQFWLRQDO�RYHUWRQHV��7KLV�ÀQGLQJ�
LV�LQ�VWDUN�FRQWUDVW�ERWK�WR�WKH�VWUDWHJLHV�RI�PDQ\�EUDQGV�RQ�VRFLDO�QHWZRUNV��ZKLFK�DUH�FRPPLWWHG�WR�
D�JUHDWHU�XVH�RI�IXQFWLRQDO�FRQWHQW�GHVSLWH�WKH�H[SHULHQWLDO�DQG�SDUWLFLSDWRU\�QDWXUH�RI�VRFLDO�PHGLD�
�$VKOH\�DQG�7XWHQ���������DV�ZHOO�DV�WR�WKH�SUHIHUHQFHV�RI�VRPH�DXGLHQFHV��JHQHUDWLRQ�=���ZKRVH�DWWLWXGH�
WRZDUG�EUDQGV�LV�PRUH�LQÁXHQFHG�E\�KLJK�TXDOLW\�LQIRUPDWLYH�FRQWHQW��%H]EDUXDK�DQG�7ULYHGL���������

7KH�PHWLFXORXV�FRQWHQW�RI�PDQ\�RI�WKH�SURSRVDOV�DQDO\VHG�FRQÀUPV�WKH�JURZLQJ�FRQFHUQ�IRU�TXDOLW\�
LQ�ÀOP�VW\OH�EUDQGHG�FRQWHQW��ZKLFK�LQFOXGHV�WKH�SDUWLFLSDWLRQ�RI�UHQRZQHG�DFWRUV�DQG�GLUHFWRUV�IURP�
WKH�ÀOP�LQGXVWU\�LQ�LWV�SURGXFWLRQ��0XOOHU���������6SHFLÀFDOO\��WKH�GHWDLO�LQYROYHG�LQ�WKH�GHYHORSPHQW�RI�
WKLV�W\SH�RI�FRQWHQW��DORQJ�ZLWK�LWV�FRPSOH[LW\��DUH�WKH�IDFWRUV�WKDW�DUH�GULYLQJ�WKH�DGYHUWLVLQJ�VHFWRU�WR�
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GHPDQG�K\EULG��FUHDWLYH�SURIHVVLRQDOV�ZLWK� VNLOOV�DQG�NQRZOHGJH� WKDW�DUH�FRQVWDQWO\�EHLQJ�XSGDWHG�
�/ORUHQWH�%DUURVR��9LxDUiV�$EDG�DQG�0DUXJiQ�6ROtV��������

,Q�JHQHUDO�� WKH�TXDOLW\�RI�EUDQGHG�FRQWHQW�KDV�D�SRVLWLYH� LPSDFW�RQ� LWV�HIIHFWLYHQHVV� �6FLDUULQR�DQG�
3UXGHQWH���������DOWKRXJK�WKH�WUXH�VXFFHVV�RI�VXFK�FRQWHQW�OLHV�LQ�LWV�DELOLW\�WR�JHQHUDWH�DQ�HPRWLRQDO�
FRQQHFWLRQ�ZLWK� WKH�DXGLHQFH� �$EERW� HW� DO�� ������$UUR\R�$OPDUD]�DQG�'tD]�0ROLQD�� ������ )RUPRVR�
%DUUR�� 6DQMXiQ�3pUH]� DQG� 0DUWtQH]�&RVWD�� ������ /HH�� +RVDQDJDU� DQG� 1DLU�� ������ 0DUWtQ�4XHYHGR��
)HUQiQGH]�*yPH]�DQG�6HJDGR�%RM��������6FLDUULQR�DQG�3UXGHQWH��������3DQDUHVH�DQG�6XiUH]�9LOOHJDV��
�������%UDQGHG�FRQWHQW�UHLQIRUFHV�HPRWLRQDO�VROLGDULW\�DQG�WKH�EUDQG�FRQVXPHU�UHODWLRQVKLS��RIIHULQJ�
WKH�FRQVXPHU�SOHDVXUDEOH��HPRWLRQDO�VDWLVIDFWLRQ�ZKHQ�LQWHUDFWLQJ�ZLWK�VXFK�FRQWHQW��&KRL���������7R�
DFKLHYH� WKLV�ERQG��FRQWHQW�PXVW� UHVSRQG� WR� WKH� VWURQJ�GHPDQG� IRU� LQWHUDFWLYLW\�DQG�D�KLJK� OHYHO�RI�
FUHDWLYLW\��/ORUHQWH�%DUURVR��*DUFtD�*XDUGLD�DQG�.RORWRXFKNLQD��������ZKLFK��DV�WKLV�ZRUN�KDV�SURYHQ��
UHOLHV�RQ�QDUUDWLYH�IRUPDWV�DQG�UKHWRULFDO�UHVRXUFHV��/ORUHQWH�%DUURVR��������VXFK�DV�DQDORJ\��LQ�RUGHU�WR�
JDLQ�HPSDWK\�ZLWK�WKH�DXGLHQFH�

(YHQ� WKRXJK� WKLV� UHVHDUFK� FRQWULEXWHV� WR� D� EHWWHU� XQGHUVWDQGLQJ� RI� EUDQGHG� FRQWHQW�� RIIHULQJ� D�
FRQFHSWXDO�PRGHO� WKDW� GHÀQHV� LWV�PRVW� QRWDEOH� FUHDWLYH�TXDOLWLHV�� LW� KDV� VRPH� OLPLWDWLRQV� WKDW�PXVW�
EH�DFNQRZOHGJHG��)RU�H[DPSOH��WKLV�SDSHU�GRHV�QRW�DGGUHVV�GHRQWRORJLFDO�TXHVWLRQV�DERXW�EUDQGHG�
FRQWHQW�RU�QDWLYH�DGYHUWLVLQJ��$WDO��������'DXQ�DQG�6FKlIHU���������QRU�GRHV�LW�DQDO\VH�XVHU�LQYROYHPHQW�
LQ� WKH�JHQHUDWLRQ�RI�FRQWHQW� OLQNHG� WR� WKH�FRQVWUXFWLRQ�RI�PHPHWLF�EUDQGV� �&DOLDQGUR�DQG�$QVHOPL��
�������QRU� WKH�FUHDWLRQ�RI�QDUUDWLYHV� IURP�EUDQG�XVHU� LQWHUDFWLRQ� �:DTDV��+DP]DK�DQG�0RKG�6DOOHK��
�������DOO�RI�ZKLFK�RFFXU� LQ�D�SURFHVV�RI�FRQVWDQW� UHGHÀQLWLRQ�RI� WKRVH�EUDQGV� LQ�D�FRQWH[W�RI�RSHQ�
collaboration (Verwey, 2015).

���6SHFLÀF�FRQWULEXWLRQV

Contributions 3HUVRQV�LQ�FKDUJH

&RQFHSWLRQ�RI�WKH�ZRUN�DQG�GHVLJQ
&DUPHQ� /ORUHQWH�%DUURVR�� ,YRQH� )HUUHLUD� DQG� &ULVWyEDO�
)HUQiQGH]�0XxR]�

Documentary research &DUPHQ�/ORUHQWH�%DUURVR�DQG�,YRQH�)HUUHLUD�

Data collection
&DUPHQ� /ORUHQWH�%DUURVR�� ,YRQH� )HUUHLUD� DQG� &ULVWyEDO�
)HUQiQGH]�0XxR]�

Analysis and critical interpretation of the 

data

&DUPHQ� /ORUHQWH�%DUURVR�� ,YRQH� )HUUHLUD� DQG� &ULVWyEDO�
)HUQiQGH]�0XxR]�

Review and approval of the versions
&DUPHQ� /ORUHQWH�%DUURVR�� ,YRQH� )HUUHLUD� DQG� &ULVWyEDO�
)HUQiQGH]�0XxR]�

 

���$FNQRZOHGJHPHQW

7KLV�VWXG\�KDV�EHHQ�ÀQDQFHG�ZLWK�3RUWXJXHVH�1DWLRQDO�)XQGV�WKURXJK�WKH�RUJDQLVDWLRQ�NQRZQ�DV�)&7�
�)RXQGDWLRQ�IRU�6FLHQFH�DQG�7HFKQRORJ\���DV�SDUW�RI�WKH�SURMHFW�GHVLJQDWHG�DV�5HI���8,'%������������

7KH�WUDQVODWLRQ�RI�WKLV�DUWLFOH�ZDV�FDUULHG�RXW�E\�&KDUOHV�(GPRQG�$UWKXU��ZKR�LV�FHUWLÀHG�LQ�WKLV�W\SH�RI�
ZRUN��DQG�WR�ZKRP�ZH�ZLVK�WR�VKRZ�RXU�JUDWLWXGH�IRU�WKH�DWWHQWLRQ�WR�GHWDLO�KH�KDV�SODFHG�LQ�WKLV�ZRUN�
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%UDQGHG�FRQWHQW�DQG�OX[XU\�IDVKLRQ��DQDO\VLV�RI�DXGLR�YLVXDO�FRQWHQW�RQ�<RX7XEH�
�����������

Branded content y moda de lujo: análisis de los contenidos audiovisuales en YouTube 
(2008-2019)

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

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 
PDUFDV�GH�PRGD�GH�OXMR�HQ�<RX7XEH�H�LGHQWLÀ�FDU�
los principales formatos. Los resultados aportan 
XQD� FODVLÀ�FDFLyQ� GH� ORV� SULQFLSDOHV� IRUPDWRV�
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

$EVWUDFW
Social networks and the democratisation 

of fashion have had an impact on the 

FRPPXQLFDWLRQ� VWUDWHJLHV� GHSOR\HG� E\� WKH�
OX[XU\�VHFWRU��7KLV�DUWLFOH�SHUIRUPV�D�GHVFULSWLYH�
analysis by way of a content analysis of all 

the videos hosted —4079— on the YouTube 

FKDQQHOV�RI� WKH����PDLQ� OX[XU\� IDVKLRQ�EUDQGV��
The aim is to comprehend the evolution of the 

DXGLR�YLVXDO�FRQWHQW�RI�WKH�PDLQ�OX[XU\�IDVKLRQ�
brands on YouTube and to identify the main 

IRUPDWV��7KH�UHVXOWV�SURYLGH�D�FODVVLÀ�FDWLRQ�RI�WKH�
PDLQ�IRUPDWV�XVHG�E\�WKH� OX[XU\�VHFWRU��DV�ZHOO�
as their capacity for interaction. The research 

FRQFOXGHV� WKDW� OX[XU\� IDVKLRQ� EUDQGV� GHSOR\�
more conventional formats than content 

VWUDWHJLHV� DVVRFLDWHG� ZLWK� EUDQGHG� FRQWHQW��
6LPLODUO\�� LW� FDQ� EH� VHHQ� WKDW� OX[XU\� IDVKLRQ�
EUDQGV�LQWHUDFW�ZLWK�WKHLU�WDUJHW�DXGLHQFH�RQO\�
PDUJLQDOO\��

.H\ZRUGV
%UDQGHG� FRQWHQW�� /X[XU\� IDVKLRQ�� <RX7XEH��
HQJDJHPHQW��FRQWHQW�DQDO\VLV

5DPRV�6HUUDQR��0���0DFtDV�0XxR]��*���\�5XHGD�7UHYLxR���������%UDQGHG�FRQWHQW�DQG�OX[XU\�IDVKLRQ��DQDO\VLV�RI�DXGLR�YLVXDO�FRQWHQW�RQ�
YouTube (2008-2019). Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 147-163.
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���,QWURGXFWLRQ

7KH�OX[XU\�IDVKLRQ�VHFWRU�KDV�XQGHUJRQH�D�SURIRXQG�UHQHZDO�LQ�WKH�ODVW����\HDUV�DV�D�UHVXOW�RI�JOREDOLVDWLRQ�
DQG� WHFKQRORJLFDO� WUDQVIRUPDWLRQ�� 6WUXFWXUDO� FKDQJHV� KDYH� FRLQFLGHG� ZLWK� RWKHU� PRUH� VRFLDO� DQG�
FXOWXUDO�FKDQJHV��VXFK�DV�WKH�GHPRFUDWLVDWLRQ�RI�IDVKLRQ�GXH�WR�WKH�VXFFHVV�RI�ORZ�FRVW�EUDQGV�DQG�WKH�
ELUWK�RI�WKH�FRQVXPHU�VW\OLVW�UROH��7XQJDWH���������7KLV�VHFWRU�KDV�DOVR�KDG�WR�DGDSW�WR�D�QHZ��\RXQJHU�
DQG�PRUH�GLVSHUVHG�SXEOLF��ZKLFK�DOUHDG\�DFFRXQWV�IRU�����RI�OX[XU\�VKRSSLQJ�VDOHV��3KLOOLSV���������

,Q� WKLV�FKDQJLQJ�FRQWH[W�� VRFLDO�PHGLD� LV�FRQVLGHUHG� WR�EH� WKH� LQQRYDWLRQ� WKDW�KDV� LPSDFWHG� OX[XU\�
IDVKLRQ�EUDQGV�WKH�PRVW��'XRQJ�DQG�6XQJ��������*RGH\��0DQWKLRX��3HGHU]ROL��5RNND��$LHOOR��'RQYLWR�
DQG�6LQJK��������.LP�DQG�.R���������:LWK������ELOOLRQ�XVHUV�LQ������ZRUOGZLGH��9RQ�$EUDPV���������VRFLDO�
QHWZRUNV�KDYH�EHFRPH�D�NH\�WRRO�LQ�DQ\�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ�VWUDWHJ\��HVSHFLDOO\�DIWHU�WKH�
SDQGHPLF��0DVRQ��1DUFXP�DQG�0DVRQ���������$PRQJ�WKH�PRVW�XVHG�VRFLDO�QHWZRUNV�LV�<RX7XEH��ZKLFK�
KDV� UHDFKHG���ELOOLRQ�XVHUV� LQ������DQG� LV� WKH�PRVW�XVHG�SODWIRUP�IRU�FRQVXPLQJ�DXGLRYLVXDO�FRQWHQW�
�7LPHOLJKW�1HWZRUNV���������6RFLDO�PHGLD�XVHUV�FRQVXPH�DOPRVW���KRXUV�RI�RQOLQH�YLGHR�SHU�ZHHN�DQG�
WKHLU�PDLQ�PRWLYDWLRQ�LV�HQWHUWDLQPHQW��7LPHOLJKW�1HWZRUNV���������,Q�DGGLWLRQ��<RX7XEH�KDV�EHFRPH�RQH�
RI�WKH�NH\�VRFLDO�QHWZRUNV�WR�FRQQHFW�ZLWK�WKH�\RXQJHU�JHQHUDWLRQ��'XIIHWW�������DQG�RYHU�D�ELOOLRQ�KRXUV�
RI�<7�YLGHRV�DUH�YLHZHG�HYHU\�GD\��SDUWLFXODUO\�DPRQJ�\RXQJ�FRQVXPHUV��<7�KDV�EHFRPH�D�PDVVLYH�
PDUNHWLQJ�FRPPXQLFDWLRQ�SODWIRUP��ZKLFK�VHUYHV�DV�D�PHGLXP�WR� WDUJHW� WKH� OXFUDWLYH�*HQHUDWLRQ�=�
FRKRUW��ÀUVW�ERUQ�LQ�WKH�ODWH�����V��

+RZHYHU��ERWK�WKH�VSHFLDOLVHG�SUHVV��$QMHOLF��������%ODQN��������DQG�WKH�DFDGHPLF�OLWHUDWXUH��2NRQNZR��
������.DSIHUHU��������DJUHH�WKDW�OX[XU\�IDVKLRQ�EUDQGV�KDYH�EHHQ�UHOXFWDQW�WR�HPEUDFH�VRFLDO�PHGLD��
7KH�PDLQ�UHDVRQ�LV�WKDW�GLJLWDO�WUDQVIRUPDWLRQ�LV�D�FKDOOHQJH�IRU�FRQWHPSRUDU\�OX[XU\��DV�LW�LQYROYHV�WKH�
FRPELQDWLRQ�RI�WZR�DQWLWKHWLFDO�FRQFHSWV��¶FRPPXQLFDWLRQ�LPSOLHV�FRQWDFW·�DQG�¶OX[XU\�LPSOLHV�GLVWDQFH·�
�6LFDUG������������� ,Q�RWKHU�ZRUGV��WKH�VSHFLDO�FKDUDFWHULVWLFV�RI�SURGXFWV� LQ�WKH�OX[XU\�VHFWRU�GHPDQG�
D�GLIIHUHQW�DSSURDFK�DW� WKH�FRPPXQLFDWLYH� OHYHO� �.DSIHUHU�DQG�%DVWLHQ���������+HQQLJV��:LHGPDQQ�
DQG�.ODPDQQ��������DJUHH�WKDW�WKH�RSHQ�DQG�GHPRFUDWLF�QDWXUH�RI�WKH�LQWHUQHW�PRYHV�DZD\�IURP�WKH�
H[FOXVLYLW\�RI�OX[XU\�EUDQGV��EXW�WKH\�ÀQDOO\�FRQFOXGH�WKDW�WKH�GLJLWDO�WUDQVIRUPDWLRQ�EHQHÀWV�WKH�VHFWRU��
DQG�ZDUQ�DERXW�WKH�QHJDWLYH�FRQVHTXHQFHV�RI�IDOOLQJ�EHKLQG��6LPLODUO\��.DSIHUHU��������UHFRJQLVHV�WKDW�
WKH� LQWHUQHW�DQG�VRFLDO�PHGLD�RIIHU� WKH�RSSRUWXQLW\� WR�FUHDWH�FRPPHUFLDO� V\QHUJLHV�EHWZHHQ�RQOLQH�
DQG�RIÁLQH��EXW��PRVW�LPSRUWDQWO\��WR�FUHDWH�EUDQGHG�FRQWHQW�WKDW�HIIHFWLYHO\�FRPPXQLFDWHV�LWV�YDOXHV��

�����'LJLWDO�FRPPXQLFDWLRQ�RI�OX[XU\�IDVKLRQ�EUDQGV

Historically, the dissemination of fashion and its communication, as well as access to this content, 

KDV� UHPDLQHG� VXEMHFW� WR� WKH�SRZHU�RI� WKH� ODUJH� WUDGLWLRQDO�PHGLD�³VXFK�DV� VSHFLDOLVHG�PDJD]LQHV�
RU�WHOHYLVLRQ³��ZKLFK�ZHUH�PRGHUDWLQJ�LQVWLWXWLRQV�IRU�WKH�GLVVHPLQDWLRQ�RI�WKHLU� LPDJHV��+RZHYHU��WKH�
LQWHUQHW� DQG� WKH� XVHUV�ZKR� FUHDWH� FRQWHQW� KDYH� SXW� DQ� HQG� WR� WKLV� GRPLQDWLRQ�� 7KH� OX[XU\� IDVKLRQ�
LQGXVWU\�KDV�EHHQ�IRUFHG�WR�HQJDJH�D�QHZ�JHQHUDWLRQ�RI�FRQVXPHUV�ZKR�DUH�FKDUDFWHULVHG�E\�WKHLU�
XVH�RI�GLJLWDO�PHGLD��)RU� LQVWDQFH�� IDVKLRQ�EORJJHUV�DQG�VRFLDO�PHGLD� LQÁXHQFHUV�KDYH�FKDQJHG�WKH�
communicative ecosystem of the fashion industry due to their prescriptive nature (Ramos-Serrano and 

-LPpQH]�0DUtQ�� ������� 7KHUH� LV� QR�GRXEW� WKDW� WKH�PDVV�PHGLD�FRQWLQXH� WR�EH�D� IDVW�DQG�SUHVWLJLRXV�
PHWKRG� RI� PDNLQJ� D� EUDQG� YLVLEOH� �'tD]�6RORDJD�� ������ ���������� KRZHYHU�� WKLV� FKDQJH� KDV� DOVR�
EHQHÀWHG�EUDQGV�E\�LQFUHDVLQJ�WKHLU�LQGHSHQGHQFH�IURP�WKHVH�WUDGLWLRQDO�PHGLD��DV�IDVKLRQ�FRPSDQLHV�
KDYH�FHDVHG�WR�GHSHQG�H[FOXVLYHO\�RQ�WKHP�DQG�KDYH�JDLQHG�DFFHVV�WR�WKHLU�RZQ�FRPPXQLFDWLRQ�
FKDQQHOV�WR�GLVVHPLQDWH�WKHLU�FRQWHQW��EHFRPLQJ�FRPPXQLFDWLYH�LQVWLWXWLRQV�WKHPVHOYHV��$FFRUGLQJ�WR�
5HHV�5REHUWV��������������´FRQWHPSRUDU\�EUDQGV�QR�ORQJHU�UHTXLUH�WKH�HGLWRULDO�ÀOWHU�RI�OHJDF\�PHGLD�
WR�FRPPXQLFDWH�ZLWK�FRQVXPHUVµ��5RFDPRUD��������HYHQ�VWDWHV�WKDW�VRFLDO�QHWZRUNV�DUH�FKDQJLQJ�WKH�
very business of fashion from production to communication. Collections are now conceived to be seen 

RQ�VRFLDO�PHGLD��DQG� IDVKLRQ�VKRZV�DQG�RWKHU�NH\�FRPPXQLFDWLRQ� WRROV�RI� WKH�VHFWRU�DUH�GHVLJQHG�
to be consumed on the internet. In this sense, YouTube is considered a key tool for communication in 

WKH�OX[XU\�VHFWRU�DV�LW�FDQ�KRVW�D�ZLGH�UDQJH�RI�DXGLRYLVXDO�FRQWHQW��WKH�PDLQ�REMHFWLYH�RI�ZKLFK�LV�WR�
connect with users (Hanke, 2015).

%XW��RQ�WKH�RWKHU�KDQG��WKH�UHDVRQV�IRU�IROORZLQJ�OX[XU\�IDVKLRQ�EUDQGV�RQ�VRFLDO�PHGLD�GLIIHU�IURP�RWKHU�
VHFWRUV�ZKHUH�GLVFRXQWV�DQG�VRFLDO�LQWHUDFWLRQ�DUH�LPSRUWDQW��,Q�FRQWUDVW��LQ�WKH�OX[XU\�VHFWRU��%D]L��)LOLHUL�
and Gordon (2020) have observed that the relevance of the content posted, entertainment, and 

DHVWKHWLFV��DPRQJ�RWKHUV��DUH�GHWHUPLQLQJ�IDFWRUV�IRU�FRQVXPHUV�WR�IROORZ�WKHLU�IDYRXULWH�EUDQGV��

�����%UDQGHG�FRQWHQW�DQG�OX[XU\�IDVKLRQ

%UDQGHG�FRQWHQW�FDQ�EH�GHÀQHG�DV�DQ\�RULJLQDO�FRQWHQW��UHJDUGOHVV�RI�LWV�IRUPDW��FUHDWHG�E\�WKH�EUDQG�
ZLWK�D�VWUDWHJLF� LQWHQWLRQ��&DVWHOOy�0DUWtQH]�DQG�'HO�3LQR�5RPHUR���������7KXV��EUDQGHG�FRQWHQW�FDQ�
EH� LQIRUPDWLYH� RU� HQWHUWDLQLQJ��ZKHUH� DXGLRYLVXDO� IRUPDWV� VWDQG� RXW��0RUHRYHU�� LW� LV� D� FRQVROLGDWHG�
FRPPXQLFDWLRQ� WUHQG�� ZKLFK� KDV� KDG� D� VSHFLÀF� FDWHJRU\� DW� WKH� &DQQHV� ,QWHUQDWLRQDO� )HVWLYDO� RI�
&UHDWLYLW\�VLQFH�������6iQFKH]�&REDUUR��������



149

,QGHSHQGHQFH�IURP�VSHFLDOLVHG�PHGLD�KDV�DOORZHG�IDVKLRQ�EUDQGV�WR�EH�DFWLYH�DJHQWV�LQ�WKH�JHQHUDWLRQ�
RI�HQWHUWDLQPHQW�FRQWHQW�ZKHUH�YLGHRV�DUH�WKH�PDLQ�IHDWXUH��.LP�DQG�.R��������5HHV�5REHUWV�������
ZLWK� DGPLUDEOH� DHVWKHWLF� YDOXH� DQG� LQQRYDWLYH� \HW� WUDGLWLRQDO� EXVLQHVV� PDQDJHPHQW�� 7KH� EUDQGV�
FRQVWDQWO\� VWUXJJOH� WR� VHFXUH�SURÀWV�E\�SURYLGLQJ�QRYHO�YDOXH� WR�FXVWRPHUV� WKURXJK�TXDOLW\�SURGXFWV�
DQG�VHUYLFHV��FXVWRPHU�PDQDJHPHQW��UHWDLO�VWUDWHJLHV��DQG�LQQRYDWLYH�PDUNHWLQJ�PL[HV��+RZHYHU��WKH�
UHFHQW�HQWU\�RI�QXPHURXV�IDVKLRQ�EUDQGV�LQ�WKH�OX[XU\�PDUNHW�FRXSOHG�ZLWK�GHFUHDVHG�VDOHV�UHODWHG�WR�
HFRQRPLF�GRZQWXUQV�KDYH�OHG�WR�QHZ�FKDOOHQJHV�IRU�OX[XU\�ÀUPV��%HFDXVH�WKH�OX[XU\�IDVKLRQ�EXVLQHVV�LV�
FRQVLGHUHG�KLJK�YDOXH�DGGHG�ZLWK�JXDUDQWHHG�KLJK�SURÀW�PDUJLQV�DQG�VHFXUH�UHJXODU�FXVWRPHUV��WKH�
ORZHU�VHFWRUV�KDYH�EHJXQ�WR�KHDW�XS�WKH�FRPSHWLWLRQ��7R�VXUYLYH�WKH�UHFHQW�XQIRUHVHHQ�FKDOOHQJHV�RI�
KHDWHG�FRPSHWLWLRQ�� WKH\�KDYH�WXUQHG�WRZDUG�PDUNHWLQJ�FRPPXQLFDWLRQ�XVLQJ�VRFLDO�PHGLD��6RFLDO�
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 

H[SDQGHG�WR�DOPRVW�HYHU\�OX[XU\�IDVKLRQ�EUDQG�DQG�EHHQ�HYDOXDWHG�DV�EXVLQHVV�WDNHRII�WRROV��:LWK�WKH�
LQFUHDVHG�XVH�RI�VRFLDO�PHGLD�DV�D�PHDQV�RI�PDUNHWLQJ�FRPPXQLFDWLRQ�IRU�OX[XU\�EUDQGV��LW�KDV�EHFRPH�
QHFHVVDU\�WR�HPSLULFDOO\�DQDO\]H�WKH�HIIHFW�RI�VRFLDO�PHGLD�PDUNHWLQJ��600��7KH�ZRUN�RI�.LP�DQG�.R�
��������SLRQHHUV� LQ�WKH�VWXG\�RI� OX[XU\�IDVKLRQ�EUDQGV�DQG�VRFLDO�PHGLD��GHWHFWHG�WKDW�HQWHUWDLQPHQW�
ZDV�RQH�RI�WKH�NH\�IDFWRUV�LQ�LPSURYLQJ�WKH�UHODWLRQVKLS�ZLWK�FRQVXPHUV��)RU�WKLV�UHDVRQ��WKH�OX[XU\�IDVKLRQ�
LQGXVWU\�EHJDQ�WR�LQQRYDWH�LWV�FRQWHQW�ZLWK�WKH�FUHDWLRQ�RI�IDVKLRQ�ÀOPV�(Ramos-Serrano and Pineda, 

������'HO�3LQR�5RPHUR�DQG�&DVWHOOy�0DUWtQH]��������'tD]�6RORDJD�DQG�*XHUUHUR���������

7KH�WHUP�¶IDVKLRQ�ÀOP·�UHIHUV�WR�D�W\SH�RI�DXGLRYLVXDO�SURGXFWLRQV�WKDW�KDV�LWV�RZQ�FKDUDFWHULVWLFV��2QH�
RI�WKH�PRVW�XSGDWHG�DQG�FRPSOHWH�GHÀQLWLRQV�LV�WKH�RQH�RIIHUHG�E\�WKH�DXWKRUV�'HO�3LQR�5RPHUR�DQG�
&DVWHOOy�0DUWtQH]��

)DVKLRQ�ÀOPV�FDQ�EH�GHÀQHG�DV�DXGLRYLVXDO�SURGXFWLRQV�LQ�WKH�IRUP�RI�VKRUW�ÀOPV��LQ�WKH�VHUYLFH�
RI� D� EUDQG�� FKDUDFWHULVHG� E\� D� FRPPXQLFDWLYH� VW\OH� LQ� ZKLFK� WKH� EHDXW\� DQG� H[WUHPHO\�
FDUHIXO�DHVWKHWLFV�RI�WKH�PHVVDJH�³LQKHULWHG�IURP�IDVKLRQ�SKRWRJUDSK\³�SUHGRPLQDWH�RYHU�
WKH�SURGXFW�DQG�RU�WKH�EUDQG�LWVHOI�������������

7KHUH� LV� JHQHUDO� DJUHHPHQW� RQ� WKH� LPSRUWDQFH� WKDW� WKH� LQWHUQHW� KDV� KDG� LQ� WKH�GHYHORSPHQW� DQG�
SURJUHVV�RI�IDVKLRQ�ÀOPV�DV�WKHLU�PDLQ�FKDQQHO�RI�GLVVHPLQDWLRQ��5DPRV�DQG�3LQHGD��������������DV�ZHOO�
DV�LQ�LWV�LQWHQWLRQ�WR�HQWHUWDLQ�LQ�RUGHU�WR�DWWUDFW�WKH�DXGLHQFH�WKURXJK�D�QRQ�LQWUXVLYH�DQG�SDUWLFLSDWRU\�
H[SHULHQFH��

+RZHYHU��WKH�LPSDFW�RI�VRFLDO�PHGLD�KDV�GLYHUVLÀHG�WKH�FRQWHQW�FUHDWHG�E\�IDVKLRQ�EUDQGV��,Q�WKLV�VHQVH��
5HHV�5REHUWV��������VWDWHV�WKDW�IDVKLRQ�ÀOPV�DUH�PRYLQJ�WRZDUGV�QHZ�QDUUDWLYHV�DQG�YLVXDO�VW\OHV�DV�D�
FRQVHTXHQFH�RI�WKH�LQÁXHQFH�RI�VRFLDO�QHWZRUNV�VXFK�DV�,QVWDJUDP�RU�7LN7RN��EXW�DOVR�EHFDXVH�RI�WKH�
QHZ�IRUPDWV�XVHG�E\�LQÁXHQFHUV��VXFK�DV�WXWRULDOV�RU�KDXOV��,Q�JHQHUDO��LW�FDQ�EH�VDLG�WKDW�VRFLDO�PHGLD�
have accelerated the pace of content creation, and the sector is now forced to update its channels on 

D�GDLO\�EDVLV��&DPSDLJQV�DUH�QRZ�H[WHQGHG�LQ�WLPH��DQG�FRQWHQW�LV�IUDJPHQWHG�LQWR�VPDOO�SLHFHV�WR�JHW�
WKH�DWWHQWLRQ�RI�LQÁXHQFHUV��6HJDUUD�6DDYHGUD�DQG�+LGDOJR�0DUt���������ZKR�KDYH�EHFRPH�D�NH\�SDUW�
RI�FRPPXQLFDWLRQ�LQ�WKH�OX[XU\�VHFWRU��+RZHYHU��WKH�UHDOLW\�LV�WKDW�WKH�LQGXVWU\�KDV�LQWHJUDWHG�WKHP�LQWR�
WKH�V\VWHP�DQG�LQYROYHV�WKHP�LQ�WKH�GLVWULEXWLRQ�RI�LWV�FRQWHQW��SUHWHQGLQJ�WKDW�WKH\�KDYH�VRPH�FRQWURO�
over it (Rees-Robert, 2020: 412). 

+HLQH� DQG� %HUJKDXV� ������� UHSRUW� WKDW�PRVW� IDVKLRQ� EUDQGV� XVH� VRFLDO� PHGLD� LQ� D� WUDGLWLRQDO� ZD\��
1HYHUWKHOHVV��WKH\�KLJKOLJKW�WKH�LPSRUWDQFH�RI�XVLQJ�EUDQG�VWRU\WHOOLQJ�DQG�LQWHJUDWLQJ�GLJLWDO�FKDQQHOV�
LQWR�WKHLU�RYHUDOO�PDUNHWLQJ�VWUDWHJ\��7KH�ZRUN�RI�3pUH]�&XULHO�DQG�6DQ]�0DUFRV��������DOVR�GHPRQVWUDWHV�
WKH�XQLGLUHFWLRQDO�XVH�RI�*XFFL·V�FRPPXQLFDWLRQ�VWUDWHJ\�RQ�,QVWDJUDP��7KH�FRQWHQW�SRVWHG�ZDV�PRVWO\�
IRFXVHG�RQ�WKH�EUDQG·V�SURGXFWV�DQG�DGYHUWLVLQJ�FDPSDLJQV��%HVLGHV�� WKH�EUDQG·V� ODFN�RI� LQWHUHVW� LQ�
HQJDJLQJ�LQ�GLDORJXH�ZLWK�IROORZHUV�ZDV�FRQÀUPHG��ZKLFK�GHPRQVWUDWHV�́ WKH�SRWHQWLDO�RI�WKH�FRPSDQ\�
LQ�LWV�UROH�DV�DQ�LQÁXHQFHU��ZLWKRXW�WKH�QHHG�IRU�WKH�GHFLVLYH�SUHVHQFH�RI�H[WHUQDO�DJHQWV�WR�FRQWURO�WKH�
FRPPXQLFDWLRQ��PDUNHWLQJ�DQG�VDOHV�SURFHVVHVµ��3pUH]�&XULHO�DQG�6DQ]�0DUFRV�������������

'HVSLWH�WKH�IDFW�WKDW�DXGLRYLVXDO�FRQWHQW�LV�D�VWUDWHJLF�HOHPHQW�IRU�WKH�FRPPXQLFDWLRQ�RI�IDVKLRQ�EUDQGV�
�1J�������PDNLQJ�LW�WKH�ZRUOG·V�VHFRQG�ODUJHVW�OX[XU\�JRRGV�PDUNHW��0DQ\�OX[XU\�IDVKLRQ�EUDQGV��VXFK�DV�
/RXLV�9XLWWRQ��*XFFL��&KDQHO�DQG�&RDFK��DUH�PDNLQJ�KXJH�GLJLWDO�PDUNHWLQJ�HIIRUWV�LQ�&KLQD�WR�LQFUHDVH�
EUDQG�HTXLW\�DQG�VDOHV��7KLV�SDSHU�XVHV�&RDFK�DV�DQ�H[DPSOH�WR�H[SORUH�KRZ�OX[XU\�EUDQGV�XVH�VRFLDO�
PHGLD�WR�FRQQHFW�ZLWK�PLGGOH�FODVV�FXVWRPHUV�LQ�&KLQD��$IWHU�EULHÁ\�VXPPDUL]LQJ�WKH�GHYHORSPHQW�RI�
VRFLDO�PHGLD�SODWIRUPV�LQ�&KLQD��WKH�NH\�FRPSRQHQWV�RI�&RDFK·V�VRFLDO�PHGLD�PDUNHWLQJ�VWUDWHJ\�DUH�
KLJKOLJKWHG�DQG�DQDO\]HG��7KHQ�D�GLVFXVVLRQ�RI�:HLER�XVHUV·�UHVSRQVHV�WR�&RDFK·V�SRVWV�LV�SUHVHQWHG��7KH�
OHVVRQV�OHDUQHG�IURP�WKLV�VWXG\�ZLOO�KHOS�OX[XU\�EUDQG�PDUNHWHUV�WR�HQJDJH�LQ�VRFLDO�PHGLD�ZLWK�&KLQHVH�
XVHUV�DQG�LPSURYH�WKHLU�VRFLDO�PHGLD�VWUDWHJ\�LQ�&KLQD�µ�µDXWKRUµ�>^´GURSSLQJ�SDUWLFOHµ�µµ�µIDPLO\µ�µ1J
µ�µJLYHQµ�µ0DUNµ�µQRQ�GURSSLQJ�SDUWLFOHµ�µµ�µSDUVH�QDPHVµ�IDOVH�µVXIÀ[µ�µµ`@�µFRQWDLQHU�WLWOHµ�µ-RXUQDO�
RI� *OREDO� )DVKLRQ� 0DUNHWLQJµ�µLGµ�µ,7(0��µ�µLVVXHµ�µ�µ�µLVVXHGµ�^´GDWH�SDUWVµ�>>´����µ@@`�µSDJHµ�µ����
���µ�µWLWOHµ�µ6RFLDO�PHGLD�DQG� OX[XU\� IDVKLRQ�EUDQGV� LQ�&KLQD�� WKH�FDVH�RI�&RDFK�6RFLDO�PHGLD�DQG�
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OX[XU\�IDVKLRQ�EUDQGV�LQ�&KLQD��WKH�FDVH�RI�&RDFKµ�µW\SHµ�µDUWLFOH�MRXUQDOµ�µYROXPHµ�µ�µ`�µXULVµ�>´KWWS���
ZZZ�PHQGHOH\�FRP�GRFXPHQWV�"XXLG ��FI��EH���������F�DI����GH�HE�F��F�µ@`@�µPHQGHOH\µ�^´I
RUPDWWHG&LWDWLRQµ�µ�1J��������ZH�KDYH� IRXQG� IHZ� VWXGLHV� WKDW�DQDO\VH� WKH�FRQWHQW�RI� WKHVH�EUDQGV�
RQ�<RX7XEH��$ORQJ�WKHVH�OLQHV��+DQNH������������VWDWHV�LQ�KHU�VWXG\�WKDW�OX[XU\�EUDQGV�VXFK�DV�&KDQHO��
%XUEHUU\�RU�'LRU�DUH�XVLQJ�<RX7XEH�HIIHFWLYHO\�WR�DWWUDFW�WKHLU�WDUJHW�DXGLHQFH�DQG�UHLQIRUFH�WKHLU�EUDQG�
LGHQWLW\�E\�PHDQV�RI�HQWHUWDLQPHQW��6KH� LGHQWLÀHV�DQG�DQDO\VHV� WKUHH�FDWHJRULHV�RI�FRQWHQW�RQ�WKHLU�
<RX7XEH�FKDQQHOV��PXVLFDO�SHUIRUPDQFHV��KLVWRULFDO�QDUUDWLYHV��DQG�EHKLQG�WKH�VFHQHV�IRRWDJH��,Q�WKH�
ÀUVW�FDWHJRU\��VKH�KLJKOLJKWV�WKH�%XUEHUU\�$FRXVWLF�VHULHV��ZKLFK�KDV�EHHQ�VKRZFDVLQJ�%ULWLVK�DFRXVWLF�
artists since 2013 and as of April 2020 has 91 videos and more than 3 million views on its YouTube playlist, 

PDNLQJ�LW�E\�IDU�WKH�PRVW�YLHZHG�RQ�LWV�FKDQQHO��$V�DQ�H[DPSOH�RI�KLVWRULFDO�QDUUDWLYH��&KDQHO�LV�WKH�PRVW�
SDUDGLJPDWLF�FDVH�ZLWK�LWV�,QVLGH�&KDQHO�VHULHV��PDGH�XS�RI�D�VHW�RI�VKRUW�ÀOPV�WKDW�WHOO�GLIIHUHQW�DVSHFWV�
RI�WKH�KLVWRU\�RI�WKH�FRPSDQ\�DQG�LWV�IRXQGHU��*DEULHOOH�&KDQHO��2Q�WKH�RWKHU�KDQG��EHKLQG�WKH�VFHQHV�
FRQWHQW�LV�RQH�RI�WKH�PRVW�IUHTXHQW�FDWHJRULHV�RQ�OX[XU\�IDVKLRQ�EUDQGV·�<RX7XEH�FKDQQHOV��7KH\�XVXDOO\�
VKRZ�WKH�GHWDLOV�RI�KRZ�DGYHUWLVLQJ�FDPSDLJQV��IDVKLRQ�VKRZV�RU�WKH�GHVLJQ�RI�FROOHFWLRQV�ZHUH�PDGH��
WKH\�PD\�DOVR�LQFOXGH�PDNLQJ�RI�VFHQHV�RU�LQWHUYLHZV��

$QRWKHU�PRUH�UHFHQW�VWXG\��FDUULHG�RXW�LQ�WKH�SURIHVVLRQDO�ÀHOG��KDV�DQDO\VHG�WKH�SUHVHQFH�RI����OX[XU\�
EUDQGV�RQ�<RX7XEH��)DFHERRN�DQG�,QVWDJUDP��$OLIHULV���������7KH�UHVXOWV�UHYHDO�WKDW�WKH�EUDQGV�DQDO\VHG�
SRVW�DQ�DYHUDJH�RI���WLPHV�SHU�ZHHN�RQ�)DFHERRN�DQG�,QVWDJUDP��ZKLOH�RQ�<RX7XEH�WKH\�RQO\�SRVW�
RQFH� D�PRQWK�� 7KH�PRVW� XVHG� W\SHV� RI� YLGHRV� DUH� DGYHUWLVLQJ� VSRWV�� EHKLQG�WKH�EUDQG� YLGHRV� DQG�
HYHQWV�RU�IDVKLRQ�VKRZV��7KH�VWXG\�TXHVWLRQV�ZKHWKHU�EUDQGV�DUH�PLVVLQJ�D�FRPPXQLFDWLRQ�RSSRUWXQLW\�
YLD�<RX7XEH��DV�WKH�YLGHR�SODWIRUP�KDV�PRUH�YLHZV�WKDQ�)DFHERRN��+RZHYHU��WKLV�LV�QRW�UHÁHFWHG�LQ�WKH�
QXPEHU�RI�FKDQQHO�VXEVFULEHUV��)LQDOO\��LW�UHFRPPHQGV�OX[XU\�EUDQGV�WR�FUHDWH�PRUH�DXGLRYLVXDO�FRQWHQW�
and be more consistent in their YouTube posts. 

�����<RX7XEH�DQG�LWV�FRPPXQLFDWLYH�SRZHU

7KH� HYROXWLRQ� RI� WKLV� RQOLQH� YLGHR� SODWIRUP� KDV� EHHQ� OLQNHG� WR� WKH� HPHUJHQFH� DQG� VXEVHTXHQW�
SURIHVVLRQDOLVDWLRQ�RI�\RXWXEHUV��+RZHYHU��VLQFH�LWV�DFTXLVLWLRQ�E\�*RRJOH���������<RX7XEH�KDV�IRFXVHG�LWV�
EXVLQHVV�PRGHO�RQ�DGYHUWLVLQJ�DQG��LQ�WKLV�ZD\��PRQHWLVLQJ�WKH�DFWLYLW\�RI�LWV�XVHUV��'H�$JXLOHUD�0R\DQR��
&DVWUR�+LJXHUDV�DQG�3pUH]�5XIt���������7KLV�PRUH�FRPPHUFLDO�DSSURDFK�RI�WKH�SODWIRUP�KDV�SULRULWLVHG�
the channel over the individual video (Vonderau, 2016) and, therefore, the professional youtuber over 

the amateur. 

%XW�� LQ�DGGLWLRQ�WR� WKH�DGYHUWLVLQJ�SRVVLELOLWLHV�RI� WKLV�SODWIRUP��EUDQGV�FDQ�FUHDWH�WKHLU�RZQ�FKDQQHOV�
ZKHUH�WKH\�FRXOG�H[SHULPHQW�LQ�WKH�FUHDWLRQ�RI�DXGLRYLVXDO�FRQWHQW��$OWKRXJK�<RX7XEH·V�FKDUDFWHULVWLFV�
DUH�LGHDO�IRU�FUHDWLQJ�D�SURIHVVLRQDO�EUDQGHG�FRQWHQW�VWUDWHJ\��&DVWHOOy�0DUWtQH]��'HO�3LQR�5RPHUR�DQG�
Tur-Viñes, 2016), the reality is that brands tend to use the platform to post commercial content and even 

WHOHYLVLRQ� VSRWV� �&RVWD�6iQFKH]� DQG� 7~xH]�/ySH]�� ������ ������ &DVWHOOy�0DUWtQH]� DQG� %DUULOHUR�&DUSLR�
(2021) have shown that the most viewed videos on the channels of the main Spanish advertisers are TV 

FRPPHUFLDOV��ZKLFK�DUH�XSORDGHG�WR�WKH�SODWIRUP�WR�DGYHUWLVH�LQ�GLJLWDO�PHGLD��6LPLODUO\��LW�ZDV�IRXQG�
that the second most used format is informational branded content, and that most companies do not 

KDYH�D�SODQQHG�FRQWHQW�VWUDWHJ\��2Q�WKH�FRQWUDU\��:DQJ�DQG�&KDQ�2OPVWHG��������IRXQG�WKDW�D�JRRG�
use of the platform is indisputably related to a commitment on the part of the brand, which means 

KDYLQJ�D�VSHFLDOLVHG�WHDP�ZLWK�VXIÀFLHQW�ÀQDQFLDO� UHVRXUFHV�WR�GHVLJQ�VSHFLÀF�FRQWHQW�DFFRUGLQJ�WR�
LWV�NLQG�RI�SURGXFW��,Q�DGGLWLRQ��WKH�IUHTXHQF\�RI�SRVWV�LV�DOVR�UHODWHG�WR�D�SURIHVVLRQDO�FRQWHQW�VWUDWHJ\�
�$VKOH\�DQG�7XWHQ�������ZKLFK�FUHDWLYH�VWUDWHJLHV�DSSHDOV�DUH�EHLQJ�XVHG��DQG�KRZ�WKHVH�FKDQQHOV�
DQG�VWUDWHJLHV�UHODWH�WR�FRQVXPHU�HQJDJHPHQW�LQ�EUDQGHG�VRFLDO�PHGLD��3DVW�UHVHDUFK�KDV�VXJJHVWHG�
WKDW�EUDQGV�VKRXOG�IRFXV�RQ�PDLQWDLQLQJ�D�VRFLDO�SUHVHQFH�DFURVV�VRFLDO�FKDQQHOV�ZLWK�FRQWHQW�WKDW�LV�
IUHVK�DQG�IUHTXHQW�DQG�LQFOXGHV�LQFHQWLYHV�IRU�FRQVXPHU�SDUWLFLSDWLRQ��/LQJ�HW�DO���������ZKLFK�LV�LQ�OLQH�
ZLWK�WKH�VWXG\�E\�.KDQ�DQG�9RQJ���������ZKR�VKRZHG�WKDW�XVHUV�DUH�DOZD\V�ORRNLQJ�IRU�IUHVK�FRQWHQW�

���5HVHDUFK�REMHFWLYHV�DQG�PHWKRGRORJ\

5HVHDUFK�RQ�EUDQGHG�FRQWHQW�XVHG�E\� OX[XU\�IDVKLRQ�EUDQGV�KDV�IRFXVHG�RQ�WKH�XVH�RI�IDVKLRQ�ÀOPV�
DV�WKH�SUHGRPLQDQW�DXGLRYLVXDO�IRUPDW��+RZHYHU��FKDQJHV�LQ�WKH�OX[XU\�LQGXVWU\�DQG�WKH�ULVH�RI�VRFLDO�
PHGLD�UHTXLUH�D�PRUH�GHWDLOHG�DQDO\VLV�RI�FRQWHQW�VWUDWHJLHV�LQ�WKLV�VHFWRU��)RU�WKLV�UHDVRQ��WKH�JHQHUDO�
REMHFWLYH�RI�WKLV�UHVHDUFK�LV�WR�ÀQG�RXW�ZKDW�NLQG�RI�DXGLRYLVXDO�FRQWHQW�LV�XSORDGHG�E\�WKH�PDLQ�OX[XU\�
IDVKLRQ�EUDQGV�RQ�<RX7XEH�DQG�WKHLU�DELOLW\�WR�LQWHUDFW��%DVHG�RQ�WKLV�JHQHUDO�REMHFWLYH��WKH�IROORZLQJ�
UHVHDUFK�TXHVWLRQV�DUH�SURSRVHG��54��

54
1
��+RZ�KDV�WKH�XVH�RI�<RX7XEH�E\�OX[XU\�IDVKLRQ�EUDQGV�HYROYHG"

54
2
��:KLFK�DXGLRYLVXDO�IRUPDWV�GR�OX[XU\�IDVKLRQ�EUDQGV�XVH�RQ�<RX7XEH"

54
3
��:KLFK�DXGLRYLVXDO�IRUPDWV�JHQHUDWH�WKH�PRVW�YLHZHUV"
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54
4
��:KLFK�DXGLRYLVXDO�IRUPDWV�JHQHUDWH�WKH�PRVW�LQWHUDFWLRQ"

54
5
��:KLFK�DXGLRYLVXDO�IRUPDWV�JHQHUDWH�WKH�PRVW�HQJDJHPHQW"

54
6
��:KDW�NLQG�RI�FRQWHQW�VWUDWHJLHV�GR�EUDQGV�XVH��FRQYHQWLRQDO�RU�EUDQGHG�FRQWHQW"

,Q�RUGHU�WR�DQVZHU�WKH�UHVHDUFK�TXHVWLRQV��D�TXDQWLWDWLYH�PHWKRGRORJ\�KDV�EHHQ�IROORZHG��DSSO\LQJ�
the technique of content analysis to the videos uploaded on YouTube channels from their creation until 

'HFHPEHU������RI�D�UHSUHVHQWDWLYH�VHW�RI����OX[XU\�IDVKLRQ�EUDQGV��)RU�WKH�VHOHFWLRQ�RI�WKHVH�EUDQGV��ZH�
KDYH�FRQVLGHUHG�VHYHUDO�UDQNLQJV��*DUFtD��������&DUULyQ��������'HORLWWH��������ZLWK�WKH�DLP�RI�REWDLQLQJ�
D�JURXS�RI�FRPSDQLHV�WKDW�VWDQG�RXW�QRW�RQO\�IRU�WKHLU�ÀQDQFLDO�YDOXH�EXW�DOVR�IRU�RWKHU�PRUH�TXDOLWDWLYH�
DVSHFWV�� VXFK�DV� EUDQG� YDOXH�RU� WKHLU� GLJLWDOLVDWLRQ�� 7DEOH� �� VKRZV� WKH� VHOHFWHG�EUDQGV�� WKH� \HDU� RI�
creation of their channel and the number of videos analysed —4079 in total—. Data collection and 

FRGLQJ�ZDV�FDUULHG�RXW�GXULQJ�WKH�SHULRG�IURP���-XQH������WR����-DQXDU\�������XVLQJ�D�FRQWHQW�DQDO\VLV�
IRUP�GHVLJQHG�DG�KRF�EDVHG�RQ�5DPRV�6HUUDQR�DQG�+HUUHUR�'L]���������+DQNH��������DQG�$OLIHULV���������
It should be noted that all videos uploaded in the selected period were analysed. This data will allow us 

WR�HVWDEOLVK�D�WLPHOLQH�RI�WKH�VWUDWHJLF�XVH�WKDW�HDFK�RI�WKH�EUDQGV�KDV�PDGH�RI�WKHLU�<RX7XEH�FKDQQHO��

7DEOH����%UDQGV�DQDO\VHG��\HDU�RI�FUHDWLRQ�RI�WKH�FKDQQHO�DQG�QXPEHU�RI�YLGHRV

Brand <HDU�RI�FUHDWLRQ Number of videos

0LFKDHO�.RUV 2008 413

Gucci 2008 368

Burberry 2009 389

Fendi 2009 206

Tory Burch 2009 281

Chanel 2010 766

Christian Dior 2010 573

/RXLV�9XLWWRQ 2010 147

Prada 2010 370

6DOYDWRUH�)HUUDJDPR 2010 347

Hermes 2015 126

<YHV�6DLQW�/DXUHQW 2016 93

Total 4079

Source: own elaboration based on YouTube

7KXV��WKH�DQDO\VLV�IRUP�LV�GLYLGHG�LQWR�WZR�VHFWLRQV��2Q�WKH�RQH�KDQG��WKHUH�LV�D�WHFKQLFDO�IRUP�ZKHUH�WKH�
IROORZLQJ�GDWD�LV�FROOHFWHG������GDWH�RI�SRVWLQJ�RI�WKH�YLGHR������EUDQG������OHQJWK������WLWOH�RI�WKH�YLGHR��
(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 

DQG�FRPPHQWV�LQGLFDWH�WKH�LQWHUDFWLRQ�SRWHQWLDO�RI�WKH�YLGHRV��%DVHG�RQ�WKLV�GDWD��WKH�HQJDJHPHQW�
IRUPXOD�SURSRVHG�E\�/ySH]�1DYDUUHWH��&DEUHUD�0pQGH]��'tD]�6RPDYLOOD�DQG�&DOGXFK�/RVD��������KDV�
EHHQ�DSSOLHG��QRQ�YLUDO�LQWHUDFWLRQ��DSSODXVH���FRQYHUVDWLRQ����LPSDFWV��YLHZV��������

6HFRQGO\�� WKH�YLGHRV�ZHUH�FDWHJRULVHG�E\� IRUPDW�� 7KH� IRUPDWV� LGHQWLÀHG�DUH�� ����DGYHUWLVHPHQW�� ����
FRPSHWLWLRQ�FRQWHVW������GHWDLO������GRFXPHQWDU\������HGLWRULDO������LQWHUYLHZ������IDVKLRQ�ÀOP������IDVKLRQ�
VKRZ�� ���� PDNLQJ� RI�EHKLQG� WKH� VFHQHV�� ����� QHZV�UHSRUW�� ����� WUDLOHU�� ����� WXWRULDO�� ����� YLGHR� EORJ��
�����PXVLF�YLGHR��2Q�WKLV�PDWWHU�� LW� VKRXOG�EH�QRWHG�WKDW�<RX7XEH·V�RZQ�IRUPDWV�� VXFK�DV�YLGHREORJ��
XQER[LQJ��KDXO�� UHYLHZV�RU�FKDOOHQJHV��KDYH�EHHQ�FDWHJRULVHG� LQ�D�VLQJOH�IRUPDW�FDOOHG�´YLGHREORJµ�
LQ�RUGHU�WR�VLPSOLI\�WKHLU�FODVVLÀFDWLRQ��2QO\�WXWRULDOV��D�YHU\�SRSXODU�IRUPDW�RQ�WKLV�SODWIRUP��KDYH�EHHQ�
counted separately due to its importance. 
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2QFH�WKH�GLIIHUHQW�IRUPDWV�KDYH�EHHQ�LGHQWLÀHG��WKH\�KDYH�EHHQ�JURXSHG�LQWR�WZR�GLVWLQFW�FDWHJRULHV��
QDPHO\� WUDGLWLRQDO� IRUPDWV��PRUH� UHODWHG� WR�FRQYHQWLRQDO�DGYHUWLVLQJ�DQG� WKH�RQHV�FRPPRQO\�XVHG�
E\�OX[XU\�IDVKLRQ�EUDQGV��DQG�RQ�WKH�RWKHU�KDQG��EUDQGHG�FRQWHQW�IRUPDWV��ZKLFK�LQ�WXUQ�KDYH�EHHQ�
VXEGLYLGHG�LQWR�WZR�VXEFDWHJRULHV��HQWHUWDLQPHQW�EUDQGHG�FRQWHQW�DQG�LQIRUPDWLYH�EUDQGHG�FRQWHQW��
7KXV��EDVHG�RQ�WKH�GHÀQLWLRQ�RI�EUDQGHG�FRQWHQW�RIIHUHG�E\�&DVWHOOy�0DUWtQH]�DQG�'HO�3LQR�5RPHUR�
�������� DQG� WKH� FODVVLÀFDWLRQV� PDGH� E\� &DVWHOOy�0DUWtQH]� DQG� %DUULOHUR�&DUSLR� �������� %&0$� 6SDLQ�
��������7ROHGDQR�&XHUYDV�0RQV��6HOYD�5Xt]�DQG�'tD]�0DVD�*XWLpUUH]���������WKLV�JURXSLQJ�RI�WKH�IRUPDWV�
LGHQWLÀHG� LQ�WKH�VWXG\� LV�SURSRVHG�³VHH�7DEOH��³��$V�IRU�WKH�WUDGLWLRQDO�IRUPDWV��ZH�KDYH�WDNHQ� LQWR�
account not only advertisements but also fashion shows, details and fashion editorial, formats already 

XVHG� UHJXODUO\� E\� OX[XU\� IDVKLRQ� EUDQGV�� DQG� ZKLFK� WKH\� KDYH� VLPSO\� WUDQVIHUUHG� WR� <RX7XEH�� 7KLV�
JURXSLQJ�RI�WKH�LQGLYLGXDO�IRUPDWV�LQWR�ODUJHU�FRQWDLQHUV�DOORZV�XV�WR�FODULI\�ZKHWKHU�OX[XU\�IDVKLRQ�EUDQGV�
XVH�<RX7XEH�WR�VKDUH�WUDGLWLRQDO�FRQWHQW��RU�ZKHWKHU�WKH\�IROORZ�D�EUDQGHG�FRQWHQW�VWUDWHJ\�

7DEOH����3URSRVHG�FODVVLÀFDWLRQ�RI�IRUPDWV

7UDGLWLRQDO�FRQWHQW %UDQGHG�FRQWHQW� 7\SHV�RI�EUDQGHG�FRQWHQW

Advertisement 360º Entertainment

Detail Competition Entertainment

Fashion show Documentary Informative

Editorial Interview Informative

 )DVKLRQ�ÀOP Entertainment

 0DNLQJ�RI Entertainment

 Trailer Entertainment

 Tutorial Informative

 0XVLF�YLGHR Entertainment

 9LGHR�EORJ Entertainment

 Report Informative

 News Informative

6RXUFH��RZQ�HODERUDWLRQ�EDVHG�RQ�&DVWHOOy�0DUWtQH]�DQG�%DUULOHUR�&DUSLR���������%&0$�6SDLQ���������
7ROHGDQR�&XHUYDV�0RQV�HW�DO���������

3. Results

�����9LGHR�SURGXFWLRQ�DQG�LWV�HYROXWLRQ�RYHU�WLPH

7KH� OX[XU\�IDVKLRQ�EUDQGV�DQDO\VHG�KDYH�DQ�XQHYHQ�HYROXWLRQ� LQ�WKHLU�XVH�RI�<RX7XEH��7KH�ÀUVW�EUDQG�
WR�EH�UHFRUGHG�LV�0LFKDHO�.RUV��ZLWK�LWV�ÀUVW�YLGHR�XSORDGHG�RQ���-XQH�������+RZHYHU�� LW�ZDV�QRW�XQWLO�
�����WKDW�ÀYH�RI�WKH�EUDQGV�LQ�WKH�VDPSOH�RSHQHG�WKHLU�<RX7XEH�FKDQQHOV��3UDGD��&KDQHO��/RXLV�9XLWWRQ�
DQG�6DOYDWRUH� )HUUDJDPR�� 7KH� ODVW�EUDQG� WR� VWDUW� LWV�DFWLYLW\�RQ� WKLV�SODWIRUP�ZDV�<YHV� 6DLQW� /DXUHQW�
�<6/���������������7KLV�LQIRUPDWLRQ�LV�UHOHYDQW�ZKHQ�LW�FRPHV�WR�REVHUYLQJ�ZKLFK�KDV�EHHQ�WKH�SHULRG�RI�
JUHDWHVW�DFWLYLW\�VR�IDU��VLQFH�LW�LV�RQO\�VLQFH������WKDW�DOO�WKH�OX[XU\�IDVKLRQ�EUDQGV�LQ�WKH�VDPSOH�KDYH�
been active on their respective YouTube channels. In this respect, it can be seen that the increase in the 

DQQXDO�DYHUDJH�KDV�JHQHUDOO\�IROORZHG�DQ�XSZDUG�WUHQG��$V�D�UHVXOW��WKH�\HDU�ZLWK�WKH�KLJKHVW�RYHUDOO�
DFWLYLW\�ZDV�������ZLWK�D�VLJQLÀFDQW�OHDS�LQ�YDOXHV�IURP������RQZDUGV��D�SHULRG�LQ�ZKLFK�WKH�DYHUDJH�
value almost doubled.
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*UDSK����7RWDO�QXPEHU�RI�YLGHRV�SHU�\HDU

Source: own elaboration

,Q�WHUPV�RI�WRWDO�YLGHR�SURGXFWLRQ�E\�EUDQG��&KDQHO����������'LRU���������DQG�0LFKDHO�.RUV������DUH�WKH�
OHDGLQJ�EUDQGV��,Q�FRQWUDVW��WKH�EUDQGV�ZLWK�WKH�ORZHVW�DFWLYLW\�DUH�<6/���������+HUPHV��������DQG�/RXLV�
9XLWWRQ���������,Q�7DEOH����ZH�FDQ�VHH�WKH�QXPEHU�RI�YLGHRV�SHU�EUDQG�DQG�WKHLU�SHUFHQWDJH�RI�WKH�WRWDO�
analysed. 

7DEOH����1XPEHU�RI�YLGHRV�E\�EUDQG�DQG�SHUFHQWDJH�RI�WKH�WRWDO

Brand Number of videos %

BUR 389 9,5%

CHA 766 18%

',25 573 14%

FEN 206 5,1%

GUC 368 9%

HER 126 3,1%

/28 147 3,6%

.25 413 10,1%

PRA 370 9,07%

6$/ 347 8,5%

725 281 6,9%

<6/ 93 2,3%

Total 4079

Source: own elaboration

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

ZLWK�SHULRGV�RI�LQDFWLYLW\�RU�ORZ�XVH�FRPELQHG�ZLWK�SHULRGV�RI�KLJKHU�DFWLYLW\��,Q�IDFW��&KDQHO�DQG�)HQGL�
DUH�WKH�RQO\�WZR�EUDQGV�WKDW�KDYH�IROORZHG�VRPH�XSZDUG�SURJUHVVLRQ�LQ�WKHLU�DQQXDO�SRVWLQJV��%XW�HYHQ�
WKHVH�EUDQGV�KDYH�SHULRGV�RI�ORZHU�DFWLYLW\��IRU�LQVWDQFH��&KDQHO�UHGXFHG�LWV�YLGHR�SURGXFWLRQ�LQ������
DQG�������DQG�)HQGL�LQ�������7KH�UHVW�RI�WKH�EUDQGV�VKRZ�D�PRUH�LUUHJXODU�HYROXWLRQ��ZLWK�SHULRGV�RI�QR�
DFWLYLW\�RU�D�YHU\�VKDUS�GHFUHDVH�DQG�RWKHUV�RI�VXGGHQ�JURZWK��7DEOH���VKRZV�WKH�\HDUV�RI�JUHDWHVW�DQG�
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 

YLGHRV�DUH�XVXDOO\�XSORDGHG��0HDQZKLOH��3UDGD�DQG�)HUUDJDPR�GLIIHU�IURP�WKH�UHVW�RI�WKH�EUDQGV�LQ�WKDW�
WKH\�ODXQFK�WKHLU�FKDQQHO�ZLWK�D�KLJK�QXPEHU�RI�YLGHRV��EXW�WKH\�GR�QRW�FRQWLQXH�WKHLU�DFWLYLW\�RQ�D�
UHJXODU�EDVLV�GXULQJ�WKH�SHULRG�DQDO\VHG��$V�IRU�WKH�SHULRG�RI�JUHDWHVW�DFWLYLW\��QRW�DOO�EUDQGV�FRLQFLGH��
Even so, 2019 is the year in which half of the brands analysed concentrate their activity. 

7DEOH����3HULRGV�RI�KLJKHVW�DQG�ORZHVW�DFWLYLW\

Brand <HDU�RI�ORZHVW�DFWLYLW\ <HDU�RI�KLJKHVW�DFWLYLW\

BUR 2009 (1) 2016 (72)

CHA 2010 (5)  2019 (130)

',25 2010 (1)   2019 (228)

FEN 2009 (5) 2019 (60)

GUC 2008 (3) 2017 (70)

HER 2015 (9) 2018 (55)

/28 2010 (1) 2019 (64)

.25 2008 (2) 2016 (68)

PRA   2010 (35) 2019 (59)

6$/  2010 (19) 2013 (70)

725 2009 (5) 2016 (60)

<6/ 2016 (9) 2018 (37)

Source: own elaboration

2Q�WKLV�PDWWHU��YHU\�H[SORVLYH�JURZWK�KDV�DOVR�EHHQ�REVHUYHG�DIWHU�FHUWDLQ�GDWHV��7KLV� LV� WKH�FDVH�RI�
&KULVWLDQ�'LRU�ZKLFK��GHVSLWH�VWDUWLQJ�LWV�DFWLYLW\�LQ�������OLNH�&KDQHO��KDV�D�YHU\�VKDUS�JURZWK�LQ�������ZLWK�
an increase of 1091% compared to the previous year, 2016, as we can see in Graph 2. However, the 

FDVH�RI�)HUUDJDPR�LV�WKH�RSSRVLWH��ZKLFK�KDV�UHGXFHG�LWV�DFWLYLW\�YHU\�VKDUSO\�VLQFH�������ZLWK�D�GURS�
of 65% in just 5 years. 

7KH� UHVXOWV� DOVR� VKRZ� WKDW� OX[XU\� IDVKLRQ� EUDQGV� XVH� WKHLU� FKDQQHOV�ZLWK� OLWWOH� SODQQLQJ�� )RU� LQVWDQFH��
0LFKDHO�.RUV��ZKLFK�VWDUWHG�LWV�DFWLYLW\�LQ�-XQH�������WDNHV�PRUH�WKDQ���PRQWKV�WR�XSORDG�WKH�QH[W�YLGHR��
2Q�WKH�RWKHU�KDQG��LW�LV�FRPPRQ�IRU�EUDQGV�WR�XSORDG�VHYHUDO�YLGHRV�RQ�WKH�VDPH�GD\��EXW�WKH\�DOVR�
combine this with periods of inactivity. However, the differences between brands are very clear. While 

&KDQHO�SRVWV�RQ�DYHUDJH�HYHU\���GD\V��/RXLV�9XLWWRQ�WDNHV�DQ�DYHUDJH�RI����GD\V��:LWK�WKH�H[FHSWLRQ�
RI�&KDQHO�DQG�'LRU��WKH�UHVW�RI�WKH�EUDQGV�WDNH�DQ�DYHUDJH�RI����GD\V�WR�SRVW��

*UDSK����(YROXWLRQ�RI�WKH�PDLQ�EUDQGV

Source: own elaboration
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5HJDUGLQJ�WKH�QXPEHU�RI�YLHZV��WKH�OX[XU\�IDVKLRQ�EUDQGV�DQDO\VHG�DFFXPXODWHG�PRUH�WKDQ�����ELOOLRQ�
YLHZV��$V�ZH�FDQ�VHH�LQ�*UDSK����WKH�DQQXDO�HYROXWLRQ�LV�LQFUHDVLQJ�WKURXJKRXW�WKH�SHULRG�DQDO\VHG��ZLWK�
�����EHLQJ�WKH�\HDU�ZLWK�WKH�KLJKHVW�QXPEHU�RI�YLHZV�³PRUH�WKDQ�����PLOOLRQ³��6LPLODUO\��LW�FDQ�EH�VHHQ�
WKDW�WKLV�LQFUHDVH�LV�DVVRFLDWHG�ZLWK�WKH�LQFRUSRUDWLRQ�RI�OX[XU\�IDVKLRQ�EUDQGV�RQ�<RX7XEH�DQG�ZLWK�WKH�
increase in the number of videos. Therefore, 2010 and 2016 are key years to understand the evolution 

RI�WKH�DXGLHQFH�RI� OX[XU\�IDVKLRQ�EUDQGV�RQ�<RX7XEH��:KHQ�DQDO\VHG�E\�EUDQG��&KDQHO��WKH�IDVKLRQ�
KRXVH�ZLWK�WKH�KLJKHVW�QXPEHU�RI�YLGHRV��LV�DOVR�WKH�RQH�ZLWK�WKH�KLJKHVW�SHUFHQWDJH�RI�YLHZV�³�����³��
/RXLV�9XLWWRQ�KDV�WKH�VHFRQG�KLJKHVW�QXPEHU�RI�YLHZV�³�����³��GHVSLWH�EHLQJ�WKH�EUDQG�ZLWK�WKH�WKLUG�
lowest number of videos. Therefore, 2 of the 12 brands analysed obtain more than 50% of the views. In 

WKLUG�SODFH�LV�'LRU�ZLWK�������RI�WKH�YLHZV��6XUSULVLQJO\��0LFKDHO�.RUV��WKH�À�UVW�EUDQG�LQ�WKH�VDPSOH�WR�KDYH�
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.

*UDSK����(YROXWLRQ�RI�YLHZV

Source: own elaboration

0RVW�RI�WKH�EUDQGV�KDYH�D�YHU\�XQHYHQ�GLVWULEXWLRQ�RI�YLHZV��ZKLFK�PHDQV�WKDW�WKH�SRZHU�WR�JHQHUDWH�
DQ�DXGLHQFH�IRU�HDFK�RI�WKH�YLGHRV�LV�YHU\�GLIIHUHQW��&RPSDUHG�WR�WKH�UHVW�RI�WKH�EUDQGV��)HUUDJDPR�
LV�� GHVSLWH�EHLQJ�RQH�RI� WKH�EUDQGV�ZLWK� WKH� ORZHVW� QXPEHU� RI� YLHZV�� WKH�RQH�ZLWK� WKH�PRVW� VWDEOH�
DXGLHQFH�³VHH�*UDSK��³��'LRU��RQ�WKH�RWKHU�KDQG��KDV�D�YHU\�KLJK�VWDQGDUG�GHYLDWLRQ��L�H���LW�KDV�YHU\�
GLIIHUHQW�DXGLHQFH�GDWD�ZLWK�UHVSHFW�WR�LWV�DYHUDJH�QXPEHU�RI�YLHZV�

*UDSK����6WXG\�RI�YLHZV

 Source: own elaboration

:LWK�UHJDUG�WR�LQWHUDFWLRQV��LW�VKRXOG�EH�QRWHG�WKDW�<6/�KDV�GHDFWLYDWHG�WKH�LQWHUDFWLRQ�RSWLRQV��ZKLFK�
LV�ZK\�LW�ZDV�GHFLGHG�WR�H[FOXGH�LWV�YLGHRV�ZKHQ�SUHVHQWLQJ�WKH�UHVXOWV��7KH������YLGHRV�RI�WKH����EUDQGV�
DQDO\VHG� LQ� WKLV� VHFWLRQ�DFKLHYHG����������� LQWHUDFWLRQV��DQ�DYHUDJH�RI������� LQWHUDFWLRQV�SHU�YLGHR��
2I�WKH�WRWDO�QXPEHU�RI�LQWHUDFWLRQV������³���������³�FRUUHVSRQG�WR�¶OLNHV·��DQG�RQO\������DUH�¶GLVOLNHV·�
³�������³��0HDQZKLOH�� FRPPHQWV�DFFRXQW� IRU� RQO\� �����RI� LQWHUDFWLRQV�� L�H��� ��������FRPPHQWV� LQ�
total. As for the annual evolution of interactions, it can be said that it follows an upward trend, with 56% 

RI�LQWHUDFWLRQV�RFFXUULQJ�LQ�WKH�ODVW�WKUHH�\HDUV�DQDO\VHG�³���������³��,Q�WKH�DQDO\VLV�E\�EUDQG��&KDQHO�
LV�WKH�RQH�ZLWK�WKH�KLJKHVW�QXPEHU�RI�LQWHUDFWLRQV�³PRUH�WKDQ���PLOOLRQ³��UHSUHVHQWLQJ�����RI�WKH�WRWDO�
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

7KH�DGYHUWLVHPHQW�LV�WKH�PRVW�XVHG�IRUPDW��UHSUHVHQWLQJ��������RI�WKH�WRWDO�QXPEHU�RI�YLGHRV�UHJLVWHUHG��
,W� LV� IROORZHG��ZLWK�D�QRWDEOH�GLIIHUHQFH��E\�WKH�PDNLQJ�RI���������� WKH�IDVKLRQ�VKRZ���������DQG�WKH�
interview (11.3%). From here, the rest of the formats do not have a representation of more than 3.5%, 

ZKLFK�LV�DFKLHYHG�E\�WKH�QHZV��$W�WKH�ERWWRP�RI�WKH�UDQNLQJ��WKH�OHDVW�XVHG�IRUPDWV�DUH�HGLWRULDO����������
WUDLOHU���������DQG�������������������������)DVKLRQ�ÀOPV��RQ�WKH�RWKHU�KDQG��DFFRXQWHG�IRU�RQO\�������RI�
the total, with a total of 50 videos. 

:LWK�UHJDUG�WR�WKH�HYROXWLRQ�RYHU�WLPH�RI�WKH�IRUPDWV��LW�FDQ�EH�VHHQ�WKDW�DV�EUDQGV�MRLQ�WKH�SODWIRUP��WKH\�
H[SHULPHQW�ZLWK�QHZ�IRUPDWV��7KXV��LQ�������WKH�ÀUVW�\HDU�DQDO\VHG��RQO\�WZR�GLIIHUHQW�IRUPDWV�DSSHDUHG��
DGYHUWLVHPHQW�DQG�QHZV��ZKLOH�LQ����������RI�WKH����IRUPDWV�UHJLVWHUHG�ZHUH�LGHQWLÀHG��$GYHUWLVHPHQWV�
KDYH��LQ�JHQHUDO��D�JURZLQJ�WUHQG�WKDW�LV�UHOHYDQW�IURP������RQZDUGV��ZKHQ�WKH�GDWD�LQFUHDVHV�E\������
DQG�WKLV�JURZWK�LV�NHSW�XQWLO�������:LWK�RWKHU�IRUPDWV��VXFK�DV�WKH�PDNLQJ�RI�DQG�WKH�IDVKLRQ�VKRZ��ZH�
REVHUYH� WKDW� WKHUH� LV�D�YHU\�SURQRXQFHG� LQFUHDVH�GXULQJ� WKH�ÀUVW�\HDUV�� WKHQ�D�PRGHUDWH�GHFUHDVH��
DQG�D�VWURQJHU�LQFUHDVH�IURP������RQZDUGV��6LPLODUO\��WXWRULDOV�DQG�LQWHUYLHZV�DOVR�KDYH�D�SURJUHVVLYH�
LQFUHDVH�IURP������RQZDUGV��DQG�DFKLHYH�WKHLU�EHVW�UHVXOWV�LQ������DQG�������UHVSHFWLYHO\��)DVKLRQ�ÀOPV�
were particularly popular in 2013 and 2015, years in which 43% of the videos in this format were posted.

2Q�WKH�RWKHU�KDQG��WKHUH�DUH�IRUPDWV�WKDW�KDYH�H[SHULHQFHG�LUUHJXODU�XSV�DQG�GRZQV��EXW�ZKRVH�XVH�
E\�EUDQGV� LV� VLJQLÀFDQW��JLYHQ� WKHLU� LQWULQVLF�SRWHQWLDO�RQ�<RX7XEH�� 7KHVH� LQFOXGH�PXVLF�YLGHRV��ZKLFK�
H[SHULHQFHG� LWV�ELJJHVW�ERRP�EHWZHHQ������DQG�������ZLWK�DQ�DYHUDJH�RI����YLGHRV�SHU�\HDU��DQG�
YLGHR�EORJV��ZKLFK�KDV� VHHQ� WKH�KLJKHVW� UDWH�RI�XVH� LQ������DQG�������ZLWK����DQG����YLGHRV�RI� WKLV�
format, respectively.

As for the individual analysis by brand, we observe that the advertisement continues to be the most 

XVHG� IRUPDW�RQ�PRVW� RFFDVLRQV� �VHH� 7DEOH� ����2QO\� WKUHH�EUDQGV� VWDQG�RXW� IURP� WKH� UHVW�� 7KLV� LV� WKH�
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 

RI�WKH�FRPSHWLWLRQ�IRUPDW�DUH�DQ�H[FHSWLRQ��DV�WKH\�DUH�RQO\�DWWULEXWHG�WR�WKLV� IDVKLRQ�KRXVH��ZKLFK�
XVHV� WKH� YLGHR�SODWIRUP� WR�EURDGFDVW� HTXHVWULDQ� FRPSHWLWLRQV�� )RU� LWV� SDUW�� 'LRU� XVHV� WKH�PDNLQJ�RI�
IRUPDW�LQ�������RI�FDVHV�FRPSDUHG�WR�DGYHUWLVHPHQW����������,Q�WKH�FDVH�RI�)HQGL��PDNLQJ�RI���������
DOVR�QDUURZO\�RXWSHUIRUPV�WKH�DGYHUWLVHPHQW�IRUPDW����������2Q�WKH�RWKHU�KDQG��WKH�EUDQGV�WKDW�XVH�
DGYHUWLVHPHQWV�WKH�PRVW�DUH�<6/��������7RU\�%XUFK�������DQG�6DOYDWRUH�)HUUDJDPR����������

7DEOH����)RUPDWV�XVHG�E\�HDFK�EUDQG

Format BUR CHA ',25 )(1 *8& +(5 /28 MIC PRA 6$/ 725 <6/

360º 3 10 2 6 1 6

Advertisement 150 275 154 56 201 36 64 194 157 172 164 80

Competition 48

Detail 41 3 1

Documentary 52 1 4 2 1 6

Editorial 3 2

Interview 32 105 136 31 38 13 18 36 7 23 22

)DVKLRQ�ÀOP 4 2 4 24 10 5 1

Fashion show 30 55 49 36 45 10 46 22 108 38 19 11

0DNLQJ�RI 24 132 191 57 46 2 1 47 40 57 35

News 16 13 10 16 12 3 32 8 29 6

Report 3 24 12 6 4 11 9 7 3 2 2

Trailer 1 3 4 5

Tutorial 32 52 2 2 6 1 31 1 6 18

0XVLF�YLGHR 101 5 4 1 3 1

9LGHR�EORJ 5 5 1 37 5 2 10

Total 389 766 573 206 368 126 147 413 370 347 281 93

Source: own elaboration
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:KHQ� ORRNLQJ�DW�RWKHU� OHVVHU�XVHG� IRUPDWV�E\�EUDQG��%XUEHUU\�� IRU� LQVWDQFH�� LV�KHDYLO\� LQYHVWHG� LQ� WKH�
music video format, which accounts for 26% of its own content and 88% of the music videos in total, 

ZLWK�WKH�DLP�RI�UHLQIRUFLQJ�LWV�RULJLQV�WKURXJK�WKH�SURPRWLRQ�RI�HPHUJLQJ�DQG�HVWDEOLVKHG�%ULWLVK�DUWLVWV��
ZKR�SDUWLFLSDWH�LQ�WKH�%XUEHUU\�$FRXVWLF�SURJUDPPH�ZLWK�OLYH�SHUIRUPDQFHV�DQG�VSHFLDO�FROODERUDWLRQV��
)RU� LWV�SDUW��&KDQHO� LV�EHWWLQJ�PRUH�RQ� WKH�GRFXPHQWDU\�DQG� UHSRUW� IRUPDWV�FRPSDUHG�WR� WKH�RWKHU�
EUDQGV��UHSUHVHQWLQJ�����DQG�����RI�WKH�UHVSHFWLYH�WRWDOV��WR�XQGHUSLQ�ERWK�LWV�KLVWRU\�DQG�WUDGLWLRQ�DQG�
WKH�LFRQLFLW\�RI�LWV�IRXQGHU��*DEULHOOH�&KDQHO��WKURXJK�VHULHV�VXFK�DV�,QVLGH�&+$1(/�³SURGXFHG�ERWK�LQ�
(QJOLVK�DQG�)UHQFK��ZKLFK�VHHPV�WR�EH�LQWHQGHG�WR�UHLQIRUFH�WKH�*DOOLF�RULJLQ³�RU�&+$1(/�68%/,0$*(��
&KDQHO� LV�DOVR�WKH�GULYLQJ�IRUFH�EHKLQG�WKH�GHWDLO� IRUPDW��SURGXFLQJ�����RI�WKLV�W\SH�RI�YLGHR��ZKLFK�
DOORZV� WKH�YLHZHUV� WR�DSSUHFLDWH�SURGXFW� IHDWXUHV� WKDW�DUH�GLIÀ�FXOW� WR�SHUFHLYH�ZLWKRXW� WRXFKLQJ�RU�
REVHUYLQJ�WKHP�XS�FORVH��3UDGD��IRU�LWV�SDUW��PDNHV�LQWHQVLYH�XVH�RI�IDVKLRQ�VKRZV��ZKLFK�UHSUHVHQWV�����
RI�WKH�WRWDO�RI�WKLV�IRUPDW��DQG�LV�DOVR�WKH�SURGXFHU�RI�WKH�JUHDWHVW�QXPEHU�RI�IDVKLRQ�À�OPV�³����RI�WKH�
total of this format—.

2Q�WKH�RWKHU�KDQG��VSHFLDO�PHQWLRQ�VKRXOG�EH�PDGH�RI�WKH�WZR�IRUPDWV�PRVW�FORVHO\�UHODWHG�WR�<RX7XEH��
QDPHO\�WKH�WXWRULDO�DQG�WKH�YLGHR�EORJ��0RVW�RI�WKH�EUDQGV�DQDO\VHG�SRVW�WXWRULDOV��H[FHSW�IRU�)HQGL�DQG�
<6/��7KH�EUDQGV�WKDW�XVH�WKLV�IRUPDW�WKH�PRVW�DUH�&KDQHO�³���³��%XUEHUU\�³���³�DQG�.RUV�³�����³��
2Q�WKH�RWKHU�KDQG��YLGHR�EORJV�DUH�RQO\�XVHG�E\���RI�WKH����EUDQGV�DQDO\VHG��DQG�.RUV�LV�WKH�EUDQG�WKDW�
makes most use of this new format —57%—. 

7KH�IRUPDW�ZLWK�WKH�KLJKHVW�QXPEHU�RI�YLHZV�LV�WKH�DGYHUWLVHPHQW��ZKLFK�DFFXPXODWHV�����RI�WKHP�³
more than one million views—. The rest of the formats have very limited views. Thus, fashion shows have 

����RI�WKH�WRWDO�QXPEHU�RI�YLHZV�³�����������³�DQG�WKH�PDNLQJ�RI�EDUHO\�JHWV�������7KH�IRUPDWV�ZLWK�
WKH�ORZHVW�QXPEHU�RI�YLHZV�DUH�HGLWRULDO��GHWDLO�DQG�FRPSHWLWLRQ��ZKLFK�GR�QRW�UHDFK�������0HDQZKLOH��
IDVKLRQ�À�OPV�RQO\�DFFXPXODWHG������RI�YLHZV�³����������³��

0HDQZKLOH�� WKH� IRUPDWV�ZLWK� WKH� KLJKHVW� QXPEHU� RI� LQWHUDFWLRQV� FRLQFLGH�ZLWK� WKH� IRUPDWV�ZLWK� WKH�
KLJKHVW�UHSUHVHQWDWLRQ��DGYHUWLVHPHQWV�³�����³��PDNLQJ�RI�³�����³�DQG�IDVKLRQ�VKRZV�³���³��,Q�
other words, more than 66% of interactions are concentrated in these three formats. And if we compare 

WKH�QXPEHU�RI�YLGHRV�ZLWK�WKH�QXPEHU�RI�LQWHUDFWLRQV��DV�FDQ�EH�VHHQ�LQ�*UDSK����PDNLQJ�RI�DQG�IDVKLRQ�
VKRZV�DUH�SURSRUWLRQDOO\�PRUH�HIIHFWLYH��DV� WKH\�DFKLHYH�JRRG� UHVXOWV�ZLWK� IHZHU�YLGHRV�� ,QWHUYLHZV��
RQ� WKH�RWKHU� KDQG��DFKLHYH� ������RI� WKH� LQWHUDFWLRQV�� D� À�JXUH� WKDW� LV� DOVR� YHU\� KLJK��PDLQO\�GXH� WR�
WKH�QXPEHU�RI�FRPPHQWV������RI�WKH�WRWDO��7KH�VDPH�JRHV�IRU�IDVKLRQ�À�OPV��ZKLFK�VWDQG�RXW�IRU�WKHLU�
LQWHUDFWLRQV��VHH�*UDSK�����$IWHU�WKLV��WKH�UHVW�RI�WKH�IRUPDWV�GR�QRW�H[FHHG����RI�LQWHUDFWLRQV��

*UDSK����9LGHRV�E\�IRUPDW�DQG�WKHLU�LQWHUDFWLQJ�SRZHU

Source: own elaboration

)LQDOO\��LQ�WHUPV�RI�HQJDJHPHQW�UDWH��WKH�GDWD�LV�YHU\�ORZ�LQ�JHQHUDO��0RVW�RI�WKH�IRUPDWV�IDLO�WR�UHDFK�
����$QG�WKH�IRUPDW�ZLWK�WKH�EHVW�UHVXOWV�LV�WKH�LQWHUYLHZ��DOWKRXJK�LW�RQO\�DFKLHYHV�������0HDQZKLOH��WKH�
DGYHUWLVHPHQW�RQO\� UHDFKHV�������� ,Q� WHUPV�RI�HQJDJHPHQW�GDWD�E\�EUDQG�� WKH� IDVKLRQ�KRXVHV�ZLWK�
WKH�EHVW�JOREDO�UHVXOWV�DUH�'LRU�³�����³��)HUUDJDPR�³�����³�DQG�&KDQHO�³�����³��2Q�WKH�RWKHU�
KDQG��WKH�EUDQGV�ZLWK�WKH� ORZHVW�HQJDJHPHQW�DUH�+HUPHV�³����³��/RXLV�9XLWWRQ�³����³�DQG�7RU\�
Burch —3.2%—. It should be noted that this data corresponds to the total amount achieved in the entire 

SHULRG�DQDO\VHG��DQG�ZLWKRXW�GLIIHUHQWLDWLQJ�E\�IRUPDW��
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�����%UDQGHG�FRQWHQW�DQG�DGYHUWLVLQJ�FRQWHQW�RI�OX[XU\�IDVKLRQ�EUDQGV

7KH�UHVXOWV�LQGLFDWH�WKDW�������RI�WKH�FRQWHQW�SRVWHG�RQ�<RX7XEH�E\�OX[XU\�IDVKLRQ�EUDQGV�LV�WUDGLWLRQDO��
while 45.5% corresponds to branded content, of which 28.8% is entertainment and 22.6% is informative. 

$V�IRU�WKH�HYROXWLRQ�RYHU�WLPH��ERWK�FDWHJRULHV�RI�FRQWHQW�KDYH�VKRZQ�D�UHJXODU�JURZWK�RYHU�WKH�SHULRG�
analysed, which is related, as mentioned above, to the increased use of the platform by brands. In 

JHQHUDO��OX[XU\�IDVKLRQ�EUDQGV�WHQG�WR�XVH�PRUH�WUDGLWLRQDO�FRQWHQW�WKDQ�EUDQGHG�FRQWHQW��+RZHYHU��LW�
LV�IURP������ZKHQ�EUDQGHG�FRQWHQW�EHJLQV�WR�JURZ�PRUH�WKDQ�WUDGLWLRQDO�FRQWHQW��HYHQ�VXUSDVVLQJ�LW�LQ�
2019. In terms of the type of branded content, it can be seen that entertainment content is used more 

UHJXODUO\�RYHU�WLPH��DOWKRXJK�WKHUH�LV�JUHDWHU�XVH�LQ�WKH�SHULRG�IURP������������0HDQZKLOH��LQIRUPDWLYH�
EUDQGHG�FRQWHQW�EHJDQ�WR�EH�XVHG�PRUH�IURP������RQZDUGV��ZKHQ�LW�FDXJKW�XS�ZLWK�HQWHUWDLQPHQW�
FRQWHQW��+RZHYHU��LW�ZDV�LQ������ZKHQ�OX[XU\�IDVKLRQ�EUDQGV�EHJDQ�WR�RSW�IRU�LQIRUPDWLYH�FRQWHQW�RYHU�
entertainment content, as can be seen in Graph 6 below. 

*UDSK����(YROXWLRQ�RYHU�WLPH�RI�WUDGLWLRQDO�FRQWHQW�DQG�EUDQGHG�FRQWHQW

Source: own elaboration 

7KH�LQGLYLGXDO�GDWD�UHYHDO�WKDW�HDFK�EUDQG�KDV�GLIIHUHQW�FRQWHQW�VWUDWHJLHV��+RZHYHU����RI�WKH����EUDQGV�
DQDO\VHG�FUHDWH�PRUH�WUDGLWLRQDO�FRQWHQW��DV�FDQ�EH�VHHQ�LQ�7DEOH����DOWKRXJK�LQ�VRPH�FDVHV�WKH�XVH�RI�
WUDGLWLRQDO�IRUPDWV�LV�FRQVLGHUDEOH��DV�LQ�WKH�FDVH�RI�<6/��3UDGD��7RU\�%XUFK�DQG�)HUUDJDPR��,Q�FRQWUDVW��
%XUEHUU\��&KDQHO��'LRU�DQG�)HQGL�XVH�PRUH�IRUPDWV�FDWHJRULVHG�DV�EUDQGHG�FRQWHQW��,Q�WKLV�ZD\��%XUEHUU\�
LV�JHQHUDOO\�FRPPLWWHG�WR�HQWHUWDLQPHQW�EUDQGHG�FRQWHQW��ZKLFK��DV�PHQWLRQHG�DERYH��LV�UHODWHG�WR�LWV�
FRPPLWPHQW�WR�PXVLF��'LRU��RQ�WKH�RWKHU�KDQG��LV�DOVR�FRPPLWWHG�WR�EUDQGHG�FRQWHQW��ZLWK�D�JUHDWHU�
number of entertainment videos. It can be seen that it has also invested heavily in informative branded 

FRQWHQW��HVSHFLDOO\�LQWHUYLHZV��)HQGL��IRU�LWV�SDUW��ZLWK�D�FORVHU�SURSRUWLRQ�EHWZHHQ�WKH�WZR�FDWHJRULHV��
XVHV�ERWK�HQWHUWDLQPHQW�DQG�LQIRUPDWLYH�EUDQGHG�FRQWHQW��,Q�WKH�FDVH�RI�&KDQHO��WKH�OHDGLQJ�EUDQG�LQ�
WHUPV�RI�QXPEHU�RI�YLGHRV��LW�LV�PRUH�VWURQJO\�FRPPLWWHG�WR�LQIRUPDWLYH�EUDQGHG�FRQWHQW��GXH�WR�WKH�XVH�
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.

7DEOH����&RQWHQW�VWUDWHJLHV�E\�EUDQG

Brand 7UDGLWLRQDO %UDQGHG�FRQWHQW Informative (QWHUWDLQPHQW

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

/RXLV�9XLWWRQ 111 35 33 2

0LFKDHO�.RUV 215 198 109 89

Prada 265 99 25 74

6DOYDWRUH�)HUUDJDPR 210 137 60 77

Tory Burch 183 98 48 50

<YHV�6DLQW�/DXUHQW 91 2 0 2

Source: own elaboration
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���'LVFXVVLRQ�

$V�IRU�WKH�HYROXWLRQ�RYHU�WLPH�RI�OX[XU\�IDVKLRQ�EUDQGV��WKH�UHVXOWV�VKRZ�WKDW�WKLV�VHFWRU�KDV�DQ�LUUHJXODU�
EHKDYLRXU�LQ�WKH�XVH�RI�<RX7XEH��7KH�EUDQGV�DQDO\VHG�MRLQ�WKH�SODWIRUP�JUDGXDOO\��ZKLFK�LV�LQ�OLQH�ZLWK�
SUHYLRXV�VWXGLHV�WKDW�VKRZ�FHUWDLQ�UHWLFHQFH�LQ�WKH�XVH�RI�VRFLDO�PHGLD�LQ�WKLV�VHFWRU��$QMHOLF��������%ODQN��
������2NRQNZR�� ������ .DSIHUHU�� ������� $V� <RX7XEH�EHFRPHV�PRUH�HVWDEOLVKHG�DV� D�SODWIRUP�DQG�D�
NH\�WRRO�IRU�UHDFKLQJ�\RXQJHU�SHRSOH��3KLOOLSV���������WKH�EUDQGV�VWXGLHG�DUH�XVLQJ�WKH�SODWIRUP�PRUH�
intensively. In fact, it is only in 2016 that the 12 brands analysed have a presence on YouTube and there 

LV�D�VLJQLÀFDQW�LQFUHDVH�LQ�WKH�QXPEHU�RI�YLGHRV�XSORDGHG��

However, not all brands have an upward trend in their use of YouTube. The data shows that brands 

EHKDYH�LQ�D�GLVRUJDQLVHG�ZD\��7KLV�LV�UHODWHG�WR�WKH�FDSULFLRXV�VWUDWHJLHV�RI�WKH�VHFWRU��FORVHO\�OLQNHG�WR�
FKDQJHV�LQ�WKH�FUHDWLYH�GLUHFWLRQV�RI�IDVKLRQ�KRXVHV��7KXV��LW�FDQ�EH�VHHQ�WKDW��ZKLOH�)HUUDJDPR�OHDYHV�
WKLV�VRFLDO�QHWZRUN� LQ�������'LRU�EHJLQV�DQ�H[SORVLYH�JURZWK� LQ�WKH�VDPH�\HDU��7KLV�EHKDYLRXU� LV� LQ�WKH�
opposite direction to the recommendations for professional use (Ashley and Tuten, 2015).

2Q�WKH�RWKHU�KDQG��WKH�ORZ�LQWHUDFWLRQ�UDWH�RI�OX[XU\�IDVKLRQ�EUDQGV�GHPRQVWUDWHV�WKH�GLIÀFXOW�UHODWLRQVKLS�
HVWDEOLVKHG�ZLWK�WKHLU�DXGLHQFH�RQ�VRFLDO�PHGLD��DV�D�FRQVHTXHQFH�RI�WKH�H[FOXVLYLW\�WKDW�FKDUDFWHULVHV�
WKLV�NLQG�RI�SURGXFWV��.DSIHUHU�DQG�%DVWLHQ���������DQG�ZKLFK�LV�YHU\�GLIÀFXOW�WR�ÀW�LQWR�FRPPXQLFDWLRQ�
VWUDWHJLHV�� )RU� LQVWDQFH�� <6/� GRHV� QRW� DOORZ� LQWHUDFWLRQV� RQ� LWV� <RX7XEH� FKDQQHO�� $OWKRXJK� WKLV� LV� DQ�
H[FHSWLRQ�� WKH� UHDOLW\� LV� WKDW� WKH� UHVW� RI� WKH� EUDQGV� DUH� QRW� FKDUDFWHULVHG� E\� FRQYHUVDWLRQ� RQ� WKHLU�
FKDQQHOV�HLWKHU��7KLV�WUDGLWLRQDO�ZD\�RI�XVLQJ�WKH�SODWIRUP�REVHUYHG�LQ�WKLV�VWXG\�LV�LQ�OLQH�ZLWK�WKH�UHSRUWV�
PDGH�E\�+HLQH�DQG�%HUJKDXV� �������DQG�3pUH]�&XULHO�DQG�6DQ]�0DUFRV� ��������+RZHYHU�� WKH�EUDQG�
WKDW�KDV�WKH�FORVHVW� UHODWLRQVKLS�ZLWK� LWV�DXGLHQFH� LV�&KDQHO��ZKLFK� LV�DOVR�WKH�EUDQG�ZLWK�WKH�KLJKHVW�
number of videos uploaded, and which makes the most intensive use of the platform. 

7KH�PRVW� FRPPRQ� IRUPDW� XVHG� E\�PRVW� OX[XU\� IDVKLRQ� EUDQGV� LV� WKH� DGYHUWLVHPHQW�� 7KHVH� DUH� WKH�
VDPH�79�VSRWV�WKDW�DUH�XSORDGHG�WR�WKH�YLGHR�SODWIRUP�IRU�DGYHUWLVLQJ�FDPSDLJQV��7KLV�SUDFWLFH�LV�DOVR�
FRPPRQ�LQ�RWKHU�VHFWRUV��&DVWHOOy�0DUWtQH]�DQG�%DUULOHUR�&DUSLR���������2WKHU�IRUPDWV�ZLGHO\�XVHG�E\�
OX[XU\�IDVKLRQ�EUDQGV�DUH�WKH�PDNLQJ�RI�DQG�WKH�IDVKLRQ�VKRZ��%RWK�DXGLRYLVXDO�SUDFWLFHV�DUH�FORVHO\�
OLQNHG�WR�WKH�OX[XU\�IDVKLRQ�VHFWRU��7KH�IRUPHU��DOVR�NQRZQ�DV�´EHKLQG�WKH�VFHQHVµ��+DQNH��������$OLIHULV��
�������DLPV�WR�VKRZ�WKH�GHWDLOV�RI�WKH�FUHDWLRQ�RI�FDPSDLJQV�DQG�IDVKLRQ�VKRZV��)DVKLRQ�VKRZV��RQ�WKH�
RWKHU�KDQG��DUH�SRVWHG�RQ�<RX7XEH�WR�EULQJ�VHDVRQDO�FROOHFWLRQV�DQG�SURGXFWV�WR�WKH�JHQHUDO�SXEOLF��

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

+RZHYHU��&KDQHO��%XUEHUU\�DQG�/RXLV�9XLWWRQ�DUH�WKH�EUDQGV�WKDW�H[SHULPHQW�PRVW�ZLWK�WKLV�IRUPDW��2Q�
WKH�RWKHU�KDQG��YLGHR�EORJV�DUH�OHVV�XVHG��ZLWK�.RUV�EHLQJ�WKH�EUDQG�WKDW�XVHV�WKHP�PRVW�LQWHQVLYHO\��

,Q� DGGLWLRQ�� LW� FDQ� EH� VHHQ� WKDW� VRPH� EUDQGV� DUH� IRFXVLQJ� RQ� FHUWDLQ� IRUPDWV� WKDW� DUH� DVVRFLDWHG�
ZLWK� WKHLU�EUDQG�XQLYHUVH�� 7KXV��+HUPHV�XVHV�<RX7XEH�DOPRVW�H[FOXVLYHO\� WR�EURDGFDVW� WKH�HTXHVWULDQ�
competitions with which it is traditionally associated, just like Burberry with music formats and Chanel 

ZLWK�PRUH�LQIRUPDWLYH�IRUPDWV�WKDW�H[SORUH�WKH�OHJDF\�RI�LWV�IRXQGHU��)RU�LWV�SDUW��'LRU�XVHV�PDNLQJ�RI�DQG�
interviews to connect with the audience. 

0HDQZKLOH�� IDVKLRQ� ÀOPV�� WKH�DXGLRYLVXDO� IRUPDW�SDU� H[FHOOHQFH� IRU� OX[XU\� IDVKLRQ�EUDQGV� �'HO� 3LQR�
5RPHUR�DQG�&DVWHOOy�0DUWtQH]���������LV�UDUHO\�XVHG�RQ�<RX7XEH��3UDGD�DQG�)HUUDJDPR�DUH�WKH�EUDQGV�
that use it the most, but major fashion houses, such as Dior and Burberry, do not have any fashion 

ÀOPV�XSORDGHG�WR�WKHLU�<RX7XEH�FKDQQHO��7KHUH�DUH�VHYHUDO�UHDVRQV�IRU�WKLV��)LUVWO\��WKHVH�W\SHV�RI�VKRUW�
ÀOPV�DUH�XVXDOO\�VXEPLWWHG�WR�IDVKLRQ�ÀOP�IHVWLYDOV��DQG�EUDQGV�GR�QRW�DOZD\V�XVH�VRFLDO�PHGLD�IRU�WKHLU�
GLVVHPLQDWLRQ��6HFRQGO\��WKLV�W\SH�RI�IRUPDW��ZKLFK�LV�FRVWO\�DQG�GLIÀFXOW�WR�SURGXFH��KDV�JLYHQ�ZD\�WR�
PRUH�ÁH[LEOH�DQG�VLPSOHU�IRUPDWV�WKDW�DUH�HDV\�WR�SURGXFH�RQ�VRFLDO�PHGLD��5HHV�5REHUWV��������'HVSLWH�
WKHVH�ORZ�GDWD��WKHLU�FDSDFLW\�IRU�LQWHUDFWLRQ�LV�KLJK�LQ�FRPSDULVRQ�ZLWK�RWKHU�PRUH�WUDGLWLRQDO�IRUPDWV��

7KH�IRUPDW�WKDW�DFFXPXODWHV�WKH�KLJKHVW�QXPEHU�RI�YLHZV� LV� WKH�DGYHUWLVHPHQW��7KLV�VKRZV�WKDW�PRVW�
OX[XU\�IDVKLRQ�EUDQGV�UXQ�SDLG�DGYHUWLVLQJ�FDPSDLJQV�RQ�<RX7XEH��7KH�LQWHUDFWLRQV�DUH�VLPLODU��ZLWK�WKH�
PDMRULW\�RI�WKHP�FRQFHQWUDWHG�LQ�WKH�WKUHH�PRVW�XVHG�IRUPDWV��DGYHUWLVHPHQWV��PDNLQJ�RI�DQG�IDVKLRQ�
VKRZV��+RZHYHU��ZKHQ�FRPSDULQJ�WKH�QXPEHU�RI�YLGHRV�ZLWK�WKH�QXPEHU�RI�LQWHUDFWLRQV��DGYHUWLVHPHQWV�
DUH�OHVV�HIIHFWLYH��6LPLODUO\��WKH�IRUPDWV�WKDW�JHQHUDWH�WKH�PRVW�LQWHUDFWLRQ�DUH�LQWHUYLHZV�DQG�IDVKLRQ�
ÀOPV��

$V� IRU� WKH� HQJDJHPHQW� UDWH�� LW� VKRXOG� EH� QRWHG� WKDW� WKLV� LV� D� IRUPXOD� WKDW� GHWHUPLQHV� WKH� VXFFHVV�
RI� LQGLYLGXDO�YLGHRV��DQG� WKHUHIRUH�FDXWLRQ�VKRXOG�EH�H[HUFLVHG�ZKHQ�DSSO\LQJ� LW� WR�D� VHW�RI�YLGHRV��
+RZHYHU��WKH�VWXG\�GDWD�VKRZV�WKDW�YLGHRV�IURP�OX[XU\�IDVKLRQ�KRXVHV�KDYH�D�YHU\� ORZ�HQJDJHPHQW�
UDWH��DQG�PRVW�RI�WKH�IRUPDWV�EDUHO\�DFKLHYH�����7KH�LQWHUYLHZ�LV�WKH�IRUPDW�WKDW�DFKLHYHV�WKH�KLJKHVW�
SHUFHQWDJH�GXH�WR�WKH�XVH�RI�FRPPHQWV�WR�DVN�TXHVWLRQV�IURP�WKH�YLHZHUV��7KHUHIRUH��WKHUH�DUH�IRUPDWV�
WKDW� QDWXUDOO\� HQFRXUDJH� FRQYHUVDWLRQ�� ,Q� FRQWUDVW�� PRVW� IRUPDWV� DUH� GHVLJQHG� WR� EH� FRQVXPHG�
passively, just like a TV spot. 
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7R�FRQFOXGH�WKLV�VHFWLRQ��DQG�LQ�UHVSRQVH�WR�54
6
��LW�FDQ�EH�VWDWHG�WKDW�PRVW�OX[XU\�IDVKLRQ�EUDQGV�XVH�

FRQYHQWLRQDO�FRQWHQW�VWUDWHJLHV�DFURVV�WKH�ERDUG��DV�D�UHVXOW�RI�WKH�PDVVLYH�XVH�RI�WKH�DGYHUWLVHPHQW�
DQG�IDVKLRQ�VKRZ�IRUPDWV��%RWK�IRUPDWV�DUH�FRPPXQLFDWLRQ�WRROV�VSHFLÀF�WR�WKH�OX[XU\�IDVKLRQ�VHFWRU��
ZKLFK� EUDQGV� KDYH� WUDQVIHUUHG� WR� WKH� <RX7XEH� SODWIRUP�� $V� IDU� DV� EUDQGHG� FRQWHQW� VWUDWHJLHV� DUH�
FRQFHUQHG�� WKHUH�KDV�EHHQ�D�FHUWDLQ� LQFUHDVH� LQ�EUDQGHG�FRQWHQW� VWUDWHJLHV� VLQFH�������ZKLFK�ZLOO�
HYHQ�VXUSDVV�FRQYHQWLRQDO�VWUDWHJLHV�LQ�������7KLV�LV�HVSHFLDOO\�WKDQNV�WR�WKH�LQIRUPDWLYH�IRUPDWV�WKDW�DUH�
JDLQLQJ�JURXQG�LQ�WKH�VHFWRU�GXH�WR�WKH�FRQVROLGDWLRQ�RI�WKHLU�RZQ�PHGLD�DQG�WKH�LQGHSHQGHQFH�RI�
brands from traditional media (Rees-Roberts, 2020). 

,W�FDQ�DOVR�EH�VHHQ�WKDW�FHUWDLQ�EUDQGV�KDYH�D�SUHGLOHFWLRQ�IRU�FHUWDLQ�FRQWHQW�VWUDWHJLHV��7KXV��'LRU��
%XUEHUU\��)HQGL�DQG�&KDQHO�PDNH�PRUH�XVH�RI�EUDQGHG�FRQWHQW�VWUDWHJLHV��HYHQ�WKRXJK�WKH\�DOVR�PDNH�
H[WHQVLYH�XVH�RI�WUDGLWLRQDO�IRUPDWV��7KLV�LV�SDUWLDOO\�LQ�OLQH�ZLWK�+DQNH·V������������GDWD��ZKLFK�VWDWHG�WKDW�
'LRU��&KDQHO�DQG�%XUEHUU\�ZHUH�XVLQJ�HQWHUWDLQPHQW�IRUPDWV�HIIHFWLYHO\�RQ�<RX7XEH��,Q�WKLV�VWXG\��LW�ZDV�
IRXQG�WKDW�%XUEHUU\�DQG�'LRU�DUH�XVLQJ�HQWHUWDLQPHQW�IRUPDWV��EXW�KDYH�DOVR�LQFRUSRUDWHG�LQIRUPDWLYH�
FRQWHQW� VWUDWHJLHV�� ,Q� WKH�FDVH�RI�&KDQHO�� WKH\�DUH�RSWLQJ� IRU�PRUH� LQIRUPDWLYH� IRUPDWV��+RZHYHU�� LW�
VKRXOG� EH� KLJKOLJKWHG� WKDW� WKH� GLIIHUHQFH� EHWZHHQ� FRQYHQWLRQDO� FRQWHQW� DQG� EUDQGHG� FRQWHQW� LV�
QDUURZ��DQG�RQO\�FRQFHQWUDWHG�LQ�FHUWDLQ�EUDQGV��7KLV�VKRZV��RQ�WKH�RQH�KDQG��WKDW�WKH�OX[XU\�VHFWRU�
KDV�EHHQ� ODWH�WR�HQWHU� WKH�GLJLWDO�PHGLXP��DV�SUHYLRXV�VWXGLHV�KDYH�DOUHDG\�UHSRUWHG��$QMHOLF��������
%ODQN���������DQG��RQ� WKH�RWKHU�KDQG�� WKDW� WKLV�GLVWUXVW� LV�DIIHFWLQJ� WKH�SURIHVVLRQDO�FRQWHQW�FUHDWLRQ��
1HYHUWKHOHVV��WKH�LQQRYDWLRQV�PDGH�E\�VRPH�OX[XU\�IDVKLRQ�EUDQGV�LQ�WKH�GLJLWDO�PHGLXP�GHPRQVWUDWH�
WKDW�LW�LV�SRVVLEOH�WR�FDUU\�RXW�D�SURIRXQG�UHQRYDWLRQ�RI�FRQWHQW�ZLWKRXW�ORVLQJ�WKH�H[FOXVLYLW\�RI�WKLV�NLQG�
RI�SURGXFWV��,Q�WKLV�ZD\��FHUWDLQ�EUDQGV�VHHP�WR�EH�IRFXVLQJ�RQ�DXGLRYLVXDO�FRQWHQW�WR�EULQJ�WKH�EUDQG�
XQLYHUVH�FORVHU�WR�RWKHU�DXGLHQFHV��ZKLFK�FRXOG�EH�DIIHFWLQJ�WKH�FROOHFWLRQV�WKHPVHOYHV�WKDW�VHHP�WR�
be conceived for on-screen consumption (Rocamora, 2016). 

���&RQFOXVLRQV

7KH�VWXG\�GDWD�DOORZ�XV� WR�DIÀUP�WKDW� WKH�EHKDYLRXU�RI� OX[XU\� IDVKLRQ�EUDQGV� LV�XQHYHQ�RQ�<RX7XEH��
'HVSLWH�WKH�IDFW�WKDW�WKH�HYROXWLRQ�LV�LQFUHDVLQJ�WKURXJKRXW�WKH�HQWLUH�SHULRG�DQDO\VHG�³���������³��
WKH� LQGLYLGXDO� UHVXOWV� E\� EUDQG� UHYHDO� WKDW� WKH� XVH� RI� WKLV� YLGHR� SODWIRUP� LV� DFWXDOO\� YHU\� LUUHJXODU��
DOWHUQDWLQJ�SHULRGV�RI�LQDFWLYLW\�ZLWK�SKDVHV�RI�IUHQHWLF�DFWLYLW\��6LPLODUO\�������DQG������DUH�NH\�\HDUV�LQ�
WKH�HYROXWLRQ�RI�OX[XU\�IDVKLRQ�EUDQGV�RQ�<RX7XEH��,Q���������RXW�RI�WKH����EUDQGV�DQDO\VHG�VWDUWHG�XVLQJ�
LW��ZKLFK�VKRZV�WKDW�WKH�VHFWRU�LV�EHJLQQLQJ�WR�WDNH�WKLV�VRFLDO�QHWZRUN�LQWR�DFFRXQW��)RU� LWV�SDUW�������
EHFDPH�WKH�\HDU�LQ�ZKLFK�WKH�ERRP�LQ�YLGHR�SURGXFWLRQ�EHJDQ��7KHUHIRUH��LW�FDQ�EH�FRQFOXGHG�WKDW�
WKH�OX[XU\�IDVKLRQ�VHFWRU�LV�UHOXFWDQW�WR�LQQRYDWH�LQ�WKH�XVH�RI�QHZ�WRROV�VXFK�DV�<RX7XEH�

,W�FDQ�DOVR�EH�VHHQ�WKDW�OX[XU\�IDVKLRQ�EUDQGV�GR�QRW�KDYH�D�UHODWLRQVKLS�ZLWK�WKHLU�DXGLHQFH��DQG�WKDW��
on most occasions, the channels are used as a repository of videos that are consumed asynchronously 

DQG�ZLWKRXW�SD\LQJ�DWWHQWLRQ� WR� WKH�FRQYHUVDWLRQ�JHQHUDWHG�E\� WKHLU� YLHZHUV��0RUHRYHU�� WKLV� VSDFH�
is often used by brands to link to these videos both on their websites and on other social platforms. 

7KHUHIRUH��OX[XU\�WHQGV�WR�EH�GLVWDQW�IURP�LWV�YLHZHUV�RQ�<RX7XEH��NHHSLQJ�WKH�QDWXUDO�H[FOXVLYLW\�RI�WKLV�
kind of product. 

6LPLODUO\��LW�LV�FRQÀUPHG�WKDW�<RX7XEH�FKDQQHOV�DUH�XVHG�WR�EURDGFDVW�DGYHUWLVLQJ�FRQWHQW�DQG�IDVKLRQ�
shows. Thus, the format most used by the brands analysed is the advertisement. These are the same 

DGYHUWLVLQJ�VSRWV�SURGXFHG�IRU�FRQYHQWLRQDO�FDPSDLJQV�WKDW�DUH�XVHG�IRU�SURPRWLRQDO�FRQWHQW�RQ�VRFLDO�
PHGLD��+RZHYHU��LW�LV�DOVR�XVHG�WR�EURDGFDVW�IDVKLRQ�VKRZV��NH\�HYHQWV�RI�WKH�VHFWRU·V�FRPPXQLFDWLRQ�
VWUDWHJLHV��DQG�RWKHU�LQIRUPDWLYH�RU�HQWHUWDLQLQJ�FRQWHQW��7KLV�SURYHV�WKDW�WKH�OX[XU\�VHFWRU�LV�DFKLHYLQJ�
this communicative independence from traditional media.

5HJDUGLQJ� EUDQGHG� FRQWHQW� VWUDWHJLHV� RQ� <RX7XEH�� WKH� GDWD� UHYHDOV� WKDW� EUDQGV� DUH� UHOXFWDQW� WR�
innovate in content production. However, entertainment and informative content has increased in the 

ODVW�WKUHH�\HDUV�³���������³��,W�FDQ�HYHQ�EH�FRQFOXGHG�WKDW�LQ������OX[XU\�IDVKLRQ�EUDQGV�DUH�EHWWLQJ�
more on informative branded content formats, which could be a trend in the sector that will have to be 

FRQÀUPHG�LQ�IXWXUH�DQDO\VHV��

7KLV�GHVFULSWLYH�DQG�H[SORUDWRU\�ZRUN�RQ� WKH�XVH�RI�<RX7XEH�E\� OX[XU\� IDVKLRQ�EUDQGV� LV�D�QRYHOW\� LQ�
FRPPXQLFDWLRQ� VWXGLHV�� DV� LW� LV� WKH� ÀUVW� WLPH� WKDW� VXFK�D� ORQJ�SHULRG�RI� WLPH�³����������DQG�PRUH�
than 4000 videos— has been analysed. The evolution over time of the formats could be useful for 

FRPPXQLFDWLRQ�PDQDJHUV�RI� OX[XU\� IDVKLRQ�EUDQGV��+RZHYHU�� WKH�VHOHFWHG�EUDQGV�EHKDYH�XQHYHQO\�
DQG�WKH�FRPSDULVRQ�E\�\HDUV�DQG�EUDQGV�KDV�PDGH�LW�GLIÀFXOW�WR�DQDO\VH�WKH�UHVXOWV��,Q�DGGLWLRQ��DQRWKHU�
GLIÀFXOW\�HQFRXQWHUHG�LV�WKH�LQVWDELOLW\�RI�WKH�EUDQGV·�FKDQQHOV��ZKLFK�DGG�DQG�GHOHWH�YLGHRV�DV�WKH\�
VHH�ÀW��2Q�WKH�RWKHU�KDQG��WKH�LGHQWLÀFDWLRQ�RI�IRUPDWV�KDV�EHHQ�FRPSOH[�GXH�WR�WKH�GLYHUVLW\�RI�VW\OHV�
found. In future research, we propose to compare these results with other studies on the creation of 

FRQWHQW�RQ�RWKHU�VRFLDO�QHWZRUNV��VXFK�DV�,QVWDJUDP�RU�7LN7RN��
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���3HUVRQ�VSHFLÀF�FRQWULEXWLRQ

Contributions Full name 

,GHD�DQG�GHVLJQ�RI�WKH�ZRUN *HPD� 0DFtDV�0XxR]�� 0DULQD� 5DPRV�6HUUDQR�� $QWRQLR�
Rueda Treviño

Documentary research 0DULQD�5DPRV�6HUUDQR��*HPD�0DFtDV�0XxR]

Data collection *HPD�0DFtDV�0XxR]��$QWRQLR�5XHGD�7UHYLxR

Data analysis and critical interpretation 0DULQD� 5DPRV�6HUUDQR�� *HPD� 0DFtDV�0XxR]�� $QWRQLR�
Rueda Treviño 

:ULWLQJ��IRUPDW��UHYLHZ�DQG�DSSURYDO�RI�
versions

0DULQD�5DPRV�6HUUDQR

 

���$FNQRZOHGJHPHQW�
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0HGLWHUUiQHDPHQWH��(VWXGLR�GH�OD�HÀ�FDFLD�FXDQWLWDWLYD�GHO�EUDQGHG�FRQWHQW�HQ�ODV�
SHOtFXODV�SXEOLFLWDULDV�GH�(VWUHOOD�'DPP
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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 
HVWUDWHJLD� GH� LGHQWLÀ�FDFLyQ� PDUFD�WHUULWRULR�
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 
PHWRGROyJLFD�FRQ�HO�À�Q�DQDOL]DU�HO�HIHFWR�TXH�
produce en el espectador una mayor o menor 
presencia de brand placement en el contexto 
del branded content. Mediante el Test de Fisher 
VH� KDFH� XQ� HVWXGLR� GH� HÀ�FDFLD� FXDQWLWDWLYD�
que se aplica a una muestra constituida por 66 
estudiantes universitarios. A partir de las hipótesis 
se deduce que un mayor o menor número 
GH�EUDQG�SODFHPHQW�QR�LQWHUÀ�HUH�GLUHFWDPHQWH�
en la comprensión de los valores de la historia, 
WDPSRFR�LQÁ�X\H�HQ�XQD�DFWLWXG�QHJDWLYD�KDFLD�
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 

$EVWUDFW
This study seeks to analyse two branded content 

DGYHUWLVLQJ�À�OPV�LQ�D�VKRUW�À�OP�IRUPDW��DVVLJQHG�
by the Catalan beer brand Estrella Damm. 

Both productions are located under the same 

FODLP��0HGLWHUUiQHDPHQWH��7KLV� LV� WKH�QDPH�RI�
WKH� FDPSDLJQ� WKDW� WKH� EUDQG� KDV� HPSOR\HG�
IURP������ WR� WKH�SUHVHQW��EDVHG�RQ�D� VWUDWHJ\�
WKDW�SXUVXHV�EUDQG�WHUULWRU\�LGHQWLÀ�FDWLRQ�XQGHU�
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 

WZR� FDPSDLJQV� DUH� 9DOH� �$PHQiEDU�� ������
DQG� /DV� SHTXHxDV� FRVDV� �5RGUtJXH]�� �������
SURJUDPPHG� LQ� WKH� VXPPHU� SHULRG�� IRFXVLQJ�
on the ideal that people usually have about 

WKH� 0HGLWHUUDQHDQ� OLIHVW\OH�� 7KLV� DUWLFOH·V� PDLQ�
FRQWULEXWLRQ�LV�WKH�PHWKRGRORJLFDO�SURSRVDO��WR�
analyse the effect produced on the viewer by a 

JUHDWHU�RU�OHVVHU�SUHVHQFH�RI�EUDQG�SODFHPHQW�
ZLWKLQ� WKH� FRQWH[W� RI� EUDQGHG� FRQWHQW� LQ�
these two productions. We use the Fisher Test 

applied to university students. It led us to the 

FRQFOXVLRQ� WKDW� D� JUHDWHU� RU� OHVVHU� GHJUHH� RI�
brand placement does not directly impede 

XQGHUVWDQGLQJ� RI� WKH� YDOXHV� RI� WKH� VWRU\�� QRU�
GRHV� LW� LPSRVH� D� QHJDWLYH� DWWLWXGH� WRZDUGV�
brand presence. The study also reveals a direct 

UHODWLRQ� EHWZHHQ� WKH� VKRUW� À�OP� HQWHUWDLQPHQW�
level and the product´s purchase intention. 

.H\ZRUGV
%UDQGHG� &RQWHQW�� %UDQGHG� HQWHUWDLQPHQW��
6WRU\WHOOLQJ��(VWUHOOD�'DPP��)LVKHU�7HVW�

5RGUtJXH]�5DEDGiQ��0���*DOiQ�)DMDUGR��+���	�GHO�3LQR�5RPHUR��&����������0HGLWHUUiQHDPHQWH��4XDQWLWDWLYH�HIÀ�FDF\�VWXG\�LQ�(VWUHOOD�
'DPP·V�DGYHUWLVLQJ�À�OPV��Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 165-184. 
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���6WRU\WHOOLQJ�DQG�(VWUHOOD�'DPP·V�DGYHUWLVLQJ�ÀOPV��

,Q�������D�\RXQJ�EUHZ�PDVWHU�QDPHG�$XJXVW�.XHQW]PDQQ�'DPP�LPPLJUDWHG�WR�WKH�0HGLWHUUDQHDQ�
FRDVW�ZLWK�KLV�ZLIH�WR�ÁHH�IURP�$OVDFH�DV�D�UHVXOW�RI�WKH�)UDQFR�3UXVVLDQ�ZDU��7KHUH�WKH\�RSHQHG�WKHLU�ÀUVW�
EUHZHU\��FUHDWLQJ�D�W\SH�RI�EHHU�WKDW�ZDV�OLJKWHU�WKDQ�WKRVH�RI�&HQWUDO�(XURSH��DQG�PRUH�DGDSWHG�WR�
the climate1. 

7KLV�HPRWLRQDO�DQHFGRWH�ZDV�WKH�EHJLQQLQJ�RI�WKH�VWRU\WHOOLQJ�WKDW�ZRXOG�EH�GHYHORSHG�RYHU�WKH�\HDUV�
and consolidated in the storyline of Mediterráneamente �������������FUHDWHG�E\�2ULRO�9LOODU�

7KH�$QJOR�6D[RQ�ZRUG�storytelling� �%DNHU�	�*UHHQH��������:DWWV��������/DPE��������*RRGPDQ��������
%XVWHU��������6QRZGHQ��������KDV�YDULRXV�XVHV�DQG�FRQQRWDWLRQV��,W�KDV�EHHQ�DSSOLHG�WR�WKH�RUJDQLVDWLRQDO�
UHDOP��%DUNHU�	�*RZHU���������SROLWLFV��6ZDQ���������EXVLQHVV��'HQQLQJ��������+HQVHO���������ODZ��0H\HU��
������� PDVV� FXOWXUH� �)XOIRUG�� ������� DQG�PRUH� VSHFLÀFDOO\�� PDUNHWLQJ� DQG� DGYHUWLVLQJ� �1~xH]�� ������
)DUUDQ��������9L]FDtQR���������DQG�LW�KDV�EHFRPH�DQ�LQGLVSHQVDEOH�WRRO�IRU�DWWUDFWLQJ�FRQVXPHUV�LQ�DQ�
LQIRUPDWLRQ�VDWXUDWHG�HQYLURQPHQW��6WRU\WHOOLQJ�SURYLGHV�QDUUDWLYH�WHFKQLTXHV�DQG�UKHWRULFDO�VWUDWHJLHV�
WKDW�IRVWHU� LGHQWLÀFDWLRQ�WKURXJK�HPRWLRQ�DQG�HQJDJHPHQW�� LQ�RUGHU�WR�HQFRXUDJH�WKH�DXGLHQFH�WR�
HPSDWKLVH�ZLWK�HQYLURQPHQWV�WKDW�DUH�FORVH�WR�WKHLU�KHDUWV��6LJQRUHOOL��������/DPEHUW��������

7KH�DLP�RI�WKLV�UHVHDUFK�LV�WR�DQDO\VH�WZR�RI�WKH�VKRUW�ÀOPV�LQ�WKH�FDPSDLJQ�XQGHU�VWXG\��Vale��$PHQiEDU��
�������DQG�Las pequeñas cosas��5RGUtJXH]���������:ULWWHQ�E\�2ULRO�9LOODU�DQG�$PHQiEDU�KLPVHOI��Vale has 

D�GXUDWLRQ�RI�������PLQXWHV��,W�ZDV�VKRW�RQ�WKH�LVODQG�RI�,EL]D��DQG�(VWUHOOD�'DPP�ZDV�WKH�FRPSDQ\�LQ�
FKDUJH�RI�SURGXFWLRQ��7KH�FDPSDLJQ�EHJDQ�LQ�-XQH�RI������DQG�HQGHG�LQ�-XO\�RI�WKH�VDPH�\HDU��DQG�
LW�ZDV�EURDGFDVW�QDWLRQZLGH��7KH�VWRU\�UHYROYHV�DURXQG�D�JURXS�RI�IULHQGV�DW�D�SDUW\�ZKR�PHHW�5DFKHO�
(Dakota Johnson), who is an American tourist, and they invite her to discover the most unique places on 

WKH�LVODQG��2QH�RI�WKH�IULHQGV�LQ�WKH�JURXS��4XLP�*XWLpUUH]��IDOOV�LQ�ORYH�ZLWK�5DFKHO�DQG�RYHUFRPHV�KLV�
ODFN�RI�(QJOLVK�WKURXJK�WKH�ZRUG�´valeµ��RU�2.��ZKLFK�KH�XVHV�DV�D�ZLOG�FDUG�WKDW�ZLOO�HYHQWXDOO\�QDUUDWH�
a beautiful love story. 

Las Pequeñas Cosas� �������KDV�D� UXQQLQJ� WLPH�RI� ������PLQXWHV�DQG�ZDV�ZULWWHQ�E\�2ULRO�9LOODU�DQG�
$OEHUWR�5RGUtJXH]��ZLWK�WKH�ODWWHU�VHUYLQJ�DV�WKH�GLUHFWRU��,W�EHORQJV�WR�WKH�VDPH�JHQUH�DQG�KDV�WKH�VDPH�
WRQH�DV�WKH�SUHYLRXV�ÀOP��$�ZHOO�NQRZQ��YHWHUDQ�)UHQFK�DFWRU��-HDQ�5HQR��KDV�WKH�ÀOPLQJ�RI�KLV�PRYLH�
LQWHUUXSWHG�DQG�LV�IRUFHG�WR�VSHQG�IRXU�GD\V�HQJDJLQJ�LQ��WRXULVP�DQG�OHLVXUH�LQ�0DOORUFD��+H�LV�DVVLJQHG�
D�WRXU�JXLGH��/DLD�&RVWD���ZKR�WDNHV�KLP�WR�WKH�PRVW�DXWKHQWLF�UHVWDXUDQWV�DQG�PDJLFDO�SODFHV�RQ�WKH�
LVODQG��7KH�DFWRU��UXJJHG�DQG�SURXG��JUDGXDOO\�OHDYHV�KLV�EDG�PRRG�EHKLQG�WKDQNV�WR�WKH�V\PSDWK\�RI�
KLV�FRPSDQLRQ��DV�KH�LV�LPSUHVVHG�E\�KHU�DELOLW\�WR�HQMR\�WKH�´OLWWOH�WKLQJVµ�WKDW�WKH�0HGLWHUUDQHDQ�OLIH�
KDV�WR�RIIHU��,Q�VKRUW��ERWK�SURGXFWLRQV�KDYH�DQ�XQPLVWDNDEOH�PDJQHWLVP�LQVSLUHG�E\�WKH�YDVW�SRWHQWLDO�
RI�WKH�SURGXFW�WKDW�LV�WKH�RULJLQ�DQG�EDVLV�RI�WKLV�VWXG\��EHHU��&ULVWRIRO��������

,Q�OLJKW�RI�WKH�IRUHJRLQJ��WKH�DLP�RI�WKLV�VWXG\�LV�WR�LGHQWLI\�WKH�HIIHFWV�WKDW�D�JUHDWHU�RU�OHVVHU�UHFXUUHQFH�
RI�EUDQG�SODFHPHQW�FDQ�KDYH�RQ�WKH�YLHZHU��EDVHG�RQ�WKH�SUHPLVH�WKDW�ERWK�FDPSDLJQV�UHSUHVHQW�
D�FKDQJH�LQ�VWUDWHJ\�E\�PHUJLQJ�WKH�SURGXFW��EUDQG��ZLWK�WKH�FRQWHQW�LQ�D�QDWXUDO�ZD\��WKURXJK�WKHLU�
RZQ�VWRU\WHOOLQJ��ZKLFK� LQ� WXUQ�HQFRXUDJHV�´LQWHJUDWLRQ�RI� WKH� WDQJLEOH�YDOXHV�RI� WKH�EUDQGµ� �1~xH]��
0DxDV�9LQLHJUD��/DYtQ�������������2Q�WKH�RWKHU�KDQG��ZH�KDYH�SURFHHGHG�WR�VSHFLÀFDOO\�H[DPLQH�WKH�
H[WHQW�WR�ZKLFK�EUDQGHG�FRQWHQW��ZLWKLQ�WKH�FRQWH[W�RI�EUDQGHG�HQWHUWDLQPHQW��LV�D�GHWHUPLQLQJ�IDFWRU�
LQ�REWDLQLQJ�D�JUHDWHU�XQGHUVWDQGLQJ�RI�WKH�EUDQG·V�YDOXHV��DV�ZHOO�DV�LQ�SURGXFLQJ�D�SRVLWLYH�DWWLWXGH�
toward the brand. To this end, several variables have been considered, such as the assimilation of 

YDOXHV�DQG�WKH�SRVLWLYH�IHHOLQJ�WKDW�WKH�SORW�LV�DEOH�WR�HQJHQGHU�LQ�WKH�YLHZHU��DV�ZHOO�DV�WKH�FRUUHODWLRQ�
between entertainment and purchase intention. 

2Q� WKH�RWKHU�KDQG�� WKLV� VWXG\�KDV�EHHQ�FRPSOHPHQWHG�ZLWK�RWKHU�SLRQHHULQJ�ZRUN�� VXFK�DV� WKDW�RI�
FRQVXOWDQF\�ÀUP�6RFLRJUDSK���������ZKRVH�REMHFWLYH�ZDV�WR�GHPRQVWUDWH�WKH�HIIHFWLYHQHVV�RI�EUDQGHG�
FRQWHQW�IRU�EUDQG�FRPPXQLFDWLRQ��PHDVXULQJ�FRQVFLRXV�DQG�XQFRQVFLRXV�YDULDEOHV�EDVHG�RQ�D�WRWDO�RI�
����SHRSOH��GLYLGHG�LQWR�VXEJURXSV�RI����SDUWLFLSDQWV��ZKR�ZHUH�H[SRVHG�WR�EUDQGHG�FRQWHQW�VWLPXOL�LQ�
IRUPDWV�VXFK�DV�DXGLR�YLVXDO�DQG�VRXQG��DV�ZHOO�DV�WUDGLWLRQDO�DGYHUWLVLQJ�VWLPXOL�VXFK�DV�VSRWV��$PRQJ�WKH�
main conclusions, one that stands out is that the format of branded content obtains better results than 

WUDGLWLRQDO�DGYHUWLVLQJ�EHFDXVH�LW�FRQQHFWV�HPRWLRQDOO\�ZLWK�WKH�YLHZHU��DQG�LW�KDV�EHHQ�GHPRQVWUDWHG�
WKDW�EUDQGHG�FRQWHQW�SURYLGHV�PRUH�FUHGLELOLW\��LQ�DGGLWLRQ�WR�EHLQJ�LQWHUHVWLQJ�DQG�HQWHUWDLQLQJ�

�����6WDWH�RI�WKH�LVVXH�UHJDUGLQJ�EUDQGHG�FRQWHQW

7KH�VKRUW�ÀOPV�DQDO\VHG�LQ�WKLV�VWXG\�KDYH�IROORZHG�WKH�DGYHUWLVLQJ�IRUPDW�NQRZQ�DV�EUDQGHG�FRQWHQW��
ZKLFK�LQ�WXUQ�IDOOV�ZLWKLQ�WKH�FDWHJRU\�RI�HQWHUWDLQPHQW��7KLV�HQWHUWDLQLQJ�DVSHFW�LV�WKH�FRPPRQ�WKUHDG�
WKDW�JXLGHV� WKH� WRQH�RI� WKH� VWRULHV�DQDO\VHG��$V� VXFK��HQWHUWDLQPHQW� LV� WKH� IRXQGDWLRQ�RQ�ZKLFK� WKH�
plot, or the content itself is based. Therefore, we can say that branded content lies within the branded 

HQWHUWDLQPHQW� IRUPDW�� ,Q� DGGLWLRQ� WR� EHLQJ� D� SRZHUIXO�� SHUVXDVLYH� LQVWUXPHQW� IRU� IXWXUH� FRQVXPHUV��
HQWHUWDLQPHQW�KDV�DOVR�EHFRPH�DQ�LPSRUWDQW�WRRO�IRU�WUDQVPLWWLQJ�YDOXHV�DQG�LGHRORJ\��)XUWKHUPRUH��
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LI�VRPHWKLQJ�HQWHUWDLQV�XV��ZH�WHQG�WR�SD\�PRUH�DWWHQWLRQ�WR�LW�DQG�ORZHU�RXU�UHVLVWDQFH��)LQDOO\��LQ�WKLV�
UHJDUG�LW�VKRXOG�EH�DGGHG�WKDW�EUDQGHG�HQWHUWDLQPHQW�SUHVHQWV�ÀFWLRQDO��QDUUDWLYH�HOHPHQWV�LQ�OLQH�ZLWK�
WKH�EUDQG·V�YDOXHV��DQG�LW�WDNHV�DGYDQWDJH�RI�WKH�H[SUHVVLYH�UHVRXUFHV�RI�D�ÀOP�VFULSW��

,Q�JHQHUDO�WHUPV��ZH�FDQ�VD\�WKDW�EUDQGHG�FRQWHQW�KDV�DQ�H[WUDRUGLQDU\�FDSDFLW\�WR�KHOS�VRFLHW\�PRYH�
IRUZDUG� �$VPXVVHQ��:LGHU��:LOOLDPV�� 6WHYHQVRQ��:KLWHKHDG�DQG�&DQWHU�� ������� 7KURXJK� WKH� FUHDWLRQ�
RI� YDOXDEOH� FRQWHQW�� EUDQGV� FDQ� FRQQHFW� HPRWLRQDOO\� ZLWK� FRQVXPHUV� DQG� DFKLHYH� D� VLJQLÀFDQW��
WUDQVIRUPDWLYH�LPSDFW�RQ�VRFLHW\��5RGUtJXH]�5DEDGiQ���������7KHUH�DUH�H[DPSOHV�RI�SURMHFWV�WKDW�KDYH�
EHHQ�DEOH�WR�FKDQJH�WKH�YLVLRQ�WKDW�SDUHQWV�DQG�WHDFKHUV�KDYH�RI�HGXFDWLRQ��RU�WKH�ZD\�FRPSDQLHV�
ORRN�WR�WKH�IXWXUH��&DVDQRYD���������$ORQJ�WKH�VDPH�OLQHV��(OOLRW�%DX]i��������IRFXVHV�RQ�WKH�JHQHURVLW\�
RI�XVHUV�ZLWK�UHJDUG�WR�FRQWHQW�FUHDWLRQ��DV�ZHOO�DV�RQ�WKH�YDVW�SRWHQWLDO�RI�EUDQGV�WR�FKDQJH�VRFLHW\�
ZLWK� WKH� LQYHVWPHQW�RI� WLPH�DQG� WDOHQW��+HQFH�� LW� LV�D� IRUPDW� WKDW� WUDQVFHQGV�DGYHUWLVLQJ� LWVHOI�� 6XFK�
content is created and chosen freely by the public, and is easy to measure (Barbosa, 2012), thereby 

SURYLGLQJ�YDOXDEOH�LQIRUPDWLRQ��0RUHRYHU��LW�ZRUNV�LI�WKH�IRXQGDWLRQ�RQ�ZKLFK�WKH�FRQWHQW�LV�EXLOW�LV�VROLG�
DQG� LQ� OLQH�ZLWK� WKH�EUDQG·V�YDOXHV�� ,Q� VKRUW�� LW� LV�DERXW�PDNLQJ�DQ� LPSDFW�DQG�FRQWULEXWLRQ� WKURXJK�
EUDQGHG�FRQWHQW��&DVWHOOy�0DUWtQH]�DQG�GHO�3LQR�5RPHUR��������

7KH�WZR�EUDQGHG�FRQWHQW�FDVHV�RI�(VWUHOOD�'DPP�FRQWDLQ�D�ODUJH�DPRXQW�RI�EUDQG�SUHVHQFH�RI�WKH�
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 

LV�DQ�DGYHUWLVLQJ�IRUPDW�WKDW�KDV�EHHQ�ZLGHO\�VWXGLHG�DW�WKH�DFDGHPLF�OHYHO��9LFWRULD�0iV��������GHO�
3LQR�5RPHUR��������GHO�3LQR�5RPHUR�DQG�2OLYDUHV��������$ODPLOOR��������&DVWHOOy�0DUWtQH]�DQG�GHO�3LQR�
Romero, 2018). 

)RU�WKHLU�SDUW��+XGVRQ�DQG�+XGVRQ���������DV�ZHOO�DV�RWKHU�PRUH�UHFHQW�DXWKRUV��1HOOL��������0DUWt��5XL]�
0DIH�DQG�6FULEQHU��������%URZQ��-RQH�DQG�:DQJ��������DQG�*ULQWD���������DJUHH�RQ�WKH�QHHG�WR�DQDO\VH�
the effects of this brand presence on the viewer. For her part, Russell (2002) points out that the memory 

RI�D�SURGXFW�SODFHPHQW�RU�EUDQG�SODFHPHQW�LV�VWURQJHU�LI�LW�LV�PHDQLQJIXO��DQG�LI�WKHUH�LV�D�FRQQHFWLRQ�
ZLWK�WKH�FRQWHQW�SUHVHQWHG�� ,Q�HVVHQFH��HYHQ�WKRXJK�WKH�EUDQG� LV� WKH�FRQWHQW�FUHDWRU�� WKLV�GRHV�QRW�
QHJDWH�WKH�SK\VLFDO�RU�YLVXDO�SUHVHQFH�RI�WKH�SURGXFW�RQ�VFUHHQ��,QVWHDG��WKH�EUDQG�FKRRVHV�WR�VKRZ�
D�FHUWDLQ�QXPEHU�RI�YLVXDOLVDWLRQV�RI�WKH�SURGXFW��ORJR��FRQVXPSWLRQ��DQG�GLDORJXH�WKDW�DOOXGH�WR�WKH�
SURGXFW��DQG�FRQVHTXHQWO\��EUDQGHG�HQWHUWDLQPHQW�LWHPV�LQFOXGH�D�JUHDWHU�RU�OHVVHU�SUHVHQFH�RI�EUDQG�
placement in their productions.

1.2. Mediterráneamente��WKH�EUDQG·V�VXPPHU�VWUDWHJ\

Formentera �������ZDV�WKH�ÀUVW�RI�WKH�FDPSDLJQV�WKDW�(VWUHOOD�'DPP�ODXQFKHG�LQ� OLQH�ZLWK� LWV�EUDQG�
WHUULWRU\� LGHQWLÀFDWLRQ� VWUDWHJ\�� ,W� ZDV� D�PDMRU� PLOHVWRQH� LQ� WKH� ZRUOG� RI� DGYHUWLVLQJ�� DQG� IURP� WKDW�
PRPHQW�XQWLO�������DOO�WKH�SDUDGLJPDWLF�FDPSDLJQV�RI�EUDQGHG�FRQWHQW�ZHUH�VWUDWHJLFDOO\�ODXQFKHG�
LQ� WKH� VXPPHUWLPH�ZLWK� WKH� IROORZLQJ�FRPPRQ�FKDUDFWHULVWLFV�� WKH\�DGRSWHG� WKH�YLGHR�FOLS� IRUPDW��
WKH\� ODVWHG� DERXW� WKUHH� DQG�D� KDOI�PLQXWHV�� DQG� WKH� QDWXUDO� ORFDWLRQV�ZHUH� GLYHUVH� VHWWLQJV� RI� WKH�
0HGLWHUUDQHDQ� ODQGVFDSH�� VSHFLÀFDOO\��&DWDORQLD�DQG� WKH�%DOHDULF� ,VODQGV��0RUHRYHU�� WKH\� IHDWXUHG�
XQNQRZQ�SURWDJRQLVWV��PRVWO\�PRGHOV��ZKR�HPERGLHG�WKH�EUDQG·V� LGHDO�RI�EHDXW\�DV�EHLQJ�DWKOHWLF��
\RXQJ��DQG�KHDOWK\��7KHVH�ZHUH�YHU\�VLPSOH�VWRULHV�RI�IULHQGVKLS�DQG�ORYH�EHWZHHQ�SHRSOH�ZKR�ZHUH�
WZHQW\�VRPHWKLQJ��ZKHUH�LW�EHDUV�PHQWLRQLQJ�WKDW�WKHUH�ZDV�QR�GLYHUVLW\�RI�HWKQLFLW\��JHQGHU��DJH��RU�
SK\VLFDO�DSSHDUDQFH��DQG�ZKHUH�WKH�ORYH�VWRULHV�ODVWHG�DV�ORQJ�DV�D�VXPPHU�KROLGD\��

2QH�RI�WKH�PRVW�LPSRUWDQW�LQJUHGLHQWV�ZDV�XVLQJ�D�EDFNGURS�RI�LQWHUQDWLRQDO�JURXSV�DQG�EDQGV�ZLWK�
FDWFK\��ODLG�EDFN�VRQJV��VXFK�DV�%LOOLH�WKH�9LVLRQ�	�WKH�'DQFHUV��/RYH�RI�/HVELDQ��/DFURVVH��+HUPDQ�'�QH��
DQG� 7KH�9DFFLQHV��ZKLFK�KLJKOLJKWHG� WKH�QRVWDOJLF�SHUVSHFWLYH��DSSHDOLQJ�GLUHFWO\� WR� WKH�HPRWLRQV��
7KH\�DOVR�XVHG�VORJDQV�WKDW�ZHUH�DQ�LQYLWDWLRQ�WR�HQMR\��´*RRG�WKLQJV�QHYHU�HQG�LI�WKHUH�LV�VRPHWKLQJ�
WR�UHPLQG�\RX�RI�WKHPµ��Formentera���������´6RPHWLPHV�ZKDW�\RX·UH�ORRNLQJ�IRU�LV�VR�FORVH�LW·V�KDUG�WR�
VHHµ��San Juan���������´6RPHWLPHV�WKH�RUGLQDU\�FDQ�EH�H[WUDRUGLQDU\µ��El Bulli���������DQG�´:KHQ�\RX�
ORYH�ZKDW�\RX�KDYH��\RX�KDYH�HYHU\WKLQJ�\RX�ZDQWµ��Tramontana���������0RUHRYHU�� LQQRYDWLRQ�WRRN�
WKH�VSROLJKW�ZLWK�WKH�SURSRVDO�WKDW�RQH�RI�WKH�SURGXFWLRQV��El Bulli, should be carried out by Catalan 

GLUHFWRU�,VDEHO�&RL[HW�� LQ�ZKLFK�WKH�IDPRXV�FKHI�)HUUiQ�$GULi�DOVR�DSSHDUHG��0DQ\�RI�WKHVH�IHDWXUHV�
ZHUH�PDLQWDLQHG�LQ�WKH�IROORZLQJ�\HDUV��\HW�RWKHUV�FKDQJHG��

)URP������RQZDUG��D�GLIIHUHQW� IRUPDW�ZDV�XVHG�� WKH� VKRUW� ÀOP��ZLWK�DQ�DSSUR[LPDWH� OHQJWK�RI�������
PLQXWHV�� GLUHFW� VRXQG�� DQG� DQ� LQWHUQDWLRQDO� IRFXV�� :KLOH� HPRWLRQDO� HQJDJHPHQW� FRQWLQXHG� WR� EH�
SURPRWHG�WKURXJK�LQWHUQDWLRQDO�EDQGV�DQG�VLQJHUV��WKH�VWRU\��WKH�FRQWHQW��WRRN�FHQWUH�VWDJH��7KH�VKRUW�
ÀOPV�ZHUH�VKRW�E\�GLUHFWRUV�VXFK�DV�$OHMDQGUR�$PHQiEDU��5D~O�$UpYDOR��-RQiV�7UXHED�DQG�&ODXGLD�/ORVD�
DQG�VWDUUHG� LQWHUQDWLRQDOO\� UHQRZQHG�DFWRUV�DQG�DFWUHVVHV� VXFK�DV�'DNRWD�-RKQVRQ��3HWHU�'LQNODJH��
-HDQ�5HQy��DV�ZHOO�DV�QDWLRQDO�DFWRUV� VXFK�DV�4XLP�*XWLpUUH]�� /DLD�$FRVWD��ÉOYDUR�&HUYDQWHV�� ,QJULG�
*DUFtD�-RQVVRQ��0DUFHO�%RUUjV��0LFKHOOH�-HQQHU�DQG�2ULRO�3OD��
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6LQFH�������WKH�EUDQG�KDV�EHHQ�HYROYLQJ�IURP�D�FDVXDO��VXPPHU\�VW\OH�WR�RQH�WKDW�LV�PRUH�FRPPLWWHG�
WR�WKH�HQYLURQPHQW��DV�LQ�WKH�VKRUW�ÀOP�VHULHV�Alma��������������FRQVLVWLQJ�RI�$FW�,��Soul, Act II. Lovers, 
and Act III. Commitment�� ZKLFK� KDYH� JLYHQ� D� YRLFH� WR� RUJDQL]DWLRQV� GHGLFDWHG� WR� SURWHFWLQJ� WKH�
environment. 

(VWUHOOD�'DPP·V�PRVW�SUROLÀF�\HDU�ZDV������²ÀUVW�ZLWK�Chefs, and then with Volver al mar (Return to 

WKH�VHD���&KHIV��ZKLFK�ZDV�EURDGFDVW�DIWHU�WKH�SHULRG�RI�FRQÀQHPHQW�FDXVHG�E\�&RYLG�����PDGH�D�
KRSHIXO�VWDWHPHQW�WKDW�VXSSRUWHG�QDWLRQDO�JDVWURQRP\��ZLWK�WKH�FROODERUDWLRQ�RI�ELJ�QDPHV�VXFK�DV�
WKH�5RFD�EURWKHUV�DQG�RWKHU�SURIHVVLRQDOV�VXFK�DV�'DEL]�0XxR]��0DFD�GH�&DVWUR��3DROR�&DVDJUDQGH��
&DUPH�5XVFDOOHGD��1DQGX�-XEDQ\��)LQD�3XLJGHYDOO�DQG��RQFH�DJDLQ��)HUUiQ�$GULj�

Amor a primera vista��/RYH�DW�ÀUVW�VLJKW��ZDV�GLUHFWHG�E\�,DQ�3RQV��ZLWK�2ULRO�9LOODU�DV�WKH�FUHDWLYH�GLUHFWRU��
)LOPHG�LQ�0HQRUFD��LW�VWDUUHG�0DULR�&DVDV��DFFRPSDQLHG�E\�0LUHLD�2ULRO�DQG�5LJREHUWD�%DQGLQL��DXWKRU�
RI�´A ver qué pasaµ��WKH�VRQJ�WKDW�VHW�WKH�UK\WKP�RI�WKH�SLHFH��,WV�VORJDQ��´FDULQJ�IRU�WKH�HQYLURQPHQW�LV�
VH[\µ��VHUYHG�DV�WKH�SDUDPHWHUV�RI�WKH�URPDQWLF�VWRU\��HYHQ�WKRXJK�WKH�ORYH�LQWHUHVW�ZDV�QRW�IRFXVHG�RQ�
WKH�VWDU�DFWRU�0DULR�&DVDV��ZKR�SOD\V�KLPVHOI�LQ�KLV�´OHDGLQJ�PDQµ�UROH��EXW�UDWKHU�RQ�WKH�FKDUDFWHU�RI�
WKH�YROXQWHHU�HFRORJLVW��DOWKRXJK�KH�ZDV�RQO\�JLYHQ�D�EULHI�VKRW�DW�WKH�HQG��,Q�WKLV�ZD\��DQG�DV�GHIHQGHG�
by its creator, a new scale of values was proposed, because as stated in an article in Reasonwhy (2021) 

UHJDUGLQJ�WKH�FDPSDLJQ��´8QIRUWXQDWHO\��WKH�DFWLYLVW�RU�HQYLURQPHQWDOLVW�ZDV�WKH�RGGEDOO�RI�WKH�JURXSµ�

7KH� DGYHUWLVHPHQW� FRPELQHG� WKH� WZR� WUHQGV� WKDW� WKH� EUDQG� KDG�EHHQ�ZRUNLQJ� RQ� VLQFH� WKH�Alma 

WULORJ\��RQH�ZDV�LWV�FRPPLWPHQW�WR�SUHVHUYLQJ�WKH�HQYLURQPHQW�RQ�WKH�&DWDORQLDQ�FRDVW��WKH�RWKHU�ZDV�
WKH�VKRUW�ÀOP�IRUPDW��FKDUDFWHULVWLF�RI�SUHYLRXV�HGLWLRQV��7KH�DLP�ZDV�WR�JLYH�D�QRG�WR�WKH�FXOWXUDO�VHFWRU��
ZKLFK�KDG�H[SHULHQFHG�VR�PDQ\�GLIÀFXOWLHV�GXH�WR�WKH�SDQGHPLF��,Q�UHDOLW\��WKH�QHDUO\�VL[�PLQXWHV�RI�WKH�
VWRU\�ZDV�D�SOD\�WKDW�HQGHG�ZLWK�WKH�VSHFWDFXODU�LPDJH�RI�DQ�HQRUPRXV��SXUSOH�FRORXUHG��WKHDWULFDO�
FXUWDLQ�IDOOLQJ�RYHU�WKH�0HGLWHUUDQHDQ��IROORZHG�E\�D�IHZ�VFHQHV�IDU�IURP�WKH�EHDFK�ZKHUH�WKH�DFWRUV�
FHOHEUDWHG�WKH�HQG�RI�WKH�SOD\�LQ�WKH�EDFNVWDJH�DUHD�RI�D�WKHDWUH��

)ROORZLQJ� WKLV� WUHQG�� (VWUHOOD� 'DPP� GHYHORSHG� D� FRPSUHKHQVLYH� SURJUDPPH� RI� � UHSRVLWLRQLQJ��
FRPPXQLFDWLRQ��EUDQGLQJ��DQG�VWUDWHJLF�PDQDJHPHQW�ZKLFK��DFFRUGLQJ�WR�)HGH�6HJDUUD��'LUHFWRU�RI�
&RPPXQLFDWLRQ�DQG�([WHUQDO�5HODWLRQV�RI�WKH�EUDQG��&ULVWRIRO��������������ZDV�EDVHG�RQ�D�SLRQHHULQJ�
EUDQG�WHUULWRU\�VWUDWHJ\�RI�FRPPXQLFDWLRQ�DQG�GLIIHUHQWLDWLRQ��7R�WKLV�HQG��WKH\�FKRVH�DV�D�VWDUWLQJ�SRLQW�
WKH�LGHDO�LPDJH�WKDW�SHRSOH�KDYH�RI�WKH�0HGLWHUUDQHDQ�OLIHVW\OH��(VWUHOOD�'DPP�ZDV�WKHQ�GHÀQHG�DV�́ WKH�
&DWDODQ�EHHU�EUDQG�ZLWK�D�0HGLWHUUDQHDQ�ÁDYRXUµ��DV�VWDWHG�LQ�LWV�FUHDWLYH�EULHI�IRU�WKH�(ÀFDFLD awards: 

(VWUHOOD�'DPP�LV�WKH�EHHU�RI�WKH�0HGLWHUUDQHDQ�� ,W�ZULWHV� LWV�KLVWRU\�QH[W�WR�WKH�VHD��VR� LW�KDV�
VRXJKW�WR�GLIIHUHQWLDWH�LWVHOI�IURP�LWV�FRPSHWLWRUV�WKURXJK�LWV�YDOXHV��VXFK�DV�JDVWURQRP\�DQG�WKH�
0HGLWHUUDQHDQ�FXOWXUH��,W�LV�D�ZD\�RI�OLYLQJ��EHLQJ�DQG�XQGHUVWDQGLQJ�OLIH��ZKLFK�KDV�DOORZHG�LW�
to create an emotional connection with people. As such, Mediterráneamente�LV�QR�ORQJHU�D�
FRQFHSW��D�FODLP��RU�D�VORJDQ��EXW�DQ�H[SUHVVLRQ�WKDW�HSLWRPL]HV�WKH�VHD��ZDONLQJ�RQ�WKH�VDQG��
meals with friends, and a toast with beer to celebrate the entire scene (Scopen, 2016: 111).

,Q�WKLV�GLIIHUHQWLDWLRQ�SURFHVV��WKH�DGYHUWLVHU�FUHDWHG�VSHFLÀF�FRQWHQW�IRU�LWV�FRQVXPHUV�EDVHG�RQ�WKUHH�
IRXQGDWLRQDO� DVSHFWV�� WKH� SRVLWLRQLQJ� RU� V\PEROLF� SODFH� D� EUDQG� ZDQWV� WR� XVH� WR� ÀOO� WKH� FROOHFWLYH�
LPDJLQDWLRQ��WKH�EUDQG·V�SHUVRQDOLW\� IURP�DQ�HPRWLRQDO�SRLQW�RI�YLHZ��DQG�WKH�HVVHQFH�RU�GLVWLQFWLYH�
DVSHFW�WKDW�FKDUDFWHULVHV�WKH�EUDQG��&ULVWRIyO���������7KLV� LGHQWLW\�UHLQIRUFHPHQW�DQG�GHÀQLWLRQ�PDGH�
VHQVH�LQ�DQ�XQHDV\��LQWHUUHODWHG�FRQWH[W�LQYROYLQJ�WKH�ORFDO�DQG�WKH�JOREDO��ZKLFK�FRXOG�EH�VXPPDULVHG�
DV�IROORZV��H[SDQGLQJ�QDWLRQDOO\�ZLWKRXW�ORVLQJ�WKH�RULJLQV��ZKLOH�DW�WKH�VDPH�WLPH�VWUHQJWKHQLQJ�WKRVH�
RULJLQV�LQ�D�VFHQDULR�WKDW�LV�QRW�RQO\�QDWLRQDO��EXW�LQWHUQDWLRQDO�DV�ZHOO�

,W�LV�VWULNLQJ�WKDW�LQ�DOO�WKH�DGYHUWLVHPHQWV�D�VWURQJ�VHQVH�RI�EHORQJLQJ�ZDV�EHLQJ�GHYHORSHG�EDVHG�RQ�
WKH�FRQFHSW�RI�DQ�´LPDJLQHG�FRPPXQLW\µ��$QGHUVRQ���������$ORQJ�WKH�VDPH�OLQHV��/ODGRQRVD�/DWRUUH�
	�9LVD�%DUERVD��������KDYH�DVVRFLDWHG�WKLV�W\SH�RI�DGYHUWLVLQJ�ZLWK�DQ�DWWHPSW�WR�UHSUHVHQW�WKH�QDWLRQ�
DQG�LWV�LGHQWLW\�WKURXJK�ZKDW�KDV�EHHQ�GHÀQHG�E\�%LOOLQJ�������������DV�´EDQDO�QDWLRQDOLVPµ��

%DVHG�RQ�WKH�DERYH��DQG�RQFH�WKH�SDUDPHWHUV�RI�WKH�FRQWH[W�RQ�ZKLFK�WKLV�VWXG\�LV�IRXQGHG�KDYH�EHHQ�
GHÀQHG��WKH�IROORZLQJ�K\SRWKHVHV�KDYH�EHHQ�SURSRVHG�IRU�WKHLU�YHULÀFDWLRQ�

+���7KH�FRQVXPHU�XQGHUVWDQGV�WKH�YDOXHV� LQKHUHQW� LQ�WKH�VWRU\�UHJDUGOHVV�RI�WKH�QXPEHU�RI�WLPHV�WKH�
EUDQG�SODFHPHQW�DSSHDUV�LQ�WKH�VKRUW�ÀOP�

+��� ,QFUHDVHG� UHSHWLWLRQ�RI�EUDQG�SODFHPHQW�FDQ�KDYH�D�QHJDWLYH� LPSDFW� �ZHDU�RXW��RQ�SXUFKDVH�
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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+���,QFUHDVHG�RU�GHFUHDVHG�UHSHWLWLRQ�RI�EUDQG�SODFHPHQW�LQ�WKH�VKRUW�ÀOP�GRHV�QRW�DIIHFW�WKH�OHYHO�RI�
HQWHUWDLQPHQW�H[SHULHQFHG�E\�WKH�YLHZHU�

+���7KH�IHHOLQJ�RI�EHLQJ�HQWHUWDLQHG�E\�WKH�VKRUW�ÀOP�LV�UHODWHG�WR�WKH�XQGHUVWDQGLQJ�RI�WKH�YDOXHV�RI�WKH�
story.

+���$�SRVLWLYH�EUDQGHG�HQWHUWDLQPHQW�H[SHULHQFH�LQÁXHQFHV�WKH�YLHZHU·V�SXUFKDVH�LQWHQWLRQ�

���0HWKRGRORJ\

7KH� VKRUW� ÀOP�ZDV� FKRVHQ� DV� WKH� REMHFW� RI� VWXG\� RYHU� RWKHU� IRUPDWV� EHFDXVH� LW� LV� D� VHOI�FRQWDLQHG�
SURGXFWLRQ�RI� VKRUW�GXUDWLRQ��$V� VXFK�� LW�ZDV�SRVVLEOH� WR�DOORZ� WKH� VDPSOH�JURXS� WR� KDYH� WKH� VDPH�
H[SHULHQFH�DV�WKDW�RI�WKH�YLHZHUV�ZKR�VDZ�WKH�VKRUW�ÀOP�RQ�LWV�EURDGFDVW�GDWH��GXH�WR�WKH�VDPSOH�JURXS�
EHLQJ�H[SRVHG�WR�LW�DV�D�FRPSOHWH�XQLW��7KHUHIRUH��WKH�WDUJHW�JURXS�LQFOXGHG�\RXQJ�SHRSOH�EHWZHHQ�
���DQG����\HDUV�RI�DJH��ZKR�DUH�SRWHQWLDO�EHHU�FRQVXPHUV��$�VDPSOH�RI����VWXGHQWV�IURP�WKH�ELOLQJXDO�
%DFKHORU·V�'HJUHH�RI�)LOP��7HOHYLVLRQ��DQG�0HGLD�6WXGLHV�ZDV�FKRVHQ�IRU�WKH�H[SHULPHQW��7KH�VDPSOH�
JURXS�GLUHFWO\�UHSUHVHQWHG�WKH�WDUJHW�JURXS�IRU�ZKLFK�WKH�FRQWHQW�ZDV�LQWHQGHG��+RZHYHU��WKH\�ZHUH�
VWXGHQWV�LQ�ZKLFK�WKH�ELDV�LQ�IDYRXU�RI�DGYHUWLVLQJ�ZDV�YHU\�OLPLWHG��DV�WKH\�ZHUH�QRW�VSHFLÀFDOO\�VWXG\LQJ�
D�GHJUHH�LQ�$GYHUWLVLQJ��VR�WKH\�ZHUH�KLJKO\�FULWLFDO�RI�DGYHUWLVLQJ�FRQWHQW�LQ�JHQHUDO��DQG�FRQYHQWLRQDO�
DGYHUWLVLQJ�LQ�SDUWLFXODU��

7KH�VFUHHQLQJ�RI�WKH�VKRUW�ÀOPV�WRRN�SODFH�LQ�D�FODVVURRP�RI�WKH�)DFXOW\�RI�+XPDQLWLHV��&RPPXQLFDWLRQ�
DQG�'RFXPHQWDWLRQ��7KH�YLHZLQJ�RI�WKH�ÀOPV�WRRN�SODFH�RQ�WKH�SUHWH[W�RI�EHLQJ�DQ�DFDGHPLF�DFWLYLW\��
DQG�DW�QR�WLPH�ZDV�WKH�REMHFWLYH�RI�WKH�VFUHHQLQJ�UHYHDOHG�LQ�RUGHU�UHSOLFDWH�VSRQWDQHRXV�UHVSRQVHV��
7KH�VWXGHQWV�FRXOG�DOVR�FKRRVH�ZKHWKHU�RU�QRW�WR�SDUWLFLSDWH�LQ�WKH�YLHZLQJ�DQG�TXHVWLRQQDLUH�

7KH����SDUWLFLSDQWV�ZHUH�IXUWKHU�GLYLGHG�LQWR�WZR�JURXSV��$�DQG�%��*URXS�$��ZLWK����SHRSOH��ZDV�DVVLJQHG�
WR�WKH�$�6FUHHQLQJ��Vale���*URXS�%��FRQVLVWLQJ�RI����SHRSOH��ZDV�DVVLJQHG�WR�WKH�%�6FUHHQLQJ��Las cosas 
pequeñas��� (DFK�JURXS�ZDV� JLYHQ�D�SUH�VFUHHQLQJ�TXHVWLRQQDLUH� WR� DVVHVV� VSRQWDQHRXV� UHFDOO� DQG�
familiarity with the brand.  These questionnaires were collected after their completion. Subsequently, 

HDFK�JURXS�ZDWFKHG�WKH�ÀOP�VHSDUDWHO\�DQG�WKHQ�UHVSRQGHG�WR�WKH�TXHVWLRQQDLUH��7DEOH�����DV�ZHOO�
DV�WR�ZKHWKHU�RU�QRW�WKH\�LGHQWLÀHG�ZLWK�WKH�LVVXHV�GLVFXVVHG�DQG�WKHLU�LQWHQWLRQ�WR�SXUFKDVH�WKH�EHHU��

7DEOH����'HPRJUDSKLF�FKDUDFWHULVWLFV�RI�WKH�VDPSOH

&KDUDFWHULVWLF *URXS /HYHOV 7RWDO $YHUDJH�DJH

Gender A 0DOH 10

B 0DOH 7

A Female 25

B Female 24

1 �� 66 19

Source: prepared by the authors

7KH�UHVSRQVHV�ZHUH�VXEMHFWHG�WR�D�TXDQWLWDWLYH�GHVFULSWLYH�VWDWLVWLFDO�SURFHVV�XVLQJ�)LVKHU·V�H[DFW�WHVW�
WR�YHULI\�RU� UHMHFW�WKH�K\SRWKHVHV��)LVKHU·V�WHVW�PHDVXUHV�VWDWLVWLFDO�VLJQLÀFDQFH�XVHG� LQ�WKH�DQDO\VLV�RI�
FRQWLQJHQF\�WDEOHV��7KH�VDPSOH�SDUDPHWHU�RI�WKLV�H[SHULPHQW�LV�LGHDO�IRU�WKLV�SDUWLFXODU�WHVW�DV�LW�RIIHUV�
KLJK� SUHFLVLRQ�ZKHQ� VDPSOH� VL]HV� DUH� VPDOO�� )LVKHU·V� RIIHUV� D� KLJK� OHYHO� RI� DFFXUDF\� E\� XVLQJ�PDQ\�
factors in its formula, such as the two-sample factor for variances. Due to the composition of its formula, 

WKH�HUURU� LV�YHU\�OLPLWHG��)LQDOO\�� LQ�)LVKHU·V�WHVW��WKH���RU�QXOO�K\SRWKHVLV� LV�SRVHG�E\�WHVWLQJ�ZKHWKHU�WKH�
WZR�FRPSDUHG�YDULDEOHV�EHKDYH�VLPLODUO\��7KH�SRVVLEOH�UHVXOWV�DUH�´DFFHSWHGµ�RU�´UHMHFWHGµ�ZLWK�WKH�
FRQVHTXHQW�H[SODQDWLRQ�DQG�LQWHUSUHWDWLRQ��´7KH�QXOO�K\SRWKHVLV�LV�DOZD\V�VWDWHG�DV�DQ�HTXDOLW\��VR�WKDW�
LW�VSHFLÀHV�DQ�H[DFW�SDUDPHWHU�YDOXHµ��0R\D�DQG�5REOHV�������������

7KLV�PHWKRGRORJ\� LV� VXLWDEOH� IRU� DVVHVVLQJ� WKH�ZHLJKW�� RU� LPSRUWDQFH�� RI� WKH� JUHDWHU� RU� OHVVHU� EUDQG�
presence or brand placement in a branded content item, and discusses the relevance and intrusiveness 

of brand placement within this framework. 

,Q�WKH�TXDQWLWDWLYH�VWXG\��)LJXUH�����*URXSV�$�DQG�%�ZHUH�FRQVLGHUHG�DV�LQGHSHQGHQW�YDULDEOHV��ZKLFK�
ZHUH�GLIIHUHQWLDWHG� LQ� WKLV� VWXG\�E\� WKH�JUHDWHU�RU� OHVVHU� QXPEHU�RI� UHSHWLWLRQV�RI�EUDQG�SODFHPHQW��
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2Q�WKH�RWKHU�KDQG��FRPSUHKHQVLRQ�RI�WKH�YDOXHV�RI�WKH�EUDQG��SXUFKDVH� LQWHQWLRQ��DWWLWXGHV�WRZDUG�
DGYHUWLVLQJ��DQG�WKH�GHJUHH�RI�HQWHUWDLQPHQW�ZHUH�XVHG�DV�GHSHQGHQW�YDULDEOHV�

7DEOH����6XPPDU\�RI�YDULDEOHV�XVHG�WR�DQDO\VH�WKH�HIIHFWV�RQ�WKH�YLHZHU�RI�JUHDWHU�RU�OHVVHU�UHSHWLWLRQ�RI�
EUDQG�SODFHPHQW��5HODWHG�WR�+��+�

Source: prepared by the authors

2Q�D� VHFRQG� OHYHO�� WKH�YDULDEOHV�ZHUH�DOWHUHG� WR� VWXG\� WKH�HIIHFWV�SURGXFHG�E\�D�JUHDWHU�RU� OHVVHU�
OHYHO�RI�HQWHUWDLQPHQW�DQG� LWV� UHODWLRQVKLS�ZLWK�D�EHWWHU�RU�ZRUVH�XQGHUVWDQGLQJ�RI� YDOXHV��DQG�ZLWK�
the purchase intention. As shown in Table 2, the relationship between the level of entertainment as an 

LQGHSHQGHQW�YDULDEOH�DQG�WKH�XQGHUVWDQGLQJ�RI�WKH�YDOXHV�RI�WKH�VWRU\�DV�D�GHSHQGHQW�YDULDEOH�ZDV�
studied as well. 

%DVHG�RQ�WKLV�SUHPLVH�� LW�ZDV�REVHUYHG�ZKHWKHU�D�JUHDWHU�RU� OHVVHU�GHJUHH�RI�HQWHUWDLQPHQW�KDG�DQ�
LQÁ�XHQFH�RQ�XQGHUVWDQGLQJ�WKH�YDOXHV�RI�WKH�VWRU\��)LQDOO\��WKH�GHJUHH�RI�HQWHUWDLQPHQW�RI�WKH�VKRUW�À�OP�
was analysed as an independent variable, and purchase intention as a dependent variable.

7DEOH����9DULDEOHV�UHODWHG�WR�WKH�OHYHO�RI�HQWHUWDLQPHQW

Independent variable Dependent variable

'HJUHH�RI�HQWHUWDLQPHQW�RI�DOO�WKH�
participants

Groups A + B

8QGHUVWDQGLQJ��WKH�
VWRU\·V�YDOXHV

'HJUHH�RI�HQWHUWDLQPHQW�RI�DOO�WKH�
participants

Groups A + B

Purchase intention

Source: prepared by the authors

%HIRUH�VFUHHQLQJ�WKH�YLGHR��WKH�VWXGHQWV� LQ�WKH�WZR�JURXSV�DQVZHUHG�D�TXHVWLRQ�DERXW�VSRQWDQHRXV�
UHFDOO��7KH\�ZHUH�JLYHQ�D�TXHVWLRQQDLUH�WRJHWKHU�ZLWK�WKH�SRVWHU�RI�WKH�VKRUW�À�OP��EXW�ZLWKRXW�D�EHHU�ORJR�
nor brand placement. In order to evaluate spontaneous recall, the students who were divided into two 

VHSDUDWH�JURXSV��$�DQG�%��KDG�WR�DQVZHU�WKH�À�UVW�TXHVWLRQ�RI�WKH�VXUYH\�DFFRUGLQJ�WR�WKH�FRQWHQW�RI�
WKH�SRVWHU�RI�WKH�VKRUW�À�OP�WKH\�ZHUH�JRLQJ�WR�ZDWFK�ODWHU��7KH�TXHVWLRQ�ZDV��´'R�\RX�UHPHPEHU�ZKLFK�
EUDQG�DSSHDUV�LQ�WKLV�VKRUW�À�OP"µ�,Q�WKLV�ZD\��WKH�VWXGHQWV�KDG�WR�DQVZHU�ZKLFK�EUDQG�DSSHDUHG�LQ�WKH�
VKRUW�À�OP�ZLWKRXW�KDYLQJ�UHFHLYHG�DQ\�LQIRUPDWLRQ�WKDW�FRXOG�LQÁ�XHQFH�WKHLU�DQVZHU��

�,Q� WKH�À�QDO� UHVHDUFK� UHVXOWV�� WKLV� VHFWLRQ�ZDV�GLVFDUGHG�IURP�WKH�GHYHORSPHQW�RI� WKH�K\SRWKHVHV�SXW�
IRUZDUG�� IRU� WKH� IROORZLQJ� UHDVRQV�� À�UVWO\�� WKH� PDLQ� REMHFWLYH� RI� WKHVH� TXHVWLRQV� ZDV� WR� SURYLGH� DQ�
LQLWLDO�IUDPHZRUN�IRU�WKH�WHVW�JURXS��RIIHULQJ�D�EURDG�VSHFWUXP�RI�TXHVWLRQV�VR�WKDW�WKH\�ZRXOG�QRW�EH�
SUHGLVSRVHG�WR�JLYLQJ�ELDVHG�DQVZHUV� WR� WKH�TXHVWLRQV� UHODWHG� WR�EUDQGHG�HQWHUWDLQPHQW��6HFRQGO\��
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 

*URXS�$�LGHQWLÀ�HG�WKH�(VWUHOOD�'DPP�EUDQG�ZKHQ�WKH\�VDZ�WKH�SRVWHU�RI�WKH�VKRUW�À�OP��$PRQJ�*URXS�
%�����RXW�RI�D�WRWDO�RI����UHVSRQGHQWV�LGHQWLÀ�HG�WKH�EUDQG�UHODWHG�WR�WKH�À�OP·V�SRVWHU��:LWK�UHJDUG�WR�WKH�
TXHVWLRQ�RQ�IDPLOLDULW\�ZLWK�EUDQGV�RI�EHHU��WKH�PRVW�IUHTXHQWO\�PHQWLRQHG��IURP�KLJKHVW�WR�ORZHVW��ZHUH�
+HLQHNHQ��0DKRX��*DOLFLD��'DPP��&DUVOEHUJ�DQG�ÉPEDU��
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$W�WKH�HQG�RI�WKH�VFUHHQLQJ��WKH�VXUYH\�ZDV�GLVWULEXWHG�WR�WKH�VWXGHQWV��LQ�ZKLFK�TXHVWLRQV�ZHUH�DVNHG�
DERXW�WKH�UHSHWLWLRQ�RI�WKH�EUDQG�SODFHPHQW�VWLPXOXV��XQGHUVWDQGLQJ�RI�WKH�YDOXHV��WKHLU�DWWLWXGH�WRZDUG�
WKH� DGYHUWLVHG� EUDQG� DQG� WKH� VKRUW� ÀOP�� DQG� SXUFKDVH� LQWHQWLRQ�� 3DUWLFLSDQWV� ZHUH� WROG� WR� DQVZHU�
DFFRUGLQJ�WR�WKHLU�SUHIHUHQFHV��EDVHG�RQ�D�ÀYH�SRLQW�/LNHUW�VFDOH�XVLQJ�WKH�IROORZLQJ�UHPDUN��´3OHDVH�
LQGLFDWH�\RXU� OHYHO�RI�DJUHHPHQW�RU�GLVDJUHHPHQW�ZLWK�WKH�IROORZLQJ�VWDWHPHQWV��� VWURQJO\�GLVDJUHH�
���� VWURQJO\�DJUHH���&LUFOH�WKH�RSWLRQ�FKRVHQ�LQ�HDFK�FDVH��/HJHQG��6' �6WURQJO\�'LVDJUHH��' �'LVDJUHH��
, �,QGLIIHUHQW��$ �$JUHH��6$ �6WURQJO\�$JUHH��7KH�TXHVWLRQV�DUH�VXPPDULVHG�EHORZ�LQ�7DEOHV�����

7DEOH����5HSOLFDWLRQ�RI�VXUYH\�TXHVWLRQV�UHODWHG�WR�VWLPXOXV�UHSHWLWLRQ

Question 6' ' I A SA

5����:RXOG�\RX�ZDWFK�D�VKRUW�ÀOP�LI�\RX�NQHZ�EHIRUHKDQG�WKDW�LW�ZDV�
SURGXFHG�E\�D�EUDQG"

1 2 3 4 5

R.2. The brand presence plays a role in the story. 1 2 3 4 5

5����,I�,�FKDQJHG�WKH�EHHU�EUDQG��,�ZRXOG�KDYH�WR�FKDQJH�WKH�VWRU\� 1 2 3 4 5

5����7KH�EUDQG�SUHVHQFH�LV�UHDOLVWLF�DQG�GRHVQ·W�VHHP�LQWUXVLYH�WR�PH� 1 2 3 4 5

Source: prepared by the authors

7DEOH����5HSOLFDWLRQ�RI�TXHVWLRQQDLUH�RQ�WKH�GHJUHH�RI�HQWHUWDLQPHQW�RI�WKH�VKRUW�ÀOP

Question 6' ' I A SA

5����,�OLNHG�WKH�VKRUW�ÀOP�,�ZDWFKHG�� 1 2 3 4 5

R.6. The story was plausible. 1 2 3 4 5

5����7KH�VKRUW�ÀOP�RIIHUHG�PH�VRPHWKLQJ�QHZ� 1 2 3 4 5

5����7KH�WRSLF�RI�WKH�VKRUW�ÀOP�FDSWXUHG�P\�LQWHUHVW� 1 2 3 4 5

5����7KH�VKRUW�ÀOP�,�ZDWFKHG�LQVSLUHG�PH� 1 2 3 4 5

5�����:KLOH�ZDWFKLQJ�WKH�VKRUW�ÀOP��,�IHOW�OLNH�,�ZDV�OLYLQJ�WKH�H[SHULHQFHV�
of the characters.

1 2 3 4 5

5�����:KLOH�ZDWFKLQJ�WKH�VKRUW�ÀOP�� WLPH�SDVVHG�TXLFNO\�ZLWKRXW�P\�
QRWLFLQJ�

1 2 3 4 5

5����� ,� GLVFRYHUHG� VRPHWKLQJ� QHZ� DERXW� WKH� TXDOLWLHV� RI� (VWUHOOD�
Damm beer.

1 2 3 4 5

Source: prepared by the authors

7DEOH����5HSOLFDWLRQ�RI�WKH�DWWLWXGHV�WRZDUG�EUDQG�SODFHPHQW�LQ�WKH�VKRUW�ÀOP�

Question 6' ' I A SA

5�����,�JHQHUDOO\�ÀQG�DGYHUWV�HQWHUWDLQLQJ� 1 2 3 4 5

R.14. I often try products that are advertised. 1 2 3 4 5

5����� ,� WKLQN� WKH�SUHVHQFH�RI� UHDO�EUDQGV� LQ� VKRUW�ÀOPV�PDNHV� WKH�EUDQGV�
more attractive.

1 2 3 4 5

5�����,�SUHIHU�VKRUW�ÀOPV�WKDW�LQFOXGH�EUDQGV� 1 2 3 4 5

5�����7KH�SUHVHQFH�RI�WKH�EUDQG�GRHV�QRW�KLQGHU�PH�IURP�IROORZLQJ�WKH�
story. 

1 2 3 4 5

Source: prepared by the authors
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7DEOH����5HSOLFDWLRQ�RI�WKH�VXUYH\�TXHVWLRQV�UHJDUGLQJ�SXUFKDVH�LQWHQWLRQ�

Question 6' ' I A SA

R.18. I would like to drink a Damm beer. 1 2 3 4 5

5�����7KH�QH[W�WLPH�,�EX\�D�EHHU��LW�ZLOO�EH�'DPP� 1 2 3 4 5

Source: prepared by the authors

,Q�DGGLWLRQ��WKH�IROORZLQJ�RSHQ�HQGHG�TXHVWLRQ�UHJDUGLQJ�WKH�XQGHUVWDQGLQJ�RI�YDOXHV�ZDV�DOVR�DVNHG��
´:KDW�LV�WKH�WRSLF�RI�WKH�VKRUW�ÀOP"µ�7KH�VWXGHQWV�DQVZHUHG�IUHHO\�DFFRUGLQJ�WR�ZKDW�WKH\�EHOLHYHG�WKH�
VWRU\�ZDV�DERXW��7KH�DQVZHUV�ZHUH�WUDQVIHUUHG�WR�WKH�GDWDEDVH�DV���IRU�<HV�DQG���IRU�1R��FRQVLGHULQJ�
WKH� IROORZLQJ�YDOXHV�HVWDEOLVKHG�E\� WKH�EUDQG�ZKHQ�GHYLVLQJ� WKH� VWRU\�� ´JDVWURQRP\µ�� ´HQMR\PHQWµ��
´WKH�VHDµ��´IULHQGVµ�DQG�´OLWWOH�WKLQJVµ��WKH�EOLQG�LGHQWLÀFDWLRQ�RI�WKHVH�YDOXHV�RIIHUV�UHOHYDQW�GDWD��DV�LW�
LQGLFDWHV�ZKHWKHU�RU�QRW�WKH�YLHZHU�JUDVSV�ZKDW�WKH�EUDQG�ZDQWV�WR�VD\���

$Q�DVVRFLDWLRQ�RI�WHUPV��ZKLFK�ZDV�DJUHHG�XSRQ�IRU�WKLV�UHVHDUFK��ZDV�DOVR�FDUULHG�RXW�� LQ�ZKLFK�WKH�
DQVZHUV� JLYHQ� ZHUH� HTXDWHG�� )RU� H[DPSOH�� ´ORYHµ�� ´IULHQGVKLSµ�� ´FDPDUDGHULHµ�� ´VSHQGLQJ� WLPH�
WRJHWKHUµ� DQG� ´EULQJLQJ� SHRSOH� WRJHWKHUµ� ZHUH� HTXDWHG� ZLWK� WKH� DQVZHU� ´IULHQGVKLSµ�� 7KH� ZRUGV�
´KDYLQJ� D� JRRG� WLPHµ�� ´KDSSLQHVVµ�� ´KDYLQJ� H[SHULHQFHVµ�� ´JRRG� PHPRULHVµ�� DQG� ´FDUHIUHHµ� DUH�
DVVRFLDWHG�ZLWK�WKH�UHVSRQVH�´HQMR\PHQWµ��

'DWD�SURFHVVLQJ�ZDV�FDUULHG�RXW�ZLWK�DQ�([FHO�SURJUDPPH��XVLQJ�ER[HV�ZLWK�SUH�VHOHFWHG�YDOXHV�RQ�D�
/LNHUW�VFDOH�IURP���WR���WR�UHGXFH�WKH�SRVVLELOLW\�RI�LQWURGXFLQJ�HUURQHRXV�GDWD��7KH�([FHO�VSUHDGVKHHW�
ZDV� H[SRUWHG� WR� 6WDW3OXV� VRIWZDUH� IRU� TXDQWLWDWLYH� DQDO\VLV� DQG� IRU� PDNLQJ� FRPSDULVRQV� EHWZHHQ�
*URXSV�$�DQG�%��DQG�DOVR�IRU�PDNLQJ�FRPSDULVRQV�EHWZHHQ�VHYHUDO�VSHFLÀF�TXHVWLRQV�DVNHG�RI�DOO�WKH�
participants. 

7KH�K\SRWKHVHV�ZHUH�WHVWHG�XVLQJ�D�GHVFULSWLYH��TXDQWLWDWLYH��VWDWLVWLFDO�DQDO\VLV�DQG�)LVKHU·V�H[DFW�WHVW�
�0R\D�DQG�5REOHV���������$V�PHQWLRQHG�DERYH��JLYHQ�WKH�FKDUDFWHULVWLFV�RI�WKH�VWXG\��WKLV�SDUWLFXODU�
WHVW�LV�UHFRPPHQGHG��VLQFH�WKH�YDULDEOHV�H[WUDFWHG�DUH�FDWHJRULFDO�RU�GLVFUHWH��LQ�RWKHU�ZRUGV��WKH\�DUH�
WUDQVODWHG�LQWR�VSHFLÀF�QXPEHUV�DQG�QRW�FRQWLQXRXV�LQWHUYDOV�ZLWK�GHFLPDOV��,Q�WXUQ��)LVKHU·V�WHVW�IRU�VPDOO�
VDPSOHV�LV�DGYLVDEOH�DV�LW�RIIHUV�DFFXUDF\�LQ�WKH�LQWHUSUHWDWLRQ�RI�WKH�GDWD��ZKLFK�LV�LGHDO�IRU�WKLV�JURXS�
of 66 participants. 

3. Results

7KH�UHVXOWV�RI� WKH�K\SRWKHVHV�SURSRVHG� LQ� WKLV� UHVHDUFK�DUH�SUHVHQWHG�EHORZ��DFFRUGLQJ�WR�WKH�GDWD�
SURYLGHG�E\�)LVKHU·V�WHVW��

�����5HVXOWV�RI�+\SRWKHVLV��

+\SRWKHVLV�+��KDV�EHHQ�FRQÀUPHG��WKH�FRQVXPHU�XQGHUVWDQGV�WKH�YDOXHV�RI�WKH�VWRU\��UHJDUGOHVV�RI�WKH�
QXPEHU�RI�WLPHV�WKH�EUDQG�SODFHPHQW�LV�SUHVHQWHG�LQ�WKH�VKRUW�ÀOP�

7DEOH����5HVXOWV�RI�)LVKHU·V�WHVW�IRU�+�

7ZR�VDPSOH�)�WHVW�IRU�YDULDQFHV

Descriptive statistics A  B

6DPSOH�VL]H 175  155

0HDQ 0.2  0.29677

Variance 0.16092  0.21005

Standard deviation 0.40115  0.45832

6WDQGDUG�HUURU�RI�WKH�0HDQ� 0.03032  0.03681

�9DULDQFH�UDWLR�9DU>$@�9DU>%@  

F 0.76608  

F Critical Value (5%) 0.77342  

Two-tailed F Critical value (5%) 0.73618  



173

7ZR�VDPSOH�)�WHVW�IRU�YDULDQFHV

7ZR�WDLOHG�S�YDOXH��+���)����� 0.08806 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)�!��� 0.95597 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)����� 0.04403 H1 accepted 

)�>ODUJHU�VPDOOHU@  

F 130.534  

F Critical Value (5%) 129.296  

Two-tailed F Critical Value (5%) 135.836  

+��) ������"� Accepted  

Source: prepared by the authors

�����5HVXOWV�RI�+\SRWKHVLV��

$FFRUGLQJ�WR�WKH�VHFRQG�K\SRWKHVLV�RI�WKLV�VWXG\��+����UHSHWLWLRQ�RI�WKH�YLVXDO�VWLPXOXV�RI�WKH�SURGXFW�FDQ�
KDYH�D�QHJDWLYH� LPSDFW��ZHDU�RXW��RQ�SXUFKDVH�LQWHQWLRQ��7DEOH�����7KH�K\SRWKHVLV�DFFHSWHG�LQ�WKLV�
FDVH�E\�)LVKHU·V�7HVW�VWDWHV�WKDW�ERWK�*URXS�$�DQG�*URXS�%�EHKDYH�LQ�WKH�VDPH�ZD\�ZKHQ�ZDWFKLQJ�WKH�
VKRUW�ÀOP��7KH�GLIIHUHQFHV�DUH�QRW�VLJQLÀFDQW��QHLWKHU�VWDWLVWLFDOO\�QRU�ZLWK�UHJDUG�WR�SUREDELOLW\��7KHUHIRUH��
LW�FRXOG�EH�VDLG�WKDW�D�JUHDWHU�RU�OHVVHU�QXPEHU�RI�EUDQG�SODFHPHQWV�LQ�WKH�WZR�VKRUW�ÀOPV�KDV�QR�GLUHFW�
effect. Therefore, H2 of this research is rejected: more brand placement does not necessarily have a 

GLUHFW�QHJDWLYH�UHODWLRQVKLS�ZLWK�SXUFKDVH�LQWHQWLRQ�

7DEOH����5HVXOWV�RI�)LVKHU·V�7HVW�IRU�+�

7ZR�VDPSOH�)�WHVW�IRU�YDULDQFHV 2QO\�ZLWK�5���

'HVFULSWLYH�VWDWLVWLFV  

 A B

6DPSOH�VL]H 35 31

0HDQ 1.934.286 1.877.419

Variance 211.429 124.731

Standard deviation 145.406 111.683

6WDQGDUG�HUURU�RI�WKH�0HDQ 0.24578 0.20059

9DULDQFH�UDWLR�9DU>D@�9DU>E@  

F 169.507  

F Critical Value (5%) 181.813  

Two-tailed F Critical value (5%) 204.375  

7ZR�WDLOHG�S�YDOXH��+���)����� 0.14582 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)�!��� 0.07291 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)����� 0.92709 H1 rejected 

)�>ODUJHU�VPDOOHU@  

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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�����5HVXOWV�RI�+\SRWKHVLV���

+\SRWKHVLV� �� IRFXVHV� RQ� WKH� YLHZHU·V� UHDFWLRQ� WR� WKH� EUDQG� SODFHPHQW�� JUHDWHU� UHSHWLWLRQ� RI� EUDQG�
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 

WR�UHSHWLWLRQ�RI�WKH�VWLPXOXV��7DEOH�����DQG�RQ�DWWLWXGHV�WRZDUG�DGYHUWLVLQJ��7DEOH�����$FFRUGLQJ�WR�)LVKHU·V�
WHVW��+��RI�WKLV�VWXG\�LV�UHMHFWHG��*URXS�$�DV�ZHOO�DV�*URXS�%�EHKDYHG�LQ�D�VLPLODU�ZD\�ZLWK�UHJDUG�WR�
WKH�GHSHQGHQW� YDULDEOH� �IURP�5�� WR�5��DQG�5��� WR�5����� VR� LW� FDQ�EH�GHGXFHG� WKDW� WKH�JUHDWHU�RU�
OHVVHU�SUHVHQFH�RI�EUDQG�SODFHPHQW� LQ� WKH�WZR�VKRUW�ÀOPV� LV�QRW�D�GHWHUPLQLQJ�IDFWRU� LQ� WKH�YLHZHU·V�
SHUFHSWLRQ�RI�WKH�EUDQG�DV�LQWUXVLYH�DQG�DQQR\LQJ�LQ�WKH�FRQWH[W�RI�WKH�VWRU\�

7DEOH�����5HVXOWV�RI�)LVKHU·V�7HVW�IRU�+�

7ZR�WDLOHG�)�7HVW�IRU�9DULDQFHV   

'HVFULSWLYH�VWDWLVWLFV A B

6DPSOH�VL]H 314 276

0HDQ 323.567 315.942

Variance 122.224 145.086

Standard deviation 110.555 120.452

6WDQGDUG�HUURU�RI�WKH�0HDQ 0.06239 0.07250

9DULDQFH�UDWLR�9DU>$@�9DU>%@  

F 0.84243

F Critical value (5%) 0.82541

Two-tailed F Critical value (5%) 0.79558

7ZR�WDLOHG�S�YDOXH��+���)����� 0.14154 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)�!��� 0.92923 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)����� 0.07077 H1 rejected 

)�>ODUJHU�VPDOOHU@  

F 118.705

F Critical Value (5%) 121.153

Two-tailed F Critical Value (5%) 125.694

+��) ������"� $FFHSWHG�  

Source: prepared by the authors

�����5HVXOWV�RI�+\SRWKHVLV��

+\SRWKHVLV���H[DPLQHV�WKH�LQÁXHQFH�RI�EUDQG�SODFHPHQW�RQ�HQWHUWDLQPHQW�LQ�D�SURGXFWLRQ�ZLWK�WKHVH�
FKDUDFWHULVWLFV��XQGHU�WKH�IROORZLQJ�SUHPLVH��´7KH�OHYHO�RI�HQWHUWDLQPHQW�JHQHUDWHG�E\�WKH�DXGLR�YLVXDO�
project is unaffected by the number of times the product is inserted as brand placement (repetition of 

WKH�VWLPXOXV�µ��,Q�RUGHU�WR�PHDVXUH�WKH�OHYHO�RI�HQWHUWDLQPHQW��DQVZHUV�5��WR�5���IURP�WKH�TXHVWLRQQDLUH�
ZHUH�H[DPLQHG�DQG�SUHVHQWHG�LQ�7DEOH����7KH�TXHVWLRQV�WU\�WR�HYDOXDWH�WKH�DWWLWXGH�RI�YLHZHUV�LQ�UHODWLRQ�
to the most creative aspect of the branded entertainment audio-visual items. 

)RU� WKLV� K\SRWKHVLV�� )LVKHU·V� WHVW� ZDV� XVHG� WR� DQDO\VH� WKH� EHKDYLRXU� RI� *URXS� $� DQG� *URXS� %� DV�
LQGHSHQGHQW�YDULDEOHV�ZLWK�UHJDUG�WR�WKH�GHSHQGHQW�YDULDEOH�RI�HQWHUWDLQPHQW��,W�KDV�EHHQ�VKRZQ�WKDW�
+��LV�DFFHSWHG��LQ�RWKHU�ZRUGV��WKH�YDULDEOHV�RI�*URXS�$�DQG�*URXS�%�DUH�LQGHSHQGHQW�DQG�DUH�QRW�
DIIHFWHG�E\�ZKDW�GLVWLQJXLVKHV�WKHP��LQ�RXU�FDVH�VWXG\��LW�PHDQV�D�JUHDWHU�RU�OHVVHU�QXPEHU�RI�EUDQG�
SODFHPHQWV�LQ�WKH�VKRUW�ÀOP���7KHUHIRUH��LV�KDV�EHHQ�FRQÀUPHG�WKDW�+��LV�YDOLG��WKH�OHYHO�RI�HQWHUWDLQPHQW�
JHQHUDWHG�E\�D�EUDQGHG�HQWHUWDLQPHQW�VKRUW�ÀOP� LV�XQDIIHFWHG�E\�WKH�QXPEHU�RI�WLPHV�WKH�SURGXFW�
(brand placement) or repetition of the brand stimulus is inserted.
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7DEOH�����5HVXOWV�RI�)LVKHU·V�7HVW�IRU�+�

7ZR�WDLOHG�)�7HVW�IRU�9DULDQFHV   

'HVFULSWLYH�6WDWLVWLFV A B

6DPSOH�VL]H 276 245

0HDQ 342.391 343.673

Variance 129.237 140.274

Standard deviation 113.683 118.437

6WDQGDUG�HUURU�RI�WKH�0HDQ 0.06843 0.07567

9DULDQFH�UDWLR�9DU>$@�9DU>%@  

F 0.92132

F Critical Value (5%) 0.81527

Two-tailed F Critical Value (5%) 0.78395

7ZR�WDLOHG�S�YDOXH��+���)����� 0.50849 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)�!���� 0.74575 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)����� 0.25425 H1 rejected 

)�>ODUJHU�VPDOOHU@  

F 108.540

F Critical Value (5%) 122.658

Two-tailed F Critical Value (5%) 127.559

+��) ������" Accepted  

Source:  prepared by the authors

�����5HVXOWV�RI�+\SRWKHVLV��

+\SRWKHVLV� �� VWDWHV� WKH� IROORZLQJ�� ´7KH� OHYHO� RI� HQWHUWDLQPHQW�JHQHUDWHG�E\� WKH� VKRUW� ÀOP� LV� UHODWHG�
WR� WKH� XQGHUVWDQGLQJ� RI� WKH� VWRU\·V� YDOXHVµ�� 7KH� LQGHSHQGHQW� YDULDEOH� XVHG� LV� WKH� JHQHUDO� OHYHO� RI�
HQWHUWDLQPHQW�JHQHUDWHG�E\�WKH�VKRUW�ÀOP��5��WR�5����VWXGLHG�DERYH��7KH�GHSHQGHQW�YDULDEOH�XVHG�ZDV�
H[WUDFWHG�IURP�WKH�DQVZHUV�WR�,WHP���RI�WKH�TXHVWLRQQDLUH�UHJDUGLQJ�WKH�XQGHUVWDQGLQJ�RI�WKH�EUDQG·V�
YDOXHV��WKH�DQVZHUV�ZHUH�HYDOXDWHG�DFFRUGLQJ�WR�WKH�FULWHULD�H[SODLQHG�LQ�WKH�GDWD�FROOHFWLRQ�VHFWLRQ�
RI�WKLV�H[SHULPHQW��

)LVKHU·V�WHVW�VKRZV�D�UHVXOW�RI�+��) ���RU�LQ�RWKHU�ZRUGV��LW�LV�UHMHFWHG��WKH�WZR�YDULDEOHV�GR�QRW�EHKDYH�
VLPLODUO\��$FFRUGLQJ�WR�WKH�GDWD�REWDLQHG��WKH�OHYHO�RI�HQWHUWDLQPHQW�JHQHUDWHG�E\�WKH�VKRUW�ÀOPV�GRHV�
QRW�KDYH�D�GLUHFW�UHODWLRQVKLS�WR�D�EHWWHU�XQGHUVWDQGLQJ�RI�WKH�YDOXHV�RI�WKH�VWRU\�

7DEOH�����5HVXOWV�RI�)LVKHU·V�7HVW�IRU�+�

7ZR�VDPSOH�)�WHVW�IRU�YDULDQFHV   

'HVFULSWLYH�VWDWLVWLFV A B

6DPSOH�VL]H 451 400

0HDQ 217.295 2.22

Variance 332.558 328.481

Standard deviation 182.362 181.241
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7ZR�VDPSOH�)�WHVW�IRU�YDULDQFHV   

'HVFULSWLYH�VWDWLVWLFV A B

Standard error of the mean 0.08587 0.09062

9DULDQFH�UDWLR�9DU>$@�9DU>%@  

F 101.241

F Critical value (5%) 117.420

Two-tailed F Critical value (5%) 121.096

7ZR�WDLOHG�S�YDOXH��+���)����� 0.90069 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)�!��� 0.45034 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)����� 0.54966 H1 rejected 

)�>ODUJHU�VPDOOHU@  

F 101.241

F Critical value (5%) 117.420

Two-tailed F Critical Value (5%) 121.096

+��) ������" Accepted  

Source: prepared by the authors

�����5HVXOWV�RI�+\SRWKHVLV��

Finally, the impact of entertainment on purchase intention has been analysed. Hypothesis 6 proposes 

KRZ� D� SRVLWLYH� EUDQGHG� FRQWHQW� HQWHUWDLQPHQW� H[SHULHQFH� LQÁXHQFHV� SXUFKDVH� LQWHQWLRQ�� )RU� WKLV�
purpose, the attitudes of the total number of participants have been evaluated. This was used as 

DQ� LQGHSHQGHQW�YDULDEOH�� )LVKHU·V� 7HVW�PHDVXUHV� WKH� UHODWLRQVKLS�RI� WKLV�EHKDYLRXU�ZLWK� WKH�SXUFKDVH�
LQWHQWLRQ��LQ�UHODWLRQ�WR�WKH�5���VWDWHPHQW��´,�ZRXOG�OLNH�WR�GULQN�D�'DPP�EHHUµ�

,W� DOVR� VKRZV� WKDW� +� DFFHSWHG�� ,Q� RWKHU�ZRUGV�� WKH� WZR� YDULDEOHV� EHKDYHG� LQ� D� VLPLODU�ZD\�� ,I� WKH�
VSHFWDWRU�DQVZHUV�TXHVWLRQV�5��WR�5���UHODWHG�WR�HQWHUWDLQPHQW�RQ�D�/LNHUW�VFDOH�RI���WR����ZLWK�D�SRVLWLYH�
evaluation (from 4 to 5), this means the dependent variable of purchase intention will also show similar 

EHKDYLRXU�RQ�D�/LNHUW�VFDOH�IURP���WR����ZLWK�D�SRVLWLYH�DVVHVVPHQW�RI���WR���DV�ZHOO�

7DEOH�����5HVXOWV�RI�)LVKHU·V�7HVW�IRU�+�

7ZR�VDPSOH�)�WHVW�IRU�9DULDQFHV  

'HVFULSWLYH�VWDWLVWLFV A B

6DPSOH�VL]H 276 245

0HDQ 342.391 343.673

Variance 129.237 140.274

Standard deviation 113.683 118.437

6WDQGDUG�HUURU�RI�WKH�0HDQ 0.06843 0.07567

9DULDQFH�UDWLR�9DU>$@�9DU>%@  

F 0.92132

F Critical Value (5%) 0.81527

Two-tailed F Critical Value (5%) 0.78395
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7ZR�VDPSOH�)�WHVW�IRU�9DULDQFHV

'HVFULSWLYH�VWDWLVWLFV A B

7ZR�WDLOHG�S�YDOXH��+���)����� 0.50849 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)�!���� 0.74575 H1 rejected 

2QH�WDLOHG�S�YDOXH��+���)����� 0.25425 H1 rejected 

)�>ODUJHU�VPDOOHU@

F 108.540

F Critical Value (5%) 122.658

Two-tailed F Critical Value (5%) 127.559

+��) ������" Accepted

Source: prepared by the authors

���'LVFXVVLRQ

&RQVLGHULQJ�WKH�UHVXOWV�REWDLQHG��LW�FDQ�EH�DIÀ�UPHG�WKDW�LQ�DOO�WKH�K\SRWKHVHV�FRQWUDVWHG�WKURXJK�)LVKHU·V�
H[DFW�WHVW��LW�FDQ�EH�VKRZQ�WKDW�D�JUHDWHU�RU�OHVVHU�QXPEHU�RI�FDVHV�RI�EUDQG�SODFHPHQW�LQ�D�EUDQGHG�
HQWHUWDLQPHQW�VKRUW�À�OP��WZR�LQ�WKLV�FDVH���VXFK�DV�WKH�RQHV�DQDO\VHG��GRHV�QRW�GLUHFWO\�LQWHUIHUH�ZLWK�
XQGHUVWDQGLQJ�WKH�YDOXHV�RI�WKH�VWRU\��QRU�GRHV�LW�HQJHQGHU�D�QHJDWLYH�DWWLWXGH�WRZDUG�WKH�SUHVHQFH�RI�
WKH�EUDQG�LQ�WKH�VKRUW�À�OP�V�

:LWK� UHJDUG� WR� LGHQWLI\LQJ� WKH�YDOXHV�RI� WKH�VWRU\�� LW� LV� UHOHYDQW� WR�QRWH� WKDW�QRQH�RI� WKH� UHVSRQGHQWV�
DQVZHUHG�WKH�TXHVWLRQ�ZLWK�YDOXHV�UHODWHG�WR�´JDVWURQRP\µ�DQG�´WKH�VHDµ��2Q�WKH�RWKHU�KDQG��WKH\�
UHVSRQGHG�SRVLWLYHO\�WR�WKH�WHUPV�´HQMR\PHQWµ��´IULHQGVKLSµ�DQG�´OLWWOH�WKLQJVµ��LQ�WKLV�VDPH�RUGHU��IURP�
KLJKHVW�WR�ORZHVW�IUHTXHQF\��(YHQ�VR��DQG�DFFRUGLQJ�WR�$OHPDQ\������� 2, the viewer is able to maintain 

VXEFRQVFLRXV�DVVRFLDWLRQV� LQ�KLV�RU�KHU�PLQG� WKDW�GR�QRW�PDQLIHVW� WKHPVHOYHV� LQ�D� À�UVW� IUHH� UHVSRQVH�
which, if reformulated in another way, could identify those elements that are also present in each short 

À�OP�� VXFK�DV� ´JDVWURQRP\µ�DQG� ´WKH� VHDµ�� LQ� WKLV� FDVH��$IWHU�FRPSDULQJ� WKH� UHVXOWV� RI� WKH�HPSLULFDO�
VWXG\�ZLWK�WKH�EUDQG�UHSRVLWLRQLQJ�VWUDWHJ\��LW�FDQ�EH�VHHQ�WKDW�WKH�JURXS�WKDW�KDV�SDUWLFLSDWHG�LQ�WKLV�
H[SHULPHQW�XQGHUVWDQGV�WKH�YDOXHV�RI�D�XQLTXH�ZD\�RI�VHHLQJ�OLIH��VXFK�DV�WKH�RQH�FRQYH\HG�E\�(VWUHOOD�
'DPP�EHHU�LQ�LWV�FDPSDLJQV�

7KH�IUHTXHQF\�RI�WKHVH�UHVSRQVHV�FDQ�EH�VHHQ�EHORZ��)LJXUH�����ZKLFK�LQFOXGHV�WKH�LGHQWLÀ�FDWLRQ�RI�WKH�
values of the story by the participants.

)LJXUH����,QWHUSUHWDWLRQ�RI�WKH�YDOXHV�DFFRUGLQJ�WR�WKH�IUHTXHQF\�RI�UHVSRQVH�E\�WKH�WRWDO�QXPEHU�RI�
SDUWLFLSDQWV

Source: prepared by the authors

$QRWKHU�LPSRUWDQW�IDFWRU�WR�FRQVLGHU�LQ�WKLV�VHFWLRQ�LV�WKH�SRVLWLYH�RU�QHJDWLYH�LPSDFW�WKDW�WKH�UHSHWLWLRQ�
RI�EUDQG�SODFHPHQW�LQ�D�FRQWHQW�LWHP�FDQ�KDYH��7KH�HPSLULFDO�VWXG\�PDNHV�D�VWURQJ�FDVH�IRU�FRQVLGHULQJ�
brand placement to be a technique that is distinct from branded entertainment. The test shows that 

D�JUHDWHU�RU� OHVVHU�SUHVHQFH�RI� WKH�SURGXFW�RQ� VFUHHQ� LV� QRW�D�GHWHUPLQLQJ� IDFWRU� IRU� WKH� YLHZHU� LQ�
SHUFHLYLQJ�WKH�EUDQG�DV�LQWUXVLYH�DQG�DQQR\LQJ�LQ�WKH�FRQWH[W�RI�WKH�VWRU\��+����$V�VKRZQ�LQ�WKLV�UHVHDUFK��
DQG�EDVHG�RQ�D�UHYLHZ�RI�WKH�OLWHUDWXUH��VWRU\WHOOLQJ�EHFRPHV�D�WRRO�FDSDEOH�RI�FDSWXULQJ�WKH�YLHZHU·V�
LQWHUHVW�DQG�IRVWHULQJ�HQJDJHPHQW�ZLWK�WKH�EUDQG��3HUHLUD��������SRLQWV�RXW�WKDW�ZKHQ�IDFHG�ZLWK�WKH�
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GLOHPPD�RI�VHHNLQJ�JUHDWHU�RU�OHVVHU�SURGXFW�SUHVHQFH�LQ�D�EUDQGHG�HQWHUWDLQPHQW�SURMHFW��WKH�DQVZHU�
is different for each brand and each story, which is an idea that is supported in this analysis with the 

À�QGLQJV�SUHVHQWHG�

,W�LV�LQWHUHVWLQJ�WR�QRWH�WKDW�WKH�SHRSOH�LQWHUYLHZHG�DUH�DFFHSWLQJ�RI�À�FWLRQDO�FRQWHQW�SURGXFHG�E\�D�
EUDQG��)LJXUH�����DQG�LQ�WKH�WZR�VKRUW�À�OPV�VWXGLHG��EUDQG�SODFHPHQW�LV�SHUFHLYHG�DV�UHDOLVWLF�DQG�QRQ�
LQWUXVLYH��)LJXUH����

)LJXUH����,QWHUSUHWDWLRQ�RI�WKH�VXP�RI�IUHTXHQFLHV�JURXS�$�DQG�JURXS�%��´,�ZRXOG�ZDWFK�WKH�FRQWHQW�LI�LW�
ZHUH�SURGXFHG�E\�D�EUDQGµ��

Source: prepared by the authors

$V�LOOXVWUDWHG�LQ�)LJXUH���UHVSRQVHV�WR�WKH�5��VWDWHPHQW��´7KH�EUDQG�SUHVHQFH�LV�UHDOLVWLF�DQG�GRHV�QRW�
VHHP� LQWUXVLYHµ�� LV�YHU\�SRVLWLYH��ZLWK�D� IUHTXHQF\� LQGH[�RQ� WKH�/LNHUW� VFDOH�RI���DQG����JURXSHG� LQ�D�
VLQJOH�YDOXH�DV�´DJUHHµ�DPRQJ����UHVSRQGHQWV�IURP�*URXS�$��DQG�´DJUHHµ�DV�ZHOO�DPRQJ�D�WRWDO�RI�
���IURP�*URXS�%��,W�LV�LQWHUHVWLQJ�WR�QRWH�WKDW�*URXS�$�ZDWFKHG�WKH�VKRUW�À�OP�Vale, which had a total of 

���VKRWV�RI�WKH�EHHU��ZKLOH�*URXS�%·V�VKRUW�À�OP��Las Pequeñas Cosas, had brand placement of 24 shots 

RQ�VFUHHQ��7KHUHIRUH��DFFRUGLQJ�WR�WKH�WKHRUHWLFDO�FRUSXV�DQG�GDWD�REWDLQHG�IURP�WKLV�H[SHULPHQW��WKH�
KLJKHU�QXPEHU�RI�UHSHWLWLRQV�RI�EUDQG�SODFHPHQW�LV�QRW�OLQNHG�WR�D�IHHOLQJ�RI�LQWUXVLRQ�DQG�UHMHFWLRQ�LQ�D�
EUDQGHG�HQWHUWDLQPHQW�FRQWH[W��DV�RWKHU�IDFWRUV�FDQ�FDXVH�WKLV�HIIHFW�

�)LJXUH����,QWHUSUHWDWLRQ�RI�WKH�VXP�RI�IUHTXHQFLHV�RI�*URXS�$�DQG�*URXS�%�WR�VWDWHPHQW�5��RI�WKH�
TXHVWLRQQDLUH

Source: prepared by the authors

7KH�TXHVWLRQQDLUH�DOVR�DGGUHVVHG�DVSHFWV�UHODWHG�WR�WKH�YLHZHU·V�DWWLWXGH�WRZDUG�DGYHUWLVLQJ��7DEOH�����
WKXV�DOORZLQJ�IRU�QHZ�UHVSRQVHV�DQG�WR�FKHFN�WKHLU�FRQVLVWHQF\�ZLWK�SUHYLRXVO\�JLYHQ�VFRUHV��$V�FDQ�EH�
VHHQ�LQ�WKH�IROORZLQJ�JUDSK��)LJXUH�����WKH�JHQHUDO�DWWLWXGH�WRZDUG�DGYHUWLVLQJ�LQ�EUDQGHG�HQWHUWDLQPHQW�
VKRUW�À�OPV�LV�SRVLWLYH�
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�)LJXUH����,QWHUSUHWDWLRQ�RI�WKH�VXP�RI�IUHTXHQFLHV�RI�*URXS�$�DQG�*URXS�%�WR�VWDWHPHQWV�5���5���RI�WKH�
TXHVWLRQQDLUH�

$WWLWXGH�WRZDUG�DGYHUWLVLQJ

Source: prepared by the authors

+\SRWKHVLV���VKRZV�WKDW�WKH�JUHDWHU�RU�OHVVHU�SUHVHQFH�RI�EUDQG�SODFHPHQW�LV�QRW�D�GHWHUPLQLQJ�IDFWRU�
LQ�ZKHWKHU�WKH�YLHZHU�SHUFHLYHV�WKH�EUDQG�DV�LQWUXVLYH�LQ�WKH�FRQWH[W�RI�WKH�VWRU\��

7KLV�À�QGLQJ�VHUYHV�DV�D�SUHDPEOH�WR�+\SRWKHVLV����VLQFH�LW�LV�LPSRUWDQW�WR�NQRZ�ZKHWKHU�EUDQG�SODFHPHQW�
DQG� WKH� OHYHO�RI�HQWHUWDLQPHQW�KDYH�D�FRUUHODWLRQ�� )LVKHU·V� WHVW�YHULÀ�HV� WKDW� WKH�HQWHUWDLQPHQW�YDOXH�
JHQHUDWHG�E\�WKH�DXGLR�YLVXDO�SURGXFWLRQ�LV�XQDIIHFWHG�E\�WKH�QXPEHU�RI�WLPHV�WKH�SURGXFW�LV�LQVHUWHG�
as brand placement (repetition of the stimulus). 

+\SRWKHVHV�������DQG���H[DPLQH�HQWHUWDLQPHQW�LVVXHV��)LUVWO\��+\SRWKHVLV���FRQÀ�UPV�WKH�LQGHSHQGHQFH�
RI� EUDQGHG� HQWHUWDLQPHQW� DQG� EUDQGHG� FRQWHQW�� ZKLFK� DUH� FDWHJRUL]HG� DV� LQGHSHQGHQW� DQG�
FRPSOHPHQWDU\�DGYHUWLVLQJ�WHFKQLTXHV��)XUWKHUPRUH��LW�KDV�EHHQ�FRQFOXGHG�WKDW�LI�DQ�LWHP�RI�EUDQGHG�
FRQWHQW�KDV�JRRG�VWRU\WHOOLQJ�IHDWXUHV�DQG�LV�DEOH�WR�FDSWXUH�LQWHUHVW�DQG�HQWHUWDLQ��EUDQG�SODFHPHQW�
GRHV�QRW�ORZHU�WKH�DELOLW\�WR�IRVWHU�HQJDJHPHQW��:H�FDQ�DGG�WR�WKHVH�FRQFOXVLRQV�WKH�FRQVLGHUDWLRQV�
RI�WKH�%UDQGHG�&RQWHQW�0DUNHWLQJ�$VVRFLDWLRQ��%&0$��HIIHFWLYHQHVV�VWXG\���������ZKLFK�KLJKOLJKWV�WKH�
capability of branded content to connect emotionally and entertain.

7KLV�UHVHDUFK�RIIHUV�WKH�QRYHOW\�RI�D�GHWDLOHG�OHYHO�RI�GLIIHUHQW�YDULDEOHV�LQ�RUGHU�WR�PHDVXUH�WKH�GHJUHH�
RI�HQWHUWDLQPHQW�DW�D�TXDQWLWDWLYH�OHYHO��:H�KDYH�WDNHQ�LQWR�FRQVLGHUDWLRQ�WKH�DQVZHUV�H[WUDFWHG�IURP�
R5 to R12 of the questionnaire, presented in Table 5 of this study, which are questions that try to evaluate 

WKH� DWWLWXGH� RI� YLHZHUV� UHJDUGLQJ� WKH�PRVW� FUHDWLYH� DVSHFW� RI� EUDQGHG� HQWHUWDLQPHQW� DXGLR�YLVXDO�
productions. 

)LJXUHV���DQG���VKRZ�WKDW�*URXSV�$�DQG�%�KDYH�JLYHQ�YHU\�VLPLODU� UHVSRQVHV��ZLWK�D�SRVLWLYH� OHYHO�RI�
empathy and attitude toward the story. 

7KH�SDUWLFLSDQWV�LQ�WKH�H[SHULPHQW�IHOW�LQVSLUHG�DIWHU�ZDWFKLQJ�WKH�VKRUW�À�OPV��DV�WKH\�SHUFHLYHG�WKDW�WKH\�
ZHUH�OLYLQJ�WKURXJK�WKH�H[SHULHQFHV�RI�WKH�FKDUDFWHUV��2Q�WKH�RWKHU�KDQG��WKH�WRSLF�RI�WKH�VWRU\�DOVR�
FDSWXUHG�WKHLU�LQWHUHVW��SURYLGHG�WKHP�ZLWK�VRPHWKLQJ�QHZ��DQG�ZDV�HQWHUWDLQLQJ��0RUHRYHU��WKH�VKRUW�
À�OP�VHHPHG�SODXVLEOH�WR�WKHP�DV�WKH\�GLVFRYHUHG�QHZ�TXDOLWLHV�RI�WKH�EUDQG�
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�)LJXUH����,QWHUSUHWDWLRQ�RI�WKH�VXP�RI�IUHTXHQFLHV�RI�*URXS�$�DQG�*URXS�%�WR�VWDWHPHQWV�5��5��RI�WKH�
TXHVWLRQQDLUH�

Source: prepared by the authors

)LJXUH����6XP�RI�IUHTXHQFLHV�RI�*URXS�$�DQG�*URXS�%�VWDWHPHQWV�5��5���RI�WKH�TXHVWLRQQDLUH

Source: prepared by the authors

:LWK�UHJDUG�WR�SXUFKDVH�LQWHQWLRQ��WKH�UHVXOWV�RI�+\SRWKHVLV���VKRZ�WKDW�EUDQG�SODFHPHQW�GRHV�QRW�KDYH�
D�QHJDWLYH�LPSDFW�RQ�SXUFKDVH�LQWHQWLRQ��2Q�WKH�RWKHU�KDQG��WKH�QRWH�WKDW�KLJKOLJKWV�WKH�YHULÀ�FDWLRQ�RI�
+\SRWKHVLV���LV�LQQRYDWLYH��,W�FDQ�EH�FRQFOXGHG�WKDW�WKH�KLJKHU�WKH�OHYHO�RI�HQWHUWDLQPHQW��WKH�JUHDWHU�
the purchase intention. Therefore, in line with the theoretical corpus seen above, the relationship 



181

EHWZHHQ�D�SRVLWLYH�DWWLWXGH� WRZDUG�HQWHUWDLQPHQW�DQG� VWRU\WHOOLQJ�KDV�EHHQ�YHULÀ�HG��DV�ZHOO�DV� WKH�
LPSDFW�WKLV�KDV�RQ�WKH�YLHZHU·V�LQFOLQDWLRQ�WR�SXUFKDVH��

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

WKH�VWDWHPHQW��´,�ZRXOG�OLNH�WR�GULQN�D�'DPP�EHHUµ��VHH�7DEOH�����:LWK�DOO�WKH�HYLGHQFH�DYDLODEOH�DW�WKLV�
SRLQW�LQ�WKH�VWXG\��LW�LV�DGYLVDEOH�WKDW�ZH�VKRXOG�GLVFDUG�WKH�XVH�RI�WKH�5���UHVSRQVH��´7KH�QH[W�WLPH�,�EX\�
D�EHHU��LW�ZLOO�EH�D�'DPPµ��EHFDXVH�WKH�SXUFKDVH�FRQFHSW�PD\�EH�VXEMHFW�WR�RWKHU�IDFWRUV�LQYROYHG�LQ�
WKH�FRQVXPHU·V�SHUFHSWLRQ��VXFK�DV�WKH�FRQWH[W�LQ�ZKLFK�WKH\�LQWHUSUHW�WKH�FRQFHSW�RI�SXUFKDVH��6RPH�
PLJKW�LQWHUSUHW�WKH�FRQWH[W�DV�JRLQJ�WR�WKH�VXSHUPDUNHW�LQVWHDG�RI�RUGHULQJ�D�ERWWOH�RI�EHHU�LQ�D�EDU�RU�
UHVWDXUDQW��ZKLFK�LV�VRPHWKLQJ�WKH\�PLJKW�EH�PRUH�IDPLOLDU�ZLWK�

)URP� WKLV� SHUVSHFWLYH�� ZKHQ� FRPSDULQJ� WKH� EHKDYLRXU� RI� *URXS� $� DQG� *URXS� %� ZLWK� UHJDUG� WR�
SXUFKDVH�LQWHQWLRQ�LQ�)LVKHU·V�WHVW��RQO\�WKH�5���VWDWHPHQW��´,�ZRXOG�OLNH�WR�GULQN�D�'DPP�EHHUµ��IURP�WKH�
TXHVWLRQQDLUH�LQ�7DEOH�����ZDV�WDNHQ�LQWR�FRQVLGHUDWLRQ��7KH�IROORZLQJ�JUDSK�VKRZV�KRZ�*URXS�$�DQG�
*URXS�%�UHVSRQGHG�WR�WKH�VWDWHPHQW��´,�ZRXOG�OLNH�WR�GULQN�D�'DPP�EHHUµ��ZLWK�´,�DJUHHµ�DV�WKH�PRVW�
frequent response. 

)LJXUH����5HVSRQVHV�RI�SXUFKDVH�LQWHQWLRQ�RI�WKH�SDUWLFLSDQWV�RI�*URXS�$�DQG�*URXS�%�

Source: prepared by the authors

���&RQFOXVLRQV

2QH�RI�WKH�PRWLYDWLRQV�IRU�FDUU\LQJ�RXW�WKLV�UHVHDUFK�LV�EDVHG�RQ�WKH�SUHPLVH�WKDW�LQ�WKH�HPSLULFDO�UHDOP��
WKH�À�HOG�RI�EUDQGHG�FRQWHQW�LV�D�YDVW�GRPDLQ�WR�EH�DGGUHVVHG��$V�PHQWLRQHG�LQ�WKH�LQWURGXFWLRQ��DQG�
DFFRUGLQJ�WR�%DUERVD���������EUDQGHG�FRQWHQW�LV�PXFK�PRUH�PHDVXUDEOH�WKDQ�RWKHU�GLVFLSOLQHV�ZLWKLQ�
DGYHUWLVLQJ��DQG�WKLV�VWXG\�KDV�VWULYHG�WR�DGGUHVV�WKHVH�PHDVXUDEOH�DVSHFWV��

7KH� LPSRUWDQFH�RI�RIIHULQJ�QDUUDWLYH�FRQVLVWHQF\�DQG�DUWLVWLF�TXDOLW\� LQ� WKH�GHYHORSPHQW�RI� WKH� À�OP�
VFULSW�KDV�EHHQ�GHPRQVWUDWHG�� ,W�KDV�DOVR�EHHQ�YHULÀ�HG�WKDW�JUHDWHU�PDVWHU\�RI�H[SUHVVLYH� UHVRXUFHV�
RI�WKH�VFULSW�FDQ�HQFRXUDJH�WKH�YLHZHUV�WR�IHHO�HPSDWK\�DQG��DV�D�FRQVHTXHQFH��FUHDWH�D�SRVLWLYH�
DWWLWXGH�WRZDUG�WKH�EUDQG��$FFRUGLQJ�WR�+DUG\���������RQH�RI�WKH�EHQHÀ�WV�RI�EUDQGHG�HQWHUWDLQPHQW�LV�
LWV�UHPDUNDEOH�FDSDELOLW\�WR�SURGXFH�HQJDJHPHQW�ZLWK�WKH�FRQVXPHU�GXH�WR�LWV�QRQ�LQWUXVLYH�QDWXUH��LWV�
DELOLW\�WR�JHQHUDWH�KLJKO\�LQWHUHVWLQJ�FRQWHQW��DQG�LWV�FDSDFLW\�WR�FUHDWH�PHGLXP��DQG�ORQJ�WHUP�ERQGV�
WKURXJK�HQWHUWDLQLQJ�QDUUDWLYHV�

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

HQWHUWDLQPHQW� DQG� SXUFKDVH� LQWHQWLRQ� FDQ� EH� PHDVXUHG� DW� WKH� TXDQWLWDWLYH� OHYHO�� ,Q� WKLV� À�HOG��
PHWKRGRORJLHV� WR� HYDOXDWH� WKH� HIIHFWLYHQHVV� RI� EUDQGHG� FRQWHQW� DUH� VWDUWLQJ� WR� HPHUJH�� VXFK� DV�
WKH� ,SVRV� %UDQGHG�&RQWHQW� 6XLWH� WRRO� �%&0$�� ������� ZKLFK� RIIHUV� LQVWUXPHQWV� WR�PHDVXUH� DWWHQWLRQ��
HQJDJHPHQW��DQG�LPSDFW�RQ�SXUFKDVH�LQWHQWLRQ��DPRQJ�RWKHU�SDUDPHWHUV��7KLV�HPSLULFDO�H[SHULPHQW�
VFLHQWLÀ�FDOO\�GHPRQVWUDWHV�WKDW�HQWHUWDLQPHQW�LV�FDSDEOH�RI�KDYLQJ�D�VWURQJ�LPSDFW�RQ�WKH�SXUFKDVH�RI�
D�SURGXFW��7KLV�GDWXP�FRQÀ�UPV�D�QHZ�DWWULEXWH�RI�EUDQGHG�HQWHUWDLQPHQW�DQG�FDQ�SURYLGH�DUJXPHQWV�
IRU�LQYHVWLQJ�LQ�WKLV�W\SH�RI�DFWLYLW\��

,Q� JHQHUDO� WHUPV�� WKH� HIIHFWLYHQHVV� RI� EUDQGHG� HQWHUWDLQPHQW� DV� DQ� DGYHUWLVLQJ� IRUPDW� KDV� EHHQ�
GHPRQVWUDWHG�� :H� DUH� UHIHUULQJ� WR� FRQWHQW� ZLWK� FLQHPDWRJUDSKLF� RYHUWRQHV� IUHHO\� FKRVHQ� E\� WKH�
YLHZHU��ZKLFK�FDQ�EH�VKDUHG�DQG�YLUDOLVHG��GHO�3LQR�5RPHUR�DQG�5HLQDUHV�/DUD���������DQG�ZKLFK�LV�QRW�
SHUFHLYHG�DV�LQWHUUXSWLYH�FRQWHQW��7KH�UHVXOWV�RI�WKLV�UHVHDUFK�VKHG�OLJKW�RQ�ERWK�WKH�DGYHUWLVHU�DQG�WKH�
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IRUPDW�LWVHOI��2QH�PLJKW�FRQVLGHU�WKDW�VWXG\LQJ�WKH�HIIHFWLYHQHVV�RI�D�EUDQGHG�FRQWHQW�FDPSDLJQ�VXFK�
DV�WKH�RQH�DGGUHVVHG�LQ�WKLV�SDSHU�FDQ�SURYLGH�NQRZOHGJH�RI�WKH�VHFWRU�WR�RWKHU�DGYHUWLVHUV��DQG�WR�WKH�
DGYHUWLVLQJ�PDUNHW�LQ�JHQHUDO��JLYHQ�WKH�SUREOHP�RI�WKH�VDWXUDWLRQ�RI�FRQYHQWLRQDO�DGYHUWLVLQJ�VSDFHV��

7RGD\·V�XVHUV�DUH�H[WUHPHO\�VHOHFWLYH�LQ�WKHLU�SUHIHUHQFHV�UHJDUGLQJ�KRZ�WKH\�VSHQG�WKHLU�WLPH�LQ�UHODWLRQ�
to audio-visual consumption. 

:LWK�EUDQGHG�FRQWHQW��(VWUHOOD�'DPP�KDV�VKURXGHG�LWVHOI�LQ�VWURQJ�HPRWLRQDO�HQWLFHPHQWV��7KH�NH\�OLHV�LQ�
WKH�EUDQG·V�DELOLW\�WR�LGHQWLI\�ZKDW�LV�LPSRUWDQW�IRU�LWVHOI�DV�DQ�DGYHUWLVHU��EXW�PRVW�RI�DOO��WR�GLVFRYHU�ZKDW�
LV�LPSRUWDQW�WR�FRQVXPHUV�LQ�RUGHU�WR�RIIHU�DQ�DSSHDOLQJ�SURGXFW��ZKLFK�LV�D�GLIIHUHQWLDWLQJ�IHDWXUH�IRU�
D�WDUJHW�DXGLHQFH�LQFUHDVLQJO\�LPPXQH�WR�DGYHUWLVLQJ��DQG�ZKR�QHHG�WR�NQRZ�ZKR�LV�WDONLQJ�WR�WKHP��
what they want, what they feel, and in what way.

$FFRUGLQJ� WR� 5RGUtJXH]�5DEDGiQ� �������� WKH� OHYHO� RI� VDWLVIDFWLRQ� DQG� NQRZOHGJH� DFTXLUHG� LQ� WKLV�
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 

WKH�SUHVHQW�VWXG\�LV�WKH�NH\�LQ�WULDQJXODWLQJ�WKH�UHVXOWV�ZLWK�RWKHU�DUHDV�VXFK�DV�SV\FKRORJ\�RU�VRFLRORJ\��
Similarly, within the framework of future lines of research, we consider that more effort should be made 

WR� GLVFRYHU� WKH� SRVVLELOLWLHV� RIIHUHG� E\� EUDQGHG� HQWHUWDLQPHQW� WKURXJK� WKH� XVH� RI� QHZ� WHFKQRORJ\��
virtual reality, and transmedia environments.

$FFRUGLQJ�WR�WKH�FRQFOXVLRQV�RI�WKLV�VWXG\��EUDQGHG�FRQWHQW�LQ�WKH�FRQWH[W�RI�EUDQGHG�HQWHUWDLQPHQW��
WRJHWKHU�ZLWK�EUDQG�SODFHPHQW�ZLWKLQ� WKH� ODWWHU�� VHHP�WR�EH�VRXQG�DSSURDFKHV� IRU�DGYHUWLVHUV�ZKR�
HPEUDFH�WKH�QHZ�ZD\�RI�XQGHUVWDQGLQJ�DGYHUWLVLQJ�FRPPXQLFDWLRQ��(YHQ�VR��LW�KDV�EHFRPH�HYLGHQW�
for the immediate future that there is a latent concern, both in academic as well as professional 

HQYLURQPHQWV�� DERXW� UHDFKLQJ� D� FRQVHQVXV� ZLWK� UHJDUG� WR� WKH� WKH� PRVW� FRPSOHWH�� DIIRUGDEOH��
effectiveness-measurement systems and solutions. 

���6SHFLÀF�FRQWULEXWLRQ�RI�HDFK�DXWKRU

Contribution 1DPH�DQG�VXUQDPHV�RI�WKH�VLJQDWRULHV�LQ�HDFK�FDVH

&RQFHSWLRQ�DQG�GHVLJQ�RI�WKH�
study

0DUtD�5RGUtJXH]�5DEDGiQ��+HOHQD�*DOiQ�DQG�&ULVWLQD�GHO�3LQR�

Documentary search 0DUtD�5RGUtJXH]�5DEDGiQ��+HOHQD�*DOiQ�DQG�&ULVWLQD�GHO�3LQR�

Data collection 0DUtD�5RGUtJXH]�5DEDGiQ�DQG�&ULVWLQD�GHO�3LQR�

Critical analysis and 

interpretation of data
0DUtD�5RGUtJXH]�5DEDGiQ�

:ULWLQJ�� IRUPDWWLQJ�� UHYLHZ�� DQG�
version approval

0DUtD�5RGUtJXH]�5DEDGiQ��+HOHQD�*DOiQ�DQG�&ULVWLQD�GHO�3LQR�
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Nuevos formatos publicitarios en automoción. SEAT Mii by Cosmopolitan, branded content 
dirigido a mujeres

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

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 

$EVWUDFW
&DU�EUDQGV�XQGHUVWDQG�EX\LQJ�D�FDU�LV�D�PDMRU�
H[SHQGLWXUH�� KHQFH� WKH\�ZRUN� KDUG� WR� FUHDWH�
JUHDW� FDPSDLJQV� WR� SURPRWH� WKHLU� PRGHOV�
and raise awareness of their brand values by 

JHQHUDWLQJ� LQWHUHVWLQJ� FRQWHQW� WR� IDFLOLWDWH�
the purchase process for their customers. 

6($7�� WRJHWKHU� ZLWK� &RVPRSROLWDQ� PDJD]LQH��
UHGHVLJQHG� WKH� 0LL� PRGHO� XVLQJ� SURSRVDOV�
IURP� WKH�PDJD]LQH·V� UHDGHUV� DQG� ODXQFKHG�D�
EUDQGHG�FRQWHQW�FDPSDLJQ�DLPHG�DW�ZRPHQ�LQ�
HLJKW�(XURSHDQ�FRXQWULHV�VLPXOWDQHRXVO\��EDVHG�
RQ�WKH��7KLV,V0LL�FRQFHSW�FUHDWHG�E\�WKH�	5RViV�
DJHQF\��7KLV�UHVHDUFK�DQDO\VHV�WKH�WZHOYH�À�OPV�
FUHDWHG�E\�6($7� IRU� WKLV�FDPSDLJQ�DQG�GHWDLOV�
the combined use of online actions based on 

WKH� FDVH�VWXG\� PHWKRGRORJ\�� LQFRUSRUDWLQJ� D�
variety of techniques such as content analysis 

of these pieces and in-depth interviews and 

D� VXUYH\� RI� ���� SHRSOH� DJHG� EHWZHHQ� ���
DQG� ��� \HDUV�� 7KH� UHVXOWV� VXJJHVW� WKDW� 6($7� LV�
FKDQJLQJ� WKH� ZD\� WKH� FRQWHQW� RI� WKH� EUDQGV�
LV� LQWHUSUHWHG�� LW� LV� DQ� RXWVWDQGLQJ� H[DPSOH� RI�
D�JOREDO�SURMHFW�EHWZHHQ�D�FDU�EUDQG�DQG�D�
Hearst Group publication to promote the new 

0LL�PRGHO�DQG�JLYH�WKH�WDUJHW�IHPDOH�DXGLHQFH�
D�QHZ�SHUVSHFWLYH�RQ�GULYLQJ�

.H\ZRUGV
%UDQGHG� FRQWHQW�� 'LJLWDO� FDPSDLJQV��
$XWRPRWLYH��$GYHUWLVLQJ��6($7��%UDQG�VWUDWHJ

%RQDOHV�'DLPLHO��*���	�0LJXpOH]�-XDQ��%����������1HZ�DXWRPRWLYH�DGYHUWLVLQJ�IRUPDWV��7KH�6($7�0LL�E\�&RVPRSROLWDQ��EUDQGHG�FRQWHQW�
aimed at women. Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1),185-206. 
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���,QWURGXFWLRQ

)RU� GHFDGHV�� EUDQGV�� PDUNHWLQJ� VSHFLDOLVWV�� DQG� FUHDWLYH� DGYHUWLVLQJ� GHVLJQHUV� KDYH� EHHQ� IDFHG�
ZLWK�WKH�GLIÀFXOW�WDVN�RI�UHDFKLQJ�SHRSOH�ZKR�VHH�DGYHUWLVLQJ�DV�DQ�LQWUXVLYH�IRUP�RI�FRPPXQLFDWLRQ��
&RQWHPSRUDU\�VRFLHW\�LV�PDGH�XS�RI�LQFUHDVLQJO\�LQIRUPHG��LQWHOOLJHQW�FRQVXPHUV�ZLWK�FKDQJLQJ�QHHGV��
7KHVH�FRQVXPHUV�DUH�QRW� LQWHUHVWHG� LQ�FRQYHQWLRQDO�PHVVDJHV��HYHQ�DERXW�PDLQVWUHDP�SURGXFWV�RU�
VHUYLFHV��\HW�WKH\�DUH�RSHQ�WR�EUDQGV�WKDW�EHVW�VXLW�WKHLU�QHHGV��ZKRVH�YDOXHV�DUH�DOLJQHG�ZLWK�WKHLU�RZQ��
DQG�ZLWK�ZKRP�WKH\�FDQ�VKDUH�H[SHULHQFHV�DQG�FRQQHFW�HPRWLRQDOO\�

7KXV�� WKH� WHFKQRORJLFDO� UHYROXWLRQ� DQG� WUDQVIRUPDWLRQ� RI� WKH� PHGLD� �6FRODUL�� ������ KDYH� EURXJKW�
DERXW�DQ�LPSRUWDQW�FKDQJH�LQ�DGYHUWLVLQJ�FRPPXQLFDWLRQ��'HO�3LQR��&DVWHOOy�DQG�5DPRV�6ROHU���������
&RQVHTXHQWO\�� WKH� JURZLQJ� XVH� RI� WKH� ,QWHUQHW� KDV� GLVSODFHG� WKH� UHODWLRQVKLS� WKDW� FRQVXPHUV� KDG�
ZLWK�WUDGLWLRQDO�PHGLD��DV�WKH\�ZDWFK�OHVV�WHOHYLVLRQ�DQG�VSHQG�PRUH�KRXUV�VXUÀQJ�WKH�,QWHUQHW��0DUWtQ�
DQG� )HUQiQGH]�� �������$V� VXFK�� LQ�RUGHU� WR� UHDFK� WKHVH�FRQVXPHUV�� LW� LV� QHFHVVDU\� WR�GR� VR� WKURXJK�
GLIIHUHQWLDWHG� DGYHUWLVLQJ� VWUDWHJLHV�� $GYHUWDLQPHQW� ZDV� FUHDWHG� DV� D� FRPELQDWLRQ� RI� LQIRUPDWLRQ��
HQWHUWDLQPHQW�� DQG�DGYHUWLVLQJ� �,PEHUW�� ������ +RUULJDQ�� ������� IRU� WKH� SXUSRVH� RI� UHVSRQGLQJ� WR� WKH�
QHHGV�RI�WKH�SURVXPHU��7RIÁHU���������ZKR�LV�WU\LQJ�WR�PRYH�DZD\�IURP�FRQYHQWLRQDO�DGYHUWLVLQJ��DQG�
ZKR�ZDQWV� WR� EH� LQYROYHG� LQ� WKH� SURFHVV� RI�PDNLQJ� GHFLVLRQV�� H[SUHVVLQJ� WKHLU� LQWHUHVWV� DQG� WDVWHV��
DQG� JHQHUDWLQJ� FRQWHQW� DQG� RSLQLRQV� LQ� RUGHU� WR� LQÁXHQFH� RWKHUV�� %\� FRPELQLQJ� DGYHUWLVLQJ� DQG�
HQWHUWDLQPHQW��EUDQGHG�FRQWHQW�RIIHUV� VHYHUDO�DGYDQWDJHV� WR�EUDQGV��RQH�RI� WKH�PRVW� LPSRUWDQW�RI�
ZKLFK�LV�WKDW�LW�RIIHUV�GLIIHUHQW�QDUUDWLYH�VWUXFWXUHV��DQG�WKH�QDUUDWLYH�GLVFRXUVH�LV�GHVLJQHG�VSHFLÀFDOO\�IRU�
WKHP��'HO�3LQR�5RPHUR�DQG�&DVWHOOy�0DUWtQH]�������������

2YHUZKHOPHG�E\�EUDQGV��PHVVDJHV��DQG�QRLVH��FRQVXPHUV� WU\� WR�SXW�GLVWDQFH�EHWZHHQ� WKHPVHOYHV�
DQG�DGYHUWLVLQJ��0RUHRYHU��QR�VHFWRU�HVFDSHV�WKLV�VLWXDWLRQ��QRW�HYHQ�WKH�DXWRPRWLYH�LQGXVWU\��)RU�WKLV�
UHDVRQ��VHYHUDO�DXWKRUV�SRLQW�WR�YHKLFOHV�DV�D�KLJK��LQYROYHPHQW�SURGXFW��&KHQ�DQG�4XDQ���������DQG�
WKH\�DGYLVH�SURGXFW�EUDQGV�LQ�WKLV�FDWHJRU\�WR�SURGXFH�FRQWHQW�RI�YDULRXV�W\SHV�LQ�RUGHU�WR�IRVWHU�D�OLQN�
EHWZHHQ�WKH�EUDQG�DQG�WKH�FRQVXPHU��/RX��;LH��)HQJ�DQG�.LP��������

$IWHU�D�WKRURXJK�OLWHUDWXUH�UHYLHZ��SXEOLFDWLRQV�KDYH�EHHQ�IRXQG�UHJDUGLQJ�WKH�GLIIHUHQFHV�EHWZHHQ�
EUDQGHG� FRQWHQW� DQG� SURGXFW� SODFHPHQW� �5RJHO� GHO� +R\R� DQG�0DUFRV�0RODQR�� ������� DV� ZHOO� DV�
EUDQGHG�FRQWHQW�IRU�OX[XU\�EUDQGV��&DVWLOOR�$EGXO��%RQLOOD�GHO�5tR�DQG�1~xH]�%DUULRSHGUR���������ERWK�
RI�ZKLFK�KDYH�EHHQ�IRXQG�LQ�WKH�PHGLD��0LRWWR�DQG�3D\QH��������DQG�LQ�WKH�ÀHOG�RI�IDVKLRQ��$UEDL]D�
5RGUtJXH]�DQG�+XHUWDV�*DUFtD���������+RZHYHU��WKHUH�LV�D�VFDUFLW\�RI�DFDGHPLF�SXEOLFDWLRQV�UHODWHG�WR�
WKH�DXWRPRWLYH�VHFWRU�DQG�EUDQGHG�FRQWHQW��DQG�HYHQ�OHVV�UHJDUGLQJ�FDU�EUDQGV�DLPHG�DW�WKH�IHPDOH�
DXGLHQFH��ZKLFK� LV� ZK\� WKLV� OLQH� RI� VWXG\� KDV� EHHQ� DGGUHVVHG� KHUHLQ�� 6SHFLÀFDOO\�� WKH� LQWHUQDWLRQDO�
FDPSDLJQ�FUHDWHG�E\�&RVPRSROLWDQ�IRU�WKH�6($7�0LL�KDV�EHHQ�VWXGLHG�DV�D�VSHFLÀF�H[DPSOH�RI�EUDQGHG�
FRQWHQW�DLPHG�DW�ZRPHQ�ZLWK�WKH�REMHFWLYH�RI�FKDQJLQJ�WKHLU�YLVLRQ�RI�WKH�ZRUOG�RI�GULYLQJ�

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 

0DxDV�� �������0RUHRYHU�� LW� LV� RQH� RI� WKH� VHFWRUV�ZLWK� WKH� KLJKHVW� DPRXQW� RI� DGYHUWLVLQJ� LQYHVWPHQW��
KDYLQJ�UHDFKHG�����RI�WRWDO�DGYHUWLVLQJ�H[SHQGLWXUH�LQ�������,QIRDGH[���������,Q�DGGLWLRQ��WKLV�6SDQLVK�
FDU�PDQXIDFWXUHU� LV� WKH� OHDGHU� LQ�DGYHUWLVLQJ� LQYHVWPHQW�RQ� WKH� ,QWHUQHW� �%RQDOHV�DQG�0DxDV�� ������
%RQDOHV������D���DQG�LQ������LW�OHG�WKH�UDQNLQJV�LQ�WKH�6SDQLVK�PDUNHW�IRU�WKH�WKLUG�FRQVHFXWLYH�\HDU��,Q�
������WKH�0LL�FDU�PRGHO�ZDV�UHFRJQLVHG�DV�WKH�´%HVW�8UEDQ�9HKLFOHµ�LQ�6SDLQ�E\�WKH�UHDGHUV�RI�Mujer Hoy 
PDJD]LQH�WKURXJK�LWV�ZHEVLWH��DQG�WKH�VDPH�\HDU�LQ�'HQPDUN��LW�ZDV�QDPHG�´&DU�RI�WKH�<HDUµ��3pUH]��
�������7KLV�UHDIÀUPV�WKH�JHQHUDO�DFFHSWDQFH�DV�ZHOO�DV�WKH�LQQRYDWLYH�WHFKQRORJ\�RI�WKLV�XUEDQ�XWLOLW\�
vehicle, which is the object of study in this research.

�����7KH�DXWRPRWLYH�LQGXVWU\�DQG�WKH�XVH�RI�GLJLWDO�PHGLD�LQ�6SDLQ

$Q�DXWRPRELOH� LV�RQH�RI�WKH�PRVW�H[SHQVLYH�FRQVXPHU�SURGXFWV�DQG� LWV�SXUFKDVH� LV�RQH�RI�WKH�PRVW�
FRPSOH[�SURFHVVHV�DV�ZHOO��)RU�VRPH�DXWKRUV��LW�LV�D�OLIHVW\OH��D�VWDWXV�V\PERO��D�VH[XDO�DQG�FXOWXUDO�LFRQ��
and even a means of mass transport. Its purchase involves a rational process based on the search for 

LQIRUPDWLRQ��WHVW�GULYHV��DQG�FRPSDULVRQV��%RQDOHV������E��%RQDOHV��������

7KH�ULVH�RI�GLJLWDO�FRPPXQLFDWLRQ��DQG�VSHFLÀFDOO\�VRFLDO�QHWZRUNV��KDV�WUDQVIRUPHG�FRQVXPHU�KDELWV�
�0DUWtQH]�� *DUFtD� DQG� 6HQGtQ�� ������� 7KHVH� QHWZRUNV� DUH� EHFRPLQJ� LQFUHDVLQJO\� LPSRUWDQW� LQ� WKH�
FRPPXQLFDWLRQ�VWUDWHJ\�RI�EUDQGV�EHFDXVH�WKH\�DUH�,QWHUQHW�VSDFHV�ZKHUH�SHRSOH�DQG�FRPSDQLHV�
PDLQWDLQ�DFWLYH�FRPPXQLFDWLRQ�ZLWK�HDFK�RWKHU��DQG�WKHUH�LV�LQWHUDFWLRQ�ZLWK�WKH�WDUJHW�DXGLHQFH�DV�
ZHOO��3HGURQL��������0LU��������
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�)LJXUH����$FWLYLWLHV�����SXEOLVKHG�RQ�VRFLDO�QHWZRUNV�

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

7KH�SURFHVV�RI�PDNLQJ�D�SXUFKDVH�GHFLVLRQ��DV�ZHOO�DV�FRQVXPSWLRQ�SDWWHUQV��KDYH�EHHQ�FKDQJLQJ�
LQ� UHFHQW�\HDUV�DV�FLWL]HQV�KDYH�JDLQHG�JUHDWHU�DFFHVV� WR� LQIRUPDWLRQ�DW� WKHLU�GLVSRVDO� WKDQNV� WR� WKH�
,QWHUQHW��$FFRUGLQJ� WR� ,$%�6SDLQ� �����D��� ����RI�SRWHQWLDO�FXVWRPHUV� VHDUFK� IRU� LQIRUPDWLRQ� WKURXJK�
WKLV�PHGLXP�EHIRUH�YLVLWLQJ�D�GHDOHUVKLS��DQG�WKH\�DOVR�LQTXLUH�DERXW�WKH�EUDQG��DV�ZHOO�DV�LWV�PRGHOV��
features and prices (Bonales, 2019).

$�VWXG\�FRQGXFWHG�E\�,$%�6SDLQ�LQ�FROODERUDWLRQ�ZLWK�3Z&��������VWDWHV�WKDW�����RI�XVHUV�HQJDJH�ZLWK�
VRFLDO�QHWZRUNV�IRU�LQIRUPDWLRQ������IRU�HQWHUWDLQPHQW��DQG�����WR�IROORZ�WUHQGV��UHVSHFWLYHO\��$FFRUGLQJ�
WR�WKH�VWXG\��WKH�DFW�RI�IROORZLQJ�EUDQGV�KDV�IDOOHQ��\HW�WKHUH�KDV�EHHQ�DQ�LQFUHDVH�LQ�EUDQG�SHQHWUDWLRQ�

The same study has determined that 75% of companies use social networks to sell, 51% to respond to 

GRXEWV��DQG�DQRWKHU����� WR�JHQHUDWH�EUDQG� LPDJH��2I� WKH�����RI�FRPSDQLHV� WKDW�XVH� WKHLU�RIÀ�FLDO�
accounts for commercial purposes, 17% are automotive companies (IAB Spain, 2020b).

)LJXUH����2EMHFWLYHV�RI�WKH�XVH�RI�VRFLDO�QHWZRUNV�E\�EXVLQHVVHV

Source: prepared by the authors based on data from IAB Spain (2020b)

�����%UDQGHG�FRQWHQW�LQ�WKH�DXWRPRWLYH�LQGXVWU\

%UDQGHG�FRQWHQW� LQYROYHV� FUHDWLQJ� VWRULHV� WKDW� DUH� IDLWKIXO� WR� WKH�EUDQG·V� YDOXHV�� DQG� WKURXJK� VXFK�
FRQWHQW�EUDQGV�DUH�DEOH�WR�PRELOLVH�DQG�LQVSLUH�SRWHQWLDO�FXVWRPHUV�²LW�LV�DOVR�WKH�PRVW�HIÀ�FLHQW�ZD\�RI�
FRQYH\LQJ�D�PHVVDJH��&iUFDU���������&RQVXPHUV�GR�QRW�VLPSO\�GHPDQG�D�SURGXFW�RU�VHUYLFH��EXW�UDWKHU�
WKH\�ZDQW�WR�FRPPXQLFDWH�DQG�LGHQWLI\�ZLWK�WKH�YDOXHV�FRQYH\HG�E\�WKH�EUDQG��0XOOHU���������7KHUHIRUH��
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RQH�RI�WKH�NH\V�WR�WKLV�WHFKQLTXH�LV�VWRU\WHOOLQJ��ZKLFK�RIIHUV�WKH�SHUVXDVLYH�SRZHU�RI�VWRULHV��QRW�RQO\�WR�
LQIRUP�EXW�DOVR�WR�FUHDWH�HPRWLRQ�WKDW�KDV�DQ�LPSDFW��DQG�WR�JHQHUDWH�D�SRVLWLYH�UHFROOHFWLRQ�LQ�WKH�
minds of consumers. The characters in each story must be able to create empathy with the audience 

�%DUD\EDU�DQG�/XTXH���������7KXV��HPRWLRQDO�FRQWHQW�KDV�WKH�SRWHQWLDO�TXDOLW\�RI�JRLQJ�YLUDO��,W�LQYROYHV�
WKH�FUHDWLRQ�RI�FRQWHQW�E\�WKH�EUDQG�WKDW�LV�DWWUDFWLYH�WR�DQ�LQGLYLGXDO��DQG�WKDW�HYHQ�HQJHQGHUV�WKH�
desire to share this content with others and disseminate it on his or her social network.

:LWKLQ� WKH�DXWRPRWLYH� VHFWRU�� WKH�ÀUVW�FDPSDLJQ� WR�XVH�EUDQGHG�FRQWHQW�ZDV�DQ� LWHP� IRU�%0:�� WKH�
*HUPDQ�FDU�PDQXIDFWXUHU� RI� KLJK�HQG� YHKLFOHV� DQG�PRWRUF\FOHV�� ,Q� WKH� \HDU� ������ WKH�86�DJHQF\�
)DOORQ�RIIHUHG�WR�PDNH�D�VHULHV�RI�VKRUW�ÀOPV�IRU�WKH�EUDQG��HDFK�RI�ZKLFK�ZDV�FDUULHG�RXW�E\�D�UHQRZQHG�
+ROO\ZRRG� GLUHFWRU�� %0:�ERXJKW� WKH� LGHD� DQG� FUHDWHG� WKH� SURGXFWLRQ� FRPSDQ\� %0:� )LOPV�� IURP�
ZKLFK�HLJKW�VKRUW�SURGXFWLRQV�ZHUH�PDGH�XQGHU�WKH�QDPH�´7KH�+LUHµ��WHOOLQJ�WKH�DGYHQWXUHV�RI�´7KH�
'ULYHUµ� �&OLYH�2ZHQ���D�PDQ�ZKR�JRHV� IURP�RQH�SODFH�WR�DQRWKHU� LQ�GLIIHUHQW�PRGHOV�RI� WKH�EUDQG��
KLJKOLJKWLQJ�DVSHFWV�RI�SHUIRUPDQFH�IURP�WKH�SRLQW�RI�YLHZ�RI�HQWHUWDLQPHQW��ZKLFK�ZDV�WKH� UHDVRQ�
IRU�LWV�VXFFHVV�DQG�YLUDOLW\��7KLV�EUDQGHG�FRQWHQW�FDPSDLJQ�ZDV�ODXQFKHG�EHWZHHQ������DQG�������,W�
UHFHLYHG�DZDUGV�DW�WKH�&DQQHV�/LRQV�&UHDWLYLW\�)HVWLYDO�DQG�UHSUHVHQWHG�D�WXUQLQJ�SRLQW�LQ�WKH�KLVWRU\�RI�
,QWHUQHW�DGYHUWLVLQJ��)LIWHHQ�\HDUV�ODWHU��%0:�UHSHDWHG�WKH�VXFFHVV�RI�WKH�ÀUVW�VHULHV�ZLWK�´7KH�(VFDSHµ�
RQ�LWV�%0:�86$�<RX7XEH�FKDQQHO�

7KHVH�SURGXFWLRQV�ZHUH� IROORZHG�E\�RWKHUV� IRU�EUDQGV� VXFK�DV�0,1,� 86$�ZLWK� ´+DPPHU�DQG�&RRSµ�
�������� )RUG�0RWRU�&RPSDQ\�ZLWK� WKH� VKRUW� ÀOP�´/H�)DQW{PHµ� ��������DQG�0D]GD��6XEDUX�DQG�$XGL�
ZLWK�WKHLU�VKRUW�ÀOP�´7KH�(LJKWK�'LPHQVLRQµ���������ZKLFK�ZDV�XVHG�IRU�WKH�ODXQFK�RI�WKH�$XGL�4��DQG�
screened at the San Sebastian Film Festival.

7KHUH� LV� QR� GRXEW� WKDW� VLQFH� WKH� EHJLQQLQJ� RI� WKH� ��VW� FHQWXU\�� FDU� EUDQGV� KDYH� KDG� WR� UHLQYHQW�
WKHPVHOYHV�WR�FUHDWH�IRFXVHG�PHVVDJHV��ZLWKRXW�DQ�REYLRXV�LQWHQWLRQ�WR�DGYHUWLVH��LQ�RUGHU�WR�FRQWLQXH�
FRQQHFWLQJ�ZLWK�FRQVXPHUV��:KLOH� LQ� WKH�EHJLQQLQJ�PLFURVLWHV�� ÀFWLRQ� ÀOPV�ZLWK�ZHOO�NQRZQ�GLUHFWRUV�
DQG�DFWRUV��DQG�DERYH�DOO�VKRUW�ÀOPV�VWRRG�RXW��3LQHGD��3pUH]�GH�$OJDED�DQG�+HUQiQGH]�6DQWDRODOOD��
�������ZKLFK� LQ� VRPH�FDVHV�SURYLGHG�HFRQRPLF�VXSSRUW� IRU�HPHUJLQJ�DXGLRYLVXDO�SURMHFWV� �7XU�9LxHV�
DQG� 6HJDUUD�6DDYHGUD�� ������� DXWRPRWLYH� FRPSDQLHV� KDYH� EHHQ� GULYLQJ� WKH� WUHQG� RI� XVLQJ� GLJLWDO�
FKDQQHOV� WR� LQWHJUDWH� DWWUDFWLYH� FRQWHQW� UHODWHG� WR� WKHLU� EUDQGV� LQ� RUGHU� WR� JHQHUDWH� HPRWLRQ� DQG�
DFKLHYH�PHDVXUDEOH�UHVXOWV�WKURXJK�H[SHULHQFHV��5HJXHLUD��������

&UHDWLYH� SURIHVVLRQDOV� IDFH� D� ELJ� FKDOOHQJH� LQ� XQGHUVWDQGLQJ� WKH� WHFKQRORJ\� DQG� FRPPXQLFDWLRQ�
UHYROXWLRQ�LQ�RUGHU�WR�FRQYH\�WKH�YDOXHV�RI�DXWRPRWLYH�EUDQGV��ZKLOH�DW�WKH�VDPH�WLPH�HVWDEOLVKLQJ�D�
ERQG�ZLWK�FRQVXPHUV�WKURXJK�JRRG�LGHDV��VWRU\WHOOLQJ�DQG�HQWHUWDLQPHQW��7KH�FKDOOHQJH�LV�HYHQ�JUHDWHU�
ZKHQ� LW�FRPHV� WR� UHDFKLQJ�ZRPHQ�� ,I� ´WKH� VXEVWDQWLYH�FRQWHQW�RI�FRPSHWLQJ�SURGXFWV� LV�GLIÀFXOW� WR�
GLIIHUHQWLDWH��WKH�VHOOLQJ�HIIRUW�VKLIWV�WR�GLIIHUHQWLDWLQJ�GLVWLQFWLYH�DVSHFWV�WKURXJK�ZKLFK�EX\HUV�FDQ�EH�
LQÁXHQFHGµ��/HYLWW��������������DQG�WKLV�LV�ZKHUH�EUDQGHG�FRQWHQW�PXVW�FRPH�LQ�

$� VWXG\�GLVVHPLQDWHG�E\�PDJD]LQH�SXEOLVKHU� 7,�0HGLD��DQG�SUHVHQWHG�DW� WKH�´$XWRPRWLYH�6HPLQDUµ�
RUJDQLVHG�E\� WKH� ,QWHUQDWLRQDO�$GYHUWLVLQJ�%XUHDX� �,$%�� LQ� /RQGRQ� LQ� ������ UHYHDOHG� WKDW�PRUH� WKDQ�
WKUHH�TXDUWHUV�RI�ZRPHQ��WKH�VDPSOH�FRQVLVWHG�RI�UHDGHUV�RI�0DULH�&ODLUH�DQG�RWKHU�EUDQGV�IURP�WKH�
VDPH�SXEOLVKLQJ�JURXS��EHOLHYH�WKDW�WKH�DXWRPRWLYH�LQGXVWU\�GRHV�QRW�XQGHUVWDQG�WKHP�DV�FRQVXPHUV�
�0DUNHWLQJ� &RPPXQLFDWLRQ� 1HZV�� ������� $OWKRXJK� WKLV� GDWD� LV� DODUPLQJ�� LW� LV� DOVR� HQFRXUDJLQJ� IRU�
DXWRPRWLYH�EUDQGV�DV�LW�RIIHUV�WKHP�DQ�RSSRUWXQLW\�WR�JHQHUDWH�HQJDJLQJ�FRQWHQW�WKDW�DSSHDOV�WR�WKH�
female audience.

In 2019, there were around 7.8 million women in Spain who were listed as the primary drivers on their 

YHKLFOH�LQVXUDQFH�SROLFLHV��81(63$���������$FFRUGLQJ�WR�WKH�VWXG\��ZKLFK�ZDV�FDUULHG�RXW�E\�WKH�Unión 
Española de Entidades Aseguradoras y Reaseguradoras (Association of Insurance and Reinsurance 

&RPSDQLHV���WKH�FDUV�FRQVLGHUHG�PRVW�RULHQWHG�WRZDUG�WKH�PDOH�SRSXODWLRQ�DUH�WKH�IROORZLQJ�PRGHOV��
%0:���6HULHV��9RONVZDJHQ�3DVVDW��$XGL�$���)RUG�0RQGHR��5HQDXOW�/DJXQD��DQG�6($7�/HyQ��2Q�WKH�RWKHU�
KDQG��ZRPHQ�SUHIHU�XUEDQ�DQG�XWLOLW\�PRGHOV�VXFK�DV�WKH�1LVVDQ�0LFUD��7R\RWD�<DULV��9RONVZDJHQ�3ROR��
DQG�&LWURsQ�&���$W�WKH�VDPH�WLPH��0LQL��'DHZRR��&KHYUROHW��)LDW�DQG�7R\RWD�DUH�FRQVLGHUHG�WR�EH�WKH�
EUDQGV�WKDW�ZRPHQ�EX\�WKH�PRVW��,Q�WKH�FDVH�RI�PHQ��0HUFHGHV�%HQ]��%0:��0LWVXELVKL��9ROYR��DQG�$XGL�
WRS�WKH�UDQNLQJV��81(63$���������:RPHQ�DOZD\V�FKRRVH�WKH�VDPH�FDU��DQG�UHJDUGOHVV�RI�DJH��WKH�6($7�
,EL]D�LV�WKH�PRGHO�WKDW�PRVW�ZRPHQ�GULYH�LQ�6SDLQ��DFFRUGLQJ�WR�D�UHSRUW�HQWLWOHG�Y tú, ¿qué conduces? 

�$QG�\RX��ZKDW�GR�\RX�GULYH"��

&RQVHTXHQWO\��WKHUH�LV�DQ�REYLRXV�JHQGHU�JDS�LQ�WKH�DXWRPRWLYH�VHFWRU�WKDW�KDV�QRW�EHHQ�WDNHQ�LQWR�
DFFRXQW�E\�EUDQGV�DQG�DJHQFLHV�XQWLO� QRZ�� 7KLV�FDQ�EH� UHGXFHG�E\�XVLQJ�EUDQGHG�FRQWHQW�DV�DQ�
DGYHUWLVHU�GULYHQ� LQLWLDWLYH�� 7KLV� LV� WKH�FDVH�RI� ´1RYHO�$GYHQWXUHVµ� �������� WKH� ÀUVW�RQOLQH� VHULHV�DLPHG�
DW�ZRPHQ�FUHDWHG�E\�WKH�FDU�EUDQG�6DWXUQ��ZKLFK�LV�SDUW�RI�WKH�*HQHUDO�0RWRUV�JURXS��(YHQ�WKRXJK�
LW� LV�GLIÀFXOW�WR�ÀQG�H[DPSOHV�VLPLODU�WR�WKH�RQH�MXVW�PHQWLRQHG��6($7�KDV�FDUULHG�RXW�WZR�LQWHUQDWLRQDO�
FDPSDLJQV�ZLWK�WKH�0LL�FDU�PRGHO�WKDW�FRXOG�EH�LQFOXGHG�LQ�WKLV�VKRUW�OLVW�
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7KH�6($7�0LL�E\�0$1*2��������ZDV�D�FROODERUDWLRQ�EHWZHHQ�WZR�%DUFHORQD�EDVHG�EUDQGV�IURP�WZR�
YHU\�GLIIHUHQW�VHFWRUV��DXWRPRWLYH�DQG�IDVKLRQ��7KLV�VSHFLDO�HGLWLRQ�6($7�0LL�ZDV�SUHVHQWHG�DW�WKH�����
%DUFHORQD� )DVKLRQ� HYHQW�� DQG� DQ� RQOLQH� FRPSHWLWLRQ� ZDV� ODXQFKHG� WKURXJK� VRFLDO� QHWZRUNV� DQG�
7DOHQWKRXVH�IRU�WKH�SXUSRVH�RI�RIIHULQJ�WKH�RSSRUWXQLW\�WR�GHVLJQ�DFFHVVRULHV�WKDW�ZRXOG�EH�LQFOXGHG�
LQ� WKH�HGLWLRQ�� 7KH�6($7�0LL�E\�0$1*2�RIIHUHG� WKH�RSWLRQ�RI�FXVWRPLVDWLRQ�ZLWK�DQ�XSJUDGH�RI� WKH�
VWDQGDUG� HTXLSPHQW�� DQG� LW� HYHQ� DOORZHG� EX\HUV� WR� SXUFKDVH� ��� XQLWV� GLUHFWO\� IURP� WKH� $PD]RQ�IU�
ZHEVLWH��H[FOXVLYHO\�IRU�WKH�)UHQFK�PDUNHW���ZLWK�D�FRPPLWPHQW�WR�GLUHFW�KRPH�GHOLYHU\����KRXUV�DIWHU�
WKH�SXUFKDVH�XQGHU�WKH�KDVKWDJ�DQG�ZHE�OLQN��'HOLYHU\7R(QMR\�

)LJXUH����,QWHUQHW�DGYHUWLVHPHQW�IRU�WKH�VDOH�RI�WKH�6($7�0LL�%\�0$1*2�RQ�$PD]RQ�IU�

6RXUFH��$PD]RQ�IU�

$V�5DPRV�6HUUDQR�DQG�3LQHGD�&DFKHUR� ������� �����SRLQW�RXW�� WKH�PDLQ�REMHFWLYH�RI�DGYHUWDLQPHQW�
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.

7KLV�FR�EUDQGLQJ��RU�EUDQG�SDUWQHUVKLS��ZLWK�&RVPRSROLWDQ�UHSUHVHQWV�D�FOHDU��GLUHFW�DSSURDFK�WR�D�ZHOO�
GHÀQHG�WDUJHW�ZLWK�WKH�DLP�RI�EUHDNLQJ�LQWR�WKH����WR����\HDU�ROG�IHPDOH�PDUNHW��7KH�ODXQFK�RI�WKH�QHZ�
FDU�RQ����6HSWHPEHU������DW�WKH��)DVK)HVW�LQ�/RQGRQ�PDUNHG�WKH�HQG�RI�D�SURMHFW�WKDW�EHJDQ�D�\HDU�
HDUOLHU�DQG�UHVXOWHG�LQ�D�EUDQGHG�FRQWHQW�FDPSDLJQ�ZLWK�YDULRXV�YLGHRV�FDOOHG�´+RURVFRSHVµ�DQG�´)DVW�
)RRGµ��7KHVH�YLGHRV�DSSHDUHG�RQ�WKH�VRFLDO�QHWZRUNV�RI�ERWK�6($7�DQG�&RVPRSROLWDQ�IURP�-DQXDU\�WR�
0DUFK�������+RURVFRSHV�DUH�D�VHULHV�RI����DXGLRYLVXDO�SURGXFWLRQV�WKDW�DGDSW�WKH�PDJD]LQH·V�FODVVLF�
KRURVFRSH� VHFWLRQ� WR�D�FXUUHQW�DQG�FRQWHPSRUDU\� IHPLQLQH�SRLQW�RI� YLHZ�� WKXV�SURYLGLQJ�DQ�RSHQ��
FRPSUHKHQVLYH�YLVLRQ�RI�WKH�ZRUOG�RI�ZRPHQ��ZKLFK�LQ�WKLV�FDVH�UHYROYHV�DURXQG�WKH�ZD\V�RI�GULYLQJ�ZLWK�
WKHLU�FRUUHVSRQGLQJ�KDVKWDJV�WR�EH�SXEOLVKHG�RQ�WKH�,QVWDJUDP��7ZLWWHU�DQG�)DFHERRN�DFFRXQWV�RI�ERWK�
EUDQGV��7KHVH�YLGHRV�UHÁHFW�WKH�FKDUDFWHU�RI�HDFK�]RGLDF�VLJQ�LQ�FDU�UHODWHG�FLUFXPVWDQFHV��DV�ZHOO�DV�
WKH�GULYLQJ�H[SHULHQFHV�IURP�WKH�SRLQW�RI�YLHZ�RI�WKH�ZRPHQ�LQ�WKH�YLGHRV�RI��7KLV,V0LL��7KH�KDVKWDJV�DUH�
D�UHVRXUFH�XVHG�WKURXJKRXW�WKH�FDPSDLJQ��DV�WKH\�DUH�WKH�FRPPRQ�WKUHDG�HPSOR\HG�WR�KLJKOLJKW�WKH�
SHUVRQDOLW\�RI��7KLV,V0LL�DQG�RSHQ�D�XQLYHUVH�RI�SRVVLEOH�LQWHUSUHWDWLRQV�EDVHG�RQ�LURQ\��D�SRVLWLYH�DQG�
carefree attitude, and enjoyment, which are values typical of both SEAT and Cosmopolitan.

7KH�FDPSDLJQ�NLFNHG�RII�DKHDG�RI�WKH�FDU�ODXQFK�ZLWK�HGLWRULDO�FRQWHQW�LQ�WKH�PDJD]LQH��ERWK�SULQW�
DQG�RQOLQH�YHUVLRQV��DERXW�WKH�ZRUOG�RI�GULYLQJ��7KHVH�SRVWV�ZHUH�IROORZHG�E\�RWKHUV�LQ�RUGHU�WR�JHQHUDWH�
H[FLWHPHQW�DERXW�WKH�QHZ�0LL�EHLQJ�VKRZFDVHG�DW��)DVK)HVW������LQ�/RQGRQ��6($7·V�FKDOOHQJH�ZDV�WR�
GHVLJQ�WKH�QHZ�0LL�&RVPRSROLWDQ�VSHFLDO�HGLWLRQ� LQ�DFFRUGDQFH�ZLWK�WKH�H[SHFWDWLRQV�RI�WKH�WDUJHW�
DXGLHQFH��ZKLFK�ZDV�D�\RXQJ��DFWLYH��LQGHSHQGHQW�ZRPDQ��E\�IRFXVLQJ�RQ�WKH�OLIHVW\OH�FRQFHSW��WKXV�
DGGLQJ�D�GLIIHUHQWLDO�YDOXH�QRW�IRXQG�DPRQJ�LWV�FRPSHWLWRUV��7R�WKLV�HQG��&RVPRSROLWDQ�UHDGHUV�ZHUH�
LQYROYHG�LQ�WKH�GHVLJQ�RI�WKH�VSHFLDO�HGLWLRQ�´&RVPRSROLWDQ�/RYHV�0LLµ�
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)LJXUH����3XEOLFDWLRQ�LQ�&RVPR�0DJD]LQH�DERXW�WKH�6($7�0LL�%\�&RVPRSROLWDQ

Source: Cosmopolitan UK 

����0HWKRGRORJ\

Th e overall objective of this research is to study the international female-oriented branded content 

FDPSDLJQ� IRU� WKH� 0LL� FDU� PRGHO�� 6($7·V� FRPSDFW� XUEDQ� YHKLFOH� GHVLJQHG� LQ� FROODERUDWLRQ� ZLWK�
&RVPRSROLWDQ�PDJD]LQH�DQG�DLPHG�DW�ZRPHQ�EHWZHHQ����DQG����\HDUV�RI�DJH��7KH�VSHFLÀ�F�REMHFWLYHV�
are as follows:

• 7R��GHWHUPLQH�WKH�GLIIHUHQFHV�EHWZHHQ�ZRPHQ�DQG�PHQ�UHJDUGLQJ�WKH�PRVW�KLJKO\�YDOXHG�
IHDWXUHV�ZKHQ�FKRRVLQJ�D�FDU��DV�ZHOO�DV�WKH�GLVVLPLODULW\�EHWZHHQ�WKH�JHQGHUV�LQ�UHODWLRQ�WR�
their awareness and recall of car advertisements.

• 7R�GHVFULEH�WKH�FRPELQHG�GLJLWDO�PHGLD�VWUDWHJ\�LQ�WKH�FDPSDLJQ��7KLV,V0LL�

• 7R�LGHQWLI\�WKH�FRGHV�XVHG�E\�WKH�6($7�EUDQG�ZLWKLQ�WKH�FRQFHSW�RI��7KLV,V0LL�DQG�DQDO\VH�WKH�
���YLGHRV�EDVHG�RQ�WKH�VLJQV�RI�WKH�]RGLDF�

,Q�WKLV� UHVHDUFK��D�PL[HG�PHWKRGRORJ\� LQYROYLQJ�ERWK�TXDQWLWDWLYH�DQG�TXDOLWDWLYH�DVSHFWV�KDV�EHHQ�
XVHG��7KH�À�UVW�SKDVH�FRQVLVWHG�RI� UHYLHZLQJ� WKH�VWDWH�RI� WKH� LVVXH�RQ�VDOHV�DQG� LQYHVWPHQW�GDWD�� WKH�
SXUFKDVH�SURFHVV��DQG�,QWHUQHW�DGYHUWLVLQJ�LQ�RUGHU�WR�GHYHORS�WKH�WKHRUHWLFDO�IUDPHZRUN��7R�WKLV�HQG��
ZH� XVHG� DGYHUWLVLQJ� LQYHVWPHQW� GDWD� DFFRUGLQJ� WR� EUDQG� DQG� PHGLD�� ZKLFK� ZDV� H[WUDFWHG� IURP�
,QIRDGH[��LQ�DGGLWLRQ�WR�VDOHV�GDWD�SXEOLVKHG�E\�WKH�6SDQLVK�$VVRFLDWLRQ�RI�&DU�DQG�7UXFN�0DQXIDFWXUHUV��
(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.

,Q�WKH�VHFRQG�SKDVH��D�VXUYH\�ZDV�FDUULHG�RXW�EHWZHHQ�2FWREHU������DQG�0DUFK������EDVHG�RQ�D�
VDPSOH�RI� ����SHRSOH�DJHG������� WKURXJKRXW� WKH�FRXQWU\� LQ�RUGHU� WR�REWDLQ� LQIRUPDWLRQ� UHODWHG� WR�
FRQVXPHU�FULWHULD�LQ�WKH�SXUFKDVH�GHFLVLRQ�LQ�DGGLWLRQ�WR�WKHLU�NQRZOHGJH�DQG�UHFDOO�RI�FDU�DGYHUWLVLQJ��
7KH�TXHVWLRQQDLUH��GHVLJQHG�XVLQJ�WKH�*RRJOH�)RUPV�WRRO��FRQVLVWHG�RI�D�VHW�RI�RSHQ�HQGHG�TXHVWLRQV�
RQ�JHQHUDO� LQWURGXFWRU\� LVVXHV�IRU�WKH�SXUSRVH�RI�GHWHUPLQLQJ�JHQGHU��DJH��FDU�PDNH�RU�PRGHO��DQG�
RWKHU�PRUH�VSHFLÀ�F�TXHVWLRQV�RQ�WKH�XVHUV·�NQRZOHGJH�DQG�UHFROOHFWLRQ�RI�WKH�DXWRPRWLYH�LQGXVWU\�DQG�
LWV�DGYHUWLVLQJ�LQ�RUGHU�WR�GHWHUPLQH�WKH�LQÁ�XHQFH�RI�WKH�ODWWHU�RQ�WKH�GHFLVLRQ�WR�EX\�D�FDU��7KLV�VHULHV�RI�
TXHVWLRQV�ZDV�IROORZHG�E\�D�VHPL�FORVHG�VHW�RI�TXHVWLRQV�RQ�WKH�DVVHVVPHQW�RI�WHFKQRORJLFDO�DWWULEXWHV�
DQG�IHDWXUHV�WKDW�UHVSRQGHQWV�ZHUH�DVNHG�WR�UDWH�EDVHG�RQ�D�/LNHUW�VFDOH�
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,Q�RUGHU�WR�REWDLQ�WKH�VDPSOH��WKH�DXWKRUV�XVHG�WKH�WHFKQLTXH�NQRZQ�DV�¶VQRZEDOO�VDPSOLQJ·��9DQ�0HWHU��
�������ZKLFK�FRQVLVWV�RI�LGHQWLI\LQJ�WKH�ÀUVW�SHUVRQV�WR�EH�VXUYH\HG�DQG�WKHQ�REWDLQLQJ�RWKHU�FRQWDFWV��
and so on, until the necessary sample is collected.

,Q�WKH�WKLUG�SKDVH��D�FDVH�VWXG\�PHWKRG�ZDV�DSSOLHG��ZKLFK�RULJLQDWHG�LQ�WKH�&KLFDJR�6FKRRO��$U]DOX]��
�������DOWKRXJK�WKH�+DUYDUG�%XVLQHVV�6FKRRO�KDV�EHHQ�WKH�PRVW�VXFFHVVIXO�LQ�VSUHDGLQJ�WKH�XVH�RI�WKLV�
PHWKRGRORJ\��*DUYLQ���������,Q�RUGHU�WR�FDUU\�RXW�WKH�FDVH�VWXG\��D�FRQWHQW�DQDO\VLV�RI�WKH�]RGLDF�YLGHRV�
ZDV�FDUULHG�RXW� �VHH� 7DEOH�����DQG�DQ� LQ�GHSWK� LQWHUYLHZ�ZDV�FRQGXFWHG�ZLWK�D� IHPDOH�DGYHUWLVLQJ�
professional. This person is freelance art director Victoria Salsas, who was the only idea person at the 

	5RViV� DJHQF\� WR� SDUWLFLSDWH� LQ� WKH� FUHDWLRQ� DQG� GHYHORSPHQW� RI� WKH� �7KLV,V0LL� FDPSDLJQ� �� 7KH�
interview was conducted online, and the script allowed the interviewee to incorporate new topics 

RU�DSSURDFKHV�LQWR�WKH�FRQYHUVDWLRQ��ZLWK�WKH�LQYHVWLJDWRUV�DFWLQJ�DV�D�NLQG�RI�´UHVHDUFK�LQVWUXPHQWµ�
�7D\ORU�DQG�%RJGDQ��������������ZKRVH�UROH�ZDV�QRW�RQO\�WR�REWDLQ�DQVZHUV��EXW�DOVR�WR� LGHQWLI\�ZKDW�
ZDV�LQWHUHVWLQJ�IRU�WKH�UHVHDUFK�DQG�KRZ�WR�REWDLQ�WKDW�LQIRUPDWLRQ��7KH�LQWHUYLHZHH·V�LQSXW�ZDV�YLWDO�WR�
WKH�SUHVHQW�VWXG\��DQG�WKH�DFW�RI�UHFRUGLQJ�WKH�LQWHUYLHZ�ZDV�D�NH\�HOHPHQW�LQ�SURYLQJ�WKH�YDOLGLW\�DQG�
UHOLDELOLW\�RI�WKH�GDWD�REWDLQHG�IURP�WKH�UHVHDUFK�DQG�LQ�RYHUFRPLQJ�DQ\�SRVVLEOH�ELDV�RQ�WKH�SDUW�RI�WKH�
UHVHDUFKHUV�LQ�WKHLU�LQWHUSUHWDWLRQ�RI�WKHLU�RZQ�UHVXOWV��%RJGDQ�DQG�%LNOHQ��������

(YHQ�WKRXJK�WKH�FDVH�VWXG\�PHWKRGRORJ\�LV�PRVW�FRPPRQO\�XVHG�LQ�EXVLQHVV�UHVHDUFK�DQG�PDUNHWLQJ�
�(OOHW��������*X]PiQ�DQG�$OHMR���������WKLV�TXDOLWDWLYH�WHFKQLTXH�KDV�EHHQ�KLJKO\�LPSRUWDQW�LQ�WKH�SUHVHQW�
FRQWH[W��DV�LW�KDV�DVVLVWHG�WKH�DXWKRUV�LQ�XQGHUVWDQGLQJ�DQG�DQDO\VLQJ�WKH�EUDQG�VWUDWHJ\�XVHG�E\�6($7�
and its international partnership with Cosmopolitan.

7DEOH����&DWHJRULHV�H[DPLQHG�LQ�WKH�FRQWHQW�DQDO\VLV

&DWHJRULHV 'HVFULSWLRQ

Horoscope

=RGLDF�VLJQV�DUH�UHSUHVHQWHG�LQ�HDFK�RI�WKH�YLGHRV�

>$ULHV�� 7DXUXV�� *HPLQL�� &DQFHU�� /HR�� 9LUJR�� /LEUD�� 6FRUSLR�� 6DJLWWDULXV�� &DSULFRUQ��
Aquarius and Pisces]

Car
3UHVHQFH�RI�WKH�6($7�0LL�E\�&RVPRSROLWDQ�FDU�PRGHO

[yes, no]

3URWDJRQLVW
,QGLFDWLRQ�RI�ZKLFK�HOHPHQW�KDV�WKH�VWDWXV�RU�TXDOLW\�RI�EHLQJ�WKH�SURWDJRQLVW

[product, brand, character]

Shot
9LVXDO�DQG�SK\VLFDO�SHUVSHFWLYH�RI�FKDUDFWHUV��REMHFWV�DQG�LPDJH�HOHPHQWV

>&ORVH�XS��PHGLXP�VKRW��ORQJ�VKRW@

%DFNJURXQG
6FHQHU\�RU�VHWWLQJ�XVHG�WR�SUHVHQW�WKH�PDLQ�DFWLRQ

[neutral, city, mountains, sea, and road]

%DFNJURXQG�
colour

&RORU�XVHG�RQ�VWDJH�RU�EDFNJURXQG�GHFRUDWLRQ

>ZKLWH��EODFN��JUH\��EOXH��JUHHQ��\HOORZ��EURZQ��RUDQJH��UHG��SXUSOH@

Car Colour
&RORXU�XVHG�IRU�WKH�6($7�0LL�E\�&RVPRSROLWDQ�FDU�PRGHO

[violetto, candy white]

Headline
3UHVHQFH�RI�D�KHDGOLQH�RU�WH[W�DW�WKH�EHJLQQLQJ�RI�WKH�SLHFH

[yes, no]

Copy
3UHVHQFH�RI�WH[W�GXULQJ�WKH�SLHFH

[yes, no]

Claim
3UHVHQFH�RI�D�FORVLQJ�DW�WKH�HQG�RI�WKH�SLHFH

[yes, no]

/RJR
3UHVHQFH�RI�WKH�6($7�EUDQG�ORJR

[yes, no]

Insight
&RQFHSW�REWDLQHG�IURP�WKH�GULYLQJ�H[SHULHQFH�LQ�ZKLFK�D�VROXWLRQ�LV�VRXJKW�IRU�D�
problem.
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&DWHJRULHV 'HVFULSWLRQ

Performance 7HFKQLFDO�IHDWXUH�RU�TXDOLW\�RI�WKH�YHKLFOH�WKDW�KLJKOLJKWV�HDFK�YLGHR�

Attitude
&KDUDFWHULVWLFV�WUDQVPLWWHG�LQ�UHODWLRQ�WR�WKH�SHUVRQDOLW\�RI�HDFK�FDU�UHÁ�HFWHG�E\�D�
]RGLDF�VLJQ�

Source: Prepared by the authors

3. Results

������6XUYH\��PRVW�KLJKO\�YDOXHG�IHDWXUHV��DQG�UHVSRQGHQWV·�LQWHUHVW�LQ�DQG�UHFDOO�RI�DXWRPRWLYH�DGYHUWLVLQJ

2I�WKH�����UHVSRQGHQWV������RI�WKH�VDPSOH�RZQ�D�FDU������PHQ�DQG�����ZRPHQ���ZKLOH�WKH�UHPDLQLQJ�
����VD\�WKH\�GR�QRW�RZQ�D�FDU������PHQ�DQG�����ZRPHQ���/LNHZLVH��RXW�RI�WKH�����ZKR�DUH�PHQ������
EHORQJ�WR�WKH�������DJH�JURXS������WR�WKH�������JURXS��DQG�����WR�WKH�RYHU����DJH�JURXS��,Q�WKH�FDVH�
RI�ZRPHQ������DUH�LQ�WKH�������DJH�JURXS������LQ�WKH�������JURXS��DQG����LQ�WKH�RYHU����DJH�JURXS��

(YHQ�WKRXJK�WKHUH�DUH�DSSUR[LPDWHO\�����FDU�EUDQGV�LQ�WKH�ZRUOG��WKH�PDLQ�FDU�PDQXIDFWXUHUV�DUH�IURP�
Europe, the USA, and Japan, and these three dominate the European market with around 20 brands, 

DV�VKRZQ�LQ�)LJXUH����$PRQJ�IHPDOH�FDU�RZQHUV��WKH�WKUHH�PRVW�FRPPRQ�EUDQGV�ZHUH�)RUG��������6($7�
������DQG�7R\RWD��������DQG�DPRQJ�PDOH�RZQHUV�WKH\�ZHUH�$XGL��������5HQDXOW�������DQG�%0:��������
+RZHYHU��HYHQ�WKRXJK�WKH�QXPEHUV�DUH�VPDOOHU��PHQ�DUH�WKH�H[FOXVLYH�RZQHUV�RI�FDU�EUDQGV�VXFK�DV�
7HVOD��6X]XNL��0DVHUDWL��0D]GD��-DJXDU��'RGJH��-HHS��0HUFHGHV�DQG�$OID�5RPHR��DV�FDQ�EH�VHHQ�LQ�WKH�
JUDSK�EHORZ

)LJXUH����&RPSDULVRQ�RI�JHQGHU�DQG�FDU�RZQHG�E\�WKH�UHVSRQGHQWV

 Source: prepared by the authors

,Q�UHODWLRQ�WR�WKH�UHVSRQGHQWV·�LQWHUHVW�LQ�DGYHUWLVLQJ������VDLG�WKH\�GR�QRW�SD\�DWWHQWLRQ�WR�DGYHUWLVLQJ��
ZKLOH� ���� VDLG� WKH\� GR��2I� WKH� ����ZKR� VDLG� WKH\� GR� QRW� SD\� DWWHQWLRQ� WR� DGYHUWLVLQJ�� ���� RI� WKLV�
SHUFHQWDJH�DUH�UHVSRQGHQWV�ZKR�VDLG�WKH\�GR�QRW�RZQ�D�FDU��DQG�����GR�RZQ�D�FDU��$W� WKH�VDPH�
WLPH��RI�WKH�����RI�UHVSRQGHQWV�ZKR�SD\�DWWHQWLRQ�WR�DGYHUWLVLQJ������DUH�ZRPHQ�DQG�����DUH�PHQ��
/DWHU��ZKHQ�DVNHG�WR�VSRQWDQHRXVO\�UHFDOO�DQ�H[DPSOH�RI�D�YHKLFOH�DGYHUWLVHPHQW��LW�ZDV�REVHUYHG�WKDW�
WKH�NQRZOHGJH�RI�WKH�VHFWRU� LQ�WKH�VDPSOH� LV�PHGLXP�WR� ORZ��)HZ�UHVSRQGHQWV�JDYH�H[DPSOHV��DQG�
WKRVH�ZKR�GLG�VR�UHVSRQGHG�RQO\�YDJXHO\�ZLWK�DPELJXRXV�LWHPV��7KH\�FLWHG�%0:·V�IDPRXV�´'R�\RX�OLNH�
GULYLQJ"µ�SURGXFWLRQ��D�FDPSDLJQ�WKDW�LV�PRUH�WKDQ�WZHQW\�\HDUV�ROG��FUHDWHG�LQ������E\�WKH�DJHQF\�
6�&�3�)���$QRWKHU�H[DPSOH�LV�9RONVZDJHQ·V�´/LNH�D�*ROI�LV�QRW�D�*ROIµ��ZKLFK�LV�D�PRUH�UHFHQW�FDPSDLJQ�
FUHDWHG�LQ������E\�WKH�DJHQF\�NQRZQ�DV�''%�6SDLQ��2QO\�����ZHUH�DEOH�WR�ZULWH�GRZQ�DQ�H[DPSOH�DQG�
QDPH�WKH�PHGLXP��7KH�UHPDLQLQJ�����HLWKHU�GLGQ·W�KDYH�WKLV�LQIRUPDWLRQ��GLGQ·W�UHPHPEHU��RU�GLGQ·W�
know where they had seen the advert.
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,Q�WHUPV�RI�DWWULEXWH�DVVHVVPHQW�E\�WKH�UHVSRQGHQWV��WKH�HQWLUH�VDPSOH�JDYH�WKH�KLJKHVW�VFRUH�WR�VDIHW\��
IROORZHG�E\�IXHO�FRQVXPSWLRQ��D�VSDFLRXV�OXJJDJH�FRPSDUWPHQW��DQG�FRPSOLDQFH�ZLWK�HQYLURQPHQWDO�
OHJLVODWLRQ�� 2Q� WKH� RWKHU� KDQG�� WKH� DWWULEXWHV� WKH\� UDWHG� OHDVW� HQWKXVLDVWLFDOO\� ZHUH� SURPRWLRQ��
infotainment, and the warranty. 

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

DOVR�JDYH�WKH�KLJKHVW�VFRUHV�WR�VDIHW\��IXHO�FRQVXPSWLRQ��SULFH��DQG�D�VSDFLRXV�OXJJDJH�FRPSDUWPHQW��
7KLV�ZDV�IROORZHG�E\�ZDUUDQW\�DQG�FRPIRUW��ZLWK�WKH�VDPH�VFRUH��DQG�ODVW�SODFH�ZDV�KHOG�E\�GHVLJQ�

)LJXUH����$WWULEXWH�UDWLQJV�E\�6($7�EUDQG�RZQHUV

Source: prepared by the authors

7KH�IHPDOH�RZQHUV�RI�D�6($7�FDU�UDWHG�VDIHW\�WKH�KLJKHVW��IROORZHG�E\�SULFH��IXHO�FRQVXPSWLRQ��FRPIRUW��
DQG�ZDUUDQW\��/LNHZLVH��PHQ�DOVR�UDWHG�VDIHW\�WKH�KLJKHVW��IROORZHG�E\�IXHO�FRQVXPSWLRQ��WHFKQRORJ\��
comfort, and performance. Thus, safety and fuel consumption are the two aspects of most concern to 

ERWK�PDOH�DQG�IHPDOH�YHKLFOH�RZQHUV�RI�WKLV�EUDQG��\HW�WKH\�GLIIHU�ZLWK�UHJDUG�WR�RWKHU�YDULDEOHV��)RU�
ZRPHQ��FRPIRUW�DQG�ZDUUDQW\�DUH�PRUH�LPSRUWDQW�WKDQ�WHFKQRORJ\�

)LJXUH����(YDOXDWLRQ�FULWHULD�DFFRUGLQJ�WR�WKH�JHQGHU�RI�UHVSRQGHQWV

Source: prepared by the authors
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$FFRUGLQJ�WR�WKH�UHVXOWV�RI�WKH�VXUYH\��PHQ�JLYH�D�KLJKHU�UDWLQJ�WR�D�YHKLFOH·V�IHDWXUHV��2I�WKHVH��WKH\�
FRQVLGHU�WKH�EOLQG�VSRW�GHWHFWRU��FRQQHFWLYLW\��DQG�FUXLVH�FRQWURO�WR�EH�WKH�PRVW�XVHIXO�DVSHFWV��2Q�WKH�
RWKHU�KDQG��ZRPHQ�EHOLHYH�WKDW�WKH�EOLQG�VSRW�GHWHFWRU��*36�QDYLJDWLRQ��DQG�FUXLVH�FRQWURO�DUH�WKH�
most useful features. 

)LJXUH����3HUIRUPDQFH�UDWLQJ�DFFRUGLQJ�WR�WKH�JHQGHU�RI�UHVSRQGHQWV

Source: Prepared by the authors

5HVSRQGHQWV�ZKRP�ZH�PLJKW�GHÀ�QH�DV�ROGHU��DV�WKH\�EHORQJ�WR�WKH�������DJH�UDQJH��ORRN�IRU�VDIHW\�
IHDWXUHV�VXFK�DV�/DQH�'HSDUWXUH�:DUQLQJ��ZKLOH�\RXQJHU�UHVSRQGHQWV� LQ�WKH�DJH�UDQJH�RI�������UDWH�
*36�QDYLJDWLRQ�DQG�FRQQHFWLYLW\�PRUH�KLJKO\��7KH�IROORZLQJ�IHDWXUHV�DUH�LQFRUSRUDWHG�LQWR�WKH�6($7�0LL�
E\�&RVPRSROLWDQ��DV�LWV�IRFXV�LV�RQ�D�YHU\�VSHFLÀ�F�WDUJHW�DXGLHQFH��RU�LQ�RWKHU�ZRUGV��ZRPHQ�EHWZHHQ�
���DQG����\HDUV�RI�DJH��KLOO�VWDUW�DVVLVW��LQIRWDLQPHQW�V\VWHPV��DQG�WKH�'ULYH�0LL�$SS��DYDLODEOH�LQ�3OD\VWRUH�
RU�$SS6WRUH�IRU�$QGURLG�DQG� L26���7KHVH�IHDWXUHV�DOORZ�IRU�FRQWURO�RI�WKH� LQIRWDLQPHQW�V\VWHP�IURP�D�
VPDUWSKRQH��DQG�DOVR�LQFOXGH�DFFHVVRULHV�VXFK�DV�ZLUHOHVV�FKDUJLQJ�IRU�WKH�PRELOH�SKRQH·V�EDWWHU\�DQG�
PRUH��$W�WKH�HQG�RI�HDFK�KRURVFRSH�YLGHR�RI�WKH�FDPSDLJQ�DQDO\VHG��HPSKDVLV�LV�SODFHG�RQ�VHYHUDO�
RI�WKH�IHDWXUHV�LGHQWLÀ�HG�DV�LPSRUWDQW�IRU�WKH�UHVXOWV�RI�RXU�TXHVWLRQQDLUH��$FFRUGLQJO\��HDFK�]RGLDF�VLJQ�
IRFXVHV�RQ�RQH�IHDWXUH��9LUJR��5HDU�SDUNLQJ�VHQVRUV��6FRUSLR��*HDU�VKLIW�LQGLFDWRU��6DJLWWDULXV��5RDGVLGH�
DVVLVWDQFH��3LVFHV��'ULYH�0LL�$SS��/LEUD��%UDNH�DVVLVW��/HR��/LIHVW\OH�SDFN�DQG�SDUNLQJ�DVVLVW��*HPLQL��WZR�
H[FOXVLYH�FRORXUV��FDQG\�ZKLWH�DQG�YLROHWWR��&DSULFRUQ��FDU�KRRN�IRU�KDQJLQJ�WKLQJV��&DQFHU��H[FOXVLYH�
LQWHULRU�GHWDLOV��$ULHV��VSDFH��$TXDULXV��QR�H[WUD�FRVWV��6FRUSLR��*HDU�VKLIW�LQGLFDWRU��9LUJR��UHDU�SDUNLQJ�
VHQVRUV��DQG�7DXUXV��VPDUWSKRQH�LQWHJUDWLRQ�

������&RQWHQW�DQDO\VLV�RI�WKH�KRURVFRSH�SURGXFWLRQV�RI�WKH�6($7�0LL�E\�&RVPRSROLWDQ�

7KHUH�DUH�WZHOYH�VLJQV�RI�WKH�]RGLDF��DQG�HDFK�RQH�KDV�FHUWDLQ�FKDUDFWHULVWLFV�DQG�VWUHQJWKV�WKDW�FDQ�
LQÁ�XHQFH�DQ�LQGLYLGXDO·V�SHUVRQDOLW\��KRZ�WKH\�LQWHUDFW�ZLWK�RWKHU�SHRSOH��DQG�WKHLU�DWWLWXGH�WRZDUG�OLIH��
7KLV�LV�SUHFLVHO\�ZKDW�LV�UHÁ�HFWHG�E\�WKH��7KLV,V0LL�FDPSDLJQ��(DFK�YLGHR�FRQYH\V�WKH�FKDUDFWHULVWLFV�RI�
HDFK�]RGLDF�VLJQ�WKDW�GHÀ�QH�WKH�SHUVRQDOLW\�RI�HDFK�RI�WKH�ZRPHQ�ZKR�DSSHDU�LQ�WKH�DGYHUWV��7KXV��
WKH�WZHOYH�VWRULHV�UHYROYH�DURXQG�HDFK�KRURVFRSH��ZLWK�DQ�DGMHFWLYH�DVVLJQHG�WR�HDFK�RQH��6DJLWWDULXV��
FRPSHWLWLYH�� 3LVFHV�� VHQVLWLYH�� /LEUD�� VRFLDEOH�� /HR�� FRQÀ�GHQW�� *HPLQL�� XQSUHGLFWDEOH�� &DSULFRUQ��
UHVRXUFHIXO��&DQFHU��OR\DO��$ULHV��RULJLQDO��$TXDULXV��FOHYHU��6FRUSLR��SDVVLRQDWH��9LUJR��PHWLFXORXV�DQG�
7DXUXV��WHQDFLRXV��,Q�RUGHU�WR�LQWHQVLI\�RU�UHLQIRUFH�WKH�FKDUDFWHULVWLF�LQ�TXHVWLRQ��´tanµ��ZKLFK�LQ�(QJOLVK�
PHDQV�´VRµ��LQ�WKH�FDVH�RI�WKH�(QJOLVK�FDPSDLJQ��KDV�EHHQ�DGGHG�LQ�IURQW�RI�HDFK�DGMHFWLYH��

7KH�WZHOYH�YLGHRV�KDYH�D�GXUDWLRQ�RI����VHFRQGV��DQG�DOO�RI�WKHP�KDYH�H[DFWO\�WKH�VDPH�VWUXFWXUH��$OO�
WKH�VWRULHV�DUH�GLIIHUHQW��DQG�DUH�SRUWUD\HG�E\�GLIIHUHQW�FKDUDFWHUV��0RUHRYHU��DOO�WKH�SURWDJRQLVWV�DUH�
\RXQJ�ZRPHQ�EHWZHHQ����DQG����\HDUV�RI�DJH��ZKR�DUH�SDUW�RI�WKH�FDPSDLJQ·V�WDUJHW�DXGLHQFH�DQG��
at the same time, all the videos are narrated by a female voice-over.
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)LJXUH����+RURVFRSH�EDVHG��7KLV,V0LL�FDPSDLJQ�YLGHRV

6�RXUFH��9LPHR�RI�	5RViV

7KH�VWUXFWXUH�RI�HDFK�YLGHR�LV�FKDUDFWHULVHG�E\�WKH�IROORZLQJ�RSHQLQJ�IRUPDW��´+RURVFRSH���DGMHFWLYH�
�FDOOHG�DWWLWXGH�LQ�WKH�SDUDPHWHUV����GDWHV�RI�WKH�VLJQµ��7KXV��LQ�WKH�YLGHR�FRUUHVSRQGLQJ�WR�WKH�6DJLWWDULXV�
VLJQ��LW�EHJLQV�DV�IROORZV��´6$*,77$5,86��6R�&RPSHWLWLYH�����1RYHPEHU����'HFHPEHUµ��+RZHYHU��GHVSLWH�
VKDULQJ�WKH�VDPH�VWUXFWXUH��D�GLIIHUHQW�W\SRJUDSK\�DQG�FRORXU�LV�XVHG�IRU�HDFK�VLJQ�LQ�RUGHU�WR�WUDQVPLW�
WKH�SHUVRQDOLW\� OLQNHG�WR�WKH�GLIIHUHQW�]RGLDF�VLJQV��7KH�FRORXUV�XVHG�LQ�WKHVH�W\SRJUDSKLHV�DUH�\HOORZ�
���WLPHV���PDJHQWD������FRLQFLGLQJ�ZLWK�WKH�FRUSRUDWH�FRORXU�RI�&RVPRSROLWDQ��EOXH������FRUDO�����DQG�
JUHHQ������6LPLODUO\��WKH�YLGHRV�DOVR�HQG�WKH�VDPH�ZD\��RU�LQ�RWKHU�ZRUGV��WKH�HQGLQJ�LV�WKH�VDPH�IRU�DOO�
RI�WKHP��DV�FDQ�EH�VHHQ�LQ�)LJXUH�����DQG�FRUUHVSRQGV�WR�WKH�VWUXFWXUH��´6($7�0LL�E\�&RVPRSROLWDQ���
)HDWXUHV���6($7�/RJRµ��7KXV��LQ�DOO�WKH�YLGHRV��WKH�6($7�ORJR�LV�SUHVHQW��DV�FDQ�EH�VHHQ�LQ�WKH�IROORZLQJ�
À�JXUH�

)LJXUH�����6FUHHQVKRWV�RI�WKH�FORVLQJ�RI�VHYHUDO�YLGHRV�IURP�WKH��7KLV,V0LL�FDPSDLJQ

6RXUFH��9LPHR�RI�	5RViV
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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��������\HW�WKH�SURWDJRQLVW�LV�QRW�WKH�FDU��EXW�LQVWHDG�LV�
WKH�DFWUHVV��:RPHQ�DUH�WKH�VWDUV�RI�WKH�WZHOYH�YLGHRV��DV�WKH\�DUH�WKH�IRFXV�RI�WKH�FDPSDLJQ��,Q�����
RI�WKH�YLGHRV��D�\RXQJ�ZRPDQ�DSSHDUV�DORQH�LQ�WKH�GULYHU·V�VHDW�RI�WKH�0LL��DQG�LQ�WKH�RWKHU�����VKH�LV�
DFFRPSDQLHG�E\�RWKHU�IHPDOH�IULHQGV��2QO\�LQ�RQH�YLGHR��ZKLFK�LV�WKH�YLGHR�RI�WKH�/LEUD�VLJQ��WKHUH�DUH�
PHQ�DV�ZHOO��$FFRUGLQJ�WR�WKH�SORW��HYHQ�WKRXJK�WKH\�DUH�VWUDQJHUV��WKH�GRRU�LV�OHIW�RSHQ�IRU�WKHP�DOO�WR�
become friends.

7KH�PDLQ� VHWWLQJ�XVHG� LQ� WKH�YLGHRV� LV� WKH�FLW\��DV� WKH�0LL� LV�D� VPDOO��HDV\�WR�GULYH�FLW\�FDU�� 7KH� VDPH�
ORFDWLRQV�FRQVLVWHQWO\�DSSHDU�LQ�WKH�YLGHRV��D�QHLJKERXUKRRG�RI�GHWDFKHG�KRXVHV��SHWURO�VWDWLRQ��FDU�
ZDVK��FDU�SDUN��DQG�FRDVWDO�DUHDV��7KHUH�LV�RQO\�RQH�QRQ�XUEDQ�VHWWLQJ��ZKLFK�LV�D�FLQHPD�LQ�WKH�YLGHR�
RI�WKH�/HR�VLJQ��\HW�WKH� ORFDWLRQ� LV�DOVR�UHODWHG�WR�D� OLIHVW\OH�YHU\�PXFK� LQ� OLQH�ZLWK�WKH�&RVPRSROLWDQ�
PDJD]LQH�UHDGHU�DQG�WKH�SRWHQWLDO�0LL�RZQHU�

)LJXUH�����6FUHHQVKRWV�RI�XUEDQ�VFHQHV�IURP�WKH��7KLV,V0LL�FDPSDLJQ

6RXUFH��9LPHR�RI�	5RViV

,Q� WHUPV�RI� FRORXU�DQG� OLJKWLQJ��EULJKW� FRORXUV�DUH� XVHG��$UWLÀ�FLDO� OLJKWLQJ� VWDQGV�RXW�� ERWK� IRU� LQGRRU�
locations as well as for shots inside the car. A very Cosmopolitan visual scene is shown, as it does not 

DSSHDU�WR�EH�D�UHDO�LPDJH��EXW�UDWKHU�RQH�WKDW�LV�IDQWDVWLFDO��7KLV�LV�WKH�UHDVRQ�ZK\�WKLV�W\SH�RI�YLVXDO�

WUHDWPHQW�LV�XVHG��ZKLFK�LV�WR�DFFRPSDQ\�WKHVH�KLJKO\�FDULFDWXUHG��FRQWUDGLFWRU\�VLWXDWLRQV�

'D\WLPH�HQYLURQPHQWV�SUHGRPLQDWH��\HW�QLJKW�VFHQHV�DUH�DOVR�XVHG�LQ�RUGHU�WR�SUHVHQW�GLIIHUHQW�VFHQDULRV�
DQG�DFWLRQV�DV�VKRZQ�LQ�)LJXUH�����6KRWV�WDNHQ�RI�WKH�LQWHULRU�DQG�H[WHULRU�RI�WKH�YHKLFOH��GDVKERDUG��
UHDU�VHDWV��HWF���DUH�FRPELQHG�WR�VKRZ�WKH�ZLGHVW�UDQJH�RI�VLWXDWLRQV�DQG�YLHZV�RI�WKH�FDU��ZLWK�VSHFLDO�
HPSKDVLV�RQ�WKH�GLIIHUHQWLDWLQJ�IHDWXUHV�RI�WKLV�PRGHO�VXFK�DV�KHDGOLJKWV��FRORXUV��HWF��7KLV�LV�GXH�WR�WKH�
W\SH�RI�ZRPDQ�EHLQJ�WDUJHWHG��ZKR�LV�DFWLYH�ERWK�GD\�DQG�QLJKW��DQG�KDV�FRQFHUQV�DV�ZHOO�DV�SODQV��
,Q�VKRUW��WKH�IRFXV�LV�RQ�D�YHUVDWLOH�ZRPDQ��MXVW�OLNH�WKH�FDU��DQG�WKLV�LV�H[DFWO\�WKH�W\SH�RI�ZRPDQ�EHLQJ�
WDUJHWHG�E\�6($7�

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

FRQWURO��LQGLYLGXDOLVP��DQG�SUR[LPLW\�WR�WKH�FKDUDFWHU��7KH�DXGLR�YLVXDO�DGYHUWV�ZDQW�WR�PDNH�WKH�WDUJHW�
DXGLHQFH�IHHO�OLNH�WKH\�DUH�DFWXDOO\�GULYLQJ�WKH�FDU��RU�DW�OHDVW�LQVLGH�WKH�FDU�
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)LJXUH�����6FUHHQVKRWV�RI�QLJKW�VFHQHV�IURP�WKH��7KLV,V0LL�FDPSDLJQ

6RXUFH��9LPHR�RI�	5RViV

,QVLJKW�LV�DQRWKHU�DVSHFW�WKDW�KDV�EHHQ�DQDO\VHG��DQG�LW�KDV�WR�GR�ZLWK�WKH�FUHDWLYH�FRQFHSW�REWDLQHG�
IURP�WKH�GULYLQJ�H[SHULHQFH�LQ�ZKLFK�D�VROXWLRQ�LV�VRXJKW�IRU�D�SUREOHP��$�SUREOHP�DSSHDUV�LQ�DOO�WKH�
YLGHRV��DQG�WKH�6HDW�0LL�LV�GLVSOD\HG�ZLWK�DQ�DWWULEXWH�RU�IHDWXUH�WKDW�LV�DEOH�WR�VROYH�WKH�SUREOHP��DOO�RI�
ZKLFK�FRPHV�ZLWK�D�FKHHUIXO��LURQLF�WRQH��7KH�FRS\�DQG�DFFRPSDQ\LQJ�QDUUDWLRQ�DUH�HVVHQWLDO�LQ�RUGHU�
WR�XQGHUVWDQG�WKH�PHVVDJH��$Q�H[DPSOH�RI�WKLV�LV�WKH�IROORZLQJ�WZR�]RGLDF�VLJQV��/HR��´7KH�W\SLFDO�WKLQJ�
LV�WR�VD\�WKDW�WKLQJV�GLVDSSHDU��Á�\��DQG�JR�WR�DQRWKHU�GLPHQVLRQ��EXW�\RX�NQRZ�WKDW�WKH\�RQO\�FKDQJH�
SODFHV��MXVW�OLNH�SODQHWV��$�KRRN�IRU�\RXU�KHDGSKRQHV��\RXU�VSDFH�KHOPHW��RU�ZKDWHYHU�\RX�SUHIHUµ��DQG�
7DXUXV��´<RXU� IULHQGV�FDQ�FRXQW�RQ�\RX�IRU�D� ODXJK�DQG�WR�JR�DQ\ZKHUH��EXW�ZKHQ�\RX·UH� ULJKW��\RX�
NQRZ�\RX·UH�ULJKW��DQG�ZKHQ�\RX·UH�ZURQJ��\RX·UH�ULJKW�WRR��6PDUWSKRQH�LQWHJUDWLRQ�WR�JR�WR�LQÀ�QLW\�DQG�
EH\RQGµ��7KH�SUREOHP�LV��WKH\�JHW�ORVW�EHFDXVH�WKH\�ZDQW�WR�EH�ULJKW�DOO�WKH�WLPH��7KDQNV�WR�WKLV�LQVLJKW��D�
IHDWXUH�RI�WKH�YHKLFOH�LV�SUHVHQWHG��ZKLFK�LQ�WKLV�FDVH�LV�VPDUWSKRQH�LQWHJUDWLRQ�WR�DOORZ�RQH�WR�XVH�WKH�
YHKLFOH·V�*36�QDYLJDWRU�VR�WKH\�GRQ·W�JHW�ORVW�

$WWLWXGH�LV�WKH�DGMHFWLYH�WKDW�GHÀ�QHV�WKH�SHUVRQDOLW\�RI�HDFK�KRURVFRSH�DQG�LV�H[SODLQHG�LQ�WKH�À�UVW�SDUW�
of the results. All of them convey the essence of the Cosmopolitan reader and, consequently, the nature 

RI� WKH�SRWHQWLDO� FXVWRPHU� RI� WKH� YHKLFOH�� FRPSHWLWLYH�� VHQVLWLYH�� VRFLDEOH�� FRQÀ�GHQW�� XQSUHGLFWDEOH��
UHVRXUFHIXO��OR\DO��RULJLQDO��VPDUW��SDVVLRQDWH��PHWLFXORXV��DQG�WHQDFLRXV��DV�WKH�FKDUDFWHU�LV�SUHVHQWHG�
in the videos.

7KHUH�DUH�DOVR�PDQ\�DFFHVVRULHV� IURP�WKH�ZRUOG�RI� IDVKLRQ�DQG� IURP�WKH�PDJD]LQH� LWVHOI�� VXQJODVVHV��
EDJV�� VKRHV��DQG�HYHQ�D�FRS\�RI�&RVPRSROLWDQ�DV�D�QRG� WR� WKH� WDUJHW�DXGLHQFH��DOO� RI�ZKLFK�DUH�
LQWHJUDWHG�LQWR�WKH�DXWRPRWLYH�ZRUOG��,Q�WKH�&DSULFRUQ�YLGHR��WKH�IHDWXUH�WKDW�VWDQGV�RXW�LV�WKH�EXLOW�LQ�
EDJ�KRRN�LQ�WKH�JORYH�FRPSDUWPHQW�

)LJXUH�����6FUHHQVKRWV�RI�WKH�IDVKLRQ�DQG�PDJD]LQH�UHODWHG�DFFHVVRULHV�LQ�WKH��7KLV,V0LL�FDPSDLJQ

6RXUFH��9LPHR�RI�	5RViV
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$OO� WKH� YLGHRV� VSHDN� RI� HPRWLRQV� DQG� DURXVH� WKHP� DV� ZHOO�� 2QH� H[DPSOH� LQ� ZKLFK� WKH� HPRWLRQDO�
FRPSRQHQW�GRPLQDWHV� LV� WKH�3LVFHV�YLGHR��ZKHUH�WKH�SURWDJRQLVW�DSSHDUV�ZLWK�IRXU�GLIIHUHQW� ORRNV� LQ�
WKH�VDPH�YLGHR�LQ�OHVV�WKDQ����VHFRQGV��7KDQNV�WR�WKLV�VXGGHQ�FKDQJH�RI�ZDUGUREH�DQG�KDLUVW\OH��WKH�
PRRG�VZLQJV�RI�WKH�3LVFHV�´VHQVLWLYLW\µ�DUH�FRQYH\HG��$OO�WKH�DFWLRQ�WDNHV�SODFH�LQVLGH�WKH�FDU�ZLWK�WKH�
DFWUHVV�LQ�WKH�GULYHU·V�VHDW�RI�WKH�0LL��,Q�WKH�RSHQLQJ�IUDPHV��VKH�DSSHDUV�MXVW�EHKLQG�WKH�OHWWHUV�RI�KHU�
VLJQ�ZLWK�KHU�KDLU�ORRVH�DQG�VWUDLJKW��6KH�ORRNV�GRXEWIXO��,Q�WKH�IROORZLQJ�IUDPHV�VKH�DSSHDUV�GUHVVHG�LQ�
ZKLWH�ZLWK�D�WLDUD��ORRNLQJ�YHU\�VDG��DQG�WKHQ�VKH�VXGGHQO\�DSSHDUV�ZLWK�KHU�KDLU�ORRVH�DQG�FXUO\��ORRNLQJ�
OLNH�D�URFNHU�ZLWK�D�VLOYHU�MDFNHW��EODFN�OHDWKHU�JORYHV�ZLWK�VWXGV��DQG�JOLWWHU�LQ�KHU�H\HV��VRPHKRZ�EHLQJ�
DVVRFLDWHG�ZLWK�QLJKWOLIH�DQG�SDUW\LQJ��7KLV�YLGHR�LV�GRPLQDWHG�E\�PHGLXP�VKRWV�RI�WKH�FDU·V�LQWHULRU��7KH�
JLUO� LV�QRZ�VPLOLQJ�DQG�HQMR\LQJ�KHUVHOI�EHKLQG�WKH�ZKHHO�� ,Q�WKH�À�QDO�IUDPHV��WKH�PDLQ�FKDUDFWHU�KDV�
a more informal appearance, even beachy: tied-up curly hair, blue tank top with yellow trousers, red 

EUDFHOHW��ZKLWH�VXQJODVVHV��DQG�EOXH�QDLOV��WUDQVSRUWLQJ�WKH�VSHFWDWRU�WR�D�FHUWDLQ�VWDWH�RI�WUDQTXLOLW\��

)LJXUH�����6FUHHQVKRWV�RI�WKH�3LVFHV�YLGHR

6RXUFH��9LPHR�RI�	5RViV

7R�HQG� WKLV� VHFWLRQ�� LW�EHDUV�PHQWLRQLQJ� WKDW� WKURXJK� WKH�HPRWLRQV�SUHVHQWHG� LQ�HDFK�RI� WKH� WZHOYH�
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.

������7KLV,V0LL��DQG�WKH�FRPELQHG�XVH�RI�GLJLWDO�PHGLD

7KH�REMHFWLYH�RI� WKH�EUDQG�SDUWQHUVKLS�EHWZHHQ�6($7�DQG�WKH�PDJD]LQH� WKDW�EHORQJV� WR� WKH�+HDUVW�
,QWHUQDWLRQDO�JURXS�ZDV� WR�FUHDWH�D� OLPLWHG�HGLWLRQ�RI� WKH�0LL� FDU�PRGHO�� 7KH\�XVHG�D�FRPELQDWLRQ�
RI�XQGHUWDNLQJV�DORQJ�ZLWK�GLJLWDO�PHGLD� LQ�RUGHU� WR�DGYHUWLVH�D�FDU� WKDW�ZDV�FUHDWHG�ZLWK� WKH�DLP�
RI�FRQQHFWLQJ�6($7�ZLWK� WRGD\·V�ZRPDQ�� ,Q� WKH� LQLWLDO�SKDVH�RI� WKH�FDPSDLJQ�� WKH�QHZ�GHVLJQ�ZDV�
LPSOHPHQWHG� E\� 6($7·V� FUHDWLYH� WHDP� LQ� FROODERUDWLRQ�ZLWK� UHJLRQDO� HGLWRUV� DQG� IHPDOH� UHDGHUV� RI�
&RVPRSROLWDQ�PDJD]LQH�

7KH�WKUHH�PDLQ�SKDVHV�RI�WKH�FDPSDLJQ�LQFOXGHG�D�WHDVHU�DW�WKH�EHJLQQLQJ�RI�VXPPHU�������WKH�ODXQFK�
RQ� ��� 6HSWHPEHU� ������ DQG� WKH� SXUFKDVH� SURPRWLRQ� IURP� -DQXDU\�0DUFK� RI� ������ 7KH� FUHDWLRQ� RI�
FRQWHQW�UHODWHG�WR�WKH�FDU�IRU�WKH�GLJLWDO�DQG�SULQW�YHUVLRQV�RI�WKH�PDJD]LQH��DV�ZHOO�DV�IRU�WKH�VRFLDO�
QHWZRUNV�RI�ERWK�EUDQGV��ZDV�FDUULHG�RXW�E\�&RVPRSROLWDQ�DQG�WKH�	5RViV�DJHQF\��7KH�&DWDODQ�DJHQF\�
VXJJHVWHG�WKHPHV�DQG�VHW�WKH�JXLGHOLQHV�IRU�DUWLFOHV�DQG�SRVWLQJV�IRU�VRFLDO�QHWZRUNV��,QVWDJUDP��7ZLWWHU��
DQG� )DFHERRN���:LWK� WKH�SXEOLVKHG�FRQWHQW�� ERWK� 6($7�DQG�&RVPRSROLWDQ� VRXJKW� WKH�SDUWLFLSDWLRQ�
RI�IHPDOH�XVHUV�WKURXJK�WKHLU�RZQ�SURÀ�OHV�RQ�VRFLDO�QHWZRUNV��PRVWO\� LQYROYLQJ�7ZLWWHU�� ,QVWDJUDP��DQG�
Facebook. 

7KURXJK�DQ�RIÀ�FLDO�6($7�8.�WZHHW��)LJXUH����VKRZV�WKH�ODXQFK�RI�WKH�OLPLWHG�HGLWLRQ��SUHVHQWHG�RQ����
6HSWHPEHU������LQ�/RQGRQ�DW�WKH��)DVK)HVW��RUJDQLVHG�DQQXDOO\�E\�&RVPRSROLWDQ��$IWHU�LWV�ODXQFK��WKH�
FDOHQGDU�GHVLJQHG�E\�WKH�FUHDWLYH�WHDP�ZDV�VHW�LQ�PRWLRQ��DQG�WKH�+RURVFRSH�DQG�)DVW�)RRG�YLGHRV�
described above started to appear. 
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)LJXUH�����6($7�8.�WZHHW�RQ�WKH�SUHPLHUH�RI�WKH�6($7�0LL�E\�&RVPRSROLWDQ�

6RXUFH��7ZLWWHU�D�QG�,QVWDJUDP�DFFRXQWV�RI�&RVPRSROLWDQ�6SDLQ

7KH� VRFLDO� QHWZRUN� FDPSDLJQ� NHSW� WKH� VDPH� WRQH�DV� WKDW� RI� WKH� DXGLRYLVXDO� FOLSV�� 7KH� DLP�ZDV� WR�
HQFRXUDJH�SDUWLFLSDWLRQ��WR�VKRZ�WKDW�IHPDOH�XVHUV�KDYH�IXQ�DQG�OLYH�ZLWKRXW�IHDU�DQG��LI�SRVVLEOH��WR�
FRQYLQFH�WKHP�WR�SXUFKDVH�D�6HDW�0LL�E\�&RVPRSROLWDQ��D�YHKLFOH�ZLWK�D�PXOWLWXGH�RI�H[WUDV�WKDW�ZLOO�
KHOS�WKHP�SHUVRQDOLVH�WKHLU�GULYLQJ�H[SHULHQFH�

)LJXUH�����7ZHHW�DQG�SRVW�E\�&RVPRSROLWDQ�6SDLQ�RQ�WKH�SUHPLHUH�RI�WKH�6($7�0LL

6RXUFH��7ZLWWHU�DQG�,QVWDJUDP�DFFRXQWV�RI�&RVPRSROLWDQ�6SDLQ

+XPRXU� LV� WKH� NH\� WR� WKH� �7KLV,V0LL� FDPSDLJQ� RQ� VRFLDO� QHWZRUNV�� ZKHUH� VPDOO� MRNHV� �PHPHV�� DUH�
PDGH� DERXW� WKH� ZRUOG� RI� GULYLQJ� DQG� ZRPHQ�� HQFRXUDJLQJ� FRQYHUVDWLRQ� VR� WKDW� HYHU\RQH� FDQ�
EULQJ�WKHLU�RZQ�SRLQW�RI�YLHZ�ZLWKRXW�IDOOLQJ� LQWR�WKH�WUDS�RI�FOLFKpV��+DVKWDJV�VXFK�DV��VR\FRPRVR\��
�EROVRVTXHSHVDQWRQHODGDV��RU��WRGREDMRFRQWURO�ZHUH�FUHDWHG�IRU�WKLV�SXUSRVH�DQG�UHIHU�WR�ZRPHQ·V�
RZQ�SHUVRQDO�H[SHULHQFHV�DV�GULYHUV��LQVLJKWV���)LJXUH����VKRZV�IRXU�H[DPSOHV�RI�PHPHV�SXEOLVKHG�E\�
&RVPRSROLWDQ�RQ�,QVWDJUDP��'XH�WR�WKH�VSHFLÀ�F�FKDUDFWHULVWLFV�RI�WKLV�QHWZRUN��SKRWRJUDSK\�LV�WKH�PDLQ�
LQJUHGLHQW��ZKLFK�VWDQGV�RXW�IRU�LWV�XVH�RI�GHWDLOHG�VKRWV�DQG�Á�DW��VDWXUDWHG�FRORXUV�WR�KLJKOLJKW�WKH�PDLQ�
elements.
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)LJXUH������7KLV,V0LL�FDPSDLJQ�PHPHV�RQ�&RVPRSROLWDQ�6SDLQ·V�,QVWDJUDP�DFFRXQW

6RXUFH��,QVWDJUDP�DFFRXQW�RI�&RVPRSROLWDQ�6SDLQ

�����,Q�GHSWK�LQWHUYLHZ

9LFWRULD�6DOVDV�H[SODLQHG�WKDW�VKH�ZDV�LQ�FKDUJH�RI�WKH�SKRWRJUDSK\��IDVW�IRRG�LWHPV�IRU�VRFLDO�QHWZRUNV��
DQG� WKH�GLJLWDO� VWUDWHJ\�RI� WKH��7KLV,V0LL�FDPSDLJQ��ZKLOH� WKH� WKUHH�FROOHDJXHV� IURP�	5RViV�ZHUH� LQ�
FKDUJH�RI�WKH�DXGLRYLVXDO�capsules��WKH�QDPH�VKH�XVHV�WR�UHIHU�WR�WKH�KRURVFRSH�YLGHRV��$IWHU�PDUNHWLQJ�
WKH�6($7�E\�0$1*2�WZR�\HDUV�HDUOLHU��WKH�FDU�FRPSDQ\�VRXJKW�WR�WDNH�D�ELJ�OHDS�IRUZDUG�E\�HQJDJLQJ�
LQ�´D�ELJJHU�SDUWQHUVKLS��OHDYLQJ�EHKLQG�WKH�ZRUOG�RI�IDVKLRQ�WR�LPPHUVH�LWVHOI�LQ�WKH�ZRUOG�RI�OLIHVW\OH�LQ�
SDUWQHUVKLS�ZLWK�WKH�+HDUVW�3XEOLVKLQJ�+RXVH�LQ�RUGHU�WR�KDYH�PRUH�WR�VD\��DQG�WR�KDYH�D�SUHVHQFH�LQ�
VHYHUDO�PDUNHWV�DW�WKH�VDPH�WLPHµ�

/LNHZLVH��0V��6DOVDV�DOVR�GHVFULEHG�WKH�SURFHVV�RI�WKLV����PRQWK�FDPSDLJQ�DV�´GRLQJ�VRPHWKLQJ�ZLWK�
KXPRXU� DQG� RULJLQDOLW\µ� LQ� RUGHU� WR� UHDFK� D� QHZ� WDUJHW� DXGLHQFH� WKDW� LV� RIWHQ� ´IRUJRWWHQµ� E\� WKH�
DXWRPRWLYH�VHFWRU��DQG�ZKR�KDYH�´FOHDU�LQWHUHVWV�WKDW�DUH�TXLWH�IDU�IURP�VLPSO\�GULYLQJµ��$FFRUGLQJ�WR�
WKH�LQWHUYLHZHH��LQ�RUGHU�WR�UHDFK�WKLV�VHJPHQW�6($7�KLUHG�WKH�PHGLD�VHUYLFHV�RI�&RVPRSROLWDQ�DQG�HYHQ�
XVHG�WKH�HGLWRULDO�JURXS·V�RZQ�SRUWIROLR�RI�LQÁ�XHQFHUV�´WR�SD\�WULEXWH�WR�WRGD\·V�ZRPDQµ�

7R�ODXQFK�WKH�FDU��WKH\�XVHG�WKH�RFFDVLRQ�RI�&RVPRSROLWDQ·V�)DVKIHVW��WKH���GD\�IDVKLRQ�IHVWLYDO�WKDW�
WDNHV�SODFH�HYHU\�\HDU�LQ�/RQGRQ��,Q�RUGHU�WR�FUHDWH�H[SHFWDWLRQV��0V�6DOVDV�SRLQWV�RXW�WKDW�WHDVHUV�ZHUH�
FUHDWHG�XVLQJ�WKH�´FRPLQJ�VRRQµ�VWUDWHJ\��,Q�IDFW��WKHVH�ZHUH�DXGLRYLVXDO�SURGXFWLRQV�SXEOLVKHG�RQ�WKH�
VRFLDO�QHWZRUN�DFFRXQWV�RI�ERWK�&RVPR�DQG�6($7��IROORZHG�E\�ZKDW�DUH�FDOOHG�´PHPHVµ��ZKLFK�ZHUH�
XVHG�WR�PDNH�IXQ�RI�FHUWDLQ�́ GULYLQJ�LQVLJKWVµ�LQ�ZKLFK�WKH�FDU�GLG�QRW�HYHQ�DSSHDU��VHH�)LJXUH������,Q�WKLV�
ZD\��WKH\�ZHUH�DEOH�WR�UHGLUHFW�WUDIÀ�F�IURP�&RVPRSROLWDQ�WR�6($7��DQG�YLFH�YHUVD�

7KH�DUW� GLUHFWRU� GHVFULEHV� LQ� GHWDLO� KRZ� WKH��7KLV,V0LL� FRQFHSW�ZDV� FUHDWHG�E\� WKH�	5RViV�DJHQF\�
WKURXJK�WKH�SURGXFWLRQ�RI�D�VSHFLÀ�F�video target��RU�PDQLIHVWR�DLPHG�DW�HPSRZHULQJ�ZRPHQ��:LWK�WKLV�
SURGXFWLRQ��LW�ZRQ�WKH�ELG�FUHDWHG�E\�6($7�IRU�WKH�0LL�FDU�PRGHO��7KLV�KDVKWDJ�FRQFHSW�LV�QRW�RQO\�XVHG�
WR�JHQHUDWH�YLVLELOLW\��EHFDXVH� LQ� WKH�ZRUGV�RI� WKH� LQWHUYLHZHH��´LW� LV�DQ�DWWLWXGHµ�WKURXJK�ZKLFK�WKH\�
ZDQWHG�WR�FUHDWH�́ D�QDUUDWLYH�IRU�HDFK�IHDWXUH�RI�WKH�DGYHUWLVHG�FDU�²$77,78'(���)81&7,21$/,7<²�WKDW·V�
WKH�NH\µ�

6KH�DOVR�VWUHVVHV�WKDW�WKH�FDPSDLJQ�ZDV�HQYLVLRQHG�IRU�VRFLDO�PHGLD�DQG�WKH�GLJLWDO�UHDOP��QRW�RQO\�GXH�
WR�WKH�WDUJHW�DXGLHQFH�DW�ZKLFK�WKH�SURGXFW�ZRXOG�EH�DLPHG��EXW�EHFDXVH�RI�D�EXGJHW�LVVXH��DV�WKH�
LQLWLDO�EXGJHW�ZDV�UHGXFHG�WR�D�WKLUG��DFFRUGLQJ�WR�0UV��6DOVDV�

7KH� WDUJHW� SURÀ�OH� LV� WKDW� RI� DQ� ´XUEDQ�ZRPDQµ��ZKLFK� WKH� DUW� GLUHFWRU� GHVFULEHV�ZLWK� WKH� IROORZLQJ�
characteristics:

• Feminine, with an interest in beauty and fashion.

• Heath-oriented lifestyle.

• Youthful and modern.
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• Unprejudiced.

• Success-oriented.

• +DV�DQ�DFWLYH�VRFLDO�OLIH��ERWK�RQOLQH�DQG�RIÁ�LQH�

,Q�GHFLGLQJ� WKH� À�QDO�GHVLJQ�RI� WKH� VSRWV��0UV�� 6DOVDV�KLJKOLJKWV� VHYHUDO�TXDOLWLHV�RI� WKH�SURGXFW�� VXFK�
DV� ´WKH�GHVLJQ�RI� WKH�FDU�� WKH�DFFHVVRULHV� LW� RIIHUV�� DQG� WKH� À�QLVKLQJ� WRXFKHV� WKDW�HDFK�XVHU�DGGVµ��
/LNHZLVH��HPSKDVLV�LV�SODFHG�RQ�WKH�LPSRUWDQFH�RI�WKH�FRORXUV��ZKLFK�ZHUH�FKRVHQ�E\�&RVPRSROLWDQ·V�
RZQ� IHPDOH� UHDGHUV�� DQG� ZKLFK� WKH� PDJD]LQH·V� IHPDOH� HGLWRUV� OLQNHG� WR� VDIHW\�� FRQÀ�GHQFH�� DQG�
GHWHUPLQDWLRQ��WKHUHE\�UDWLI\LQJ�WKH�FKRLFH��$PRQJ�DOO�WKH�FRORXUV�SURSRVHG��WZR�ZHUH�FKRVHQ��SXUSOH�
(violetto) and white (candy white), which are the ones used in the horoscope videos.

7KH�LQWHUYLHZHH�VWDWHV�WKDW�WKH�FRORXU�YLROHWWR�́ ZDV�FRQVLGHUHG�DWWUDFWLYH�DQG�DVVRFLDWHG�ZLWK�HOHJDQFH��
VRSKLVWLFDWLRQ�DQG�PDWXULW\µ��ZKLFK�LV�ZK\�WKLV�FRORXU�ZDV�ODWHU�FRQVLGHUHG�WR�EH�WKH�SURGXFW·V�JUHDWHVW�
DVVHW�� 7KLV�ZDV�FRQÀ�UPHG�E\�FDUU\LQJ�RXW�D� WHVW�RI� WKH�6($7�0LL�FDU�PRGHO�²WKH�FRORXU�ZDV� WKH�PRVW�
KLJKO\�UDWHG�HOHPHQW�DQG�LW�FUHDWHG�VXUSULVH�DPRQJ�IHPDOH�XVHUV��7KH�YLROHWWR�FRORXU�KLJKOLJKWHG�WKH�
LPSRUWDQFH�RI�WKH�GHWDLOV�WKDW�KDG�EHHQ�FKRVHQ�IRU�WKLV�6($7�PRGHO��ZKLFK�WKH\�LGHQWLÀ�HG�DV�´D�FOHDUO\�
IHPLQLQH�FRORUµ��2Q�WKH�RWKHU�KDQG��´WKH�LQWHULRU�GHWDLOV�DQG�WKH�À�QLVK�RI�WKH�ZKHHOV�FUHDWH�D�SHUFHSWLRQ�
RI�WKH�FDU�DV�EHLQJ�RI�D�KLJKHU��SUHPLXP�FDWHJRU\µ��0UV��6DOVDV�DGGHG�

'XULQJ�WKH�H[WHQVLYH�LQWHUYLHZ��WKH�DVSHFWV�WR�EH�DVVHVVHG�LQ�WKH�FROODERUDWLRQ�EHWZHHQ�&RVPRSROLWDQ�
DQG�6($7�ZHUH�DOVR�GHWHUPLQHG��DV�WKH�IDVKLRQ�PDJD]LQH�KDV�VHYHUDO�YDULDQWV��)RU�H[DPSOH�� LW�KDV�D�
YHU\�VSHFLÀ�F�IHPDOH�DXGLHQFH��\RXQJ�ZRPHQ�ZLWK�LQWHUHVWV�LQ�EHDXW\��IDVKLRQ��WHFKQRORJ\��DQG�GHVLJQ�
WUHQGV��ZKR�PLJKW�EH�FDWHJRULVHG�DV�´IULYRORXVµ��D�ODEHO�ZLWK�ZKLFK�WKH�EUDQG�GLG�QRW�ZDQW�WR�DVVRFLDWH�
LWVHOI�� 7KHUHIRUH�� LW� ZDV� WKRXJKW� ´WKDW�&RVPRSROLWDQ� VKRXOG� KDYH� D� VHFRQGDU\� UROH��PRUH� UHODWHG� WR�
LPDJH�DQG�DGYHUWLVLQJµ��ZKLOH�DW�WKH�VDPH�WLPH�VHUYLQJ�DV�´D�SODWIRUP�WR�ODXQFK�WKH�FDPSDLJQ�DQG�
UHDFK�WKH�WDUJHW�DXGLHQFHµ�

$V�IRU�WKH�FKRVHQ�FRPPXQLFDWLRQ��LW�´KDG�WR�EH�G\QDPLF�ZLWK�WKH�XVH�RI�XUEDQ�VHWWLQJV��DQG�ZLWK�DQ�
HPSKDVLV�RQ�WKH�FKDUDFWHU�DQG�FRORXU�RI�WKH�YHKLFOHµ��´7KH�PRVW�LPSRUWDQW�DVSHFW�RI�WKH�]RGLDF�YLGHRV�
ZDV�WKH�FRPELQDWLRQ�RI�FRORXUV��HVSHFLDOO\�WKH�XVH�RI�YLROHWWR�DQG�VLPLODU�VKDGHVµ��VD\V�0UV��6DOVDV�

2Q�WKH�RWKHU�KDQG��0UV��6DOVDV�VWDWHV�WKDW�́ WKH�FDPSDLJQ�XVHV�HYHU\GD\�VLWXDWLRQV�LQ�WKH�ZRUOG�RI�IDVKLRQ�
DQG�GULYLQJ�DV�D�JXLGH��ZKHUH�ZRPHQ�ZDQW�WR�ORRN�JRRG��KDYH�DQ�DFWLYH�VRFLDO�OLIH��DQG�EH�LQ�FRQWURO�
RI�WKHLU�GULYLQJµ��7KH�IROORZLQJ�À�JXUH�VKRZV�H[DPSOHV�RI�WKHVH�JXLGHOLQHV�XVHG�IRU�VRFLDO�PHGLD�SRVWV�

)LJXUH�����Guidelines�IRU�SRVWLQJ�PHPHV�RQ�)DFHERRN�DQG�,QVWDJUDP

Facebook

,QVWDJUDP

September 

19th

September 

22nd

When you make 

an ambitious 

shoe choice for 

\RXU�QLJKW�RXW�

��WRQLJKWLVP\QLJKW
�P\NLQGRIGDQFLQJVKRHV
#readytoparty

#justrollwithit

6($70LLE\&RVPR
�7KLV,V0LL
@SEAT_local

*Mention the SEAT local 
SURÀ�OH�WKDW�PDWFKHV�\RXU�
country. Example: @
cosmopolitanuk would 
mention @seatuk

Facebook

,QVWDJUDP

September 

27th

September 

30th

When you each 

share your 

unique view on 

the same trip.

�À�OWHUZDUV
�EULQJRQWKHOLNHV
#friendlycompetition

#thewinnerdrives

6($70LLE\&RVPR
�7KLV,V0LL
@SEAT_local

*Mention the SEAT local 
SURÀ�OH�WKDW�PDWFKHV�\RXU�
country. Example: @
cosmopolitanuk would 
mention @seatuk
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Facebook

,QVWDJUDP

2FWREHU���WK

2FWREHU���WK

When you have 

to decide who 

JHWV�WR�GULYH�RQ�
the way back.

#itsononlyfair

�LGULYHÀ�UVW
#rockpaperscissors

#rockalwayswins

6($70LLE\&RVPR
�7KLV,V0LL
@SEAT_local

*Mention the SEAT local 
SURÀ�OH�WKDW�PDWFKHV�\RXU�
country. Example: @
cosmopolitanuk would 
mention @seatuk

Source: SEAT Spain

)LQDOO\��WKH�LQWHUYLHZHH�PHQWLRQV�WKH�PRVW�LPSRUWDQW�HOHPHQWV�IRU�HIIHFWLYH�EUDQGHG�FRQWHQW��´FUHDWH�
FXUUHQW�FRQWHQW�LQ�D�KXPRURXV�ZD\�WR�VSDUN�WKHLU�LQWHUHVW�DQG�WKXV�FRQQHFW�ZLWK�WKH�WDUJHWµ��6KH�DOVR�
UHIHUV�WR�´WKH�QHHG�WR�FUHDWH�RWKHU�VWUDWHJLHV�DQG�LQLWLDWLYHV�VXFK�DV�WKH�&DVD�6($7��D�VSDFH�IRU�FXOWXUH�
DQG�JHWWLQJ�WRJHWKHU��EHFDXVH�DFFRUGLQJ�WR�KHU�LW�LV�QRW�¶MXVW�DERXW�VHOOLQJ·��EXW�DERXW�FUHDWLQJ�RWKHU�
VWURQJHU�OLQNV�ZLWK�WKH�EUDQGµ�

)LJXUH�����%UDQGHG�FRQWHQW�NH\V

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

����'LVFXVVLRQ�DQG�FRQFOXVLRQV

%UDQGV� DQG� DJHQFLHV� DUH� FRQVWDQWO\� ORRNLQJ� IRU� QHZ� ZD\V� WR� FRPPXQLFDWH� DQG� UHDFK� D� KLJKO\�
VHJPHQWHG�DXGLHQFH�� 7KLV� LV�HVSHFLDOO\�GLIÀ�FXOW� IRU�SURGXFWV� WKDW� UHTXLUH�D�KLJK� OHYHO�RI� LQYROYHPHQW�
LQ�WKH�SXUFKDVH�GHFLVLRQ��VXFK�DV�WKDW�RI�FDUV��&KHQ�DQG�4XDQ���������GXH�WR�WKH�YHU\�QDWXUH�RI�WKH�
SURGXFW�DQG�EHFDXVH�ZRPHQ�IHHO�WKDW�FDU�EUDQGV�GR�QRW�XQGHUVWDQG�WKHP��DQG�WKDW�FDU�DGYHUWLVLQJ�
GRHV�QRW�JHQHUDWH�DSSURSULDWH�PHVVDJHV�WKDW�À�W�ZLWK�WKHLU�HVVHQFH��0DUNHWLQJ�&RPPXQLFDWLRQ�1HZV��
�������*LYHQ�WKH�LPSRUWDQFH�RI�WKH�DXWRPRWLYH�LQGXVWU\��%RQDOHV�DQG�0DxDV���������FDU�PDQXIDFWXUHUV�
PXVW�FRXQWHUDFW�WKLV�VLWXDWLRQ�E\�À�QGLQJ�QHZ�ZD\V�WR�FRPPXQLFDWH�DQG�UHDFK�WKH�IHPDOH�DXGLHQFH�E\�
FUHDWLQJ�FRQWHQW�WKDW�DWWUDFWV�WKHLU�DWWHQWLRQ��EHFDXVH�ZRPHQ�KDYH�WKH�DELOLW\�WR�DFFHSW�RU�UHMHFW�WKH�
decision to buy this type of product. This is even more true because women are the ones who pay the 

PRVW�DWWHQWLRQ�WR�DGYHUWLVLQJ��RI�WKH�����RI�WKH�UHVSRQGHQWV�ZKR�VD\�WKH\�SD\�DWWHQWLRQ�WR�DGYHUWLVLQJ��
70% are women and 30% are men), so it is important to create discourses in line with their interests and 

H[SHFWDWLRQV��

)ROORZLQJ� D�PRUH� LQWHUQDWLRQDO�� FRPSUHKHQVLYH� DGYHUWDLQPHQW� VWUDWHJ\� WKDW� FRPELQHV� LQIRUPDWLRQ��
HQWHUWDLQPHQW�DQG�DGYHUWLVLQJ��+RUULJDQ���������WKH�6HDW�0LL�FDU�PRGHO�FKDQJHG�LWV�SDUWQHUVKLS��PRYLQJ�
IURP� WKH� IDVKLRQ� VHFWRU� �0DQJR�� WR� WKH� SXEOLVKLQJ� VHFWRU� �&RVPRSROLWDQ�� +HDUVW� 3XEOLVKLQJ� +RXVH���
DQG�LW�KDV�XVHG�WKH�,QWHUQHW�DQG�VRFLDO�QHWZRUNV��0DUWtQH]��*DUFtD�DQG�6HQGtQ��������WR�GLVVHPLQDWH�LWV�
FRPPXQLFDWLRQ��SRVVLEO\� LQ�VHDUFK�RI�JUHDWHU�UHDFK�DQG�FRYHUDJH�LQ�RUGHU�WR�DSSURDFK�WKH�IHPDOH�
WDUJHW�DXGLHQFH�RI�������\HDU�ROGV��XQNQRZQ�XQWLO�QRZ�IRU�WKH�DXWRPRWLYH�VHFWRU��EXW�ZLWK�JUHDW�SRWHQWLDO�
as possible future customers. This is a commitment that could be seen as risky in the male-dominated 

ZRUOG�RI�GULYLQJ��EXW�WKH�LQFUHDVH�LQ�WKH�QXPEHU�RI�ZRPHQ�GULYHUV�DQG�FDU�RZQHUV�LV�D�IDFW��DQG�ZRPHQ�
DUH�SOD\LQJ�DQ� LQFUHDVLQJO\� LPSRUWDQW� UROH� LQ� WKH�GHFLVLRQ� WR�EX\� WKHVH� W\SHV�RI�SURGXFWV��0RUHRYHU��
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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. 

&ROODERUDWLRQ�EHWZHHQ�EUDQGV� IURP�GLIIHUHQW� VHFWRUV�� VXFK�DV�SXEOLVKLQJ�DQG� WKH�DXWRPRWLYH� LQGXVWU\��
LQFUHDVHV� WKH� YLVLELOLW\� RI� FRQWHQW�DQG�GLYHUVLÀHV�DXGLHQFHV�� +RZHYHU�� LQ� WKH�FDVH�RI� FR�EUDQGLQJ�� LW� LV�
LPSRUWDQW�WR�UHPHPEHU�WKDW�EHIRUH�GHYHORSLQJ�WKLV�W\SH�RI�PDUNHWLQJ�VWUDWHJ\��WKH�WHUPV�RI�WKH�DOOLDQFH�
PXVW�EH�DQDO\VHG�DQG�KLJKO\�GHWDLOHG��EHFDXVH�VRPHWLPHV�VXFK�DQ�DJUHHPHQW�KDV�D�FHUWDLQ�VXUSULVH�
IDFWRU�IRU�WKH�ÀQDO�FRQVXPHU�DQG�FDQ�JR�ZURQJ��UHVXOWLQJ�LQ�D�VLWXDWLRQ�WKDW�PLJKW�QRW�EH�EHQHÀFLDO�IRU�RQH�
RI�WKH�SDUWLHV�LI�HLWKHU�RI�WKH�EUDQGV�LV�WDJJHG�ZLWK�DQ�XQZDQWHG�ODEHO��7KLV�LV�WKH�FDVH�RI�WKH�&RVPRSROLWDQ�
UHDGHU�EHLQJ�FRQVLGHUHG�SRVVLEO\�´IULYRORXVµ��DQG�WKH�IDWDO�FRQVHTXHQFHV�WKDW�PLJKW�KDYH�RFFXUUHG�LI�WKLV�
KDG�EHHQ�DVVRFLDWHG�ZLWK�6($7�GXH�WR�WKH�IDFW�WKDW�WKH\�ZHUH�FR�FUHDWLQJ�FRQWHQW�WRJHWKHU��

7KH�	5RViV�DJHQF\�ZDV�DW� WKH�KHOP�RI�ZKDW�FRXOG�EH�FRQVLGHUHG� WKH�ÀUVW�JOREDO�EUDQGHG�FRQWHQW�
FDPSDLJQ� DLPHG� DW� WKH� IHPDOH� DXGLHQFH� RQ� WKH� ,QWHUQHW�� D� SURMHFW� FRQVLVWLQJ� RI� WZHQW\� JUDSKLF�
SURGXFWLRQV�IRU�VRFLDO�QHWZRUNV�DQG�WZHOYH�DXGLRYLVXDO�ZRUNV��$OO�RI�WKLV�FRQWHQW�LQWHJUDWHV�WKH�YDOXHV�RI�
WKH�6($7�EUDQG��0XOOHU��������DQG�SUHVHQWV�WKH�SURGXFW�LQ�D�QRQ�LQYDVLYH�ZD\��FUHDWLQJ�DQG�GLVVHPLQDWLQJ�
TXDOLW\� DQG�GLYHUVH�FRQWHQW� LQ� RUGHU� WR�HQJDJH�SRWHQWLDO� FXVWRPHUV� �&iUFDU�� ������E\�GHDOLQJ�ZLWK�
DVSHFWV�RI�HYHU\GD\�OLIH�VR�WKDW�WKH�LWHPV�DUH�PRUH�HDVLO\�UHFDOOHG�E\�WKH�WDUJHW�DXGLHQFH��7R�GR�VR��WKH�
FUHDWLYH�WHDP�UHVSRQVLEOH�IRU�WKLV�FDPSDLJQ�UHVRUWHG�WR�WKH�YDULRXV�]RGLDF�VLJQV��7KLV�FUHDWLYH�UHVRXUFH�
ÀWV�YHU\�ZHOO�ZLWK�&RVPRSROLWDQ·V�VW\OH��DV�LW�WDNHV�LQWR�DFFRXQW�WKH�JUHDW�GLYHUVLW\�RI�SHUVRQDOLWLHV�WKDW�
H[LVW�LQ�WKH�IHPDOH�ZRUOG�DQG�DGDSWV�WKH�QDUUDWLYH�WR�WKLV�JURXS��7KH�DXGLRYLVXDO�LWHPV�ZHUH�PDGH�E\�
XVLQJ�´GULYLQJ�LQVLJKWVµ�ZLWK�D�KXPRURXV�WRQH�DQG�WUDQVPLWWLQJ�YDOXHV�DVVRFLDWHG�ZLWK�WKH�&RVPRSROLWDQ�
EUDQG� WR� WKH� 6($7�0LL� �JODPRXU�� IDVKLRQ�� DQG� IHPLQLQLW\��� DOO� RI� ZKLFK� DUH� WKH� IXQGDPHQWDO� DVSHFWV�
UHÁHFWHG�LQ� LWV�FRQWHQW��7KH�0LL� LV� LGHQWLÀHG�DV�DQ�XUEDQ�XWLOLW\�YHKLFOH�WKDW� LV� OLYHO\�DQG�DJLOH��ZKLFK�LV�
ZK\�WKH�OHDGLQJ�6SDQLVK�FDUPDNHU�LV�WDUJHWLQJ�\RXQJ��XUEDQ�ZRPHQ�ZKR�EHORQJ�WR�WKH�VHJPHQW�RI�WKH�
SRSXODWLRQ�WKDW�GRHV�QRW�\HW�KDYH�IDPLO\�UHVSRQVLELOLWLHV��7KH�FRPSHWLWLYH�DGYDQWDJH�EHORQJLQJ�WR�6($7�
is that female consumers prefer urban models and the SEAT brand (UNESPA, 2017). 

%UDQGHG�FRQWHQW�RIIHUV�D�VROXWLRQ�WR�VSHFLÀF�QHHGV�WKDW�6($7�KDV�LQ�HLJKW�GLIIHUHQW�PDUNHWV��7KLV�FDPSDLJQ�
KDV�EHFRPH�ZLGHO\�NQRZQ�EXW�KDV�DOVR�KDG�D�WRS�RI�PLQG�LQÁXHQFH�RQ�FRQVXPHUV�ZKR�EHORQJ�WR�D�
YHU\�ZHOO�GHÀQHG�PDUNHW��2QH� LGHD�WKDW�ZDV�FRQÀUPHG�LQ�WKH� LQ�GHSWK� LQWHUYLHZ�ZLWK�9LFWRULD�6DOVDV�
LV� WKDW�EUDQGHG�FRQWHQW�PXVW�EH� LQWHUHVWLQJ��DV� LW�PXVW�WUDQVFHQG� LQWR�RWKHU�DUHDV�RI� OLIH��DQG� LW�PXVW�
JHQHUDWH�EUDQGHG� VSDFHV�ZKHUH�RWKHU�DFWLYLWLHV� WDNH�SODFH�� 7KH�&DVD 6($7� LQ�%DUFHORQD� LV�D�JRRG�
H[DPSOH�RI�KRZ�EUDQGV��UHJDUGOHVV�RI�WKH�VHFWRU�WR�ZKLFK�WKH\�EHORQJ��VKRXOG�EH�PRUH�FRPPLWWHG�WR�
FRQVXPHUV�DQG�WKH�HQYLURQPHQW�LQ�ZKLFK�WKH\�OLYH�DQG�QRW�H[FOXVLYHO\�SXUVXH�VDOHV�LQ�DOO�RI�WKHLU�DFWLRQV��

2I�WKH�PDLQ�FRQFOXVLRQV�KLJKOLJKWHG�E\�WKLV�UHVHDUFK��RQH�LV�WKH�IDFW�WKDW�ERWK�WKH�,QWHUQHW�DQG�VRFLDO�
QHWZRUNV�DUH�WKH�EHVW�RSWLRQV�IRU�RIIHULQJ�YLVLELOLW\�WR�FRQWHQW�FUHDWHG�DG�KRF��DQG�HVSHFLDOO\�IRU�WKH�
SXUSRVH�RI�DFKLHYLQJ�DQ�REMHFWLYH��,Q�WKLV�UHJDUG��LW�LV�LPSRUWDQW�WR�FUHDWH�SXEOLFDWLRQV�ZLWK�DWWUDFWLYH��
GLYHUVH�FRQWHQW�WKDW�DLP�WR�WHOO�XQLTXH�VWRULHV�XVLQJ�D�GLYHUVLW\�RI�FKDUDFWHUV�WKDW�HPSDWKLVH�ZLWK�WKH�XVHU�
or consumer, and that try to be a mirror of their own reality. 

7KHUHIRUH�� VWRU\WHOOLQJ�� LGHDV�DQG�HPRWLRQ�DUH� WKH� WKUHH�PDLQ�HOHPHQWV� WKDW�DUH�KHOSLQJ� WR�GHYHORS�
VWRULHV� WKDW�FRQQHFW�ZLWK�SHRSOH�WR�REWDLQ�PHDVXUDEOH� UHVXOWV� WKURXJK�H[SHULHQFHV��5HJXHLUD���������
1HYHUWKHOHVV��WKHUH�LV�D�FHUWDLQ�VHQVH�RI�XUJHQF\�WR�FKDQJH�WKH�FRQYHUVDWLRQ�UHODWHG�WR�ZRPHQ�DQG�
FDUV��$GGUHVVLQJ� WKLV� WDUJHW�DXGLHQFH� LQ� WKH� ULJKW�ZD\�ZLWK� WKH�SURSHU�FUHDWLYH�DSSURDFK�FRXOG�EH�
GHFLVLYH�LQ�EHLQJ�PRUH�HIIHFWLYH�LQ�UHDFKLQJ�WKLV�WDUJHW�DXGLHQFH��ZKLFK�LV�EHFRPLQJ�PRUH�LPSRUWDQW�
LQ�WKH�DXWRPRWLYH�ÀHOG��

%X\LQJ�D�FDU�LV�QRW�DQ�DFWLYLW\�WKDW�LV�FDUULHG�RXW�IUHTXHQWO\��EXW�ZKHQ�D�SHUVRQ�LV�SODQQLQJ�WR�EX\�D�FDU��
WKLV�DFWLRQ�UHTXLUHV�FRQVLGHUDEOH�WKRXJKW��DV�LW�LV�DQ�LPSRUWDQW�ÀQDQFLDO�GHFLVLRQ��DQG�EHFDXVH�HPRWLRQ�
SOD\V�D�GHWHUPLQLQJ�UROH�LQ�EULQJLQJ�D�EX\HU�FORVHU�WR�D�EUDQG��7KH�FDUV�ZH�GULYH�DUH�D�UHÁHFWLRQ�RI�RXU�
personality. Not only is it a carefully selected investment that takes us from one place to another, but it 

GHÀQHV�ZKR�ZH�DUH�DV�ZHOO��%UDQGV�DUH�DZDUH�RI�WKLV�VLWXDWLRQ��DQG�WKLV�LV�ZK\�WKH�PHVVDJHV�WKH\�KDYH�
EHHQ�FUHDWLQJ�IRU�WKH�ODVW�WZR�GHFDGHV�QRW�RQO\�KLJKOLJKW�WKH�PRVW�YDOXHG�IHDWXUHV�RI�D�FDU��EXW�WKH\�
GR�VR�ZLWKRXW�WKH�SURGXFW�WDNLQJ�FHQWUH�VWDJH��WKHUHE\�EULQJLQJ�WKH�EUDQG�FORVHU�WR�WKH�FRQVXPHU�LQ�D�
subtle, non-intrusive way. 

)RU�DOO�WKHVH�UHDVRQV��6($7�LV�WDNLQJ�D�VWHS�IRUZDUG�LQ�WKH�FUHDWLRQ�RI�EUDQGHG�FRQWHQW�DLPHG�DW�ZRPHQ��
QRW�RQO\�EHFDXVH�LW�KDV�WDNHQ�WKLV�VHFWRU�LQWR�DFFRXQW�LQ�WKH�GHVLJQ�RI�WKH�0LL��RU�EHFDXVH�WKH\�DUH�WKH�
SURWDJRQLVWV�RI�WKH�YLGHRV��RU�HYHQ�EHFDXVH�LW�VHDUFKHV�IRU�WKHP�LQ�VSHFLÀF�SULQW�PHGLD�ZKHUH�LW�NQRZV�
WKH\� ZLOO� EH� IRXQG�� EXW� DOVR� EHFDXVH� D� ZHOO�LQWHJUDWHG� DGYHUWDLQPHQW� FDPSDLJQ� LQ� DQ� LQWHUDFWLYH�
HQYLURQPHQW�FDQ�WUDQVIRUP�FRQVXPHU�KDELWV��0DUWtQH]��*DUFtD�DQG�6HQGtQ���������WKHUHE\�LQWURGXFLQJ�
D�QHZ�SHUVSHFWLYH�RQ�GULYLQJ�DQG�HVWDEOLVKLQJ�D�UHQHZHG�YLHZSRLQW�RQ�FDUV��ZKLFK�LV�VRPHWKLQJ�WKDW�
has been quite unusual in Spain, at least until now. 
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Undoubtedly, a possible future line of research could be the analysis of other branded entertainment 

FDPSDLJQV�LQ�WKH�DXWRPRWLYH�LQGXVWU\��DV�ZHOO�DV�WKH�H[DPLQDWLRQ�RI�VLPLODU�FRQWHQW�IURP�RWKHU�VHFWRUV�
DLPHG� DW� ZRPHQ�� ZLWK� WKH� JRDO� RI� VWXG\LQJ� WKH� DSSURDFK� XVHG� DQG� KRZ� WKH� GLVFRXUVH� FKDQJHV�
GHSHQGLQJ� RQ� WKH� W\SH� RI� VHFWRU� DQG�SURGXFW� LQ� TXHVWLRQ�� /LNHZLVH�� LW� ZRXOG� DOVR� EH� LQWHUHVWLQJ� WR�
analyse the Corporate Social Responsibility actions carried out by the automotive sector for the purpose 

RI�SURPRWLQJ�FXOWXUH�DQG�VROLGDULW\�DFWLYLWLHV�VXFK�DV�WKDW�RI�&DVD�6($7��RU�WKH�&LWURsQ�6KRZURRP�LQ�3DULV�
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. 
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>��@�6FRODUL��&��$����������&RPXQLFDFLyQ�GLJLWDO��5HFXHUGRV�GHO�IXWXUR��El profesional de la información, 
21��������������KWWSV���G[�GRL�RUJ���������HSL������MXO���

>��@�5DPRV�6HUUDQR��0��\�3LQHGD�&DFKHUR��$����������(O�DGYHUWDLQPHQW�\�ODV�WUDQVIRUPDFLRQHV�GH�ORV�
IRUPDWRV�HQ�HO�iPELWR�SXEOLFLWDULR��HO�FDVR�GH�ORV�IDVKLRQ�ÀOPV��Trípodos Extra, 2, 729-737.
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>��@�7D\ORU��6��-��\�%RJGDQ��5����������Introducción a los métodos cualitativos de investigación. La 
E~VTXHGD�GH�VLJQLÀFDGRV. Barcelona: Paidós.
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>��@�9DQ�0HWHU��.����������0HWKRGRORJLFDO�DQG�GHVLJQ�LVVXHV��WHFKQLTXHV�IRU�DVVHVVLQJ�WKH�
representatives of snowball samples. Collection and Interpretation of Data From Hidden Populations, 
98, 31-43. KWWSV���ELW�O\��Z8�X.�
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0\NRODV�5RPHULV�8QLYHUVLW\��/LWXDQLD��LVDEHO#HVWXGLRSDODEUD�FRP��KWWSV���RUFLG�RUJ��������������������

'U��)HUQDQGR�,1)$17(�'(/�526$/
8QLYHUVLW\�RI�6HYLOOD��6SDLQ��À�QIDQWH#XV�HV��KWWSV���RUFLG�RUJ��������������������

$QDO\WLFDO�UHYLHZ�RQ�WKH�OHJDOLW\�RI�EUDQGHG�FRQWHQW�LQ�0DVWHU&KHI�(VSDxD

5HYLVLyQ�FUtWLFD�VREUH�OD�OHJDOLGDG�GHO�EUDQGHG�FRQWHQW�HQ�0DVWHU&KHI�(VSDxD

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

Resumen
MasterChef España se emite en Radiotelevisión 
Española, medio público estatal que se rige 
SRU� XQD� OH\� GH� À�QDQFLDFLyQ� HVSHFtÀ�FD�� 'LFKD�
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 
FRQWHQW� HQ� HVWH� PHGLR� \� OD� LGHQWLÀ�FDFLyQ� GH�
licitaciones y contratos. Entre las limitaciones del 
HVWXGLR��VH�KDOODQ�ODV�GLÀ�FXOWDGHV�GH�DFFHVR�D�ODV�
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; publicidad; 
legalidad; RTVE; MasterChef

$EVWUDFW
0DVWHU&KHI� 6SDLQ� LV� D� WY�SURJUDPPH� RQ�
Radiotelevisión Española, the state public 

PHGLXP�� ZKLFK� RSHUDWHV� XQGHU� D� VSHFLÀ�F�
À�QDQFLQJ� ODZ�� 7KLV� ODZ� SURKLELWV� DGYHUWLVLQJ�
and permits the use of sponsorship only within 

VSHFLÀ�F� OLPLWV�� 6LQFH� WKH� SURJUDPPH� EHJDQ�
LQ� ������ EUDQGV� ZLWK� DGYHUWLVLQJ� LQWHUHVW� KDYH�
appeared in it, frequently masked in hybrid 

IRUPDWV�VXFK�DV�EUDQGHG�FRQWHQW��2XU�UHVHDUFK�
FRQVLGHUV� ZKHWKHU� WKHVH� EUDQGV� H[FHHG� WKH�
OHJDO� OLPLWV�RI�VSRQVRUVKLS�� OHDGLQJ�WR�H[DPSOHV�
RI� FRYHUW� DGYHUWLVLQJ�� DQRWKHU� LOOHJDO� SUDFWLFH��
0HWKRGRORJLFDOO\�� ZH� FRPELQH� GRFXPHQWDU\�
research with content analysis. The results 

GHVFULEH� WKH� DGYHUWLVLQJ� UHSUHVHQWDWLRQ� DQG�
relevance of these brands. In turn, they provide 

HYLGHQFH� RQ� WKH� H[LVWHQFH� RI� DGYHUWLVLQJ�
FRQWUDFWV� LQ� 0DVWHU&KHI� WKDW� MXVWLI\� WKH�
SURPRWLRQ� RI� FHUWDLQ� LQVWLWXWLRQV� WKURXJK� WKH�
branded content format, a new infraction since 

SDLG� LQVWLWXWLRQDO� DGYHUWLVLQJ� LV� QRW� SHUPLWWHG�
RQ� 5DGLRWHOHYLVLyQ� (VSDxROD�� 7KH� RULJLQDO�
FRQWULEXWLRQV�DUH�WKH�VSHFLÀ�F�DQDO\VLV�LQVWUXPHQW�
WR�TXHVWLRQ�WKH�OHJDOLW\�RI�EUDQGHG�FRQWHQW�RQ�
public television in Spain and the documentary 

HYLGHQFH�RI� WKH�FRQWUDFWV��$PRQJ� WKH� VWXG\·V�
limitations, we consider the problematic access 

WR�SULYDWH�EUDQGV�DFFRXQWV�� WKLV�ZRXOG�RSHQ�D�
new line of research in which we would seek 

DGYHUWLVLQJ�FRQWUDFWV�IRU�SULYDWH�EUDQGV�SUHVHQW�
LQ�0DVWHU&KHI�

.H\ZRUGV
%UDQGHG� FRQWHQW�� VSRQVRUVKLS�� DGYHUWLVLQJ��
OHJDOLW\��579(��0DVWHU&KHI

3DORPR�'RPtQJXH]��,���	�,QIDQWH�GHO�5RVDO��)����������5HYLVLyQ�FUtWLFD�VREUH�OD�OHJDOLGDG�GHO�EUDQGHG�FRQWHQW�HQ�0DVWHU&KHI�(VSDxD��
Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 207-231. 
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���,QWURGXFWLRQ

MasterChef�LV�D�JDVWURQRPLF�WHOHYLVLRQ�SURJUDPPH�EDVHG�RQ�WKH�IRUPXOD�GHVFULEHG�E\�.HWFKXP��������
as an avant garde food show. It is a talent show with a touch of tv reality, in which contenders who 

KDYH�EHHQ�VHOHFWHG�LQ�D�SUHYLRXV�FDVWLQJ�FRPSHWH�DJDLQVW�HDFK�RWKHU�XQGHU�WKH�DVVHVVPHQW�RI�D�MXU\�
�$EGDOD�DQG�$QGDFKW��������&XUQXWW���������

%ULWLVK�LQ�RULJHQ��WKLV�IRUPDW�KDV�EHHQ�DGDSWHG�WR�RYHU����GLIIHUHQW�ORFDO�PHGLD�PDUNHWV��+RJDQ��������
5RGUtJXH]���������,Q�6SDLQ��WKH�SURJUDPPH�LV�SURGXFHG�E\�5DGLRWHOHYLVLyQ�(VSDxROD��KHUHLQDIWHU��579(� 

[1], in collaboration with the producer Shine Iberia [2]��)URP�LWV�ÀUVW�HGLWLRQ�LQ������� LW�KDV�EHDWHQ�UDWLQJV�
records which has enabled it to consolidate its continuance on air [3].

,Q�RUGHU�WR�EH�EURDGFDVW�ZLWKLQ�WKH�FRQWH[W�RI�VWDWH�SXEOLF�WHOHYLVLRQ��MasterChef Spain��KHUHLQDIWHU�0&(��
LV�VXEMHFW�WR�/DZ���������RI���WK�RI�$XJXVW��RQ�WKH�)LQDQFLQJ�RI�WKH�6SDQLVK�5DGLRWHOHYLVLRQ�&RUSRUDWLRQ�
�KHUHLQDIWHU�� /)&579(��ZKLFK� IRUELGV�DGYHUWLVLQJ�DV�D�PHDQV�RI� LQFRPH� IRU� WKLV� SXEOLF�PHGLD�� ,W� RQO\�
SHUPLWV�IXQGLQJ�IURP�EUDQGV�ZKLFK�SDUWLFLSDWH�DV�VSRQVRUV�ZKHWKHU�WKHVH�EH�FXOWXUDO�RU�VSRUWLQJ�HYHQWV��

7KH�PDLQ� REMHFWLYH� RI� WKLV� UHVHDUFK� LV� WR� VKRZ� WKH� SUHVHQFH� RI� EUDQGV�ZLWK� DGYHUWLVLQJ� LQWHUHVWV� RQ�
0&(�ZKLFK�H[FHHG�WKH�OLPLWV�RI�FXOWXUDO�VSRQVRUVKLS�ZKLFK�ZRXOG�PHDQ�WKLV�ODZ�KDV�EHHQ�YLRODWHG��,Q�
WXUQ��ZH�ZLOO�DQDO\VH�KRZ�WKH�QDUUDWLYH�PHFKDQLVP�RI�EUDQGHG�FRQWHQW�RSHUDWHV� LQ�WKLV�SURJUDPPH��
%UDQGHG�FRQWHQW� LV�XQGHUVWRRG�DV�D�K\EULG�VWUDWHJ\�FRQVLVWLQJ�LQ�SURPRWLRQDO�PHVVDJHV�DUH�EOHQGHG�
ZLWK�HQWHUWDLQPHQW�FRQWHQWV�� 7KLV�FUHDWHV�D�NLQG�RI�FRQIXVLRQ�ZKLFK� OHDGV� WR�FRYHUW�DGYHUWLVLQJ�DQG�
HQFRXUDJHV�OD[�DSSOLFDWLRQ�RI�WKH�UHJXODWLRQ��

7KH�VSHFLÀF�REMHFWLYHV��KHUHLQDIWHU�62��DUH�GHVFULEHG�DV�

62��WR�DQDO\VH�DQG�PHDVXUH�WKH�LPSDFW�RI�EUDQGV�VKRZQ�E\�EUDQGHG�FRQWHQW�

62��WR�EHFRPH�DFTXDLQWHG�ZLWK�WKH�UHJXODWLRQV�DQG�FODULI\�WKHLU�OLPLWV�

62��WR�UHYLHZ�SUHFHGHQWV�LQ�FDVH�ODZ�UHODWLQJ�WR�WKLV�

62��WR�UHVHDUFK�ZKHWKHU�WKHUH�DUH�FRQWUDFWV�EHWZHHQ�WKH�SURPRWHG�EUDQGV�DQG�0&(��

7KH�DLP�RI� WKLV� VWXG\� LV� WR�GHPRQVWUDWH� WKH� K\SRWKHVLV� WKDW�0&(� UHSHDWHGO\� LQIULQJHV� WKH� UHJXODWLRQ�
RQ�DGYHUWLVLQJ�DQG�VSRQVRUVKLS�ZLWK�WRWDO�LPSXQLW\��)RU�WKLV�SXUSRVH��WKH�UHVHDUFK�SURYLGHV�DQ�DQDO\VLV�
instrument with which the presence of these brands can be described and evaluated. Also, documentary 

HYLGHQFH�RI�DGYHUWLVLQJ�FRQWUDFWV�ZKLFK�LQIULQJH�WKH�ODZ�DUH�DOVR�SURYLGHG�

:H�XQGHUVWDQG�WKDW�WKLV�LV�DQ�LPSRUWDQW�FRQWULEXWLRQ��LQ�D�ÀHOG�ZRUWK�UHVHDUFKLQJ��7KLV�LV�HVSHFLDOO\�WUXH�
ZLWKLQ�WKH�FRQWH[W�RI� WKH�SXEOLF�PHGLD��ZKLFK�SUHVXSSRVHV�PXVW�SURYLGH�D�SXEOLF�VHUYLFH�DQG�KDV�D�
FRPPLWPHQW�WR�EHLQJ�DQ�H[DPSOH�RI�HWKLFDO�FRQGXFW��$OVR��WKH�UHVHDUFK�FRLQFLGHV�ZLWK�WKH�GHVLJQDWLRQ�
LQ� ����� RI� -RVp�0DQXHO� 3pUH]� 7RUQHUR�DV� FKDLUPDQ�RI� 579(��ZKR�DQQRXQFHG�DQ� RSHQ�FRQVXOWDWLRQ�
WR� UHGHÀQH� WKH� IXWXUH� RI� WKH� FRUSRUDWLRQ�DQG�PDNH� LW� ´PRUH� LQWHJUDWHG��PRUH� FRKHUHQW� DQG�PRUH�
participatoryµ�(Europa Press, 2021).

,W�LV�KRSHG�WKDW�WKH�FRQWULEXWLRQV�WKH�UHVHDUFK�KDV�PDGH�DUH�KHOSIXO�IRU�LPSURYLQJ�WKH�IXQGLQJ�V\VWHP�
IRU�UDGLR�DQG�WHOHYLVLRQ�EURDGFDVWLQJ�LQ�6SDLQ��QXUWXULQJ�D�VLWXDWLRQ�LQ�ZKLFK�WKH�LQWHUHVWV�RI�WKH�PHGLD��
producers, advertisers and the public are taken into consideration. In turn, this study aims to broaden 

NQRZOHGJH�RI�K\EULG�IRUPDWV�DQG�WUDQVPHGLD�VWUDWHJLHV��VR�WKDW�LQWHJUDWLQJ�EUDQGV�DQG�FRQWHQWV�FUHDWHV�
DWWUDFWLYH�PHGLD�SURGXFWV��7KHUH�LV�DQ�DQDO\VLV�RI�WKH�IRUP�WKH\�PD\�WDNH�ZLWKRXW�LPSO\LQJ�DQ\�YLRODWLRQ�
RI�WKH�ULJKWV�RI�WKH�DXGLHQFH��HVSHFLDOO\��LQ�WHUPV�RI�WKH�SXEOLF�PHGLD�

�����/HJDO�IUDPHZRUN�

$V�VWDWHG�EHIRUH��WKH�/)&579(�HVWDEOLVKHV�WKDW�

6SRQVRUVKLS�DQG�DGYHUWLVLQJ�RI�FXOWXUDO�DQG� VSRUWLQJ�HYHQWV� LV�SHUPLWWHG�ZKLFK� LV�ZLWKLQ� WKH�
bounds of the mission of public service the corporation provides, which is not commercial, and 

SURYLGLQJ�WKDW�WKLV�V\VWHP�LV�WKH�RQO\�SRVVLELOLW\�RI�GLVVHPLQDWLQJ�DQG�SURGXFLQJ�WKHP��DUW�������

(YHQ�WKRXJK�LW�PLJKW�JR�ZLWKRXW�VD\LQJ��LW�VWUHVVHV�WKDW�WKH�ODZ�GRHV�QRW�IXOO\�DFFHSW�VSRQVRUVKLS�LQ�D�EURDG�
VHQVH��7KDW�LV��DV�D�PDUNHWLQJ�FRPPXQLFDWLRQ�WRRO�ZLWK�D�GLUHFW��FOHDU�DQG�REYLRXV�FRPPHUFLDO�LQWHQWLRQ�
�&DSULRWWL�� ������ -RKQVWRQ�DQG�6SDLV�� ������ /LQ�DQG�%UXQLQJ��������� ,QVWHDG�� WKH�/)&579(� VHWV� OLPLWV�DQG�
PHUHO\�HQDEOHV�D�W\SH�RI�FXOWXUDO�DQG�VSRUWV�VSRQVRUVKLS�LQ�ZKLFK�WKH�IROORZLQJ�FRQGLWLRQV�DUH�PHW�

• ZKLFK�DUH�QRW�FRPPHUFLDO�

• ZKLFK�DUH�DLPHG�DW�FXOWXUDO�RU�VSRUWV�HYHQWV�
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• ZKLFK�DUH�LQ�NHHSLQJ�ZLWK�WKH�GXWLHV�RI�SXEOLF�VHUYLFH�ZKLFK�KDV�EHHQ�DWWULEXWHG�WR�WKH�579(��
FRUSRUDWLRQ�LQFOXGHG�LQ�/DZ����������DUW�������DQG�FRYHUHG�E\�/)&579(��DUW�������

7KH�/)&579(�DOVR�HQYLVDJHV�RWKHU�DFWLYLWLHV�SHUPLWWHG�ZKLFK�´DUH�QRW�GHHPHG�WR�EH�DGYHUWLVLQJµ�DQG�
which ´LI�FDUULHG�RXW�ZLOO�QRW�JLYH�ULVH�WR�DQ\�ÀQDQFLDO�JDLQµ��$PRQJ�WKHVH�DUH�LQVWLWXWLRQDO�DGYHUWLVLQJ�
and communication (art. 7.3).

7KH�ÀUVW�FRQVHTXHQFH�RI�WKH�/)&579(�ZDV�WKH�UHGLVWULEXWLRQ�RI�WKH�6SDQLVK�DGYHUWLVLQJ�PDUNHW��7KLV�FUHDWHG�
D�QHHG�WR�DGDSW�DOO�SURJUDPPLQJ�DQG�EURDGFDVWLQJ�WR�WKH�QHZ�UHJXODWRU\�IUDPHZRUN��-LPpQH]�0DUtQ��
3ROR� DQG� -yGDU�0DUtQ�� ������ -LYNRYD�6HPRYD�� ������ 0XxR]�� ������ 2MHU�� ������ 2UWL]�� ������� +RZHYHU��
LW�PD\�VHHP�WKDW�579(�KDV�PHUHO\� UHSODFHG� WKH� WHUP��´DGYHUWLVLQJµ�ZLWK�´FXOWXUDO� VSRQVRUVKLSµ� VLQFH�
WKH�SXEOLF�PHGLD�FRQWLQXHV� WR�EH�SDLG� VLJQLÀFDQW�DPRXQWV�RI�PRQH\� LQ� UHWXUQ� IRU�SURYLGLQJ�YLVLELOLW\�
to advertised brands (Escudero, 2019). This way, a low cost audiovisual production model has been 

HVWDEOLVKHG�LQ�ZKLFK�WKHUH�DUH�DWWHPSWV�WR�FUHDWH�SURJUDPPHV�DW�]HUR�FRVW��IXQGHG�E\�EUDQGV�ZKLFK�
cannot be deemed as cultural sponsors (Heredero and Reyes, 2016). This is frequently reported on in 

WKH�JHQHUDO�SUHVV��ZLWK�KHDGOLQHV�VXFK�DV�WKH�IROORZLQJ�RQHV�WDNHQ�IURP�WKH�QHZVSDSHUV�La Información 

and Sur:

“MasterChef��DGYHUWLVLQJ�UHWXUQV�WR�79(��ZLWKRXW�UHDOLVLQJ�µ���7HUiQ��������

´579(� KDV� HDUQHG� DOPRVW� ��� PLOOLRQ� HXURV� LQ� ·DGYHUWLVLQJ· VLQFH� LW� VWRSSHG� DGYHUWLVLQJ��
MasterChef�LV�WKH�KHQ�ZKLFK�ODLG�WKH�JROGHQ�HJJµ��9LOODUUHDO��������

�����%UDQGHG�FRQWHQW in MasterChef Spain 

%UDQGHG�FRQWHQW��ZKLFK�VRPH�DXWKRUV�GHÀQH�DV�´FRYHUW�DGYHUWLVLQJ�LQ�HQWHUWDLQPHQW�FRQWHQWVµ�(Ron, 

ÉOYDUH]�DQG�1~xH]�������������LV�DQ�DOWHUQDWLYH�FRUSRUDWH�FRPPXQLFDWLRQ�IRUPDW��ZKLFK�KDV�EHFRPH�
ever more popular as a supplement or replacement of traditional communication practices. Castelló-

0DUWtQH]�DQG�'HO�3LQR�5RPHUR��������H[SODLQ� WKDW� WKLV� WUHQG�FRUUHVSRQGV� WR� WKH�QHHG�IRU�DGYHUWLVLQJ�
LQWHUHVWV�WR�DGDSW��ZKLFK�VWULYHV�WR�VXUYLYH�LQ�D�UDSLGO\�FKDQJLQJ�PHGLD�ZRUOG�VXEMHFW�WR�QHZ�UXOHV�

%UDQGHG� FRQWHQW� LV� GHÀQHG� DV� D� VHW� RI� DFWLRQV� ZKLFK� LQFRUSRUDWH� HOHPHQWV� RI� D� EUDQG� �YDOXHV��
philosophy, identity) into different types of contents and by means of different formats or tools (Formoso-

%DUUR�� 6DQMXiQ� DQG� 0DUWtQH]�&RVWD�� ������ 5DPRV�6HUUDQR�� ������� ,Q� EUDQGHG� FRQWHQW�� WKH� EUDQG�
PHVVDJH�PHUJHV�ZLWK�WKH�FRPPXQLFDWLYH�ÁRZ�RI�FXOWXUH��LQIRUPDWLRQ��RU�HQWHUWDLQPHQW�DQG�PDNHV�XS�
D�FRQWLQXXP��7KDW�LV��WKH�EUDQG�EHFRPHV�SDUW�RI�WKH�PDLQ�PHVVDJH��LW�LV�QRW�DQ�DFFHVVRU\��DQQR\LQJ��
QRU�HYHQ�VRPHWKLQJ�WKDW�FDQ�EH�SXW�WR�RQH�VLGH�RU�GLIIHUHQWLDWHG��'DKOHQ�DQG�5RVHQJUHQ��������+DOOLJDQ�
DQG�6KDQ��������+DUG\��������0DF5XU\��������

+LGDOJR�0DUt�DQG�6HJDUUD�6DDYHGUD�������������VWUHVV�WKDW�WKH�UROH�RI�EUDQGHG�FRQWHQW� LQ�SURPRWLQJ�
EUDQGV� ZLWKLQ� WKH� JDVWURQRP\� FRQWH[W�� 7KH\� DOVR� HPSKDVLVH� WKDW� WKLV� IRUPXOD� ´DOVR� HQDEOHV� WKH�
OHJHQGDU\�FULVLV�LQ�SXEOLF�VHFWRU�WHOHYLVLRQ��PHGLD�VDWXUDWLRQ��DV�ZHOO�DV�WKH�UHJXODWRU\�ODZV�WKHPVHOYHV�
RQ�DGYHUWLVLQJ�FRQWHQWV�RQ�WHOHYLVLRQ�WR�DOO�EH�HYDGHGµ.

,Q� OLJKW� RI� WKLV� GHVFULSWLRQ�� EUDQGHG� FRQWHQW� LV� SUHVHQWHG� DV� DQ� DGYDQWDJHRXV� IRUPDW� IRU� 0&(�� D�
WHOHYLVXDO�VSDFH�IRU�FRRNLQJ�LQ�ZKLFK�DGYHUWLVLQJ�RQ�D�SXEOLF�PHGLD�LV�VWULFWO\�IRUELGGHQ��,Q�IDFW��DOWKRXJK�
FXOWXUDO�VSRQVRUVKLS� LV� WKH� OHJDO�IRUPXOD�ZKLFK�FRYHUV�WKH�EUDQGV�FRQWDLQHG�LQ�WKH�SURJUDPPH��0&(�
has a closer relationship with them. This surpasses the boundaries of what we understand to be cultural 

VSRQVRUVKLS�DQG�UHVXOWV�LQ�EUDQGHG�FRQWHQW��6HJDUUD�6DDYHGUD�DQG�+LGDOJR�0DUt���������7KLV�ZD\��WKH�
EUDQGV�HPEUDFH�WKH�SKLORVRSK\�RI�WKH�SURJUDPPH��SURMHFW�WKHLU�&65�DQG�DVVRFLDWH�WKHLU�YDOXHV�ZLWK�
WKRVH�RI�0&(��*DOODUGR��-LPpQH]�0DUtQ�DQG�(OtDV��������

7KLV� UHDOLW\� FDQ�EH� LOOXVWUDWHG�ZLWK� WKH�H[DPSOH�RI� WKH� KDP�SURGXFHU� EUDQG�1DYLGXO� �VHH� LPDJH� ����
included on the website of the specialist publication Marketing Directo� DQG� H[SODLQHG� E\� 0LJXHO�
%DUWRORPp��SURMHFW�PDQDJHU�IURP�WKH�DJHQF\�=HQLWK�1HZ&DVW

a branded content project, which provides content and simultaneously enables interaction 

with the brand […@��6R��ZH�ZHUH�RQ�WKH�VSHFLDO�&KULVWPDV�HGLWLRQ�RI�0DVWHUFKHI�RQ���UG�RI�
December […]. Their Master Classes�ZHUH�JLYHQ�E\�ELJ�QDPH�FKHIV�>…] four minutes of Master 
Class on Prime Time�RQ�79(��RQ�WKH�PRVW�ZDWFKHG�SURJUDPPH��LQ�ZKLFK�WKH�KDP�1DYLGXO�ZDV�
FHQWUH�VWDJH�

�´1DYLGXO�VQHDNV�RQWR�WKH�MasterChef�NLWFKHQV�ZLWK�D�QHZ�VWUDWHJ\µ��������
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,PDJH����%UDQGHG�FRQWHQW�IURP�1DYLGXO�LQ�WKH�6SHFLDO�&KULVWPDV�(GLWLRQ�RI�MasterChef 2014

6RXUFH��VKRW�RI�SURJUDPPH��(VFRULDO�DQG�6DQ]��������

,Q�WXUQ��EUDQGHG�FRQWHQW�HQFRXUDJHV�D�WUDQVPHGLD�VWUDWHJ\�WR�EH�FUHDWHG �'X�3OHVVLV��������-DNXV�DQG�
=XE�L��������� -HQNLQV���������$V�FDQ�EH� VHHQ� LQ�0&(�� WKH�FRPPHUFLDO�DQG�SHUVXDVLYH�QDWXUH�RI� WKH�
IRUPDW�LV�VXFK�WKDW�LW�GRHV�QRW�H[FHHG�WKH�SK\VLFDO�OLPLWV�RI�WKH�VHW��,W�LV�EURDGFDVW�E\�PHDQV�RI�RWKHU�
media (such as social networks and public relations events). In addition, there are even sales channel, 

ZLWK�LQ�KRXVH�EUDQGV��RLOV��ZLQHV��UHFLSH�ERRNV«��DQG�WKH�JDVWURQRP\�H[SHULHQFH�RI�WKH�SURJUDPPH�
is recreated in the MasterChef [4]�� UHVWDXUDQW��D�SK\VLFDO� VSDFH�ZKLFK�FRQVWLWXWHV�D�QHZ�H[DPSOH�RI�
EUDQGHG�FRQWHQW��ÉOYDUH]��������

�����7KH�RQO\�FDVH�RI�D�VDQFWLRQHG�EUDQGHG FRQWHQW in MasterChef Spain

6LQFH�0&(� EHJDQ� EURDGFDVWLQJ� IURP� ����� DQG� WR� GDWH�� 579(� KDV� RQO\� EHHQ� VDQFWLRQHG� RQFH� RQ�
DFFRXQW�RI�FRYHUW�DGYHUWLVLQJ�PDGH�RQ�WKLV�SURJUDPPH��7R�EH�VSHFLÀ�F��WKLV�RFFXUUHG�LQ�UHIHUHQFH�WR�DQ�
RII�VLWH�WHVW��,W�FRQFHUQHG�WKH�WHVW�VKRW�DW�*RQ]iOH]�%\DVV�ZLQHULHV��EURDGFDVW�RQ���WK�RI�0D\�������RQ�
WKH�VHYHQWK�SURJUDPPH�RI�WKH�IRXUWK�VHULHV��KHUHLQDIWHU��0&(���3�[5]).

7KH�6HFUHWDULDW�RI�WKH�&RXQFLO� IRU� WKH�1DWLRQDO�&RPPLVVLRQ�RI�0DUNHWV�DQG�&RPSHWLWLRQ��KHUHLQDIWHU��
&10&��UHVROYHG�WKH�IROORZLQJ��LQ�WH[W�61&�'76$��������&579(�

&579(�LV�GHHPHG�UHVSRQVLEOH�IRU�D�FRQWLQXRXV�DGPLQLVWUDWLYH�LQIULQJHPHQW�RI�D�VHULRXV�QDWXUH�
DFFRUGLQJ�WR�DUWLFOH������RI�/DZ���������RI���VW�0DUFK��RQ�*HQHUDO�$XGLRYLVXDO�&RPPXQLFDWLRQ�
�KHUHLQDIWHU�� /*&$�� IRU�KDYLQJ�EURDGFDVW�RQ� WKH�QDWLRQDO�FKDQQHO� /$����FRYHUW�DGYHUWLVLQJ�
IURP�WKH�EUDQG�´*RQ]iOH]�%\DVV�ZLQHULHVµ�DQG�WKHLU�SURGXFWV�>«@�

&579(�ZDV�À�QHG�WKH�DPRXQW�RI��������½��WZR�KXQGUHG�DQG�QLQHWHHQ�WKRXVDQG��WKUHH�KXQGUHG�
DQG� IRUW\�WZR�HXURV��� LQ�DSSOLFDWLRQ�RI� WKDW� VHW� RXW� LQ�DUWLFOH� �����RI� /DZ��������� RI� ��VW� RI�
0DUFK��RQ�*HQHUDO�$XGLRYLVXDO�&RPPXQLFDWLRQ��&10&���������������

7KH�À�QH�DFFRUGLQJ�WR�WKH�&10&�ZDV�EDVHG�RQ�WKH�IROORZLQJ�YHULÀ�FDWLRQV��VHH�LPDJH����

$SSHDUDQFH�RQ�WKH�XSSHU�OHIW�KDQG�VLGH�RI�WKH�VFUHHQ�RI�WKH�EDQQHU�´7tR�3HSH�:LQHULHV��-HUH]�
GH�OD�)URQWHUD��*RQ]iOH]�%\DVVµ�>«@�

7KH�GHPRQVWUDWLRQV�PDGH�IRU�DQG�E\�WKH�FRQWHQGHUV�XVLQJ�WKH�venencia[6], made in front of a 

EDUUHO�IURP�7tR�3HSH�IURP�*RQ]iOH]�%\DVV��ZLWK�WKH�EUDQG�FOHDUO\�YLVLEOH�LQ�WKH�IRUHJURXQG�>«@�

:LQH�WDVWLQJ�DW� WKH�ZLQHU\� >«@�GXULQJ�ZKLFK�WKH�GLIIHUHQW�ZLQH�EUDQGV� IURP�*RQ]iOH]�%\DVV�
ZHUH�PHQWLRQHG�H[SUHVVO\�>«@�

7KH� UHVSRQVDEOH� VWDII�DW� WKH�ZLQHU\�ZHUH�FOHDUO\� LGHQWLÀ�HG�RQ� VFUHHQ�ZLWK� WKH�QDPH�RI� WKH�
SDUHQW�FRPSDQ\�RI�WKH�EUDQG�RQ�D�EDQQHU�RQ�WKH�VFUHHQ��H�J��$�)��HQRORJLVW�IURP�*RQ]iOH]�
%\DVV�DQG�0DVWHU�%OHQGHU��>«@�

7KH�ZLQH�EUDQG�´%HURQLDµ�IURP�*RQ]iOH]�%\DVV�ZDV�SURPRWHG�E\�XVLQJ�EDUUHOV�IURP�WKLV�EUDQG�
IRU�WKH�WDEOHV�IRU�WKH�FRXQWU\�EDUEHTXH�SUHSDUHG�E\�WKH�FRQWHQGHUV�>«@��&10&�������������
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,PDJH����%UDQGHG�FRQWHQW�VDQFLRQHG�RQ�0&(���3�

6RXUFH��VKRWV�RI�SURJUDPPH��(VFRULDO�DQG�6DQ]��������

7KLV� RII�VLWH� WHVW� ODVWHG� DOPRVW� DQ� KRXU� �IURP� �������� WR� ��������� DQG� LV� D� FOHDU� H[DPSOH� RI� EUDQGHG�
FRQWHQW��'HVSLWH�EHLQJ�ÀQHG��WKH�ZKROH�SURJUDPPH�ZDV�DYDLODEOH�WR�VHH�RQ�WKH�RQOLQH�SODWIRUP�RI�WKH�
SXEOLF�PHGLD�XQWLO�������ÀYH�\HDUV�DIWHU�LW�ZDV�EURDGFDVW [7].

���0HWKRGRORJ\

7KH�REMHFWLYH�RI�WKLV�VWXG\�LV�WR�DQDO\VH�WKH�SUHVHQFH�RI�EUDQGV�RQ�0&( [8]��REVHUYHG�IURP�D�OHJDO�SRLQW�
of view, especially, those cases in which brands are shown by means of branded content. To tackle this, 

WKH�IROORZLQJ�FRUSXV�ZDV�GHOLPLWHG�ZKLFK�ZDV�PDGH�XS�RI����SURJUDPPHV��1 ����

• 7KH�IXOO�VHULHV�RI�0&(����EURDGFDVW�LQ����������SURJUDPPHV���7KLV�VHULHV�ZDV�FKRVHQ�IRU�DQDO\VLV�
DV� LW� FRLQFLGHG� ZLWK� D� FKDQJH� LQ� WKH� 6SDQLVK� JRYHUQPHQW�� LQ� ZKLFK� WKH� 3HRSOH�V� 3DUW\�
�33���ZDV�RXVWHG�E\�WKHLU�DGYHUVDULHV��WKH�6SDQLVK�6RFLDOLVW�:RUNHUV�3DUW\��362(���7KLV�HYHQW�
SURYLGHV�WKH�RSSRUWXQLW\�WR�REVHUYH�ZKHWKHU�VXFK�D�FKDQJH�KDV�LQÁXHQFHG�WKH�FULWHULD�RI�
Corporation RTVE or not in terms of the inclusion of sponsored brands.

• 7KHUH�LV�DOVR�D�VHOHFWLRQ�RI�VHYHQ�SURJUDPPHV�EHORQJLQJ�WR�RWKHU�VHULHV��IURP�0&(���WR�0&(�
���FRYHULQJ�WKH�SHULRG�IURP������WR�������7KLV�HQDEOHV�DQ\�WUHQGV�WR�EH�VHHQ�DQG�WR�DVVHVV�
ZKHWKHU�WKH�UHVXOWV�REWDLQHG�IURP�DQ�DQDO\VLV�RI�0&(���LV�UHSUHVHQWDWLYH�RI�0&(�RYHUDOO��,Q�
RUGHU� WR�NHHS� WKH�FULWHULD�QRUPDOLVHG� LQ�DOO� VHULHV��SURJUDPPH�QXPEHU���ZDV�FKRVHQ�� 7KLV�
QXPEHU�LV�SUHIHUUHG�EHFDXVH�LW�ZDV�LQ�0&(���3��ZKHQ�*RQ]iOH]�%\DVV�ZLQHU\�DSSHDUV��ZKLFK�
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 

VWDJH�RI�WKH�SURJUDPPH�ZKHUH�WKH�EUDQGHG�FRQWHQW�IRUPDW continuously appears.

5HJDUGLQJ�WKH�PHWKRGRORJ\��WKLV�ZDV�D�FRPELQDWLRQ�RI�GRFXPHQWDU\�UHVHDUFK�ZLWK�FRQWHQW�DQDO\VLV��
7KH� ODWWHU� LV� D� WHFKQLTXH� ZKLFK� KDV� EHHQ� EURDGO\� FRQVROLGDWHG� ZLWKLQ� WKH� ÀHOG� RI� FRPPXQLFDWLRQ�
�+HUULQJ���������:LWKLQ�WKLV�PHWKRGRORJLFDO�DSSURDFK��LW�LV�ZRUWK�PHQWLRQLQJ�WKH�ZRUN�E\�0DUWt�3DUUHxR�
(2011), who proposed a tool for content analysis for product placement. From this reference point, an 

DQDO\VLV�VKHHW�ZDV�GUDZQ�XS�HVSHFLDOO\�IRU�0&(��ZLWK�QLQH�FDWHJRULHV�DQG�D�QXPHULFDO�YDOXHV�VFDOH��7KLV�
HQDEOHV�WKH�DGYHUWLVLQJ�VLJQLÀFDQFH�RI�WKH�EUDQGV�GLVSOD\HG�WR�EH�PHDVXUHG��DV�ZHOO�DV�WR�GHVFULEH�
other hybrid formats, especially those of branded content.

7KH�VKHHW�FRQWDLQV�D�WRWDO�RI����YDULDEOHV��JURXSHG�LQWR�WKH�IROORZLQJ�EDWFKHV�

• $QDO\VLV� XQLW� �%��� LGHQWLÀHV�HDFK� VWXG\�XQLW�DQG� VSHFLÀHV�DW�ZKDW� WLPH�DQG� VHFWLRQ�RI� WKH�
SURJUDPPH�LW�LV�DGGHG�
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• %UDQG�GDWD��&���SURYLGHV�LQIRUPDWLRQ�DERXW�WKH�DGYHUWLVHU��UHJDUGLQJ�WKH�EUDQG��VHFWRU�DQG�
owner.

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

GHJUHH�RI�DGYHUWLVLQJ�VLJQLÀFDQFH�LV�PHDVXUHG�E\�PHDQV�RI�WKLV�YDOXHV�VFDOH��2Q�WKLV�VFDOH�
WKUHH�OHYHOV�FDQ�EH�GLVWLQJXLVKHG��IURP���WR���LQ�D�ULVLQJ�RUGHU��VHH�WDEOH����

• 'LFKRWRPLF� �(���XVHG� WR�DQDO\VH�NH\�SRLQWV� UHODWHG� WR� OHJDOLW\�� 7KDW� LV��ZKHWKHU� WKH�EUDQG�
DSSHDUDQFHV�DUH�LQWHQWLRQDO�RU�QRW��ZKHWKHU�WKH\�DUH�RI�DGYHUWLVLQJ�LQWHUHVW��ZKHWKHU�WKH\�
are related to the duties of public service of the media or whether they are related to 

SURPRWLQJ�FXOWXUH��VHH�WDEOH�����

• &RPHQWV��)���LV�DQ�RSHQ�ÀHOG�YDULDEOH�IRU�FROOHFWLQJ�SRLQWV�RI�LQWHUHVW�ZKLFK�HQDEOH�D�PRUH�
TXDOLWDWLYH�UHÁHFWLRQ�

7DEOH����9DOXH�YDULDEOHV

Variables &DWHJRULHV Value

'����&DWHJRU\

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

PHDQV�RI�WKH�VHQVH�RI�VLJKW� 
'������$XGLWLYH��RQO\�E\�PHDQV�RI�KHDULQJ� 
'������$XGLRYLVXDO��E\�VLJKW�DQG�KHDULQJ�

1 

2 

3

'����3UR[LPLW\
'������)RFDO��WKH�EUDQG�DSSHDUV�LQ�WKH�ÀUVW�WHUP�RU�

is emphasised) 

'������3HULSKHUDO��DSSHDUV�LQ�WKH�EDFNJURXQG�

3 

1

'����9LVXDO�HQFRGLQJ

'������7LWOHV�EDQQHUV�RI�WH[W��LQFOXGHG�LQ�SRVW�
production) 

'������/RJRW\SH��LQ�WKH�VFHQH�VKRW� 
D#3#3: Corporative visual elements or products (in 

the scene shot)

1 

3 

2

'����$XGLWLYH�HQFRGLQJ

'������2Q�VFUHHQ 

'������2II�VFUHHQ 

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

EXW�LW�LV�UHFRJQLVHG� 
'������$GYHUWLVLQJ�WKHPH�PXVLF��KLJKOLJKWV�WKH�

presence of the brand)

3 

1 

1 

2

D#5: Status of the person 

PHQWLRQLQJ�WKH�EUDQG

D#5#1: Presenter 

D#5#2: Jury 

D#5#3: Contenders 

D#5#4: VIP (chefs and famous people who come 

RQWR�WKH�SURJUDPPH� 
'������2WKHUV

3 

3 

2 

3 

1

'����'HJUHH�RI�LQWHJUDWLRQ

'������2Q�VFUHHQ�SUHVHQFH��WKH�EUDQG�LV�SDUW�RI�
the scene) 

'������3UHVHQFH�LQ�WKH�VFULSW��WKH�EUDQG�IXOÀOV�D�UROH�
in the narrative)

1 

3

'����1DUUDWLYH�VLJQLÀFDQFH

(only applies if D#6#2)

'������/RZ��LI�WKH�EUDQG�LV�QDPHG�DV�DQ�DFFHVVRU\� 
'������$YHUDJH��LW�LV�QHFHVVDU\�LQ�WKH�FRXUVH�RI�D�

test) 

'������+LJK��LW�LV�FHQWUH�VWDJH�

1 

2 

3

'����'LHJHWLF�FRQQHFWLRQ
'������'LHJHWLF��WKH�EUDQG�LV�SDUW�RI�WKH�

SURJUDPPH�QDUUDWLYH� 
'������1RQ�GLHJHWLF

3

1

D#9: Interaction with the brand

D#9#1: There is (a person values the brand, uses 

their products...) 

D#9#2: There is none

3 

0
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D#10: Status of the character who 

LV�LQWHUDFWLQJ�ZLWK�LW

D#10#1: Presenter 

D#10#2: Jury 

D#10#3: Contenders 

D#10#4: VIP 

'�������2WKHUV

3 

3 

2 

3 

1

'�����([SRVXUH�WLPH�RI�EUDQG

'�������6HFRQGV��RSHQ�ÀHOG� 
D#11#2: Up to 10 seconds 

D#11#3: From 11 to 30 seconds 

'�������2YHU����VHFRQGV

1 

2 

3

/HYHOV�RI�SHUVXDVLYH�VLJQLÀFDQFH�DFFRUGLQJ�WR�WKH�WRWDO�VFRUH� 
'�������/HYHO����XS�WR����SRLQWV��ORZ�VLJQLÀFDQFH� 

'�������/HYHO����IURP����WR����SRLQWV��DYHUDJH�VLJQLÀFDQFH� 
'�������/HYHO����RYHU����SRLQWV��KLJK�VLJQLÀFDQFH�

Source: prepared by the authors

7DEOH����'LFKRWRPLF�YDULDEOHV

Variables Value

E#1: Public service

(������<HV��WKH�EUDQG�DSSHDUDQFH�KHOSV�IXOÀO�WKH�GXWLHV�RI�SXEOLF�VHUYLFH�
GHÀQHG�IRU�WKH�&579(� 

E#1#2: No

E#2: Cultural value
E#2#1: Yes (the appearance of the brand promotes culture) 

E#2#2: No

(����$GYHUWLVLQJ�
interest

(������<HV��WKH�EUDQG�VKRZV�LQWHUHVW�LQ�DGYHUWLVLQJ�\LHOGV� 
E#3#2: No

E#4: Intentional 

presence

(������<HV��WKH�SURJUDPPH�LQWHQWLRQDOO\�VKRZV�WKH�EUDQG� 
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

�����*HQHUDO�UHVXOWV

,Q� WKH� IXOO� FRUSXV�RI� WKH� VWXG\� �1 ���� WKHUH� LV�D� À[HG�DQG� VWDEOH� VWUXFWXUH�RQ�0&(��ZKLFK�KDV�EHHQ�
PDLQWDLQHG�WKURXJKRXW�DOO�WKH�VHULHV��7KH�PDLQ�VHFWLRQV�RI�HDFK�SURJUDPPH�DUH�WKH�WKUHH�WHVWV��WZR�RI�
ZKLFK�DUH�FDUULHG�RXW�RQ�VHW��WKH�LQLWLDO�DQG�HOLPLQDWLRQ�WHVW���XQOLNH�WKH�RII�VLWH�WHVW��ZKLFK�LV�WKH�PLGGOH�
RI� WKH�SURJUDPPH�� ,W� LV� LQ� WKH�RII�VLWH� WHVW�ZKHUH� WKH�PRVW� VLJQLÀFDQW�FDVHV�RI�EUDQGHG�FRQWHQW�DUH�
UHFRUGHG�DOWKRXJK�WKLV�IRUPXOD�FDQ�DOVR�EH�VHHQ�LQ�RWKHU�VHFWLRQV�RI�WKH�SURJUDPPH�

2EVHUYLQJ�WKH�QXPEHU�RI�XQLWV�DQDO\VHG��WKH�IRUPDW�RI�WKH�PRVW�UHFXUULQJ�EUDQGV�ZKLFK�DSSHDU�RQ�0&(�
LV�SURGXFW�SODFHPHQW�� ,Q� IDFW��RXW�RI� WKH�������XQLWV�DQDO\VHG�RQ�0&(����1 �����������FRUUHVSRQGHG�
WR�EUDQGV�VKRZQ�E\�SURGXFW�SODFHPHQW��2WKHU�IRUPDWV�DUH�VSRNHVSHUVRQ�UHFRPPHQGDWLRQ��VSRQVRUV�
WY�FRPPHUFLDO��EDQQHUV�� LQWHUQDO�SURPRWLRQDO� VSRWV�DQG�EUDQGHG�FRQWHQW��VHH�JUDSK����RQ�WKH� OHIW���
7KH�ODWWHU�LV�WKH�IRUPDW�ZLWK�WKH�KLJKHVW�LQFLGHQFH�RQ�WKH�SURJUDPPH�LI�ZH�EHDU�LQ�PLQG�WKH�WLPH�WKH�
EUDQGV�DUH�RQ�GLVSOD\��7KLV�LV�UHODWHG�WR�WKH�LQKHUHQW�QDWXUH�RI�EUDQGHG�FRQWHQW�ZKLFK��JLYHQ�LWV�QDUUDWLYH�
FKDUDFWHU�� LV�XVXDOO\�SUHVHQWHG�IRU�D�ORQJHU�GXUDWLRQ [9]. Therefore, in the 33,955 seconds counted with 

EUDQGV�SUHVHQW�RQ�0&(����1 ������������VHFRQGV��RYHU���KRXUV��VKRZ�H[DPSOHV�RI�EUDQGHG�FRQWHQW��VHH�
JUDSK����RQ�WKH�ULJKW��

/LNHZLVH��EUDQGHG�FRQWHQW�LV�WKH�IRUPDW�ZKLFK�SURYLGHV�JUHDWHVW�DGYHUWLVLQJ�VLJQLÀFDQFH�IRU�WKH�EUDQGV�
GLVSOD\HG��OHYHO�����LQ�DFFRUGDQFH�ZLWK�WKH�VXP�RI�WKH�FDWHJRULHV�IXOÀOOHG�LQ�WKH�YDULDEOHV�YDOXH��,Q�IDFW��
DV�VHHQ�LQ�JUDSK����RYHU�KDOI�RI�WKH�XQLWV�ZKLFK�UHDFKHG�OHYHO���RI�DGYHUWLVLQJ�VLJQLÀFDQFH�RQ�0&(���DUH�
cases of branded content.
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*UDSK����,QFLGHQFH�RI�IRUPDWV�RQ�0&(��

PP (product placement���%��EDQQHUV���%&��branded content���6&��VSRQVRUV�79�FRPPHUFLDO���
65��VSRNHVSHUVRQ�UHFRPPHQGDWLRQ���,3��LQWHUQDO�SURPRWLRQDO�VSRWV��

Source: prepared by the authors

*UDSK����3HUFHQWDJH�RI�XQLWV�RI�HDFK�IRUPDW�LQ�WKH�GLIIHUHQW�OHYHOV�RI�DGYHUWLVLQJ�VLJQLÀ�FDQFH

PP (product placement���%��EDQQHUV���%&��branded content���6&��VSRQVRUV�79�FRPPHUFLDO���
65��VSRNHVSHUVRQ�UHFRPPHQGDWLRQ���,3��LQWHUQDO�SURPRWLRQDO�VSRWV��

Source: prepared by the authors

$SDUW� IURP� WKH�FXOWXUDO� VSRQVRUV� RI�0&(�� WKH� VXSHUPDUNHW� (O�&RUWH� ,QJOpV� DQG� WKH�HOHFWURGRPHVWLFV�
company, Bosch [10]��WKH�YDULHW\�RI�EUDQGV�GLVSOD\HG�RQ�WKH�SURJUDPPH�LV�SOHQWLIXO��DQG�D�WRWDO�RI�����
GLIIHUHQW�RQHV�ZHUH�UHJLVWHUHG�RYHU�WKH�IXOO�VHULHV�RI�0&(����VHH�WDEOH����



215

7DEOH����&DWHJRU\�RI�EUDQGV�RQ�0&(���DFFRUGLQJ�WR�VHFWRU

3URGXFWV�FDWHJRULHV Number of brands 3HUFHQWDJH

+RWHO�	�&DWHULQJ 65 31.7%

&XOWXUH�	�3HUIRUPDQFH 11 8.3%

)RRG�	�'ULQNV 13 6.3%

+RXVHKROG�LWHPV�	�(OHFWURGRPHVWLFV 11 5.4%

Sport 9 4.4%

7RXULVP�	�7UDQVSRUW 8 3.9%

7UDLQLQJ 6 2.9%

3XEOLVKLQJ 5 2.4%

Child and family leisure 2 1%

/DUJH�GLVWULEXWLRQ 1 0.5%

2WKHU��IDVKLRQ��JRYHUQPHQW��KHDOWK�DQG�GHIHQFH 52 25.4%

Source: prepared by the authors

$V�FDQ�EH�VHHQ�RQ�JUDSK����LQ�WKH�GLFKRWRPLF�YDULDEOHV��WKH�YDVW�PDMRULW\�RI�WKH�XQLWV�DQDO\VHG�FRUUHVSRQG�
WR�EUDQGV�ZKLFK�GR�QRW�SURYLGH�D�SXEOLF�VHUYLFH��(������DQG�ODFN�DQ\�FXOWXUDO�YDOXH��(�������0RUHRYHU��
WKH\�KDYH�D�FOHDU�DGYHUWLVLQJ�LQWHUHVW��(�������DV�ZHOO�DV�D�GHVLUH�WR�DSSHDU�RQ�WKH�SURJUDPPH��(�������
DJDLQVW�ZKLFK�WKHUH�LV�QR�PHFKDQLVP�IRU�KLGLQJ�WKH�EUDQG��(������

*UDSK����'LFKRWRPLF�YDULDEOHV�LQ�WKH�DQDO\VHG�XQLWV�RQ�0&(��

Source: prepared by the authors

7KH�FDVHV�RI�EUDQGHG�FRQWHQW��DUH�VFDQW��LI�ZH�FRQVLGHU�WKH�QXPEHU�RI�XQLWV�EXW�RXWVWDQGLQJ�LQ�WHUPV�
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 

EUDQGHG�FRQWHQW�UHODWHG�WR�SXEOLF�VHUYLFH�DQG�WKRVH�SURYLGLQJ�FXOWXUDO�YDOXH�DUH�VKRZQ��2Q�WKH�VDPH�
WDEOH�WKH�WLPH�RQ�GLVSOD\�LV�H[SUHVVHG��LQ�VHFRQGV��DQG��À�QDOO\��WKH�SHUFHQWDJH�WKHVH�VHFRQGV�DFFRXQW�
IRU�LV�FDOFXODWHG�LQ�FRPSDULVRQ�WR�WRWDO�SURJUDPPH�WLPH�ZKHUH�WKH�FDWHJRULHV�RI�FRQWULEXWLRQ�WR�SXEOLF�
VHUYLFH��(������DQG�FXOWXUDO�YDOXH�(������DUH�JLYHQ�DVVRFLDWHG�ZLWK�WKH�EUDQGV�
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7DEOH����,QFLGHQFH�RI�WKH�EUDQGHG�FRQWHQW�IRUPDW�LQ�WKH�YDULDEOHV�RI�SXEOLF�VHUYLFH�DQG�FXOWXUDO�YDOXH

3URJ� &URVV�WDEXODWLRQ�RI�%UDQGHG�FRQWHQW�[�3XEOLF�
VHUYLFH

&URVV�WDEXODWLRQ�RI�%UDQGHG�FRQWHQW�[�
Cultural value

 

Number of 

units

Seconds of 

H[SRVLWLRQ

��H[SRVXUH�
by 

SURJUDPPH

Number 

of units

Seconds of 

H[SRVLWLRQ
��H[SRVXUH�E\�
SURJUDPPH

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

'XH�WR�WKH�FRPSDULVRQ�ZLWK�WKH�SURJUDPPHV�VHOHFWHG�ZLWK�WKH�RWKHU�VHULHV��LW�FDQ�EH�VWDWHG�WKDW�LQ�DOO�
SRLQWV�GHDOW�ZLWK��WKH�UHVXOWV�REWDLQHG�LQ�WKH�DQDO\VLV�RI�0&(����1 ����KDYH�EHHQ�H[WUDSRODWHG�WR�WKH�
UHDOLW\�REVHUYHG�RQ�0&(�IURP������WR�������1 ����

�����5HVXOWV�LQ�WKH�RII�VLWH�WHVWV

7KH�EUDQGV�VKRZQ�LQ�WKH�RII�VLWH�WHVWV�DUH�JHQHUDOO\�WRXULVW�GHVWLQDWLRQV�DQG�LQVWLWXWLRQV�ZKLFK�DFW�DV�KRVWV�
IRU�ÀOPLQJ�WKH�WHVW��7KHUH�DUH�DOVR�SOHQW\�RI�SULYDWH�FRPSDQLHV� LQ�VHFWRUV�VXFK�DV�KRWHO�DQG�FDWHULQJ��
SHUIRUPDQFHV��VSRUW�RU�IDVKLRQ��DPRQJVW�RWKHUV��7KHVH�EUDQGV�DUH�QRW�LGHQWLÀHG�RQ�WKH�SURJUDPPH�DV�
FXOWXUDO�VSRQVRUV��,QVWHDG��WKH\�DUH�PHQWLRQHG�DW�WKH�HQG�RI�WKH�SURJUDPPH�LQ�D�EDQQHU�RI�WH[W�XQGHU�
WKH� WLWOH�´$FNQRZOHGJHPHQWVµ�� ,Q� WKLV�ZD\�� WKH� UROH� WKHVH�EUDQGV�SOD\� LV�QRW�FOHDU��DV� LW� LV�QRW�NQRZQ�
ZKHWKHU�WKH\�KDYH�SURYLGHG�IXQGLQJ��RU��KDYH�MXVW�KHOSHG�ZLWK�WKH�ÀOPLQJ�

7KH�RII�VLWH�WHVWV�DUH�FKDUDFWHULVHG�E\�SURYLGLQJ�D�YHU\�VLPLODU�WUHDWPHQW�WR�WKH�EUDQGV�LQYROYHG��ZKLFK�
are considered in batches to demonstrate the narrative cohesion which binds them. This uniformity 

VWDQGV�RXW�HVSHFLDOO\�LQ�ZKDW�LV�UHIHUUHG�WR�DV�WKH�YDULDEOHV�YDOXH��2Q�DOO�WKH�SURJUDPPHV��WKH�EDWFK�RI�
brands in the off-site test is shown with the same branded content format (B#4#4), which takes centre 

VWDJH�LQ�WKH�VFULSW�RI�WKH�WHVW��'�����\�'������DQG�ODVWV�IDU�PRUH�WKDQ����VHFRQGV��'�������

7KLV� LV�FDUULHG�RXW� LQ� WKH�DXGLRYLVXDO�FDWHJRU\� �'�������ZLWK�SOHQW\�RI� YLVXDO�HOHPHQWV�ZKLFK� LGHQWLI\�
WKH�EUDQGV��ZKHWKHU�WKLV� LV�E\�WLWOHV��'������DQG� ORJRW\SHV��'�������RU�ZLWK�SURGXFWV�DQG�FRUSRUDWH�
elements from them (D#3#3). The brands are also mentioned both on screen (D#4#1) and off screen 
�'������� /LNHZLVH�� H[WUDGLHJHWLF� VKRWV� DUH� DGGHG� �'������ ZKLFK� SURPRWH� WKH� EUDQGV� HYHQ� PRUH��
0RUHRYHU�� LQWHUDFWLRQ� LV�JXDUDQWHHG� �'������EHWZHHQ� WKHVH�EUDQGV�DQG�SUHVHQWHU�� MXU\��FRQWHQGHUV�
DQG�JXHVWV��*LYHQ�WKLV�GHVFULSWLRQ�RI�DOO�WKH�SURJUDPPHV�LQ�WKH�FRUSXV�DQDO\VHG��WKH�EDWFK�RI�EUDQGV�
LQ�WKH�RII�VLWH�WHVWV�VHHPV�WR�EH�UHSUHVHQWHG�DW�WKH�KLJKHVW�OHYHO�RI�VLJQLÀFDQFH��OHYHO����RYHU����SRLQWV���

$V�IRU�WKH�GLFKRWRPLF�YDULDEOHV��WKH�DGYHUWLVLQJ�LQWHUHVW�RI�WKH�EUDQGV��(�������WKH�LQWHQWLRQ�EHKLQG�WKH�
SURJUDPPH�ZKHQ�VKRZLQJ�WKHP��(������DQG�WKH�ODFN�RI�KLGLQJ�PHFKDQLVPV�IRU�WKHVH�EUDQGV��(������
KDYH�EHHQ�NHSW�DV�FRQVWDQWV��+RZHYHU��DFFRUGLQJ�WR�ZKDW�WKH�EUDQGV�DUH�WKDW�PDNH�XS�WKH�EDWFKHV��DW�
WLPHV�D�YRFDWLRQ�IRU�SXEOLF�VHUYLFH�LV�LGHQWLÀHG��(������RU�QRW��(�������DV�ZHOO�DV�WKH�SUHVHQFH�RI�FXOWXUDO�



217

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

FRQWULEXWLRQ�WR�SXEOLF�VHUYLFH�LV�XVXDOO\�ZKDW�VWDQGV�RXW��LQ�SULYDWH�EUDQGV��LW�LV�WKH�OLQN�WR�FXOWXUH�

,Q�JHQHUDO��WKH�RII�VLWH�WHVWV�FRQWDLQ�D�EDODQFH�RI�SXEOLF�DQG�SULYDWH�EUDQGV��,Q�WKH�VDPSOH��RQ�0&(����ZH�
FDQ�VHH�JUDSK����RQ�ZKRVH�YHUWLFDO�D[LV�WKH�QXPEHU�RI�EUDQGV�SHU�EDWFK�DQG�RZQHUVKLS�LV�GLVWLQJXLVKHG�
by colour code. We can also see this in the comparison made with the other series (see table 5).

*UDSK����%UDQG�RZQHUVKLS�LQ�WKH�RII�VLWH�WHVWV�LQ�0&(�

Source: prepared by the authors

7DEOH����%DWFK�RI�EUDQG�RZQHUVKLS�LQ�WKH�RII�VLWH�WHVWV�LQ�3��LQ�0&(

Series and 

SURJUDPPH %DWFK�RI�EUDQGV�LQ�RII�VLWH�WHVW 3XEOLF�
EUDQGV�RQO\

Private 

EUDQGV�RQO\
3XEOLF�DQG�

SULYDWH�EUDQGV

0&(���3� /X[XU\�KRWHOV�LQ�0DGULG X

0&(���3� 7ROHGR�	�$UW�([SHUWV X

0&(���3� 7HQHULIH�	�&RRNV�/RFDO�5HVWDXUDQWV X

0&(���3� *RQ]iOH]�%\DVV X

0&(���3�
0HQRUFD�	�&RRNV�/RFDO�

Restaurants
X

0&(���3�
$WOpWLFR�GH�0DGULG�	�:DQGD�

0HWURSROLWDQR
X

0&(���3�
3HGUD]D�	�&DWHULQJ�6DPDQWKD�GH�

España
X

0&(���3�
+LJKHU�&RXQFLO�RI�6SRUWV�DQG�
&HQWUH�IRU�+LJK�3HUIRUPDQFH

X

Source: prepared by the authors

�������2II�VLWH�WHVWV�ZLWK�SXEOLF�DQG�SULYDWH�EUDQGV

$V� LQGXFHG� LQ� WKH� DQDO\VHG� FRUSXV�� LQ� 0&(� RII�VLWH� WHVWV� DUH� SUHGRPLQDQWO\� WKRVH� ZKLFK� FRPELQH�
SULYDWHO\�DQG�SXEOLFDOO\�RZQHG�EUDQGV��,Q�WKHVH�FDVHV��SXEOLF�EUDQGV�DUH�W\SLFDOO\�XVHG�DV�D�FRQWH[W�WR�
FDUU\�RXW�WKH�WHVW��ORFDO�DGPLQLVWUDWLRQ��WRXULVW�LQVWLWXWLRQV��UHJXODWRU\�ERGLHV�IRU�ORFDO�SURGXFWV������)URP�
WKHVH�SODFHV��SULYDWH�EUDQGV�DUH�SURPRWHG��%\�ZD\�RI�H[DPSOH��WKH�DQDO\VLV�RI�WKH�RII�VLWH�WHVWV�RQ�0&(�
��3��DQG�0&(���3���ZDV�SURYLGHG�

7KH�À�UVW�RI�WKHVH�ZDV�FDUULHG�RXW�LQ�WKH�*DOLFLDQ�WRZQ�RI�%DLRQD��VSHFLÀ�FDOO\�LQ�WKH�Parador[11]��2Q�WDEOH���
WKH�OLVW�FDQ�EH�VHHQ��7KH�UHFRXQW�DQG�FODVVLÀ�FDWLRQ�RI�DOO�WKH�EUDQGV�UHSUHVHQWHG�LV�GLVSOD\HG�DV�ZHOO�DV�
WKH�FDWHJRULHV�IXOÀ�OOHG�LQ�WKH�GLFKRWRPLF�YDULDEOHV��,Q�WKH�WHVW�RQ�WKH�ZKROH�VKRWV�RI�WKH�ODQGVFDSH�DQG�
EXLOGLQJV�ZLWK� ODUJH�WRXULVW�DSSHDO�SUHGRPLQDWHG��ZKHUH�%DLRQD�DQG� LWV�3DUDGRU�ZHUH� LGHQWLÀ�HG�ZLWK�
WLWOHV�DGGHG�LQ�SRVWSURGXFWLRQ�DQG�ORJRW\SHV�LQ�WKH�VFHQH��VHH�LPDJH����XSSHU�URZ���

2QH�H[FHUSW�VWDQGV�RXW�LQ�ZKLFK�WKH�SUHVHQWHU�ORRNV�IRU�D�WHVWLPRQLDO�IURP�RQH�RI�WKH�GLQHUV�LGHQWLÀ�HG�E\�
D�WLWOH�DV�´&DUORV�*yPH]��RZQHU�RI�$GHJDV�9DOPLxRUµ��VHH�LPDJH����ORZHU�URZ��ULJKW���,Q�D�GLDORJXH��WKH�
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FXOWXUDO�PHVVDJH�DERXW�WKH�GHVLJQDWLRQ�RI�RULJLQ�RI�WKH�ZLQH�DQG�FRYHUW�DGYHUWLVLQJ�RI�D�SULYDWH�EUDQG�
is combined by means of hybridisation (from 1:19:14):

3UHVHQWHU��<RX�KDYH�VSHFWDFXODU��JRXUPHW�JDVWURQRP\��:HOO��QRW�MXVW�WKH�JDVWURQRP\��EXW�WKH�
ZLQHV�DUH�YHU\�JRRG�WRR��HK�

:LQHU\�RZQHU��6SHFWDFXODU��WUXWK�EH�WROG�LV�WKDW�5LDV�%DL[DV�JR�SHUIHFWO\�ZLWK�WKH�GLVKHV�

7DEOH����2II�VLWH�WHVWV�LQ�0&(���3���%DWFK�RI�EUDQGV�%DLRQD�	�3DUDGRU

%UDQGV�FLWHG�LQ�
$FNQRZOHGJPHQWV %UDQGV�RQ�VFUHHQ�GXULQJ�WKH�WHVW

 Pontevedra Council 

5tDV�%DL[DV�7RXULVP 

Baiona Parador 

1LJUiQ�&RXQFLO 
$GHJDV�9DOPLxRU 

(VF��&,3)�+RWHO�DQG�&DWHULQJ 

&DUORV�2UR]D

Pontevedra Council 

5tDV�%DL[DV�7RXULVP 

Sandebrito Forestry and Residents Community 

9ROXQWDU\�+HOS�IRU�)LUH�9LFWLPV�LQ�WKH�/RFDOLW\[12]  

Valmiñor Winery 

0RQWHV�GH�&DPRV�&RPPXQLW\

Types of brands Sectors Dichotomic variables

Public and institutional (7 brands) 

Private association (1) 

Private commercial (1)

Tourism (2 brands) 

)RRG�	�'ULQNV���� 
7UDLQLQJ���� 
2WKHU����

Public service (E#1#1) 

Cultural value (E#2#1) 

$GYHUWLVLQJ�LQWHUHVW��(����� 
Intentional presence (E#4#1) 

Brand not hidden (E#5#2)

Source: prepared by the authors

,PDJH����2II�VLWH�WHVWV�RQ�0&(���3���2XWVWDQGLQJ�VKRWV

6RXUFH��VKRWV�RI�SURJUDPPH��)HUQiQGH]�DQG�7RPiV��������

,Q�WKH�FDVH�RI�0&(���3����WKH�RII�VLWH�WHVW�ZDV�FDUULHG�RXW�LQ�,OOHVFDV��D�ORFDOLW\�LQ�WKH�SURYLQFH�RI�7ROHGR��,Q�
IDFW��WKH�ÀUVW����VHFRQGV�RI�WKH�WHVW�ZHUH�GHGLFDWHG�WR�PDNLQJ�D�SUHVHQWDWLRQ�DNLQ�WR�DQ�DGYHUWLVHPHQW�LQ�
ZKLFK�WKH�WRXULVP�ODQGPDUNV�LQ�7ROHGR�FDSLWDO�ZHUH�KLJKOLJKWHG��IURP����������VHH�LPDJH����XSSHU�URZ��OHIW��

Presenter (RII�FDPHUD���$OO�JRRG�HQGLQJV�QHHG�DQ�H[FHSWLRQDO�VHWWLQJ�DQG�7ROHGR�LV�MXVW�WKDW��
'HFODUHG� D�:RUOG� +HULWDJH� 6LWH� DQG� RI� LQWHUQDWLRQDO� WRXULVP� LQWHUHVW�� 7ROHGR� KDV� D� KLVWRULF�
FHQWUH�ZKLFK�LV�WUXO\�D�PRQXPHQWDO�JHP�

$IWHU�JLYLQJ�D�EULHI�RYHUYLHZ�RI�WKH�FXOWXUDO�DSSHDO�RI�WKH�FLW\�ZKLFK�PD\�EH�XQGHUVWRRG�DV�IXOÀOOLQJ�WKH�
mission of public service, a commercial brand is presented which captures our interest for the rest of 

WKH�WHVW��(O�%RKtR�LV�D�UHVWDXUDQW�UXQ�E\�3HSH�5RGUtJXH]��RQH�RI�WKH�SHRSOH�LQ�WKH�0&(�MXU\��$SDUW�IURP�
H[SODLQLQJ� WKH�KLVWRU\�RI� (O� %RKtR�� UHSHDWHG� VKRWV�RI� WKH� UHVWDXUDQW�DUH� VKRZQ��ZLWK�YLVLEOH� ORJRW\SHV�
ZKLFK�UHLQIRUFH�WKH�EUDQG�YLVXDOO\��VHH�LPDJH�����)LQDOO\��WKH�ZLQQHUV�RI�SUHYLRXV�HGLWLRQV�RI�0&(�DQG�
MasterChef Junior�FRPH�RQWR�WKH�SURJUDPPH�DV�GLQHUV��ZKLFK�JLYHV�WKH�SURJUDPPH�D�FHUWDLQ�DLU�RI�
self-promotion (see table 7). 
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7DEOH����2II�VLWH�WHVWV�RQ�0&(���3����%DWFK�RI�(O�%RKtR�EUDQGV�	�0DVWHU&KHI winners

%UDQGV�FLWHG�LQ�$FNQRZOHGJPHQWV %UDQGV�RQ�VFUHHQ�GXULQJ�WKH�WHVW

�(O�%RKtR�5HVWDXUDQW 
&DVWLOODa/D�0DQFKD�5HJLRQDO�

Government. 

Toledo council 

Illescas Council

(O�%RKtR��PHQWLRQHG�DQG�RQ�VFUHHQ� 
Cayetana Guillén Cuervo, MasterChef Celebrity 1 (in a title) 

:LQQHUV�RI�SUHYLRXV�HGLWLRQV�RI�0&(�DQG�MasterChef Junior (in 

a title)

Types of brands Sectors Dichotomic variables

Private commercial (1 brand) 

Public and institutional (3) 

Personal brand (12)

+RWHO�DQG�FDWHULQJ����
brands) 

Culture and Performance (1) 

Sports (1) 

2WKHU��JRYW�DQG�VWXGLRV�����

Public service (E#1#1) 

Cultural value (E#2#1) 

$GYHUWLVLQJ�LQWHUHVW��(����� 
Intentional presence (E#4#1) 

Brand not hidden (E#5#2)

Source: prepared by the authors

,PDJH����2II�VLWH�WHVWV�RQ�0&(���3����2XWVWDQGLQJ�VKRWV�

6RXUFH��VKRWV�RI�SURJUDPPH��)HUQiQGH]�DQG�7RPiV��������

�������2II�VLWH�WHVWV�ZLWK�SULYDWH�EUDQGV�RQO\

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

VKRZHG�SULYDWH�EUDQGV��7R�LOOXVWUDWH�WKHVH��WKH�FDVHV�IRU�SURJUDPPHV�0&(���3���0&(���3���0&(���3���
DQG�0&(���3��ZHUH�SUHVHQWHG�

,Q�WKH�RII�VLWH�WHVW�IRU�0&(���3���DOWKRXJK�WKH�UHQRZQHG�FKHI�'DQL�*DUFtD��ZDV�DOVR�SUHVHQW��WKH�RQH�ZKR�
UHFHLYHG�WKH�PRVW�RXWVWDQGLQJ�SURPRWLRQDO�WUHDWPHQW�ZDV�WKH�VLQJHU�3DEOR�$OERUiQ��ZKR�DSSHDUHG�
ZLWK�WKH�EDFNLQJ�RI�KLV� UHFRUG� ODEHO��:DUQHU�0XVLF��VHH�WDEOH�����7KH�WHVW� LV� UHFRUGHG� LQ�KLV� UHKHDUVDO�
VWXGLR�DQG�KLV�VRQJV�DUH�KHDUG�UHSHDWHGO\�DQG�DUH�SOD\HG�ZKHQHYHU�WKH�DUWLVW�DSSHDUV��IURP����������

3UHVHQWHU��$�VLQJHU�ZKR�LQ�OLWWOH�RYHU�WZR�\HDUV�KDV�VROG�RYHU�WZR�DQG�D�KDOI�PLOOLRQ�FRSLHV�RI�KLV�
ÀUVW�WKUHH�UHFRUGV��DQG�WKDW�LV�QRW�DOO��+H�UHFHLYHG����SODWLQXP�UHFRUGV�DQG�ZRQ�D�*R\D�DZDUG�
IRU�WKH�%HVW�2ULJLQDO�6RQJ�LQ�������&DQ�\RX�LPDJLQH�ZKR�WKLV�PLJKW�EH"�

'XULQJ�WKH�WHVW��WKH�SUHVHQWHU�LQWHUYLHZV�WKH�VLQJHU��VRPHWKLQJ�ZKLFK�KDSSHQV�DVLGH�IURP�WKH�FXOLQDU\�
DFWLYLW\�LQ�WKH�SURJUDPPH��ERWK�VLW�GRZQ�GLUHFWO\�RSSRVLWH�HDFK�RWKHU�RQ�WKH�VWDJH�DQG�WDON�H[FOXVLYHO\�
DERXW�WKH�PXVLFDO�FDUHHU�RI�WKH�VLQJHU�DQG�KLV�QHZ�WRXU�Prometo��VHH�LPDJH����ORZHU�URZ��OHIW���$W�D�KLJK�
SRLQW��3DEOR�$OERUiQ�SXWV�RQ�D�IUHH�SHUIRUPDQFH�H[FOXVLYHO\�IRU�0&(��ZKLFK�RQ�VFUHHQ�ODVWV�H[DFWO\�RQH�
minute (from 1:40:30).

$V�WKLV�FRQFHUQV�SURPRWLQJ�WKH�6SDQLVK�FXOWXUDO�LQGXVWU\��WKLV�FDVH�RI�EUDQGHG�FRQWHQW PLJKW�EH�OLQNHG�
WR�WKH�GXWLHV�IRU�SXEOLF�PHGLD�VHW�RXW�LQ�/DZ����������VSHFLÀFDOO\�LQ�DUW������L�
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7DEOH����2II�VLWH�WHVWV�RQ�0&(���3���%DWFK�RI�EUDQGV�3DEOR�$OERUiQ�	�'DQL�*DUFtD

%UDQGV�FLWHG�LQ�
$FNQRZOHGJPHQWV %UDQGV�RQ�VFUHHQ�GXULQJ�WKH�WHVW

3DEOR�$OERUiQ 

:DUQHU�0XVLF

3DEOR�$OERUiQ��VLQJHU��WLWOH� 
'DQL�*DUFtD��FKHI�'DQL�*DUFtD�UHVWDXUDQW��0DUEHOOD���WZR�0LFKHOLQ�

stars (title) 

7HDP�RI�:DUQHU�0XVLF�6SDLQ��WLWOH� 
5RFtR�6DWU~VWHJXL��WLWOH� 
6RQLD�9HUJDUD��WLWOH�

Types of brands Sectors Dichotomic variables

Private commercial (1) 

Personal brand (2)

Culture and Performance (2) 

+RWHO�	�&DWHULQJ����

Public service (E#1#1) 

Cultural value (E#2#1) 

$GYHUWLVLQJ�LQWHUHVW��(����� 
Intentional presence (E#4#1) 

Brand not hidden (E#5#2)

Source: prepared by the authors.

�,PDJH����2II�VLWH�WHVWV�RQ�0&(���3���2XWVWDQGLQJ�VKRWV�

6RXUFH��VKRWV�RI�SURJUDPPH��)HUQiQGH]�DQG�7RPiV��������

7KH�RII�VLWH� WHVWV�RQ�0&(���3��DUH�FDUULHG�RXW�DW� WKH�:DQGD�0HWURSROLWDQR�� WKH�$WOpWLFR�GH�0DGULG�
VWDGLXP�� 7KHUH� DUH� SOHQW\� RI� K\SHUEROLF� WH[WV� SUDLVLQJ� WKH� FOXE� �VXFK� DV� WKDW� LQFOXGHG� EHORZ�� IURP�
����������DFRPSDQLHG�E\�D�VRQJ�E\�-RDTXtQ�6DELQD�Motivos de un sentimiento (Reasons for a feeling), 

D�QRQ�RIÀFLDO�DQWKHP�RI�WKH�WHDP��$OVR�QRWHZRUWK\�DUH�WKH�VKRWV�ZKLFK�VKRZ�WKH�FRUSRUDWH�HOHPHQWV�RI�
WKH�FOXE�DQG�KRZ�VSHFWDFXODU�WKH�QHZ�DUFKLWHFWXUDO�FRQVWUXFWLRQ�LV��VHH�LPDJH����XSSHU�URZ��

3UHVHQWHU��RII�VFUHHQ���7KLV�LV�WKH�QHZHVW�IRRWEDOO�SLWFK�LQ�(XURSH�DQG�DOVR�WKH�OHDGLQJ�RQH��$�
\HDU�KDV�QRW�JRQH�E\�VLQFH�LW�ZDV�LQDXJXUDWHG�DQG�DSSODXVH�LV�SRXULQJ�GRZQ�RQ�LW�>…].

-XGJH� 6DPDQWKD�� &RQWHQGHUV�� ZHOFRPH� WR� WKH� KHDUW� RI� $WOpWLFR� GH�0DGULG��:HOFRPH� WR�
:DQGD�0HWURSROLWDQR��,�FDQ�VHH�\RX�UH�LPSUHVVHG�DQG�QR�ZRQGHU��WKLV�LV�DQ�DPD]LQJ�VWDGLXP��
incredible.

-XGJH� -RUGL�� &RQWHQGHUV�� $WOpWLFR� GH� 0DGULG� UHSUHVHQWV� DOO� WKH� YDOXHV� ZH� XSKROG� RQ�
MasterChef��,W�KDV�ZRQ����ELJ�WLWOHV�DQG�KDV�GRQH�WKLV�WKDQNV�WR�WKH�SDVVLRQ�WKH�SOD\HUV�ZKR�
JR�RQWR�WKH�SLWFK�KDYH�

$PRQJ� WKH� SHRSOH� LQWHUYLHZHG�� LV� (QULTXH� &HUH]R�� FKDLUPDQ� RI� $WOpWLFR� 0DGULG�� 2Q� LWV� YLVLW�� 0&(�
RUJDQLVHV� D� VXUSULVH�ELUWKGD\�SDUW\� IRU� KLP��D�JRRG�RFFDVLRQ� IRU� KLJKOLJKWLQJ� WKH� KLVWRU\� RI� WKH�FOXE�
DQG�VKRZLQJ�KLV�WURSKH\V��7KH�FDNH�LV�IURP�&DWHULQJ�6DPDQWKD�GH�(VSDxD��D�FDWHULQJ�EXVLQHVV�ZKLFK�
EHORQJV�WR�WKLV�0&(�MXGJH��7KH�ELUWKGD\�FDNH�FRPHV�LQ�WKH�$WOpWLFR�FRORXUV��DV�GRHV�6DPDQWKD�KHUVHOI�
ZKR�FRPHV�GUHVVHG�IRU�WKH�RFFDVLRQ��LQ�UHG��ZKLWH�DQG�EOXH��VHH�LPDJH����ORZHU�URZ��
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7DEOH����2II�VLWH�WHVWV�RQ�0&(���3���%DWFK�RI�EUDQGV�$WOpWLFR�GH�0DGULG�	�:DQGD�0HWURSROLWDQR

%UDQGV�FLWHG�LQ�
$FNQRZOHGJPHQWV %UDQGV�RQ�VFUHHQ�GXULQJ�WKH�WHVW

&OXE�$WOpWLFR�GH�0DGULG�6�$�'� 
:DQGD�0HWURSROLWDQR 

Centerplate

:DQGD�0HWURSROLWDQR��RQ�VFUHHQ�DQG�PHQWLRQHG� 
$WOpWLFR�GH�0DGULG��RQ�VFUHHQ�DQG�PHQWLRQHG� 

Andrea Tumbarello, chef Don Giovanni restaurant (title) 

6DQGUR�6LOYD��FKHI�$PD]yQLFR�UHVWDXUDQW��WLWOH� 
(QULTXH�&HUH]R��FKDLUPDQ�RI�$WOpWLFR�GH�0DGULG��WLWOH� 
3HUVRQDOLWLHV�DQG�IDQV�RI�$WOpWLFR�GH�0DGULG��WLWOH�

Types of brands Sectors Dichotomic variables

Private commercial (3) 

Personal brand (2)

Sports (2) 

+RWHO�	�&DWHULQJ���� 
2WKHUV��PDQDJHPHQW�����

Public service (E#1#2) 

Cultural value (E#2#1) 

$GYHUWLVLQJ�LQWHUHVW��(����� 
Intentional presence (E#4#1) 

Brand not hidden (E#5#2)

Source: prepared by the authors

,PDJH����2II�VLWH�WHVWV�RQ�0&(���3���2XWVWDQGLQJ�VKRWV

6RXUFH��VKRWV�RI�SURJUDPPH��)HUQiQGH]�DQG�7RPiV��������

7KH�RII�VLWH� WHVW� RQ�0&(� �� 3��� LV� FDUULHG�RXW�DW�&OXE�$OPD��D�PHHWLQJ�SRLQW� IRU� EXVLQHVV� DQG� VRFLDO�
SXUSRVHV�ZKHUH��RQ�DFFRXQW�RI�WKLV�WHVW��GLIIHUHQW�H[SHUWV� LQ�WKH�ZRUOG�RI�FDWHULQJ�DSSHDU��VHH�WDEOH�
10). As in all the off-site tests, the format of branded content LV�LGHQWLÀHG��DOWKRXJK�WKLV�WLPH�LW�PD\�EH�
considered as an infomercial.

Shots are repeated in which the uniquess of Club Alma is shown, with the corporate symbol (A) in 

IXOO�YLHZ��6RPH�RI�WKHVH�VKRWV�DUH�H[WUD�GLHJHWLF�DQG�QR�GRXEW�FRPH�IURP�WKH�SURPRWLRQDO�UHVRXUFHV�
DUFKLYH�RI�WKH�FOXE��7KHUH�DOVR�DSSHDU�WLWOHV�DGGHG�E\�WKH�SURJUDPPH�ZKLFK�OLWHUDOO\�FLWH�WKH�QDPH�RI�
WKH�EUDQG��VHH�LPDJH����XSSHU�URZ��

,Q�WKH�LQWHUYLHZV�6DPDQWKD�KDV�ZLWK�WKH�GLQHUV��WKH�SURIHVVLRQDO�SURÀOH�RI�HDFK�RI�WKHP�LV�UHOHJDWHG�WR�
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 

6DPDQWKD�DQG�WKH�LQWHUYLHZHHV�DFW�DV�HQGRUVHUV��IURP����������VHH�LPDJH����ORZHU�URZ��

-XGJH�6DPDQWKD��+RZ�DUH�\RX"

Rosa Rivas and Cristina Jolonch: Hi Fine.

6DPDQWKD��5RVD��&ULVWLQD��WZR�DPD]LQJ�JDVWURQRP\�MRXUQDOLVWV��,W�LV�DQ�KRQRXU�WR�KDYH�\RX�KHUH�
today on MasterChef to sample our dishes.

Rosa and Cristina: Thank you very much.

6DPDQWKD��:HOO��GR�\RX�NQRZ�WKLV�SODFH"
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Rosa and Cristina: No.

Samantha: Club Alma is a wonderful place.

&ULVWLQD��,W�V�YHU\�QLFH��LVQ�W�LW"�

5RVD��,W�V�YHU\�QLFH��7KLV�LV�RQH�RI�WKRVH�YHU\�HOHJDQW�PDQRU�KRXVHV�LQ�0DGULG�

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

VSHQG�WKH�GD\�KHUH��ZRUN«�WKHUH�DUH�ORDGV�RI�WKLQJV�WR�GR��<HV��LI�\RX�OLNH��\RX�FDQ�FRPH�DQG�
WU\�LW�RQH�GD\��7KHQ�\RX�FDQ�EHFRPH�D�PHPEHU��ZKLFK�ZRXOG�EH�JUHDW�

5RVD��/HW�V�WU\�

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

7DEOH�����2II�VLWH�WHVWV�RQ�0&(���3����%DWFK�RI�EUDQGV�&OXE�$OPD�	�H[SHUWV�LQ�JDVWURQRP\

%UDQGV�FLWHG�LQ�
$FNQRZOHGJPHQWV %UDQGV�RQ�VFUHHQ�GXULQJ�WKH�WHVW

Club Alma

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

)LQD�3XLJGHYDOO��FKHI�5��/HV�&ROV��LQ�D�WLWOH� 
0DFDUHQD�&DVWUR��FKHI�5��0DFD�GH�&DVWUR��LQ�D�WLWOH� 

0DQXHOD�5RPHUDOGR��VRPPHOLHU�DQG�GLUHFWRU�5��(O�3REOHW��LQ�D�WLWOH� 
0��-RVp�6DQ�5RPiQ��FKHI�5��0RQDVWUHOO��LQ�D�WLWOH� 

0��-RVp�+XHUWDV��VXPLOOHU�5��/D�7HUUD]D�GHO�&DVLQR��LQ�D�WLWOH� 
6DUD�0RUHQR��IURQW�RI�KRXVH�PDQDJHU�DW�5��0HGLD�5DFLyQ��LQ�D�WLWOH� 

(VWKHU�0DQ]DQR��FKHI�5��/D�6DOJDU��LQ�D�WLWOH� 
5RVD�5LYDV��JDVWURQRP\�MRXUQDOLVW�IURP�El País and 7canibales (in a title) 

&ULVWLQD�-RORQFK��JDVWURQRP\�MRXUQDOLVW��La Vanguardia (in a title) 

3D]�,YLVRQ��JDVWURQRP\�MRXUQDOLVW�DQG�ZULWHU��LQ�D�WLWOH�

Types of brands Sectors Dichotomic variables

Private commercial (1)

Personal brand (10)

+RWHO�	�&DWHULQJ���� 
3XEOLVKLQJ����

Public service (E#1#2) 

Cultural value (E#2#1) 

$GYHUWLVLQJ�LQWHUHVW��(����� 
Intentional presence (E#4#1) 

Brand not hidden (E#5#2)

Source: prepared by the authors

,PDJH����2II�VLWH�WHVWV�RQ�0&(���3����2XWVWDQGLQJ�VKRWV

6RXUFH��VKRWV�RI�SURJUDPPH��)HUQiQGH]�DQG�7RPiV��������

7KH�PDUNHG�SUHVHQFH�RI� SULYDWH� EUDQGV� LV� IUHTXHQW� WKURXJKRXW� WKH�ZKROH� FRUSXV� DQDO\VHG�� 9DULRXV�
H[DPSOHV�RI�WKLV�DUH�JLYHQ�LQ�WKH�ÀUVW�VHULHV��,Q�WKH�RII�VLWH�WHVW�RQ�0&(���3��WKUHH�SULYDWH�EUDQGV�VWDQG�RXW�
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IURP�WKH�KRWHO�DQG�FDWHULQJ�WUDGH��7KH�:HVWLQ�3DODFH��+RWHO�+HVSHULD�DQG�WKH�5LW]��WKUHH�OX[XU\�KRWHOV�LQ�
0DGULG��7KHUH�DUH�SOHQW\�RI�VKRWV�ZKLFK�KLJKOLJKW�WKH�DWWUDFWLYHQHVV�RI�WKH�SUHPLVHV��VHH�LPDJH����ORZHU�
URZ��� LQ�ZKLFK�WKHLU� ORJRW\SHV�DUH�FOHDUO\�YLVLEOH�DV�DUH�WLWOHV�DGGHG�LQ�SRVWSURGXFWLRQ�ZLWK�WKH�EUDQG�
QDPH��VHH�LPDJH����XSSHU�URZ���

,PDJH����2II�VLWH�WHVWV�RQ�0&(���3���2XWVWDQGLQJ�VKRWV

6RXUFH��VKRWV�RI�SURJUDPPH��(VFRULDO�DQG�6DQ]��������

�������2II�VLWH�WHVWV�MXVW�ZLWK�SXEOLF�EUDQGV

7DNLQJ�WKH�DQDO\VHG�FRUSXV�DV�D�UHIHUHQFH��WKH�RII�VLWH�WHVWV�ZKLFK�MXVW�VKRZ�SXEOLF�EUDQGV�DUH�WKH�OHDVW�
SOHQWLIXO�LQ�0&(��8QOLNH�WKH�RWKHU�RQHV��LQ�WKHVH�WHVWV�WKHUH�LV�QR�SHUFHSWLRQ�WKDW�WKH�EUDQGV�VKRZQ�KDYH�
FRPPHUFLDO�YDOXH��7KLV�GRHV�QRW�PHDQ�VXFK�EUDQGV�KDYH�DQ�LQWHUHVW�LQ�SURPRWLQJ�WKHPVHOYHV�IURP�WKH�
SHUVSHFWLYH�RI�ZKDW�ZH�XQGHUVWDQG�DV�LQVWLWXWLRQDO�FRPPXQLFDWLRQ�RU�DGYHUWLVLQJ��([DPSOHV�RI�WKLV�FDQ�
EH�VHHQ�RQ�SURJUDPPHV�0&(���3��DQG�0&(���3��

In the former the armed forces stand out as an institution. In order to display their capabilities, the test 

EHJLQV�ZLWK�D�GUDPDWLVHG�UHFUHDWLRQ�RI�D�NLGQDSSLQJ��7KLV�LV�DQ�H[DPSOH�RI�PHUJLQJ�ÀFWLRQ�DQG�D�EUDQG�
ZKLFK�W\SLÀHV�WKH�EUDQGHG�FRQWHQW�IRUPDW.�'XULQJ�WKH�WHVW��WKHUH�DUH�SOHQW\�RI�UHIHUHQFHV�WR�VDFULÀFH�
and the humanitarian work this institution carries out. The role of women in the armed forces is also 

PHQWLRQHG��VWUHVVLQJ�WKHLU�HTXDOLW\��$W�WKLV�SRLQW��ZH�PXVW�UHPHPEHU�WKDW�IRVWHULQJ�JHQGHU�HTXDOLW\�LV�RQH�
RI�WKH�UHVSRQVLELOLWLHV�&RUSRUDWLRQ�579(�KDV��DV�LV�UHLQIRUFLQJ�WKH�6SDQLVK�QDWLRQDO�LGHQWLW\�DQG�VXSSRUWLQJ�
its institutions.

7DEOH�����2II�VLWH� WHVWV�RQ�0&(���3���%DWFK�RI�EUDQGV�%ULJDGD�$UDJyQ� ,�	�(MpUFLWR�GH�7LHUUD��$UDJyQ� ,�
%ULJDGH�	�WKH�$UP\�

%UDQGV�FLWHG�LQ�
$FNQRZOHGJPHQWV %UDQGV�RQ�VFUHHQ�GXULQJ�WKH�WHVW

The Army 

%ULJDGD�$UDJyQ�, 
Automobile forces from the Army

%ULJDGD�$UDJyQ�,��PHQWLRQ� 
The Army (mention) 

0HPEHUV�RI�%ULJDGD�$UDJyQ�,��WLWOH�

Types of brands Sectors Dichotomic variables

Public and institutional (3) 2WKHUV��GHIHQFH�����

Public service (E#1#1) 

Cultural value (E#2#2) 

$GYHUWLVLQJ�LQWHUHVW��(����� 
Intentional presence (E#4#1) 

Brand not hidden (E#5#2)

Source: prepared by the authors
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,PDJH����2II�VLWH�WHVWV�RQ�0&(���3���2XWVWDQGLQJ�VKRWV

6RXUFH��VKRW�RI�SURJUDPPH��)HUQiQGH]�DQG�7RPiV��������

6LPLODU�FDVHV�RI�EUDQGHG�FRQWHQW�ZHUH�REVHUYHG�LQ�RWKHU�VHULHV��DV�VHHQ� LQ�WKH�RII�VLWH�WHVW�RQ�0&(���
3��� 7KLV� WLPH�� WKH� VSRUWV� VHFWRU� LV� VXSSRUWHG� IURP�DQ� LQVWLWXWLRQDO�DSSURDFK� IURP� WKH�&HQWUH� IRU�+LJK�
3HUIRUPDQFH�IURP�WKH�+LJKHU�&RXQFLO�RI�6SRUWV��VHH�LPDJH������7KH�SUHPLVHV�DUH�VKRZQ�DQG�WKH�IXQFWLRQ�
WKHVH�NLQGV�RI�FHQWUHV�KDYH� LV�H[SODLQHG��$OVR�� WKH�FDSDFLW\�RI� WKRVH�SUHSDULQJ� IRU�DQ�HOLWH� VSRUW� IRU�
RYHUFRPLQJ�REVWDFOHV�LV�DOVR�SUDLVHG��6SDQLVK�VSRUW��LQ�WXUQ�DQG�JHQHUDOO\�VSHDNLQJ��LV�SURPRWHG�DV�ZHOO�
as the position it has in the international arena. In this respect, it is understood that there is a contribution 

to public service.

,PDJH�����2II�VLWH�WHVWV�RQ�0&(���3���2XWVWDQGLQJ�VKRWV

6RXUFH��VKRWV�RI�SURJUDPPH��)HUQiQGH]�DQG�6DJDVWL��������

�����$GYHUWLVLQJ�FRQWUDFWV

'XH�WR�WKH�GRFXPHQWDU\�UHVHDUFK�FDUULHG�RXW��WKHUH�LV�HYLGHQFH�WKDW�WKHUH�DUH�DGYHUWLVLQJ�FRQWUDFWV�
ZLWK�0&(�� 7KH� DZDUGV�PHQWLRQHG� DUH� DYDLODEOH� RQ� WKH� &RQWUDFWLQJ� SODWIRUP� IRU� WKH� 3XEOLF� 6HFWRU�
from the Treasury from the Government of Spain [13]. It should be stressed that as this is the source, only 

HYLGHQFH�UHODWHG�WR�SXEOLF�FRPSDQLHV�RU�LQVWLWXWLRQV�KDV�EHHQ�IRXQG��+RZHYHU��VHHLQJ�WKDW�WKHUH�DUH�
DOVR�RII�VLWH�WHVWV�LQ�ZKLFK�SULYDWH�EUDQGV�DUH�SURPRWHG��WKHUH�DUH�VLJQV�WKDW�WKH�modus operandi could 

be the same with them. 

,Q� WDEOH����D�VXPPDU\�RI� WKH�FRQWUDFWV� UHODWHG�WR�0&(���DQG�RWKHU� VHULHV�KDYH�EHHQ� LQFOXGHG��7KH�
WHUPV�RQ�WKH�WDEOH�KDYH� OLWHUDOO\�EHHQ�WDNHQ�IURP�WKH�RULJLQDO�GRFXPHQWV��1RWH�WKDW� LQ�WKH�´REMHFWµ��
´FODVVLÀFDWLRQµ�DQG�́ DPRXQWµ�FROXPQV�WKH�DGYHUWLVLQJ�QDWXUH�RI�WKHVH�SDLG�DFWLRQV�LV�LQGLFDWHG�H[SOLFLWO\��

1RWH�WKDW�WKH�ÀUVW�WZR�FDVHV�FRUUHVSRQGHG�WR�WKH�RII�VLWH�WHVWV�RQ�0&(���3��DQG�0&(���3����DQDO\VHG�
previously. It is now seen that the presentations which advertise the beauty of Baiona and Toledo do 

QRW�IDOO�ZLWKLQ�WKH�FRPPLWPHQW�579(�KDV�LQ�SURPRWLQJ�WKH�ZKROH�RI�6SDLQ��,Q�IDFW��WKH\�FRUUHVSRQG�WR�
LQVWLWXWLRQDO�DGYHUWLVLQJ�FDPSDLJQV�LQ�ZKLFK�WKH�SXEOLF�HQWLWLHV�LQYROYHG�SD\�D�IHH�IRU�WKLV��



225

7DEOH�����,QVWLWXWLRQDO�DGYHUWLVLQJ�FRQWUDFWV�SDLG�LQ�0&(

3URJ� &RQWUDFWHU 3XUSRVH &ODVLÀF� Amount File No 'DWH

0&(���
P2

Chairperson 

of 

Pontevedra 

Provincial 

Council

µ$GYHUWLVLQJ�
sponsorship for 

the television 

SURJUDPPH�
MasterChef-
3URJUDPPH�
��6HULHV��µ

$GYHUWLVLQJ�
services

½������
2018 

001926
����������

0&(���
P13

General 

Directorate 

of Tourism, 

Trade and 

Crafts from 

the Castilla-

/D�0DQFKD�
5HJLRQDO�

Government

µ6SRQVRUVKLS�
6th edition, 

SURJUDPPH�
no13 MasterChef 

Toledo Claim, as a 

WRXULVP�FDPSDLJQ�
IRU�&DVWLOOD�/D�
0DQFKDµ

This data does 

not appear.
½�����

����� 
006732

����������

0&(���
P1

Institute of 

$JUDULDQ�
7HFKQRORJ\�
of Castile 

DQG�/HyQ

µ,QFOXVLRQ�LQ�
0*�’Tierra de 
Sabor�/DQG�RI�

WDVWH�· GXULQJ�WKH�
RII�VLWH�VKRRWLQJ�
IRU�SURJUDPPH�
MasterChef 7 

which will be held 

on 16th and 17th 

of January 2019 

DW�WKH�0RQDVWHU\�
of San Pedro 

de Cardeña in 

Castrillo del Val 

�%XUJRV�µ

$GYHUWLVLQJ�
services

½������
%����� 
001306

����������

0&(���
P2

Chairperson 

of Castellón 

Provincial 

Council

µ6SRQVRUVKLS�RI�
an off-site test of 

MasterChef 7 in 

the province of 

&DVWHOOyQµ

Tv production 

services
½������

��� 
2019

����������

0&(���
P10

Institute of 

$JULFXOWXUDO�
7HFKQRORJ\�
of Castile 

DQG�/HyQ

µ,QFOXVLRQ�RI�
products from 

=DPRUD�LQ�0*�
’Tierra de Sabor’ 
ZKLOH�VKRRWLQJ�
off-site on the 

SURJUDPPH�
MasterChef 7 

(GLWLRQ�6HULHV��
which will be held 

RQ���WK�RI�0DUFK�
�����LQ�=DPRUDµ

$GYHUWLVLQJ�
FDPSDLJQV�

services

½������
%����� 
001584

����������

0&(���
P3

0XUFLD�
5HJLRQDO�

Government

µ6HUYLFHV�IRU�
VKRRWLQJ�WKH�
SURJUDPPH�

MasterChef in 

0XUFLDµ

Services 

for cultural 

and sports 

GLVVHPLQDWLRQ��
radio and 

WY��WY��WY�
production

½������
)������ 

2727
����������
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0&(���
P4

Institute of 

$JULFXOWXUDO�
7HFKQRORJ\�
of Castile 

DQG�/HyQ

µ3ODFHPHQWV�LQ�
0�*��Tierra de 

Sabor GXULQJ�RII�
VLWH�VKRRWLQJ�IRU�
WKH�SURJUDPPH�

’MasterChef 
Anonymous 

Edition, Series 

�·��UHFRUGHG�RQ�
10th of February 

in the San Isidro 

�/HyQ��VNL�VWDWLRQ�
LQFOXGLQJ�LWV�
subsequent 

edition and 

EURDGFDVW�RQ�79(µ

$GYHUWLVLQJ�
FDPSDLJQV�

services

½������
%����� 
001537

����������

6RXUFH��SURGXFHG�E\�WKH�DXWKRU�IURP�WKH�&RQWUDFWLQJ�3ODWIRUP�IRU�WKH�3XEOLF�6HUYLFH�

$SDUW�IURP�WKH�FDVHV�FLWHG�LQ�0&(��DW�OHDVW�DQRWKHU�WHQ�VLPLODU�WHQGHUV�ZHUH�IRXQG�IRU�SDLG�LQVWLWXWLRQDO�
communication on MasterChef Junior and MasterChef Celebrity RQ�WKH�VDPH�SODWIRUP��WKLV�VKRZV�WKDW�
WKLV�IRUPDW�LV�LQ�WKH�RUGHU�RI�WKH�GD\�RQ�0DVWHU&KHI�ZLWKLQ�WKH�FRQWH[W�RI�579(�

���'LVFXVVLRQ

%\�PHDQV�RI�WKLV�FRQWHQW�DQDO\VLV��WKH�DSSHDUDQFH�RI�EUDQGV�ZLWK�DGYHUWLVLQJ�LQWHUHVWV�RQ�0&(�LV�VXLWDEO\�
GRFXPHQWHG�DQG�GHVFULEHG��7KH�SURJUDPPH�ZDV�VKRZQ�WR�LQFOXGH�D�EURDG�QXPEHU�RI�EUDQGV��DSDUW�
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 

DSSHDU� WKDW� DUH� UHSUHVHQWHG� E\�PHDQV� RI� D� UDQJH� RI� FRPPHUFLDO� FRPPXQLFDWLRQ� IRUPDWV�� 2QFH�
DJDLQ��WKHVH�FDQQRW�EH�GHHPHG�WR�EH�ZLWKLQ�WKH�IRUPXOD�RI�FXOWXUDO�VSRQVRUVKLS�SHUPLWWHG�LQ�579(�DQG�
reveal there is a commercial purpose.

$PRQJ�RWKHU� IRUPDWV�EUDQGHG�FRQWHQW�DTXLUHV� VSHFLDO�SURWDJRQLVP��ZKLFK� LQFRUSRUDWHV� WKH�EUDQGV�
LQWR� WKH� QDUUDWLYH� RI� WKH�SURJUDPPH�� 7KLV�PDNHV� LW� GLIÀFXOW� WR� WHOO� WKH� HQWHUWDLQPHQW� FRQWHQWV� DSDUW�
from those that are merely promotional. Also, cases of branded content, mainly those in the off-site 

WHVWV� LQFRUSRUDWH�FXOWXUDO� YDOXHV�DQG�RU�D�SXEOLF� VHUYLFH��ZLWKRXW� UHQRXQFLQJ� WKH�FRPPHUFLDO� YDOXH�
SURPRWLQJ�WKHVH�EUDQGV�HQWDLOV�

5HDGLQJ�WKHVH�UHVXOWV�LQ�OLJKW�RI�WKH�ODZ�KHOSV�WR�YHULI\�WKDW�WKH�SUHVHQFH�RI�EUDQGV�RQ�0&(��HVSHFLDOO\�
RQ�0&(����H[FHHGV�WKH�ÀJXUH�RI�FXOWXUDO�VSRQVRUVKLS�DQG�LQIULQJHV�WKH�/)&579(��ZLWK�WRWDO�LPSXQLW\��7KLV�
HQDEOHV�WKH�VWDUWLQJ�K\SRWKHVLV�WR�EH�YDOLGDWHG�

)XUWKHUPRUH��ZLWK�WKH�ÀQGLQJV�RI�WKH�GRFXPHQWDU\�UHVHDUFK�WKH�OLPLWV�RI�WKLV�K\SRWKHVLV�FDQ�EH�EURDGHQHG��
,W�LV�QRW�MXVW�WKDW�0&(�YLRODWHV�WKH�/)&579(��DOVR�FDVHV�ZKLFK�PD\�EH�FRQVLGHUHG�DV�H[DPSOHV�RI�FRYHUW�
DGYHUWLVLQJ�KDYH�EHHQ�LGHQWLÀHG��7KLV�LV�D�SUDFWLFH�WKDW�LV�IRUELGGHQ�E\�(XURSHDQ��'LUHFWLYH�RI�7HOHYLVLRQ�
ZLWKRXW�)URQWLHUV��DQG�6SDQLVK�ODZ��/DZ���������DQG�/*&$��

7R�PDNH� WKLV�DVVHUWLRQ�� WKH�SUHYLRXVO\�FLWHG� UHVROXWLRQ� 61&�'76$��������&579(�KDV�EHHQ� WDNHQ�DV�D�
UHIHUHQFH�� LQ� ZKLFK� WKH� &10&� ÀQHV�0&(� IRU� EURDGFDVWLQJ� FRYHUW� DGYHUWLVLQJ� IURP�*RQ]iOH]� %\DVV�
ZLQHULHV��&RPSDULQJ�HYLGHQFH�DQG�SURYHQ�IDFWV��JUHDW�VLPLODULW\�FDQ�EH�VHHQ�EHWZHHQ�WKLV�FDVH�DQG�
the vast majority of off-site tests. 

• 7KHUH�LV�D�SUHVHQWDWLRQ�RI�JRRGV�RU�VHUYLFHV�
• There is a promotional purpose.

• 7KH�SXEOLF� LV�PLVOHG� LQ� WHUPV� RI� WKH� QDWXUH�RI� WKH�SURJUDPPH� �GXH� WR� WKH� K\EULGDWLRQ�RI�
HQWHUWDLQPHQW�FRQWHQWV�DQG�SURPRWLRQDO�PHVVDJHV��

• 7KH�LQIULQJHPHQW�LV�FRQWLQXRXV�

,Q�WKH�FDVH�RI�*RQ]iOH]�%\DVV��&RUSRUDWLRQ�579(�FODLPHG�WKHUH�ZDV�QR�´business relationships or any 

RWKHU� OLQN�EHWZHHQ�&579(�DQG�*RQ]iOH]�%\DVV�ZLQHULHVµ, and, also no payment had been receivedµ�
�&10&������������&10&�UHVSRQGHG�WKDW��DOWKRXJK�WKHUH�ZDV�QR�FRPPHUFLDO�UHODWLRQVKLS��RU�RQH�FRXOG�
QRW�EH�SURYHG���WKH�LQWHQWLRQ�RI�PDNLQJ�FRYHUW�DGYHUWLVLQJ�LV�VWLOO�VHULRXV�DQG�FRQVWLWXWHV�DQ�LOOLFLW�DFWLYLW\��
DV�LQFOXGHG�LQ�DUWLFOH������RI�WKH�/*&$�

,Q�DQ\�HYHQW��LW�VKRXOG�EH�UHPHPEHUHG�WKDW��E\�PHDQV�RI�WKH�GRFXPHQWDU\�UHVHDUFK��WZR�H[DPSOHV�RI�
D�EXVLQHVV�UHODWLRQVKLS�ZLWK�WKH�LQVWLWXWLRQV�SURPRWHG�RQ�0&(���KDYH�EHHQ�LGHQWLÀHG��,W�LV�WUXH�WKDW�WKH�
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relationship was not directly established with Corporation RTVE, but, rather, with the producer, Shine 

,EHULD��1HYHUWKHOHVV��DSDUW�IURP�KDYLQJ�D�YLVDJH�RI�OHJDOLW\��WKLV�GRHV�QRW�PDNH�DQ\�GLIIHUHQFH�WR�HLWKHU�
the spirit or the essence of the matter.

7KDW�LV��WKH�ODZ�KDV�EHHQ�EURNHQ�LQ�D�WKLUG�ZD\��$V�DOUHDG\�FRPPHQWHG�RQ��WKH�/)&579(�RQO\�SHUPLWV�
DGYHUWLVLQJ�DQG�LQVWLWXWLRQDO�FRPPXQLFDWLRQ�ZKHQ�WKHUH�LV�QR�ÀQDQFLDO�EHQHÀW��DUWLFOH�������,Q�VKRUW��WKH�
VWDUWLQJ�K\SRWKHVLV�KDV�QRW�RQO\�EHHQ�YDOLGDWHG��EXW�DOVR�HQODUJHG�RQ�YHULI\LQJ�WKHUH�KDYH�EHHQ�QHZ�
YLRODWLRQV�RI�WKH�UHJXODWLRQ�

���&RQFOXVLRQV

����7ULSOH�LQIUDFWLRQ�RI�WKH�UHJXODWLRQ

7KH�FRPPHUFLDO�H[SORLWDWLRQ�RQ�WKH�SURJUDPPH�0&(�E\�PHDQV�RI�EUDQGV�ZLWK�DGYHUWLVLQJ�LQWHUHVWV�LV�DQ�
HYHU�JURZLQJ�DQG�FRQVROLGDWHG�SUDFWLFH�DQG�RQH�LW�LQWHQGV�WR�FRQWLQXH��$V�WKH�PDLQ�FRQFOXVLRQ�IURP�
the research, this practice is deemed to break the law in three senses:

• 0&(�QRW�RQO\�H[FHHGV�WKH�OHJDO�ÀJXUH�RI�FXOWXUDO�VSRQVRUVKLS�DV�VHW�RXW�LQ�WKH�/)&579(�
• LW�DOVR�PDNHV�SDLG�LQVWLWXWLRQDO�FRPPXQLFDWLRQ��ZKLFK�LV�HTXDOO\�IRUELGGHQ�E\�WKH�/)&579(
• LW�HQJDJHV�LQ�FRYHUW�DGYHUWLVLQJ��IRUELGGHQ�E\�WKH�'LUHFWLYH�RQ�7HOHYLVLRQ�ZLWKRXW�)URQWLHUV�LQ�
/DZ���������DQG�WKH�/&&$�

����+\EULG�ODQJXDJH�ZKLFK�FDXVHV�FRQIXVLRQ

$V�D�FRPPXQLFDWLYH�VWUDWHJ\��WKH�SURJUDPPH�VWULYHV�WR�KLGH�WKH�SUHVHQFH�RI�EUDQGV�E\�PHDQV�RI�K\EULG�
ODQJXDJH��ZKLFK� JLYH� ULVH� WR� FRQIXVLRQ�ZKLFK� EUHDFKHV� WKH� SULQFLSOH� RI� GLIIHUHQWLDWLQJ� FRPPHUFLDO�
PHVVDJHV�DQG�IHHGV�WKH�LOOHJDO�DFWLYLW\�RI�FRYHUW�DGYHUWLVLQJ�

:H�FDQ�FRQÀUP��LQ�WKLV�UHJDUG��VRPHWKLQJ�WKDW�6HJDUUD�6DDYHGUD�DQG�+LGDOJR�0DUt��������DQG�ÉOYDUH]�
������� ZDUQHG� DERXW�� EUDQGHG� FRQWHQW� LV� WKH� PRVW� UHSUHVHQWHG� IRUPXOD� RQ� WKLV� SURJUDPPH�� 7KLV�
SURYLGHV�D�GLIIHUHQWLDWLQJ�FKDUDFWHU��ZKLFK�JLYHV�JUHDWHU�VLJQLÀFDQFH�WR�WKH�EUDQGV�DQG�PRUH�H[SRVXUH�
time (70% of the total time with the presence of brands [14]). 

����7KH�ZKLWHZDVKLQJ�UROH�RI�FXOWXUH�DQG�SXEOLF�VHUYLFH

,W� LV� GLIÀFXOW� WR� ÀQG�DQ�RII�VLWH� WHVW� LQ�ZKLFK� VRPH� W\SH�RI� FRQWULEXWLRQ� WR�SXEOLF� VHUYLFH�RU�D�FHUWDLQ�
FRQWULEXWLRQ� WR�FXOWXUH�FDQQRW�EH�XVHG��+RZHYHU��YHLOHG�DV� WKHVH�HOHPHQWV�DUH�� WKHUH�DUH�PHVVDJHV�
ZLWK�D�FOHDU�FRPPHUFLDO�YDOXH��D�SRLQW�ZKLFK�LV�H[SUHVVO\�IRUELGGHQ�E\�WKH�W\SH�RI�FXOWXUDO�DQG�VSRUWV�
VSRQVRUVKLS�FRQWHPSODWHG�E\�WKH�/)&579(��0RUHRYHU��HVSHFLDOO\�LQ�RWKHU�VHFWLRQV�RI�WKH�SURJUDPPH��
WKHUH� DUH� SOHQW\� RI� EUDQG� DSSHDUDQFHV� ZKLFK� DOVR� KDYH� D� FRPPHUFLDO� YDOXH�� DOWKRXJK� RQ� WKHVH�
RFFDVLRQV�WKH\�DUH�QRW�XVXDOO\�UHODWHG�WR�WKH�PLVVLRQ�RI�SXEOLF�VHUYLFH�QRU�WR�SURPRWLQJ�FXOWXUH�

,I�D�JDVWURQRP\�VLPLOH�LV�SHUPLWWHG��ZH�FRXOG�VD\�WKDW�0&(�KDV�FRPH�XS�ZLWK�WKH�UHFLSH�WR�LQFOXGLQJ�MXVW�
WKH�ULJKW�DPRXQW�RI�LQJUHGLHQWV�ZKLFK�HQVXUH�IDYRXUDEOH��RU�HYHQ�NLQG��FULWLFLVP��,Q�RWKHU�ZRUGV��0&(�
(especially in its off-site tests) uses public service and culture as a safe-conduct, a door which opens it 

WR�UHGHPSWLRQ��7KLV�H[HPSWV�LW�IURP�VFUXWLQ\�E\�WKH�ODZ�DQG�HQDEOHV�LW�WR�DFW�ZLWK�PRUH�ÁH[LELOLW\��DQG�
often enjoys impunity.

����&XOWXUDO�FRQWHQWV�DQG�SXEOLF�VHUYLFH�ZKLFK�KLGH�D�QHZ�LOOHJDOLW\

$W� WKH� KHDUW� RI� WKLV�PLVVLRQ� WR� SURPRWH� FXOWXUDO� YDOXHV� DQG� SURYLGH� D� SXEOLF� VHUYLFH�� WKHUH� LV� JUHDW�
FRQWUDGLFWLRQ��7KH�WLPHV�LQ�ZKLFK�D�WRXULVW�GHVWLQDWLRQ�LV�YLVLWHG�RU�ZKHQ�WKH�EHQHÀWV�RI�ORFDO�SURGXFWV�DUH�
H[SODLQHG�LV�SUHFLVHO\�ZKDW�PD\�EH�LGHQWLÀHG�DV�FXOWXUDO�HOHPHQWV�RQ�WKH�SURJUDPPH�0&(��7KH\�DUH�
HYHQ�UHODWHG�WR�WKH�REOLJDWLRQV�579(�KDV�

7KHUHIRUH��WKHVH�DUH�WKH�HOHPHQWV�ZKLFK�SURYLGH�WKH�MXVWLÀFDWLRQ�IRU�WKH�SURJUDPPH�WR�UHFHLYH�IXQGLQJ�
by means of cultural sponsorship. However, as has been seen, some of the products and services on the 

SURJUDPPH�DUH�LQFOXGHG�DV�LQVWLWXWLRQDO�DGYHUWLVLQJ�LQ�H[FKDQJH�IRU�ÀQDQFLDO�JDLQ��DQ�DFWLYLW\�ZKLFK�LV�
D�YLRODWLRQ�RI�WKH�/)&579(�
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&RQFHSWLRQ�DQG�VWXG\�GHVLJQ �6LJQHH����VLJQHH��

Search for documents �6LJQHH��

Data collection �6LJQHH��

Analysis and critical interpretation of data �6LJQHH����VLJQHH��

Draft, format, review and approval of versions �6LJQHH����VLJQHH��
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UHVHDUFK�DJHQGD��Marketing Intelligence & Planning, 39(2), 213-233. KWWSV���GRL�RUJ�JWFF
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>��@�0DF5XU\��,����������%UDQGHG�&RQWHQW��5XSWXUH��UDSWXUH�DQG�UHÁHFWLRQV��Journal of Promotional 
Communications, 5(3), 248²259. KWWSV���ELW�O\��P5(=WS

>��@�0DUWt�3DUUHxR��-����������3URSXHVWD�GH�XQD�KHUUDPLHQWD�GH�DQiOLVLV�GH�FRQWHQLGR�SDUD�HO�
HPSOD]DPLHQWR�GH�SURGXFWR�HQ�FRQWHQLGRV�DXGLRYLVXDOHV��Pensar la Publicidad, Revista Internacional 
de Investigaciones Publicitarias, 5(2), 65²����KWWSV���GRL�RUJ�I[PFZT

>��@�0LQLVWHULR�GH�+DFLHQGD�GHO�*RELHUQR�GH�(VSDxD���������3ODWDIRUPD�GH�&RQWUDWDFLyQ�GHO�6HFWRU�
Público. KWWSV���FRQWUDWDFLRQGHOHVWDGR�HV

>��@�0XxR]��0����������/D�ÀQDQFLDFLyQ�GH�579(��4Xp�KD\�GH�SHUPDQHQWH�HQ�XQ�GHEDWH�TXH�ÁXFW~D��
Estudios sobre el Mensaje Periodístico, 21(1), 455-470. KWWSV���GRL�RUJ�JWFI

>��@�0DUNHWLQJ�'LUHFWR���������������1DYLGXO�VH�FXHOD�HQ�ODV�FRFLQDV�GH�MasterChef con una 

QRYHGRVD�HVWUDWHJLD��KWWSV���ELW�O\��'YYQG5

>��@�2MHU��7����������(O�SDSHO�GHO�JRELHUQR�FRUSRUDWLYR�HQ�OD�EXHQD�JHVWLyQ�GH�ODV�HPSUHVDV�S~EOLFDV�GH�
televisión: el caso de RTVE. Anàlisi. Quaderns de Comunicació i Cultura, 43, 59²���� 
KWWSV���ELW�O\��J.8�1&

>��@�2UWL]��0��É����������(O�QXHYR�PDUFR�OHJDO�SDUD�OD�ÀQDQFLDFLyQ�GH�OD�UDGLRWHOHYLVLyQ�S~EOLFD�HVWDWDO�
en España. Comunicación y Hombre: Revista Interdisciplinar de Ciencias de La Comunicación y 
Humanidades, 6, 257²����

>��@�5DPRV�6HUUDQR��0����������&XDQGR�OD�PDUFD�RIUHFH�HQWUHWHQLPLHQWR��DSUR[LPDFLyQ�DO�FRQFHSWR�
de advertainment. Questiones Publicitarias, 1��������²����

>��@�5RGUtJXH]��&��������������� ’MasterChef’, 25 años de la cocina como competición televisiva. La 
Voz de Galicia. KWWSV���ELW�O\��M[6=*5

>��@�5RQ��5���ÉOYDUH]��$��\�1~xH]��3����������%DMR�OD�LQÁXHQFLD�GHO�‘branded content’. ESIC.

>��@�6HJDUUD�6DDYHGUD��-��H�+LGDOJR�0DUt��7����������(O�UHVFDWH�GH�OD�WHOHYLVLyQ�S~EOLFD�HVWDWDO��
3DWURFLQLR�FXOWXUDO�\�EUDQGHG�FRQWHQW�FRPR�IXHQWHV�GH�ÀQDQFLDFLyQ�GH�FRQWHQLGR�WHOHYLVLYR�HQ�79(��
(Q�0��)UDQFpV�'RPqQHF��-��*DYDOGj�5RFD��*��/ORUFD�$EDG�\���3HULV�%ODQHV��&RRUGV����La televisión de 
la crisis ante el abismo digital (pp. 433-458). Valencia: Gedisa. KWWSV���ELW�O\��<�5�3=

>��@�7HUiQ��%����������������MasterChef��OD�SXEOLFLGDG�UHJUHVy�D�79(��VLQ�GDUQRV�FXHQWD�� La 
Información. KWWSV���ELW�O\��<�Z+�5

>��@�0DUZLFN��$����������579(�KD�LQJUHVDGR�FDVL����PLOORQHV�GH�HXURV�HQ�·DQXQFLRV· desde que no 

emite publicidad. (O�&RQÀGHQFLDO. KWWSV���ELW�O\��V<<[[�

Notes 

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

���6KLQH�,EHULD�EHORQJV�WR�7KH�%DQLMD\�*URXS��D�ODUJH�&KLQHVH�PXOWLQDWLRQDO�LQ�WKH�DXGLRYLVXDO�SURGXFWLRQ�VHFWRU�

���2Q�WKH�GDWH�WKLV�DUWLFOH�ZDV�GUDIWHG�0&(�KDV�KDG�QLQH�VHULHV�GHYHORSHG�LQ�FRQVHFXWLYH�\HDUV��7KH�RWKHU�YHUVLRQV�RI�
WKH�SURJUDPPH�ZKLFK�DUH�DOVR�FDUULHG�RXW�LQ�6SDLQ��MasterChef Junior and MasterChef Celebrity��WRJHWKHU�KDYH�KDG�
HLJKW�DQG�ÀYH�VHULHV�UHVSHFWLYHO\�

���5HVWDXUDQW�RSHQHG�WR�WKH�SXEOLF�LQ�0DGULG��&DOOH�9HOi]TXH]�������

���)URP�KHUH�RQZDUGV�WKH�IROORZLQJ�FULWHULD�ZLOO�EH�IROORZHG�IRU�DEEUHYLDWLQJ�VHULHV�DQG�SURJUDPPHV��)RU�H[DPSOH��LQ�
WKH�ÀUVW�VHULHV��SURJUDPPH���LV�LGHQWLÀHG�DV�0&(���3��

6. Venenciar is an activity in which a venencia is used. A venencia�LV�DQ�LPSOHPHQW�IRU�H[WUDFWLQJ�VDPSOHV�RI�VKHUU\�
IURP�DJLQJ�EDUUHOV�

���,Q�WKH�VHFRQG�VHPHVWHU�RI�������DOO�WKH�0&(�VHULHV��MasterChef Junior and MasterChef Celebrity prior to 2020 were 

WDNHQ�RII�579(�3OD\��WKH�RQOLQH�SODWIRUP�IRU�WKH�SXEOLF�PHGLD��2Q�HQTXLULQJ�DW�WKH�579(�2IÀFH�IRU�WKH�6SHFWDWRU�5LJKWV�
DV�WR�WKH�UHDVRQ�ZK\��WKH�UHVSRQVH�JLYHQ�ZDV�WKDW�WKLV�ZDV�GXH�WR�D�PDWWHU�RI�EURDGFDVWLQJ�ULJKWV��DFFRUGLQJ�WR�ZKLFK�
only the last series could be provided.

���6HH�WKDW�WKH�UHVHDUFK�IRFXVHV�RQ�0&(��7KDW�LV��WKH�YHUVLRQ�ZLWK�DQQR\PRXV�DGXOW�FRQWHQGHUV��QRW�FKLOG�FRQWHQGHUV�
(MasterChef Junior), nor famous ones (MasterChef Celebrity).
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���,Q�FDVHV�RI�EUDQGHG�FRQWHQW��PHDVXULQJ�WKH�WLPH�LW�LV�H[KLELWHG�KDV�EHHQ�PDGH�E\�UHFRUGLQJ�WKH�H[DFW�WLPH�LW�VWDUWV�
�ZKHQ�WKH�EUDQG�ÀUVW�DSSHDUV��DQG�DGGLQJ�WKH�GXUDWLRQ�RI�WKH�VKRWV�LQ�ZKLFK�WKH�SUHVHQFH�RI�WKH�EUDQG�LV�VLJQLÀFDQW��

����7KH�VXSHUPDUNHW�(O�&RUWH� ,QJOpV�DQG�WKH�HOHFWURGRPHVWLFV�FRPSDQ\�%RVFK�DUH�WZR�FXOWXUDO� VSRQVRUV�ZKLFK�DUH�
PDLQWDLQHG�WKURXJKRXW�DOO�WKH�VHULHV��6SHFLÀFDOO\��0&(���ZDV�DOVR�VSRQVRUHG�E\�WKH�%XUJR�GH�$ULDV�FKHHVH�EUDQG�

11. The network of Paradores�LQ�6SDLQ�LV�D�JURXS�RI�KRWHOV�IURP�WKH�SXEOLF�VHFWRU��,W�DURVH�IURP�DQ�LQLWLDWLYH�LQ������DLPHG�
DW�ERRVWLQJ�WRXULVP�LQ�WKH�FRXQWU\��Paradores�DUH�ORFDWHG�LQ�DUHDV�RI�H[FHSWLRQDO�EHDXW\�DQG�DUH�RXWVWDQGLQJ�IRU�WKHLU�
architectural merits.

����,Q�WKH�VXPPHU�RI������D�ORFDOLW\�LQ�WKH�6SDQLVK�UHJLRQ�RI�*DOLFLD�ZDV�GHYDVWDWHG�E\�IRUHVW�ÀUHV�� ,Q�WKLV�HGLWLRQ�RI�
0DVWHUFKHI�WKHUH�LV�D�WULEXWH�WR�DOO�WKRVH�ZKR�YROXQWHHUHG�WKHLU�KHOS�WR�WKH�YLFWLPV�RI�WKHVH�ÀUHV�

����KWWSV���FRQWUDWDFLRQGHOHVWDGR�HV

����$YHUDJH�UHVXOW�FRQVLGHULQJ�WKH����0&(���SURJUDPPHV�
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'U��0DUWD�'(�0,*8(/�=$025$
8QLYHUVLGDG�5H\�-XDQ�&DUORV��6SDLQ��PDUWD�GHPLJXHO#XUMF�HV��KWWSV���RUFLG�RUJ��������������������

'U��(OHQD�%25$8�%2,5$
8QLYHUVLGDG�$QWRQLR�GH�1HEULMD��6SDLQ��HERUDX#QHEULMD�HV��KWWSV���RUFLG�RUJ��������������������

'U��0DUtD�$%(//É1�+(51É1'(=
8QLYHUVLGDG�,QWHUQDFLRQDO�GH�/D�5LRMD��6SDLQ��PDULD�DEHOODQ#XQLU�QHW�PDULD�DEHOODQ�#XP�HV

7KH�FDVH�RI�%%9$�$SUHQGHPRV�MXQWRV�DV�D�EUDQG�VWRU\�PRGHO

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

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

Resumen
La Publicidad se halla en un proceso de 
UHGHÀ�QLFLyQ� FRQWLQXR� HQ� VXV� IRUPDV� GH�
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 
GH� ODV� GLPHQVLRQHV� HVSHFtÀ�FDV� GHO� %UDQGHG�
Content a partir de la propuesta y validación 
de un modelo de análisis narrativo adaptado y 
DSOLFDGR�D�OD�SODQLÀ�FDFLyQ�\�FUHDFLyQ�GHO�UHODWR�
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 
\�� À�QDOPHQWH��XQ�YHUGDGHUR�HQJDJHPHQW�FRQ�
la marca.

Palabras clave
Branded content; Brand Story; narrativa 
SXEOLFLWDULD�� SODQLÀ�FDFLyQ� HVWUDWpJLFD�
publicitaria; creatividad.

$EVWUDFW
$GYHUWLVLQJ�LV�XQGHUJRLQJ�D�SURFHVV�RI�FRQWLQXRXV�
UHGHÀ�QLWLRQ� LQ� LWV� IRUPV� RI� FRPPXQLFDWLRQ�� 7KH�
VR�FDOOHG�GLJLWDO�SDUDGLJP�VKLIW��WKH�WUDQVPHGLD�
UHYROXWLRQ�� WKH� ELJ� GDWD� RU� WKH� FRQVXPHU�
prosumer transformation are some aspects 

WKDW� FRPPXQLFDWLRQ� LQ� DGYHUWLVLQJ� LV� FXUUHQWO\�
IDFLQJ��'XH�WR�WKH�LQFUHDVLQJO\�EURDG�FKDQQHOV�
DQG� SURJUHVVLYHO\� PRUH� FRPSOH[� LQWHUDFWLRQ�
SURFHVVHV� ZLWK� WKHLU� DXGLHQFHV�� VSHFLÀ�F�
SRVLWLRQLQJ� DQG� GLIIHUHQWLDWLRQ� DFWV� GHPDQG�
articulation from what we call branded content. 

7KLV�WH[W�H[SORUHV�RQH�RI�WKH�VSHFLÀ�F�GLPHQVLRQV�
of branded content, based on the proposal 

and validation of a narrative analysis model 

DGDSWHG� DQG� DSSOLHG� WR� WKH� SODQQLQJ� DQG�
FUHDWLRQ�RI�WKH�DGYHUWLVLQJ�VWRU\�RU�EUDQG�VWRU\��
IRFXVLQJ� RQ� WKH� FDVH� VWXG\� RI� $SUHQGHPRV�
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 

FDPSDLJQ�� 7KH� UHVXOWV� LQGLFDWH� WKH� QHHG� WR�
create quality content based on the utility and 

VRFLDO�YDOXHV�RXU�HQYLURQPHQW�GHPDQGV��DORQJ�
ZLWK�WKH�LPSRUWDQFH�RI�FUHDWLQJ�´UHDOµ�OLQNV�ZLWK�
the public so as to achieve interaction with 

WKHP� DQG�� XOWLPDWHO\�� WUXH� HQJDJHPHQW� ZLWK�
the brand.

.H\ZRUGV
%UDQGHG� FRQWHQW�� %UDQG� 6WRU\�� DGYHUWLVLQJ�
QDUUDWLYH��VWUDWHJLF�SODQQLQJ��FUHDWLYLW\

'H�0LJXHO�=DPRUD��0���%RUDX�%RLUD��(���\�$EHOOiQ�+HUQiQGH]��0����������%UDQG�6WRU\��(O�FDVR�$SUHQGHPRV�MXQWRV�GH�%%9$�FRPR�PRGHOR�
de relato de marca. Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 233-249. 

KWWSV���ZZZ�GRL�RUJ����������0('&20�������
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���,QWURGXFWLRQ

7KH�QDUUDWLYH�RUGHUV�DQG� VWUXFWXUHV� VWRULHV��DV�GRHV� WKH� VWXG\�RI�QDUUDWLYHV�� LW�PDNHV�HYHQWV�SODXVLEOH�
�ZKHWKHU�UHDO�RU�ÀFWLWLRXV��DQG�SUHVHQWV�D�SHUVSHFWLYH�DERXW�ZKDW�KDSSHQHG��7KH�DXWKRU�FKRRVHV�WKH�
HYHQWV��VWRU\·V�IRFXV��DQG�RUGHU�RI�WKH�HYHQWV��ZKLFK�FUHDWHV�DQ�DFFRXQW�ZLWK�LQWHQWLRQV��(YHU\�QDUUDWLYH�
KDV�D�FRPPXQLFDWLRQ�JRDO�DQG� WKHUHIRUH� IXOÀOOV� D� VWUDWHJLF� IXQFWLRQ��ZKLFK�FDQ�DOVR�EH�DSSOLHG� WR�
brand communications. 

7KH�OHJLWLPDF\�RI�RUJDQL]DWLRQV�GHSHQGV�PDLQO\�RQ�WKH�DELOLW\�WR�FRQVWUXFW�DQG�FRPPXQLFDWH�D�UHOHYDQW��
FRKHUHQW�� DQG� FRQVLVWHQW� QDUUDWLYH�� FRQYLQFLQJ� VWDNHKROGHUV� WR� UHFRJQL]H� WKH� RUJDQL]DWLRQ·V� YDOXH�
�6XFKPDQ��������3DWULRWWD��*RQG�\�6FKXOW]��������(WWHU��&ROOHRQL��,OOLD��0HJJLRULQ�DQG�'·(XJHQLR���������
7KHUHIRUH��WKH�DGYHUWLVLQJ�LQGXVWU\�XVHV�WKH�QDUUDWLYH�WR�FUHDWH�FRQWHQW�DQG�GLVVHPLQDWLRQ�IRUPXODV�WR�
UHDFK�WKH�KHDUWV�RI�FRQVXPHUV��PDNLQJ�WKH�FRQFHSW�RI�%UDQGHG�FRQWHQW�GHFLVLYH�IRU�FRPPXQLFDWLQJ�
ZHOO� VWUDWHJLFDOO\� �$VPXVVHQ� HW� DO��� ������� 7KH� QDUUDWLYH� VWUXFWXUHV� GHÀQH� REMHFWLYHV� DQG� HQJDJH�
DXGLHQFHV� VR� WKDW� WKH\�DUH�QR� ORQJHU�PHUHO\�D�PHVVDJH� LQ� XQLWDU\�DGV�EXW� WKH�HSLFHQWHU� RI�EUDQG�
FRPPXQLFDWLRQ�PDQDJHPHQW�� 7KLV� OHDS��XQIRXQGHG�E\� WKH�SHUVXDVLYH�YDOXH�RI� WKH�QDUUDWLYH��RIIHUV�
QHZ�FUHDWLYH�SDUDGLJPV�WR�DGYHUWLVLQJ�DQG�FRUSRUDWH�FRPPXQLFDWLRQ��

$V� 2OOp� DQG� 5LX� SRLQW� RXW�� ´D� JRRG� EUDQG� LV� D� ZHOO�WROG� FRPPHUFLDO� VWRU\µ� ������� ����� 7KHUHIRUH�� LW�
LV� SODXVLEOH� WR�XVH�QDUUDWLYH�DV�D�FUHDWLYH�DQG� UHVHDUFK� WRRO� LQ�DGYHUWLVLQJ�� ,Q� WKLV� FRQWH[W��ZH�KDYH�
HVWDEOLVKHG�WKH�WHUP�´EUDQG�VWRU\�µ�ZKLFK�LGHQWLÀHV�WKH�RUJDQL]DWLRQ�DQG�HPEUDFHV�FRUSRUDWH�YDOXHV�
DQG�FRQVXPHU�LQWHUHVWV���'H�0LJXHO�DQG�7ROHGDQR��������

7KLV�DUWLFOH�LV�EDVHG�RQ�WKH�QRWLRQ�WKDW�QDUUDWLYHV�DUH�H[SORUHG�LQ�WKH�ÀHOG�RI�DGYHUWLVLQJ��ZKLFK�ZH�ZLOO�FDOO�
%UDQG�6WRULHV��PDNLQJ�LW�SRVVLEOH�WR�FUHDWH�PRUH�LQWHUHVWLQJ�FRQWHQW�IRU�WKH�DXGLHQFH�VLQFH�LW�IRVWHUV�PRUH�
VLJQLÀFDQW�HPRWLRQDO�WLHV��EHFDXVH�WKH�PHVVDJH�LV�DUWLFXODWHG�WKURXJK�WKH�ORJLF�RI�WKH�QDUUDWLYH��ZKLFK�
FDQ�VWUHQJWKHQ�KRZ�D�EUDQG·V�YDOXHV�RU�GHVLUHG�SURMHFWLRQV�DUH�VKRZQ�DQG�DVVLPLODWHG�

7KH� FXUUHQW� PHGLD� FRQWH[W� RIIHUV� HQGOHVV� SRVVLELOLWLHV� IRU� XVLQJ� RQOLQH� DQG� RIÁLQH� VSDFHV� WR� GHVLJQ�
FRQWHQW�ZLWK�D�VROLG��SRZHUIXO�QDUUDWLYH�WKDW�DWWUDFWV�FRQVXPHUV��PDQ\�EUDQGV�KDYH�H[SORLWHG�WKLV�E\�
LQWHJUDWLQJ� WKHLU� YDOXHV� ZLWKLQ� QDUUDWLYHV� �1~xH]�*yPH]�� 0DxDV�9LQLHJUD� DQG� 0LJXpOH]�-XDQ�� ������
/DGR�DQG�5HYXHOWD���������,W�LV�D�IDU�FU\�IURP�D�UHDOLW\�LQ�ZKLFK�DGYHUWLVLQJ�LQWHQWLRQDOLW\�LV�VKRZQ�GLUHFWO\�
and blatantly (Del Pino and Reinares, 2013).

�����1DUUDWLYH�DSSURDFK�WR�DGYHUWLVLQJ�FRPPXQLFDWLRQ

7KH�QDUUDWLYH�LV�D�WRRO�IRU�DQDO\VLV�ZLWKLQ�WKLV�UHVHDUFK�DSSURDFK��SURYLGLQJ�WZR�PDLQ�IRFXVHV��ZKDW�LW�WHOOV�
WKH�FRQWHQW�RI�WKH�PHVVDJH��WKH�VWRU\���DQG�KRZ�LW�LV�VDLG��LWV�H[SUHVVLRQ��WKH�IRUPDW���+RZHYHU��&KDWPDQ�
�������DUJXHV�WKDW�WKHVH�WZR�GLPHQVLRQV�DUH�LQVXIÀFLHQW�IRU�DQDO\]LQJ�D�PHVVDJH·V�XQGHUO\LQJ�HOHPHQWV�
DQG�SURSRVHV�GLYLGLQJ�ERWK�FDWHJRULHV�LQWR�WZR�VXEFRPSRQHQWV��VXEVWDQFH��WKH�VHQVLEOH manifestation 

RI�WKH�PHVVDJH��DQG�IRUP��WKH�ZD\�LW�LV�FRQYH\HG��DV�VKRZQ�LQ�WDEOH���

7DEOH����&KDWPDQ·V�QDUUDWLYH�FDWHJRULHV�DFFRUGLQJ�WR�WKH�QDUUDWLYH·V�VHPLRWLF�VWUXFWXUH�

([SUHVVLRQ Content

6XEVWDQFH 7KH� PHGLD� WR� WKH� H[WHQW� WKDW� WKH\�
can communicate stories.

Representations of objects and actions 

LQ� UHDO� RU� LPDJLQDU\� ZRUOGV� WKDW� FDQ� EH�
LPLWDWHG� LQ� D� QDUUDWLYH�PHGLXP�� ÀOWHUHG� E\�
WKH�DXWKRU·V�VRFLHW\·V�FRGHV�

Form

Narrative discourse (structure of 

the narrative transmission) consists 

of elements shared by narratives in 

whatever medium (enunciated).

&RPSRQHQWV� RI� WKH� QDUUDWLYH� VWRU\�� H[LVWLQJ�
events (characters and environments) and 

their connections.

 

Source: Seymour Chatman (2013: 32).

7KLV� VHPLRWLF�QDUUDWLYH� PRGHO� SURYLGHV� WKH� VWRU\·V� JHQHUDO� VWUXFWXUH� WR� DSSO\� LW� WR� WKH� EUDQG� VWRU\��
UHJDUGOHVV�RI�LWV�IRUPDW��,W�LV�D�PHDQLQJIXO�V\PEROLF�FUHDWLRQ�PDQLIHVWHG�WKURXJK�PHVVDJHV�RQ�GLIIHUHQW�
channels and codes.

7KXV�� WKH� %UDQG� 6WRU\� UHVSRQGV� WR�&KDWPDQ·V� FDWHJRULHV� DQG� YDULDEOHV� EXW� DGDSWV� WKHP� WR� LWV� RZQ�
SDUWLFXODULWLHV��,W�QHHGV�D�V\PEROLF�VWRU\�IURP�WKH�VSKHUH�RI�FRQWHQW��UHDO�RU�ÀFWLWLRXV��WKDW�FRQYH\V�WKH�
EUDQG·V�YDOXHV��DQ�LGHQWLW\�VWRU\��ZKLFK�ZH�FDOO�D�FUHDWLYH�LGHD��'XH�WR�WKH�FRQWHPSRUDU\�WUDQVPHGLD�
VFHQDULR��DQ�DSSURDFK�DQG�IRUPDW�DUH�QHFHVVDU\�IURP�WKH�ÀHOG�RI�H[SUHVVLRQ�WR�REWDLQ�JXLGHOLQHV�WR�
PDNH� WKH�RYHUDOO�PHVVDJH� WDQJLEOH��ZKLFK�ZH�FDOO� FUHDWLYH� VWUDWHJ\�� %RWK�GLPHQVLRQV�PXVW�ZRUN� LQ�
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XQLVRQ�� L�H���DOO� WKH�EUDQG·V�PHVVDJHV�PXVW�UHSUHVHQW�WKH�VWUXFWXUH�VKRZQ�LQ�ÀJXUH����UHJDUGOHVV�RI�WKH�
format or media delivery platform. 

)LJXUH����5HODWLRQDO�G]DJUDP�EHWZHHQ�&KDWPDQ·V�PRGHO� IRU�DQ\�VWRU\�DQG�WKH�RQH�SURSRVHG�IRU� WKLV�
ZRUN�RQ�WKH�EUDQG�VWRU\��

Source: created by the authors.

2Q�WKH�RQH�KDQG��WKH�VXEVWDQWLDO�DVSHFW�RI�WKLV�PRGHO�LV�FDOOHG�´UHVXOWV�µ�ZKLFK�LQFOXGHV�WKH�RSHUDWLYH�
DQG�FRQFUHWHQHVV�RI�WKH�FDPSDLJQ·V�VXEMHFW�PDWWHU��2Q�WKH�RWKHU�KDQG��WKH�IRUPDO�DVSHFW�LV�FDOOHG�
´DSSURDFKµ�VLQFH�LW�UHIHUV�WR�WKH�QHFHVVDU\�HOHPHQWV�IRU�GHVLJQLQJ�WKH�UHVXOW��7KLV�DSSURDFK�WR�EUDQG�
VWRU\WHOOLQJ��VKRZQ�LQ�WDEOH���� LV�DGDSWHG�WR�&KDWPDQ·V�QDUUDWLYH�PRGHO�IROORZLQJ�WKH�FRUSRUDWH�DQG�
DGYHUWLVLQJ�FRPPXQLFDWLRQ�DSSURDFK��%DVHG�RQ�WKLV��ZH�GHÀQH�WKH�FDWHJRULHV�RI�DQDO\VLV�DQG�YDULDEOHV�
WKDW�JXLGH�RXU�PRGHO��

7DEOH� ��� 6HPLRWLF� VWUXFWXUH� RI� WKH� %UDQG� VWRU\� EDVHG� RQ� 6H\PRXU� &KDWPDQ·V� UHSUHVHQWDWLRQ� RI� WKH�
VHPLRWLF�QDUUDWLYH�PRGHO�DSSOLHG�WR�FRUSRUDWH�DQG�DGYHUWLVLQJ�FRPPXQLFDWLRQ��

&UHDWLYH�VWUDWHJ\ Creative idea

Result
Subject matter: media and 

dissemination formats. 
Storyline: social narrative of the brand.

$SSURDFK &DPSDLJQ�IRFXV��
3ODQQLQJ��SV\FKRORJLFDO�DQG�FRPPXQLFDWLRQ�
D[LV��

Source: created by the authors.

)URP�D�QDUUDWRORJLFDO�SHUVSHFWLYH��WKH�FUHDWLYH�LGHD�LV�VHHQ�DV�D�QDUUDWLYH�XQLYHUVH�DQG�UHIHUV�WR�WKH�
VWRU\·V�FRQWHQW��$FFRUGLQJ�WR�FODVVLFDO�WKHRULHV��WKLV�LV�FRPSRVHG�RI�IRXU�HOHPHQWV��FKDUDFWHUV��DFWLRQV��
VSDFH��DQG� WLPH� �&KDWPDQ��������� WKURXJK�ZKLFK�D�FRQÁLFW�JLYHV� ULVH� WR�D�SORW�RU� VWRU\OLQH� �0F.HH��
�������:KHQ�DSSOLHG� WR�DGYHUWLVLQJ�FRPPXQLFDWLRQ�� WKLV�QDUUDWLYH� LV� WKH�GLIIHUHQWLDO� VWRU\OLQH� WKDW� WKH�
RUJDQL]DWLRQ�SRVLWLRQV�LWVHOI�ZLWKLQ�SXEOLF�RSLQLRQ��,W�VWHPV�IURP�WKH�SUHYLRXV�GHÀQLWLRQ�RI�WKH�SV\FKRORJLFDO�
DQG�FRPPXQLFDWLRQ�D[LV�DQG�LV�PDQLIHVWHG�LQ�D�IRUPDW�DFFRUGLQJ�WR�WKH�FUHDWLYH�VWUDWHJ\�

7KH�FUHDWLYH�VWUDWHJ\��ZKLFK�UHIHUV�WR�WKH�DGYHUWLVLQJ�FDPSDLJQ·V�GLVFRXUVH��GHÀQHV�KRZ�WKH�FUHDWLYH�
LGHD�ZLOO�EH�UHSUHVHQWHG�DQG�LWV�ÀQDO�H[SUHVVLRQ��7KH�VWUDWHJLF�DSSURDFK�RULHQWV�WKH�H[SUHVVLRQ�RI�WKH�
FRQWHQW��WKH�PHGLD�DQG�IRUPDWV�LQ�ZKLFK�WKH�PHVVDJH�ZLOO�EH�FRQYH\HG�

1. 2. Aprendemos juntos��PXFK�PRUH�WKDQ�D�FDPSDLJQ

The relevance of Aprendemos Juntos DV�D�FDVH�VWXG\�DQG�H[DPSOH�RI�D�%UDQG�6WRU\�LV�MXVWLÀHG�E\�WKH�
QDUUDWLYH�QDWXUH�RI�LWV�FRQWHQWV��LWV�TXDOLW\��DQG�LWV�VXFFHVV�LQ�WHUPV�RI�DGYHUWLVLQJ�DZDUGV[1]. However, it 

DOVR�VHWV�D�EHQFKPDUN�LQ�WHUPV�RI�TXDOLW\�FRQWHQW�VWUDWHJLHV��7KH�EUDQG�DVVXPHV�D�UHDOLW\��WKH�EDQNLQJ�
VHFWRU·V�UHSXWDWLRQ�FULVLV��'H�%DUUyQ���������DV�WKH\�DUH�IRUFHG�WR�UHGHÀQH�WKHLU�VWUDWHJLHV�WRZDUGV�LVVXHV�
UHODWHG�WR�HGXFDWLRQ��D�IDU�FU\�IURP�WKH�ÀQDQFH�ZRUOG�

7KH�FDPSDLJQ�REWDLQHG�����PLOOLRQ�YLHZV�DQG�D�FRPPXQLW\�RI�DOPRVW�����PLOOLRQ�SHRSOH�LQ�D�VLQJOH�\HDU��
�����ZDV�WKH�EHVW�\HDU�LQ�%%9$·V�EUDQG�SRZHU�WUDFNLQJ��PDNLQJ�LW�VWDQG�RXW�IURP�WKH�UHVW�RI�WKH�VHFWRU�
in a way that no brand had ever done before. The bank led all brand metrics and became a well-

FRQVLGHUHG�OHDGHU�DPRQJ�ERWK�FXVWRPHUV�DQG�QRQ�FXVWRPHUV��%%9$�VRXJKW�WR�EH�SHUFHLYHG�DV�D�EUDQG�
with a positive impact on society, which it achieved in 2018 with record increases of up to seventeen 

SRLQWV� �0DUNHWLQJ�1HZV���������Aprendemos Juntos KDV�EHFRPH�WKH� ODUJHVW�HGXFDWLRQDO�SODWIRUP� LQ�
6SDLQ�DQG�RQH�RI�WKH�PRVW�LPSRUWDQW�JOREDOO\��RYHUWDNLQJ�OHDGLQJ�LQVWLWXWLRQV�VXFK�DV�+DUYDUG�8QLYHUVLW\�
RU� WKH�0DVVDFKXVHWWV� ,QVWLWXWH�RI� 7HFKQRORJ\� �0,7�� LQ� WKH�QXPEHU�RI�YLHZV�� 7KLV�QHWZRUN·V�FRPPXQLW\�
UHDFKHG�RQH�DQG�D�KDOI�PLOOLRQ�SHRSOH��ZKR�KDYH�DFFHVVHG�WKH�EDQN·V�FRQWHQWV�PRUH�WKDQ�����PLOOLRQ�
WLPHV��7KLV�GDWD�UHSUHVHQWV�D�UHWXUQ�RQ�LQYHVWPHQW��52,��IRXUWHHQ�WLPHV�KLJKHU�WKDQ�WKH�LQYHVWPHQW�PDGH�
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LQ�PHGLD��0RUHRYHU��WKLV�SODWIRUP�KDV�DOUHDG\�EHHQ�LPSOHPHQWHG�LQ�RYHU�������VFKRROV�DQG�KLJK�VFKRROV�
and is used by more than 13,000 teachers (Asociación Española de Anunciantes, 2019).

7KH� VHDUFK� WR� FRQQHFW� ZLWK� DQ� DXGLHQFH� WKDW� LQFUHDVLQJO\� GHPDQGV� EUDQGV� WR� FRPPLW� WR� VRFLDO�
LPSURYHPHQW�KDV�OHG�WR�%UDQG�8WLOLW\�SURMHFWV�WR�JHQHUDWH�FRQWHQW��7ROHGDQR��6HOYD��DQG�'tD]�0DVD��������

Therefore, Aprendemos juntos KDV� EHFRPH� D� FRPPXQLFDWLYH� UHIHUHQFH� LQYROYLQJ� SUHVWLJLRXV�
SURIHVVLRQDOV�IURP�GLIIHUHQW�ÀHOGV��ZKHUH�HGXFDWLRQ�DQG�KXPDQ�QDWXUH�DUH�DW�WKH�KHDUW�RI�LW��

���0HWKRGRORJ\

,Q�WKLV�FRQWH[W��RXU�LQLWLDO�SUHPLVH�LV�WKDW�EUDQG�VWRULHV�DUH�FUHDWHG�EDVHG�RQ�WKH�FRPPXQLFDWLRQ�VWUDWHJ\�
WR�EXLOG�HIIHFWLYH�UHODWLRQVKLSV�ZLWK�VRFLHW\�DQG�SHQHWUDWH�WKH�FROOHFWLYH�LPDJLQDWLRQ��6R�KRZ�DUH�WKHVH�
EUDQG�VWRULHV�FUHDWHG"�2XU�PDLQ�REMHFWLYH� LV� WR�GHVLJQ�DQ�RSHUDWLYH�PRGHO�RI�DQDO\VLV�DQG�FUHDWLRQ�
of brand stories, based on the tried and tested narrative structures in the area of communication, 

YDOLGDWLQJ�WKHLU�HIIHFWLYHQHVV�EDVHG�RQ�WKH�FDVH�VWXG\�Aprendemos Juntos from the BBVA brand, which 

LV�DFFRUGLQJ�WR�*DUULGR�DQG�0DGULG��´WKH�ÀUVW�PDMRU�YLGHR�SODWIRUP�GHGLFDWHG�H[FOXVLYHO\�WR�WKH�ZRUOG�
RI�HGXFDWLRQ��$�SURJUDP�WKDW�HQJDJHV�VRFLHW\�DV�D�ZKROH�WR�KHOS�ÀQG�WKHLU�SDVVLRQ�DQG�GHYHORS�WKHLU�
IXOO�SRWHQWLDOµ��������������:H�VHW�RXW�WKH�IROORZLQJ�VSHFLÀF�REMHFWLYHV�EDVHG�RQ�WKLV�VWXG\�

• 7R�XQGHUVWDQG�WKH�VWUDWHJLF�DSSURDFK� LQ�WKH�Aprendemos juntos FDPSDLJQ� LQ�WHUPV�RI� LWV�
objectives

• To check the social value of the contents created by the brand

• 7R�DVFHUWDLQ�WKH�DSWLWXGH�RI�WKH�QDUUDWLYH�DV�DQ�LQWHJUDWHG�GLVFLSOLQH�IRU�WKH�DXGLHQFH�DQG�
SXEOLF�VHJPHQWDWLRQ�DQG�PHGLD�VXSSRUWV

• To verify the validity of the analysis model.

7KH�UHVHDUFK�FRQVLVWV�RI�D�QDUUDWLYH�DQDO\VLV�EDVHG�RQ�D�PRGHO��ZKLFK�ZLOO�EH�DSSOLHG�WR�D�VSHFLÀF�FDVH�
VWXG\��%%9$·V�Aprendemos juntos FDPSDLJQ��7KLV�DQDO\VLV�LV�DFFRPSDQLHG�E\�D�VHPL�VWUXFWXUHG�LQ�GHSWK�
LQWHUYLHZ�ZLWK�RQH�RI�WKH�DUFKLWHFWV�RI�WKLV�FDPSDLJQ��$QD�*yPH]�*DUFtD��+HDG�RI�%UDQG�DQG�&RQWHQW�
at BBVA. The contrast of both procedures, one focused on the communicative act and the other on its 

LGHDWLRQ��ZLOO�KHOS�GHÀQH�D�PRUH�VSHFLÀF�SURÀOH�RI�ZKDW�WKH�%UDQG�6WRU\�UHSUHVHQWV�E\�DSSURDFKLQJ�WKH�
VWRU\�LQ�WZR�ZD\V��WKURXJK�WKH�SURFHVV�DQG�WKH�UHVXOW�

�����$QDO\VLV�SURFHGXUH�DQG�GHÀQLWLRQ�RI�WKH�YDULDEOHV

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

DQG�LQYROYHV�VHPLRWLF�PHFKDQLVPV�RI�WUDQVIHUHQFH�DQG�UHVHPDQWL]DWLRQ�RI�PHDQLQJV�IURP�D�QDUUDWLYH�
SHUVSHFWLYH�� 7KHUHIRUH�� LW� LV� EDVHG� RQ� FODVVLFDO� WKHRULHV� VXFK� DV� 6DXVVXUH·V� ������� RU� *UHLPDV·� DQG�
&RXUWHV·���������DPRQJ�RWKHUV��3LQHGD��������

7KH�SURFHGXUH� LV� LPSOHPHQWHG�VHTXHQWLDOO\�E\�SKDVHV�RU�FDWHJRULHV��(DFK�RQH� LV�JLYHQ�D�QDPH�WKDW�
UHIHUV� WR� LWV� IXQFWLRQ�ZLWKLQ� WKH�EUDQG� VWRU\� �WDEOH����� 7KH�GHÀQLWLRQ�RI�YDULDEOHV�DOVR� UHTXLUHV� VSHFLÀF�
techniques to detect their values in some cases. Each element of the structure alludes to aspects of the 

DGYHUWLVLQJ�PHVVDJH�DQG�LWV�FUHDWLRQ��DV�LQGLFDWHG�EHORZ�

• 3KDVH����$QDO\VLV�RI�WKH�FUHDWLYH�VWUDWHJ\�UHVXOWV��VXEMHFW�PDWWHU�

:H�UHIHU�WR�WKH�ÀQDO�VHW�RI�FDPSDLJQ�PHVVDJHV�DV�WKH�VXEMHFW�PDWWHU��7KHVH�LWHPV�FRPSULVH�WKH�ERG\�RI�WKH�
DQDO\VLV��WKH�IRUPDO�VXEMHFW�RI�WKH�UHVHDUFK��7KH\�WDNH�RQ�GLIIHUHQW�IRUPDWV�GHSHQGLQJ�RQ�WKH�SODWIRUP·V�RU�
PHGLD·V�WHFKQLFDO�FKDUDFWHULVWLFV�DQG�FRQVXPSWLRQ�G\QDPLFV��7KLV�SKDVH�GHOLPLWV�WKH�XQLYHUVH�RI�DQDO\VLV�
DQG�WKH�VWXG\�VDPSOH��DOORZLQJ�XV�WR�PDS�WKH�PHGLD�XVHG�LQ�WKH�GLVVHPLQDWLRQ�VWUDWHJ\�

7KH�GLIIHUHQW�LWHPV�DUH�FODVVLÀHG�DFFRUGLQJ�WR�WKH�PHGLD�WHUULWRU\��E\�SODWIRUP�RU�PHGLD�LQ�ZKLFK�WKH\�
DUH�LQVHUWHG��WKH�LWHP·V�IRUPDW��DQG�WKH�W\SH�RI�FRQWHQW�

• 3KDVH����$QDO\VLV�RI�WKH�FUHDWLYH�VWUDWHJ\��DSSURDFK

:H�GHÀQH�WKH�DGYHUWLVLQJ�FDPSDLJQ·V�DSSURDFK�LQ�WKLV�SKDVH��ZKLFK�UHIHUV�WR�WKH�PRGH�RI�HQXQFLDWLRQ��
7KH� DSSURDFK� JLYHV� XQLIRUPLW\� WR� WKH� PHDQLQJ� DQG� LQWHQWLRQDOLW\� RI� FUHDWLYH� LGHDV� LQ� DGYHUWLVLQJ�
PHVVDJHV� DQG� LV� FRPPRQ� WR� DOO�� &XUWR�*RUGR�� 5H\�)XHQWHV� DQG� 6DEDWp�/ySH]� ������� UHIHUHG� WR�
HQXQLFDWLRQ�LQ�WHUPV�RI�ULJRXU��FODULW\�DQG�SUHFLVLRQ��,Q�FRQWUDVW��WKH�PRGHO�LQ�WKLV�SDSHU�UHIHUHQFHV�WKUHH�
OLQJXLVWLF�DUWLVWLF�YDULDEOHV�WKDW�DUH�GHFLVLYH�LQ�WKH�VWRU\��VXFK�DV�D�FDPSDLJQ·V�VW\OH��WRQH��DQG�DHVWKHWLF��

6W\OH�UHIHUV�WR�KRZ�WKH�EUDQG�HQXQFLDWHV�LW��OLPLWLQJ�WHUPV�RU�UHVRXUFHV��$HVWKHWLFV�GHVFULEHV�IHDWXUHV�RI�
WKH�HQYLURQPHQW��PLVH�HQ�VFHQH��FDQYDV��RU�VFUHHQ��ZKHUH�WKH�PHVVDJHV�DUH�FRQWH[WXDOL]HG��,GHQWLI\LQJ�
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WKHP�DOVR�GHOLPLWV�WKH�WDUJHW�DXGLHQFH�VLQFH�WKRVH�OLQHV�DUH�LGHQWLÀHG�YLVXDOO\��)LQDOO\��WKH�WRQH�GHVFULEHV�
WKH�HPRWLRQDO� LQWHQWLRQ�RI�WKH�FDPSDLJQ�DQG�GHWHUPLQHV�KRZ�WKH�FUHDWLYH�LGHD�ZLOO�EH�H[SUHVVHG�LQ�
WKH�ÀQDO�PHVVDJH�

• 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 

VWUXFWXUHV� WKH� FRQWHQW� RI� WKH� FRUSRUDWH�PHVVDJHV� DQG� H[SUHVVHV� WKH� G\QDPLF� WKH� EUDQG�ZDQWV� WR�
HVWDEOLVK�IRU�WKH�FRQVXPHU��7KHUHIRUH��D�QDUUDWLYH�OHDGV�WR�IRUPLQJ�D�QHZ�DWWLWXGH�RU�EHOLHI��&KDQJH�LV�
WKH�QDWXUH�RI�DQ\�QDUUDWLYH��(VFULEDQR�+HUQiQGH]���������DQG�E\�DQDO\]LQJ�ZKDW�FKDQJHV�WKH�EUDQG�
ZDQWV�WR�SURPRWH��ZH�ÀQG�PHDQLQJ�LQ�LWV�H[LVWHQFH�DQG�YDOXHV�

7KH�SORW�RI�WKH�FUHDWLYH�LGHD�ZLOO�EH�GHVFULEHG�WKURXJK�D�PLFURVWRU\��D�VKRUW�VWRU\�ZLWK�D�FRQÁLFW�WKDW�
PXVW�EH�RYHUFRPH�WKDQNV�WR�WKH�EUDQG·V�DFWLRQ�RU�KHOS�WKURXJK�WKHLU�FRUSRUDWH�YDOXHV��7KH�SORW�IROORZV�
D�EDVLF�QDUUDWLYH�V\QWDFWLF�VWUXFWXUH�DV�VHHQ�LQ�$�-�*UHLPDV·�DFWDQWLDO�PRGHO���������,Q�DGYHUWLVLQJ��WKLV�
PRGHO�DGYRFDWHV�D�VWDWHPHQW�EDVHG�RQ�DQ�LQLWLDO�VLWXDWLRQ�RI�ODFN��QHHG��RU�GHVLUH�WKDW�JLYHV�ZD\�WR�
D�ÀQDO�VDWLVIDFWRU\�VLWXDWLRQ��3LQHGD���������%HWZHHQ�WKLV� LQLWLDO�DQG�ÀQDO�VLWXDWLRQ�� WKH�EUDQG�DFWLRQ� LV�
VXEVWDQWLDO�DQG�UHSUHVHQWV�D�FKDQJH�LQ�WKH�FRQVXPHU·V�SHUFHSWLRQ��ZKLFK�WDNHV�SODFH�V\PEROLFDOO\��

7KHUHIRUH��WKH�SORW�JDLQV�YDOXH�WKURXJK�WKH�FODVVLFDO�QDUUDWLYH�VWUXFWXUH�RI�WKH�DFWDQWLDO�PRGHO��ZKLFK�LV�
DGDSWHG�WR�DGYHUWLVLQJ�FRPPXQLFDWLRQ�E\�SRVLWLRQLQJ�WKH�EUDQG�DV�D�KHOSHU�WR�WKH�VXEMHFW�WR�DFKLHYH�
LWV�REMHFW�RI�GHVLUH�DQG�RU�GHIHDW�DQ�RSSRQHQW��

• 3KDVH����$QDO\VLV�RI�DSSURDFK�WR�WKH�FUHDWLYH�LGHD��SODQQLQJ

7KLV� FDWHJRU\� LQFOXGHV�DGYHUWLVLQJ�SODQQLQJ� YDULDEOHV��$OWKRXJK� WKH\�DUH� WKH� NH\� LQ� WKH�FDPSDLJQ·V�
FUHDWLYH�SURFHVV�� WKH\�DUH�H[WUDFWHG�E\�DQDO\]LQJ� WKH�DGYHUWLVLQJ� LWHPV�� 7KHVH� YDULDEOHV�DUH� LQVLJKW��
EUDQG� WHUULWRU\�� FRQFHSW�� DQG� DUFKHW\SH�� :H� GLIIHUHQWLDWH� WZR� VWUDWHJLF� DGYHUWLVLQJ� D[HV� LQ� WKHVH�
YDULDEOHV��WKH�SV\FKRORJLFDO�D[LV��FRQVXPHU�EHKDYLRU�PRGHO��-RDQQLV���������FRPSRVHG�RI�WKH�LQVLJKW�
DQG�WKH�EUDQG�WHUULWRU\���DQG�WKH�FRPPXQLFDWLRQ�D[LV��D�GLIIHUHQWLDO�IHDWXUH�WKDW�WKH�EUDQG�LGHQWLÀHV�ZLWK�
�&DVWHOOy�0DUWtQH]���������ZKLFK�JDWKHUV�WKH�FRQFHSW�DQG�DUFKHW\SH�YDULDEOHV��8QLI\LQJ�ERWK�D[HV�OD\V�
WKH�VWUDWHJLF�IRXQGDWLRQV�IRU�WKH�FUHDWLYH�LGHD�

,Q�WKH�ZRUGV�RI�+HQUL�-RDQQLV��-RUJH�'DYLG�)HUQiQGH]�DUJXHV�WKDW�́ WKH�LGHD�RI�D�GULYLQJ�IRUFH��LV�FHQWHUHG�
QRW�RQ�WKH�SURGXFW��EXW�RQ�WKH�FRQVXPHU·V�VDWLVIDFWLRQ��WKDW�LV��RQ�VRPHWKLQJ�WKDW�KDSSHQV�LQ�WKHLU�VSLULWµ�
������������ ,Q�WKLV�VHQVH��WKH�WHUP�LQVLJKW� LV�XVHG�WR��TXDOLWDWLYHO\�DQG�PRWLYDWLRQDOO\��GHÀQH�WKH�WDUJHW�
DXGLHQFH� LQ� FRQWHPSRUDU\� DGYHUWLVLQJ� SURGXFWLRQ� �$\HVWDUiQ�� 5DQJHO�3pUH]� DQG� 6HEDVWLiQ�0RULOODV��
������&DVWHOOy�0DUWtQH]��������

&HOLD� 5DQJHO� 3pUH]� ������� JDWKHUV� VHYHUDO� PHDQLQJV� RI� LQVLJKW� WKDW� DUH� DGGUHVVHG� LQ� DJHQFLHV� E\�
SODQQHUV� RU� FUHDWLYHV� DQG� VXJJHVWV� ´WUXH� DQG� UHOHYDQW� H[SHULHQFH� IRU� WKH� FRQVXPHUµ� �S�� ������ ´D�
PL[WXUH�RI�UDWLRQDO�DQG�XQFRQVFLRXV�FRPSRQHQWV��UHDO�RU�LPDJLQDU\��H[SHULHQFHG�RU�SURMHFWHG��ZKLFK�
DUH�XVXDOO\�GHHSO\�URRWHG�LQ�WKH�FRQVXPHU·V�DIIHFWLYH�EHKDYLRUVµ��S�������RU�´D�FRQVXPHU·V�SURIRXQG�
PRWLYDWLRQ�WR�PRELOL]Hµ��S�������*LYHQ�WKHVH�SUHFHGHQWV��ZH�FKRRVH�WR�GHÀQH�WKH�DGYHUWLVLQJ� LQVLJKW�
DV�WKH�SRWHQWLDO�XVHU·V�FKDUDFWHULVWLF�IHDWXUH��7KLV�FRQVXPHU�EDGJH�FDSWXUHV�DQ�XQFRQVFLRXV�EHKDYLRU�
motivated by an emotional, rational, or intuitive impulse, upon which a story can be constructed since 

LW�OHDGV�WR�D�FRQÁLFW�

7KH� LQVLJKW� YDULDEOH� LV� TXDOLWDWLYH� DQG� GRHV� QRW� SURYLGH� GHPRJUDSKLF� GDWD� DERXW� WKH� FRQVXPHU��
7KHUHIRUH�� LW� FRPSOHPHQWV� WKH� WDUJHW� YDULDEOH��ZKLFK� LV� WKH� VXEMHFW� RI� VWXG\�� ,W� LV� DOVR� IRXQG� WKURXJK�
REVHUYDWLRQ�LQ�WKH�GLIIHUHQW�FDPSDLJQ�LWHPV�OLNH�WKH�RWKHU�YDULDEOHV�

7KH�SV\FKRORJLFDO�D[LV�LV�DOVR�FRPSRVHG�RI�WKH�VR�FDOOHG�EUDQG�WHUULWRU\�WKDW�GHOLPLWV�WKH�VSDFHV�RI�LQWHUDFWLRQ�
ZKHUH�RUJDQL]DWLRQV�ZDQW� WR�EH� IRXQG�E\� WKHLU�DXGLHQFHV�� WKH\�DUH�D�PHHWLQJ�SODFH��:H�XQGHUVWDQG�
WHUULWRULHV�DV�DUHDV�RI� NQRZOHGJH�� WRSLFV�RI�FRQYHUVDWLRQ�� WUHQGV��RU� WKH�FRQVXPHUV·� LQWHUHVWV�ZKHUH� WKH�
EUDQG�DLPV�WR�EH�FRQWH[WXDOL]HG�LQ�SXEOLF�RSLQLRQ�GXH�WR�LWV�YDOXHV��'H�0LJXHO�DQG�7ROHGDQR��������

7KH�EUDQG� LV�FRQFHUQHG�ZLWK� VWUDWHJLF�FRQFHSWV�DQG�DUFKHW\SHV� LQ� WKH�FRPPXQLFDWLRQ�F\FOH��%RWK�
IRUP� WKH�FRPPXQLFDWLRQ�D[LV��ZKLFK� UHIHUV� WR� WKH�GLIIHUHQWLDO� YDOXHV�ZLWK�ZKLFK� WKH�EUDQG� LGHQWLÀHV�
LWVHOI�DQG�WKH�VXEMHFW�RI�FRPPXQLFDWLRQ��7KH\�DUH�GHÀQHG�EDVHG�RQ�WKH�WDUJHW�DXGLHQFH·V�QHHGV�WKDW�
WKH�EUDQG�FRYHUV� LQ� WKLV�FXUUHQW�SDUDGLJP��&DVWHOOy�0DUWtQH]���������6R��ZH�XQGHUVWDQG�WKH�FRQFHSW�
DV�D�YDULDEOH�WKDW�FRPSOHPHQWV�WKH�LQVLJKW��DV�GHPRQVWUDWHG�LQ�WKH�DGYHUWLVLQJ�DFWDQWLDO�PRGHO��7KH�
VWUDWHJLF�FRQFHSW�GHQRWHV�ZKDW�WKH�EUDQG�ZDQWV�WR�FRPPXQLFDWH��WKH�LPDJH�LW�ZDQWV�WR�JHQHUDWH�WR�
WKH�FRQVXPHU��DQG�V\QWKHVL]HV�WKH�PLVVLRQ��YLVLRQ��DQG�FRUSRUDWH�YDOXHV�

2Q� WKH�RWKHU�KDQG�� WKH�DUFKHW\SH� VXJJHVWV� LGHQWLI\LQJ�D�EHKDYLRU�PRGHO�DOLJQHG�ZLWK� WKH�FRQFHSW�
DQG�V\PEROLFDOO\�GHÀQHV�WKH�EUDQG·V�SHUVRQDOLW\�DQG�FRPPXQLFDWLRQ�DFWLRQV��$Q�DUFKHW\SH�DVVRFLDWHG�
ZLWK�D�EUDQG�JLYHV�LW�D�SXUSRVH�LQ�WKH�VRFLDO�G\QDPLFV�DQG��WKHUHIRUH��FUHGLELOLW\�DQG�SODXVLELOLW\��-XQJ�
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�������HVWDEOLVKHG�D�VHULHV�RI�SHUVRQDOLW\�DUFKHW\SHV��DQG�ZH�FDQ�DOVR�ÀQG�GHVFULSWLRQV�RI�DUFKHW\SDO�
ÀJXUHV�LQ�&KULVWRSKHU�9RJOHU·V��������RU�-RVHSK�&DPSEHOO·V�ZRUNV���������+RZHYHU��WKH�DUFKHW\SHV�DUH�
HPEHGGHG�LQ�SRSXODU�FXOWXUH�DQG�FDQ�EH�IRXQG�E\�VRFLR�FXOWXUDOO\�REVHUYLQJ�WKHP��MXVW�OLNH�LQVLJKWV��:H�
ZLOO�GHÀQH�WKLV�YDULDEOH�E\�GHVFULELQJ�DQ�HOHPHQW�RU�LQVWDQFH�WKDW�SURFODLPV�VRPH�YDOXH��KDV�GHVLUHV��LV�
WKUHDWHQHG��DQG�RU�KLGHV�IHDU��7KH�EUDQG·V�SHUVRQDOLW\�DQG�YDOXHV�DUH�LGHQWLÀHG�WKURXJK�WKHVH�YDULDEOHV��
HVVHQWLDO�IRU�FRQVROLGDWLQJ�D�EUDQG�VWRU\�

7DEOH����6XPPDU\�WHPSODWH�RI�WKH�EUDQG�VWRU\�DQDO\VLV�YDULDEOHV

$GYHUWLVLQJ�
narrative 

�EUDQG�VWRU\�

Narrative 

FDWHJRULHV�RI�
DQDO\VLV

9DULDEOH�LGHQWLÀFDWLRQ�SURFHVV Variables

Creative 

VWUDWHJ\

Subject
0HGLD�PDS�RI�EURDGFDVWLQJ�
platforms

Formats acquired by the 

PHVVDJHV

Approach 0RGHV�RI�HQXQFLDWLRQ

Style

Aesthetic

Tone

Creative idea

$UJXPHQW
$GYHUWLVLQJ�DFWDQWLDO�PRGHO��VXEMHFW��
REMHFW��KHOSHU���RSSRQHQW�

Plot or microstory

3ODQQLQJ

3V\FKRORJLFDO�D[LV
7DUJHW�DQG�LQVLJKW

Territory

&RPPXQLFDWLRQ�D[LV
Concept 

Archetype

Source: created by the authors.

�����&RUSXV�RI�WKH�DQDO\VLV

$SUHQGHPRV�MXQWRV�LV�GLJLWDO�LQ�LWV�FRQFHSWLRQ��7KH�ZHE�LV�WKH�PHGLD�WHUULWRU\�WKDW�LQWHJUDWHV�DOO�FRQWHQW��
XQLÀHV�DQG�PDNHV�WKH�FUHDWLYH�LGHD�FRKHUHQW��DQG�SURYLGHV�DFFHVV�WR�RWKHU�PHGLD�RU�SODWIRUPV��:H�
FDQ�DFFHVV�DOO�WKH�FRQWHQWV�IURP�GLIIHUHQW�GLVVHPLQDWLRQ�SODWIRUPV�IURP�WKH�ZHE�SRUWDO�KRVWHG�RQ�(O�3DtV�
VHUYHUV��D�FROODERUDWLQJ�PHGLD���7KHVH�VHFWLRQV�IURP�WKH�ZHE�SDJH�DQG�WKHLU�FRQWHQWV�VKDSH�WKH�FRUSXV�
of the analysis:

• $�PL� \R� DGROHVFHQW�� HGXFDWLRQDO� WDONV� ZLWK� WHHQDJHUV� DERXW� D� VSHFLÀF� WRSLF� LQ� D� QLQH�
episode miniseries format. ,W�ZDV�DOVR�EURDGFDVW�RQ�/D���IURP�79(�

• $SUHQGH�D��HGXFDWLRQDO�PDWHULDO�IRU�WHDFKHUV�DQG�HGXFDWRUV��<RX�PXVW�UHJLVWHU�WR�DFFHVV�
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.

 ô Total: 239 video items

 ô 7RWDO�� ��� WKHPDWLF� FDWHJRULHV� �DGROHVFHQFH�� WDOHQW�� KXPDQLVP�� VXVWDLQDELOLW\��
IDPLO\� UHODWLRQVKLSV��QHXURHGXFDWLRQ�� WHDFKHUV�� WHDFKLQJ� LQQRYDWLRQ�� VFKRRO��FKHVV��
HPRWLRQV��OHDUQLQJ�GLIÀFXOWLHV��FUHDWLYLW\��FRH[LVWHQFH��UHODWLRQVKLSV��FRPPXQLFDWLRQ��
VFLHQFH��OHDUQLQJ��WHFKQRORJ\��DQG�VFUHHQV��

• 6RFLDO�QHWZRUNV��OLQNV�WR�SODWIRUPV�WR�VXSSRUW�WKH�GLVVHPLQDWLRQ�RI�WKH�FDPSDLJQ�
�����,Q�GHSWK�LQWHUYLHZ�

7KH�PDLQ�REMHFWLYH�RI�WKH�LQ�GHSWK�LQWHUYLHZ�ZLWK�WKH�%%9$·V�+HDG�RI�%UDQG�DQG�&RQWHQW��$QD�*yPH]�
*DUFtD��LV�WR�FRPSDUH�WKH�Aprendemos juntos FDPSDLJQ·V�DQDO\VLV�UHVXOWV��$V�RQH�RI�WKH�DUFKLWHFWV�RI�
WKH�EHQFKPDUN�FDPSDLJQ�LQ�WHUPV�RI�TXDOLW\�FRQWHQW�FUHDWLRQ��*yPH]�H[SODLQV�KHU�YLHZSRLQW�RQ�WKH�
FDPSDLJQ�IURP�GLIIHUHQW�SHUVSHFWLYHV�LQ�WKH�DQDO\VLV��$QD�*yPH]·V�VWDWHPHQWV�FODULI\�WKH�GLVFXVVLRQ�RQ�
the results of the analysis.
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,QWHUYLHZV�DUH�YDOXDEOH� IRU�REWDLQLQJ�SUDFWLFDO� LQIRUPDWLRQ�DQG�EHOLHIV� LQ�ZKLFK�HYDOXDWLRQ�SOD\V�DQ�
HVVHQWLDO�UROH��$ORQVR��������9DQ�'LMN���������,W�LV�VHPL�VWUXFWXUHG�ZLWK�RSHQ�HQGHG�TXHVWLRQV�IRFXVHG�RQ�
FRYHULQJ�WKH�UHVHDUFK�REMHFWLYHV�DQG�DOORZLQJ�WKH�LQWHUYLHZHH�WR�QXDQFH�KHU�UHVSRQVHV��HVSHFLDOO\�IURP�
WKH�VSKHUH�RI�LGHDWLRQ��L�H���WKH�DXWKRU·V�UROH�LQ�WKH�QDUUDWRORJLFDO�DSSURDFK��

���5HVXOWV��1DUUDWLYH�DQDO\VLV�RI�%%9$·V�Aprendemos juntos�FDPSDLJQ

%HORZ�ZH�RXWOLQH�WKH�UHVXOWV�IROORZLQJ�WKH�DQDO\VLV�DQG�WKH�YDULDEOHV�SUHYLRXVO\�VKRZQ�

�����&UHDWLYH�VWUDWHJ\

�������0HGLD�PDS�RI�GLVVHPLQDWLRQ�SODWIRUPV��IRUPDWV��DQG�W\SH�RI�FRQWHQW�

7KH� ZHE�EDVHG� IRUPDW� JDWKHUV� DOO� WKH� FDPSDLJQ� GRFXPHQWDWLRQ� DQG� LV� WKH� FHQWUDO� UHSRVLWRU\��
$SUHQGHPRV� -XQWRV·� FRUH�GLVFRXUVH�RFFXUV� LQ� WKH�GLJLWDO� HQYLURQPHQW�� DOORZLQJ� LW� WR� LQWHUUHODWH�ZLWK�
RWKHU�SODWIRUPV�DQG�KRVW�GLIIHUHQW�IRUPDWV�GXH�WR�LWV�OLTXLGLW\��,W�GHPRFUDWL]HV�DFFHVV�WR�FRQWHQW��ZKLFK�
DOLJQV�ZLWK�WKH�FRPPXQLFDWLRQ�FDPSDLJQ·V�WRQH��7KH�VXPPDU\�RI�WKLV�DQDO\VLV�LV�VKRZQ�LQ�WKH�IROORZLQJ�
table: 

7DEOH����2XWOLQH�RI�WKH�SODWIRUPV��IRUPDWV��DQG�W\SH�RI�FRQWHQW�IURP�Aprendemos juntos.

0HGLD�WHUULWRU\ Platform Formats Content

0DLQ�WHUULWRU\�

'LJLWDO�
environment.

:HE�SRUWDO�LQWHJUDWHG�
in El País (Grupo Prisa). 

Corporate channel.

Web.

,QWHJUDWHV�WH[W��LPDJHV��
video, and audio. 

Information about the project.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
and disseminators.

YouTube

Corporate channel.

Video.

Duration: 30 to 90 

minutes.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
or disseminators. 

Secondary 

territory.

'LJLWDO�
environment.

IGTV

Corporate channel.

9tGHR�

Duration: 3 to 9 

minutes. 

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
of disseminators.

)UDJPHQWV�RI�IXOO�WDONV�RQ�
YouTube. 

,QVWDJUDP

Corporate channel.

9LGHR�DQG�WH[W�

Duration: 1 minute

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
or disseminators

)UDJPHQWV�RI�WKH�FRPSOHWH�
talks hosted on YouTube.

Facebook

Corporate channel.

9LGHR�DQG�WH[W�

Duration: 3 to 9 

minutes.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
of disseminators.

)UDJPHQWV�RI�FRPSOHWH�WDONV�RQ�
YouTube.

Twitter

Corporate channel.

9LGHR�DQG�WH[W�

Duration: 3 to 9 

minutes.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
of disseminators.

)UDJPHQWV�RI�IXOO�WDONV�RQ�
YouTube.

*RRJOH�Podcast

Corporate channel.

Audio.

Duration: 30 to 90 

minutes.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
or disseminators.

Transcription of complete talks 

on Youtube. 

,YRR[

Corporate channel.

Audio.

Duration: 30 to 90 

minutes.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
or disseminators.

Transcription of complete talks 

on Youtube. 

Spotify

Corporate channel.

Audio.

Duration: 30 to 90 

minutes.

7DONV�RU�LQWHUYLHZV�ZLWK�H[SHUWV�
or disseminators.

Transcription of complete talks 

on Youtube. 
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0HGLD�WHUULWRU\ Platform Formats Content

Secondary 

territory.

Conventional 

media.

/D���IURP�79(�

0HGLD�FROODERUDWH�

Video. 

9 episode series: A mi 
yo adolescente

Duration: 

DSSUR[LPDWHO\����
minutes per episode.

0HHWLQJV�ZLWK�FHOHEULWLHV�
DQG�WHHQDJHUV�WR�WDON�DERXW�
different topics. 

Also available on YouTube. 

Source: created by the authors.

�������$SSURDFK�WR�FRPPXQLFDWLRQ��VW\OH��DHVWKHWLFV��DQG�WRQH

7KH�DSSURDFK� LV� WKH�FDPSDLJQ·V�PRGH�RI�HQXQFLDWLRQ��5HJDUGOHVV�RI� WKH� IRUPDW�RI� WKH�FRQWHQWV�RU�
LWV� EURDGFDVWLQJ� SODWIRUP�� WKH\� DUH� FRPPRQ� WR� DOO� FDPSDLJQ�PHVVDJHV� IRU� WKH� VDNH� RI� WKH� VWRU\·V�
FRKHUHQFH��9DULDEOHV�VXFK�DV�VW\OH�RI�FRPPXQLFDWLRQ��WRQH�RI�WKH�PHVVDJH��RU�WKH�FDPSDLJQ�DHVWKHWLF�
DUH� FKDUDFWHULVWLF� IHDWXUHV� RI� WKLV� JOREDO� DSSURDFK�� 7KH\� GHÀQH� WDQJLEOH� DVSHFWV� RI� WKH� EUDQG·V�
personality as shown in table 5:

7DEOH����*OREDO�FRPPXQLFDWLRQ�DSSURDFK�RI�Aprendemos juntos

6W\OH 'HÀQHV� WKH� EURDGFDVWHU·V�
mode of transmission.

Aprendemos juntos adopts an empathetic, humble, 

versatile, didactic, and approachable communication 

style.

$HVWKHWLFV 'HÀQHV� WKH� FDPSDLJQ·V�
aesthetic.

The aesthetics that permeate the media territories are 

VRPEHU��GLJLWDO��DQG�LQWLPDWH��

7RQH 'HÀQHV� WKH� ZD\� WKH�
PHVVDJH�LV�HODERUDWHG�

7KH�WRQH�RI�WKH�PHVVDJHV�LV�WHVWLPRQLDO��

$SSURDFK 'HÀQHV�KRZ�WKH�FDPSDLJQ�
is stated. 

The overall approach is educational and informative.

Source: created by the authors.

$SUHQGHPRV� MXQWRV� LV�HGXFDWLRQDO��DQ�DVSHFW�HYLGHQFHG� LQ� LWV�FODLP�� ´$Q�HGXFDWLRQDO�SURMHFW� IRU�D�
EHWWHU�OLIH�µ�$V�PHQWLRQHG�DERYH��WKHVH�YDULDEOHV�DUH�IRXQG�LQ�DOO�WKH�FRQWHQW�DQG�PDNH�WKH�FDPSDLJQ�
coherent.

3.2. Creative idea

�������$GYHUWLVLQJ�QDUUDWLYH

:H�KDYH�H[WUDFWHG�D�JOREDO�QDUUDWLYH�IURP�DOO�RI�WKH�FRQWHQW�LWHPV�E\�DQDO\]LQJ�WKHP��VXPPDUL]HG�LQ�
the table below.

7DEOD����$FWDQWLDO�QDUUDWLYH�DGYHUWLVLQJ�PRGHO�RI�Aprendemos juntos

6XEMHFW 7DUJHW�GHPRJUDSKLF

Adolescents (14-19 years old)

<RXQJ�SHRSOH��������\HDUV�ROG�

Adults (over 30)

2EMHFW 6XEMHFW·V�GHVLUH��QHHG��RU�H[SHFWDWLRQ� A better life.

2SSRQHQW
The element frustrates the subject from 

WKHLU� REMHFW� RI� GHVLUH� DQG� JHQHUDWHV�
FRQÁLFW�

8QFHUWDLQW\�DQG�LJQRUDQFH��

8QH[SHFWHG�FKDQJH��

Periods of crisis.

+HOSHU
5HSUHVHQWHG� E\� WKH� EUDQG� WKURXJK�
YDOXHV��KHOSLQJ�WKH�VXEMHFW�DFKLHYH�WKHLU�
object. 

%%9$�DFFRPSDQLHV�WKH�VXEMHFW�LQ�OHDUQLQJ�WR�
IDFH�FKDQJH��HQKDQFLQJ�WKHLU�ZHOOEHLQJ�

BBVA learns with the subject since the entity 

LV�DOVR�DIIHFWHG�E\�FKDQJH�DQG�XQFHUWDLQW\�

%%9$�LV�KXPDQL]HG��LW�KDV�WKH�VDPH�VWDWXV�DV�
the subject. 

Source: created by the authors.
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:H�GHÀQH�WKH�DUJXPHQW�WKDW�Aprendemos juntos’ creative idea supports with these variables:

$Q�LQFUHDVLQJO\�JOREDO�VRFLHW\�WKDW�KDV�EHHQ�DIIHFWHG�E\�VHYHUDO�FULVHV�LQ�UHFHQW�\HDUV�VHHNV�WR�
LPSURYH�TXDOLW\�RI�OLIH��PDLQWDLQ�ZHOOEHLQJ��DQG�IHHO�VHFXUH�LQ�WKH�IDFH�RI�SRWHQWLDO�DGYHUVLWLHV��
*LYHQ�WKH�LPSRVVLELOLW\�RI�SUHGLFWLQJ�RU�DYRLGLQJ�IXWXUH�GLVDVWHUV��%%9$�LV�FRPPLWWHG�WR�FKDQJLQJ�
DWWLWXGHV��DFFHSWLQJ�UHDOLW\��DQG�OHDUQLQJ�IURP�HDFK�VLWXDWLRQ�

�������$GYHUWLVLQJ�SODQQLQJ�

7KH�FURVV�VHFWLRQDO�DQDO\VLV�RI�WKH�DGYHUWLVLQJ�LWHPV�IURP�WKH�Aprendemos juntos FDPSDLJQ allows us to 

UHVHDUFK�WKH�VWUDWHJLF�YDULDEOHV�WKDW�GHÀQH�WKH�FUHDWLYH�LGHD�DQG�KHOS�VKDSH�WKH�VWRU\OLQH��7KLV�DQDO\VLV�
SKDVH� IRFXVHG�RQ�H[WUDFWLQJ� VWUDWHJLF�FRQVXPHU�DQG�FDPSDLJQ��DQG�FRPSDQ\�SURÀOHV� LV� VKRZQ� LQ�
Table 7 below. 

7DEOH����6WUDWHJLF�$GYHUWLVLQJ�YDULDEOHV�RI�Aprendemos juntos 

3V\FKR ORJ LFD O�
D[LV

Target and insight

7KH� WDUJHW� LV� GLYHUVLÀHG� LQWR� WKUHH�
DJH� UDQJHV�� WHHQDJHUV�� \RXQJ�
adults, and adults. 

7KH�VKDUHG� LQVLJKW� WR�DOO� WKUHH�DJH�
VHJPHQWV�DUH���

´,�DP�ZRUULHG�DERXW�P\�IXWXUH�µ

Territory of interaction Education.

&RPPXQLFDWLRQ�
D[LV

6WUDWHJLF�EUDQG�FRQFHSW �7KH�DFWLYH�DJHQW�RI�FKDQJH��

$UFKHW\SDO�ÀJXUH�WKH�EUDQG�WDNHV�RQ

Archetype: ordinary person, is a 

realist and an achiever.

Desire: to create community.

)HDUV�� UHMHFWLRQ� DQG� ORVLQJ� WKHLU�
own personality. 

Proclaims: equality 

Source: created by the authors.

���'LVFXVVLRQ

�����(GXFDWLRQ�DV�D�EUDQG�WHUULWRU\

%%9$�KDV�VXFFHHGHG�LQ�GLVWDQFLQJ�LWVHOI�IURP�HFRQRPLF�RU�ÀQDQFLDO�FRPPXQLFDWLRQ�ZLWK�Aprendemos 
juntos� E\� DGRSWLQJ� D� KXPDQ� ODQJXDJH�� 7KH� DQDO\VLV� RI� WKH� VWUDWHJLF� YDULDEOHV� WKDW� VXSSRUW� WKH�
FDPSDLJQ·V�%UDQG�6WRU\��WDEOH����VKRZV�WKDW� WKH�EUDQG� LV�SRVLWLRQHG�DV�D�VRFLDO�ERG\�VR�VHQVLWLYH�WR�
FKDQJHV� DV� DQ\� FLWL]HQ� ZLWKRXW� DOOXGLQJ� WR� WKH� SDUHQW� FRPSDQ\·V� ÀQDQFLDO� VHUYLFHV�� %DVHG� RQ� WKLV�
DUFKHW\SDO�FRQFHSWLRQ�RI�WKH�EUDQG��%%9$�PDQDJHV�WR�KXPDQL]H�LWVHOI�DQG�WDON�DERXW�ZKDW�PDWWHUV�WR�
SHRSOH��7KLV�LV�UHLQIRUFHG�E\�$QD�*yPH]�ZKHQ�VKH�VWDWHV��

:H�ZDQWHG�WR�HQJDJH�ZLWK�VRFLHW\�LQ�D�UHDO�ZD\��WR�PDNH�RXU�EUDQG�SXUSRVH�WDQJLEOH�¶WR�KHOS�
SHRSOH�UHDFK�RSSRUWXQLWLHV�LQ�WKLV�QHZ�HUD�·�ZKLFK�LV�QRW�DERXW�EDQNLQJ��,Q�WKLV�FDPSDLJQ��ZH�
WDON�DERXW�SHRSOH�OLYLQJ�EHWWHU�OLYHV�LQ�DOO�VHQVHV�DQG�RXWVLGH�RXU�FRUH�EXVLQHVV��$W�%%9$��ZH�DUH�
FRPPLWWHG�WR�HGXFDWLRQ�DV�D�WRRO�IRU�KHOSLQJ�WKRXVDQGV�RI�IDPLOLHV�WR�SURVSHU��*yPH]��������

,Q�WKH�VHDUFK�IRU�FRPPLWPHQW�DQG�SUR[LPLW\�WR�VRFLHW\��WKH�EUDQG�KDV�RSWHG�IRU�WKH�WHUULWRU\�RI�HGXFDWLRQ�
WR�EH�DQ�DFWLYH�DJHQW�LQ�FKDQJLQJ�WKH�VRFLDO�SDUDGLJP�DQG�́ SOD\V�D�UROH�WKDW�JRHV�IDU�EH\RQG�LWV�VWULFWO\�
FRPPHUFLDO�UROH��LW�WDNHV�RQ�D�VRFLDOL]LQJ�IXQFWLRQ��)HUQiQGH]��������������FKDUDFWHULVWLFV�WKDW�FRLQFLGH�
ZLWK�ZKDW�5REHUWV��������GHÀQHV�DV�D�ORYH�PDUN��%%9$�WKXV�FUHDWHV�D�JOREDO�FRPPXQLW\�RI�VXSSRUW�LQ�
ZKLFK�LW�LV�DQ�DFWLYH�DJHQW��7KLV�FUHDWHV�D�V\PEROLF�ERQG�RI�LQWLPDF\��FORVHQHVV��DQG�FRPSOLFLW\�EHWZHHQ�
the brand and the consumer that does not respond to reasons but emotions (Pawle and Cooper, 2006).

(GXFDWLRQ�LV�D�XQLYHUVDO�WHUULWRU\��DQG�DOWKRXJK�LQ�WKH�&,6�VXUYH\V��LW�LV�QRW�RQH�RI�VRFLHW\·V�PDLQ�
FRQFHUQV��ZLWK�DQ\RQH�\RX�WDON�WR��ZKHWKHU�WKH\�DUH�SDUHQWV��WHDFKHUV��LQVWLWXWLRQV��\RXQJ�SHRSOH��
HWF���HYHU\RQH�UHODWHV�HGXFDWLRQ�WR�SURJUHVV��3HRSOH�GR�FDUH�DERXW�HGXFDWLRQ��*yPH]��������

:LWKLQ�WKH�HGXFDWLRQ�IUDPHZRUN��WKH�FDPSDLJQ�GHDOV�ZLWK�VSHFLÀF�WKHPHV��VXVWDLQDELOLW\�� LQQRYDWLRQ��
UHODWLRQVKLSV�� WHFKQRORJ\�� HWF��� ZKLFK� RIIHU� D� JUHDWHU� GLYHUVLW\� RI� FRQWHQWV� DQG�� WKHUHIRUH�� EURDGHU�
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DXGLHQFHV�DQG�JUHDWHU�FUHDWLYH�SRVVLELOLWLHV��/LNHZLVH��GLYHUVLI\LQJ�DXGLHQFHV�ZLGHQV�WKH�VFRSH�RI�WKH�
contents, as shown by the media map data of content dissemination (Table 4). However, despite the 

GLVSDUDWH�DXGLHQFH�VHJPHQWV� LQ� WHUPV�RI�DJH�DQG�VRFLDO� UROH�� WKH�FDPSDLJQ�KDV�PDQDJHG�WR�XQLI\�
WKHP�XQGHU�D�VKDUHG�WUDLW��FRQFHUQ�DERXW�WKH�IXWXUH��)RU�$QD�*yPH]��WKLV�PXOWLSOLFLW\�RI�VHJPHQWV�ZDV�
D�NH\�LVVXH�IURP�WKH�EHJLQQLQJ�RI�WKH�FUHDWLRQ�RI�WKH�FDPSDLJQ��

:H�UHDFK�RXW�WR�IDPLOLHV�ZLWK�YDOXDEOH�DQG�LQVSLULQJ�FRQWHQW�WR�KHOS�WKHLU�FKLOGUHQ�ZLWK�QHZ�VNLOOV��
:H�DOVR�ZDQWHG�WR�UHDFK�VFKRROV�E\�SURYLGLQJ�IUHH��SUDFWLFDO��DQG�XQLYHUVDO�PHWKRGRORJLHV 
GHVLJQHG�H[FOXVLYHO\�E\�WKH�EHVW�H[SHUWV�WR�KHOS�DQG�WHDFK�\RXQJ�SHRSOH�WKH�QHFHVVDU\�VNLOOV�
IRU�WRPRUURZ��VXFK�DV�SXEOLF�VSHDNLQJ��HPRWLRQDO�LQWHOOLJHQFH��RU�FRQÁLFW�PDQDJHPHQW��$QG�
ÀQDOO\��ZH�UHDFK�\RXQJ�SHRSOH�EHFDXVH�ZH�QRW�RQO\�WDON�DERXW�WKHP�DQG�WKHLU�IXWXUH��EXW�ZH�
ZDQW�WKH�FDPSDLJQ�WR�EH�WKH�YR[�SRSXOL RI�WKHLU�FRQFHUQV�DQG�ZRUULHV��*yPH]��������

%%9$�KDV�UHDFKHG�WKHLU�REMHFWLYHV�WKURXJK�WKLV�LQVLJKW�DQG�WKH�UHVW�RI�WKH�VWUDWHJLF�YDULDEOHV�WKDW�KDYH�
VKDSHG�D�VROLG�FUHDWLYH�DQG�FRKHUHQW�JOREDO�PHVVDJH�´WR�JHQHUDWH�FRQYHUVDWLRQ��WKDW�SHRSOH�ZRXOG�
talk about education outside of academia, that people would care, and that they could be educated 

with Aprendemos junto’s useful and insSLULQJ�YLGHRVµ��*yPH]���������7KLV�DSSURDFK�WR�EUDQG�VWRU\WHOOLQJ�
UHOLHV�RQ�HPSKDVL]LQJ�WKH�SURGXFW·V�YDOXHV�LQVWHDG�RI�LWV�DWWULEXWHV��DV�&DVWHOOy�0DUWtQH]��������DQG�'H�
0LJXHO�DQG�7ROHGDQR��������DUJXH��,Q�RWKHU�ZRUGV��WKH�LQWHUHVW�LQ�WKH�FRPSDQ\·V�SURGXFW��DFWLYLW\��RU�
VHUYLFH�LV�DLPHG�DW�ZKDW�WKH�EUDQG�VD\V��FRPPXQLFDWHV��RU�FRQWULEXWHV�WR�VRFLHW\��L�H���ZKDW�LW�JLYHV�EDFN�
WR�FLWL]HQV��,Q�WKLV�ZD\��WKH�EUDQG�LV�VLWXDWHG�LQ�WKH�UHDOP�RI�H[SHULHQFH�LQVWHDG�RI�FRQVXPSWLRQ��DOWKRXJK�
ERWK�VSKHUHV�DUH�LQWHUWZLQHG�LQ�WKH�FXUUHQW�FDSLWDOLVW�ORJLF�

7KLV�FUHDWLYH�SURFHVV�HVWDEOLVKHV�DQ�HPRWLRQDO�FRQQHFWLRQ�ZLWK�WKH�XVHU��DOWKRXJK�HPRWLRQDOLW\�ZDV�QRW�
D�SDUW�RI�WKH�FDPSDLJQ·V�REMHFWLYHV��DV�*yPH]�DVVXUHV��´PRUH�WKDQ�HPRWLRQV��ZH�EDVHG�RXU�FRQWHQW�
RQ� LQVSLUDWLRQDO�FRQWHQW��2QFH�ZH�KDG�JURZQ�DV�D�FRPPXQLW\�DQG�QRW�HYHU\RQH�ZDV�D�SDUHQW�ZLWK�
children, our content became more inspirational and based on usefulness. We aim to connect with the 

QHHGV�RI�ZKDW�VRFLHW\�GHPDQGV��UDWKHU�WKDQ�ZLWK�HPRWLRQVµ���������7KHUHIRUH��ZH�DUJXH�WKDW�HPRWLRQV�
in brand communication result from the content transmission, or at least they are not a fundamental 

VWUDWHJLF�HOHPHQW�ZKHQ�GHYLVLQJ�WKH�FRQWHQW��

�����1DUUDWLYH�DV�DQ�DGYHUWLVLQJ�VWRU\OLQH�

7KH�SODQQLQJ�RI�Aprendemos juntos, WRJHWKHU�ZLWK�WKH�RSHUDWLRQDO�V\QHUJ\�RI�WKH�FRPPXQLFDWLRQ�DQG�
WKH�SV\FKRORJLFDO�D[LV��LV�LGHDO�IRU�FUHDWLQJ�DQ�DGYHUWLVLQJ�QDUUDWLYH�WKDW�LV�SHUVXDVLYH�LQ�D�QRQ�LQYDVLYH�
way. Narrative synthesis is essential for a referential creative framework and a universe of action in which 

WKH�EUDQG�FDQ�RSHUDWH�DFFRUGLQJ�WR�LWV�YDOXHV��,Q�WKLV�VHQVH��ZH�EHOLHYH�GHÀQLQJ�WKH�EUDQG·V�YDOXHV�DQG�
EHOLHIV�DV�D�VWUDWHJLF�YDOXH�LQ�WKH�SODQQLQJ�SKDVH�VLQFH�WKH\�DUH�FRQVLGHUHG�DQ�LQWDQJLEOH�YDOXH�IURP�
WKH�%UDQG�0DQDJHPHQW�SHUVSHFWLYH��2OOp�DQG�5LX���������)RU�LQVWDQFH��LQ�WKLV�FDVH�VWXG\��WKH�FRQWHQW�
themes are varied and represent brand values such as diversity, innovation, or creativity. However, they 

DUH�VDIHJXDUGHG�LQ�DQ�HGXFDWLRQDO�WHUULWRU\�WKDW�IRFXVHV�RQ�WKH�RYHUDOO�PHVVDJH�

2Q�WKH�RWKHU�KDQG��WKH�GLYHUVLW\�RI�WKHPHV�DQG�SXEOLF�ÀJXUHV�LQ�Aprendemos juntos’ contents are also 

XQLÀHG�LQ�D�VWRU\OLQH�WKDW�VXSSRUWV�WKH�FUHDWLYH�LGHD��VHH�WDEOH�����7KLV�VWRU\OLQH�LV�EDVHG�RQ�KHOSLQJ�DQG�
LQVSLULQJ�VRFLHW\�UHJDUGOHVV�RI�WKH�EDQNLQJ�LQVWLWXWLRQ·V�EXVLQHVV� OLQHV��UHÁHFWLQJ�%%9$·V�FRPPLWPHQW�WR�
society. 

$GYHUWLVLQJ�PXVW�UHÁHFW�WKH�EUDQG·V�YDOXHV��DQG�LI�ZH�ZDQW�WR�EH�UHOHYDQW��ZH�PXVW�SURYLGH�
WDQJLEOH�YDOXH�WR�LPSURYH�SHRSOH·V�OLYHV��7KLV�LV�ZK\�EUDQGV·�SXUSRVHV�DUH�GHÀQHG�WR�H[SUHVV�
ZKDW�WKH\�FDQ�SURYLGH�WR�FRQVXPHUV�DQG�VRFLHW\�EH\RQG�SURGXFWV�RU�VHUYLFHV��0RUHRYHU��ZH�
GR�QRW�IRUJHW�WKDW�D�FRPSDQ\�FRPSULVHV�SHRSOH��DQG�VRFLDO� LVVXHV�PXVW�EH�SDUW�RI� LWV�'1$��
6RFLHW\�LV�EHFRPLQJ�LQFUHDVLQJO\�DZDUH��DQG�D�FRPSDQ\·V�UHVSRQVH�FDQ�QRW�EH�D�IDG�EXW�D�
ZHOO�SODQQHG�DQG�ZHOO�IRXQGHG�VWUDWHJ\��*yPH]��������

7KH� DGYHUWLVLQJ� QDUUDWLYH� GHOLPLWV� WKH� EUDQG·V� XQLYHUVH� RI� DFWLRQ� DQG� OLPLWV� WKH� FUHDWLYH� SRVVLELOLWLHV��
OHDGLQJ�WR�WKH�GHVLJQ�RI�XQLWDU\�PHVVDJHV��1DUUDWLYHV�KDYH�EHFRPH�H[SDQGHG�XQLYHUVHV�WR�EH�H[SORUHG�
E\� YLHZHUV� EDVHG� RQ� WKH� ORJLF� RI� WUDQVPHGLDOLW\�� DQG� WKLV� SKHQRPHQRQ� DOVR� SHUPHDWHV� EUDQGV·�
FRPPXQLFDWLRQ��ZKLFK�LV�LQFUHDVLQJO\�H[SORULQJ�ZD\V�WR�H[SDQG�WKHLU�DGYHUWLVLQJ�LPSDFW��HQVXULQJ�VROLG�
PHVVDJHV�DQG�DUJXPHQWDWLYH�TXDOLW\��

7KH�GLYHUVLW\�RI�FRQWHQW�WKHPHV�LV�LQVHUWHG�LQWR�WKLV�ORJLF�LQ�RXU�FDVH��'LIIHUHQW�LWHPV�DUH�FUHDWHG�IRU�WKH�
DXGLHQFH�WR�H[SORUH�ZLWKRXW�FRQVXPLQJ�DOO�WKH�FRQWHQWV��VR�FRQVXPHUV�DUH�VDWLVÀHG�ZLWK�EUDQG�YDOXHV��
7KLV�DGHTXDWHO\� UHVSRQGV� WR�ZKDW�5RJHO�DQG�0DUFRV� VWDWH� UHJDUGLQJ�%UDQGHG�&RQWHQW�DV�D� VHDUFK�
´IRU�WKH�EUDQG·V�FRQVROLGDWLRQ�RI�D�GHÀQHG�DQG�GLVWLQFWLYH�LGHQWLW\��E\�UHLQIRUFLQJ�LWV�LGHRORJ\�DQG�VW\OH��
FRQYH\LQJ�ZKDW�D�EUDQG�LV��QRW�ZKDW�LW�VHOOV��WKH�SURGXFWV�DUH�WHPSRUDU\��WKH�EUDQG�LV�WLPHOHVVµ��������
�����'LYHUVLI\LQJ�WKHPHV�DQG�IRUPDWV�DQG�WKHLU�FRQYHUJHQFH�LQ�D�VWDQGDUG�QDUUDWLYH�PDNH�Aprendemos 
juntos D� WUDQVPHGLD�EUDQG� VWRU\� FRQFHSWXDOL]DWLRQ�� ,Q� WKLV� VHQVH�� DV�*yPH]� VXJJHVWV�� ´Aprendemos 
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juntos LV�SURRI�WKDW�FRQVXPHUV�FKRRVH�\RX�ZKHQ�\RX�PDNH�XVHIXO�FRQWHQW��<RX�FDQ�IRVWHU�D�ORQJ�WHUP�
relationship with the consumers. The contents are an opportunity to provide real usefulness based on 

WKH�EUDQG·V�YDOXHVµ��*yPH]���������$FFRUGLQJ�WR�*yPH]·V�VWDWHPHQWV��ZH�FDQ�FRQVLGHU�DQ�LQWHQWLRQ�WR�
foster affective ties with the content and, as a result, with the brand. The new media and audiovisual 

HFRV\VWHP�SURPRWH�WKH�QRWLRQ�RI�WKH�DFWLYH�GLJLWDO�YLHZHU��DQG�WKH�FDPSDLJQ�LV�EDVHG�RQ�WKLV�IURP�LWV�
conception. 

�����$Q�DFWLYH�UROH�LQ�SXEOLF�RSLQLRQ

The quality of content and the educational approach of Aprendemos juntos positions it DV�D�´UHOHYDQW�
ÀJXUH�LQ�WKH�ÀHOG�RI�HGXFDWLRQ�LQ�SXEOLF�RSLQLRQ���«��&OLHQWV�DQG�QRQ�FOLHQWV�GHÀQH�WKH�SURMHFW�DV�RQH�
RI�WKH�PRVW�LPSRUWDQW�YHKLFOHV�IRU�JDLQLQJ�RSSRUWXQLWLHVµ��*yPH]���������+HU�VWDWHPHQWV�UHLQIRUFH�WKH�
symbolic impact the brand has achieved with the Aprendemos juntos FDPSDLJQ�

7KH�EUDQG�KDV�SRVLWLRQHG�LWV� LPDJH�WKURXJK�WKH�HGXFDWLRQDO�DSSURDFK��VHH�WDEOH����� LQ� OLQH�ZLWK�WKH�
WHUULWRU\�LW�KDV�EHHQ�RSHUDWLQJ�LQ�IRU�\HDUV��*DUULGR�DQG�0DGULG���������*yPH]�DVVXUHV�WKDW�́ %%9$�DOUHDG\�
KDG�FUHGHQWLDOV�WR�EH�LQ�WKH�HGXFDWLRQ�WHUULWRU\��%%9$·V�PLVVLRQ�KDV�DOZD\V�EHHQ�´ZRUNLQJ�WRZDUGV�D�
EHWWHU�IXWXUH�IRU�SHRSOH�µ�ZKLFK�KDV�HYROYHG�WR�´KHOSLQJ�SHRSOH�WR�JDLQ�RSSRUWXQLWLHV�LQ�WKLV�QHZ�HUD�µ�
%RWK�VSHDN�RI�SURJUHVV�DQG�IRU�LW�WR�H[LVW��HGXFDWLRQ�LV�YLWDO��VR�LW�KDV�DOZD\V�EHHQ�D�VWUDWHJLF�REMHFWLYHµ�
(2021).

%DVHG� RQ� WKH� DQDO\VLV� RI� WKH� FRQWHQW·V� WDQJLEOH� HOHPHQWV� LQ� WKLV� FDVH� VWXG\�� ZH� ÀQG� UHIHUHQFHV�
WR� LQWDQJLEOH� YDOXHV� WKDW�PDNH�XS�%%9$·V� IULHQGO\�SHUVRQDOLW\�� 7KH�EUDQG·V� YRLFH� LV�EDVHG�RQ�H[SHUW�
WHVWLPRQLHV� LQ�WKH�DXGLRYLVXDO� LWHPV��ZKLFK�DUH�XVXDOO\�XQUHODWHG�WR�ÀQDQFH��7KHVH�SHRSOH�WDON�DERXW�
WKHLU�SHUVRQDO�DQG�DQHFGRWDO�H[SHULHQFHV��DQG�WKH�WDONV�VHUYH�DV� LQVSLUDWLRQ�IRU� UHFLSLHQWV��DLPLQJ�WR�
HQJDJH�ZLWK�WKH�DXGLHQFH�DQG�QRW�UHSUHVHQW�WKH�EUDQG·V�VHUYLFHV��7KH�EUDQG�GHPRQVWUDWHV�KXPLOLW\��
HPSDWK\��DQG�YHUVDWLOLW\�E\�GHSLFWLQJ�VWRULHV�XQUHODWHG�WR�LWV�RZQ��Aprendemos juntos LV�DQ�H[DPSOH�RI�
ZKDW�-RUJH�'DYLG�)HUQiQGH]�FDOOV�%UDQG�'HQVLW\���������RU�EUDQGV�FDSDEOH�RI�FUHDWLQJ�PHVVDJHV�ZLWK�
PHDQLQJV�FRQVLVWHQW�ZLWK�WKHLU�SHUVRQDOLW\�XVLQJ�GLIIHUHQW�UHJLVWHUV�

Aprendemos juntos KDV�EHFRPH�D�EHQFKPDUN�IRU�6SDQLVK�VSHDNLQJ�HGXFDWLRQDO�DXGLRYLVXDO�
SODWIRUPV��3DUW�RI�WKH�SURMHFW·V�VXFFHVV�LV�WKH�FRQWHQW�DQG�SURGXFWLRQ�TXDOLW\��:H�WDON�DERXW�
WRSLFV�UHODWHG�WR�HGXFDWLRQ�ZLWK�WKH�WRS�QDWLRQDO�DQG�LQWHUQDWLRQDO�H[SHUWV��,Q�D�GLGDFWLF�DQG�
VWUDLJKWIRUZDUG�ZD\��EXW�VLPXOWDQHRXVO\�ZLWK�D�ULJRURXV�DQG�VFLHQWLÀF�GLVFRXUVH��WKH\�KHOS�XV�LQ�
RXU�GDLO\�OLYHV��*yPH]���������

�����$XGLRYLVXDO�SURPLQHQFH�RQ�GLJLWDO�SODWIRUPV

7KH�FDPSDLJQ�LV�GLVVHPLQDWHG�LQ�D�YLUWXDO�VSDFH�WKDW�PDUNV�D�VSHFLÀF�DFWLRQ�WDUJHW��,Q�WKLV�VHQVH��WKH�
GLJLWDO� FRQWHQW� IRFXVHV�RQ�DQ�HPLQHQWO\�PLOOHQQLDO� JHQHUDWLRQ�ZKLFK�FRQVXPHUV�DFFHVV� RQ�GLIIHUHQW�
SODWIRUPV�DQG�PRELOH�GHYLFHV��UHLQIRUFLQJ�WKH�XELTXLWRXV�QDWXUH�RI�Aprendemos juntos); WKH�DJH�UDQJH�
is adapted to the themes of the other items. 

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: 

)DFHERRN��,QVWDJUDP��<RX7XEH«�:H�KDYH�IXOO�OHQJWK�FRQWHQW��DURXQG����PLQXWHV��IURP�ZKLFK�
ZH�H[WUDFW�FXWV��DERXW�����PLQXWHV���*yPH]��������

7KH�SODWIRUP�<RX7XEH� LV� WKH�SULPDU\�PHGLD� WHUULWRU\�� UHÁHFWHG� LQ� WKH�SURMHFW·V�PHGLD� VWUDWHJ\� �7DEOH�
4). It is the repository of the contents in video format and the device from which it is broadcast to 

RWKHU�SULPDU\�DQG�VHFRQGDU\�SODWIRUPV��<RX7XEH�LV�WKH�WHFKQLFDO�VXSSRUW�IRU�FUHDWLQJ�DQG�GLVVHPLQDWLQJ�
WKH�EUDQG�VWRU\�VLQFH�LW� LV� LQWHJUDWHG�HDVLO\�LQWR�RWKHU�SODWIRUPV��7KH�PHGLD�PDS�LV�DOVR�VKDSHG�E\�DQ�
XQGHUO\LQJ�LGHD�RI�FRRSHUDWLRQ�IURP�ZKLFK�FROODERUDWRUV�IHHG�RII�HDFK�RWKHU��7KH�IDFW�WKDW�WKH�FRQWHQW�
LV�EURDGFDVW�RQ�WKH�VWDWH�EURDGFDVWLQJ�FKDQQHO�KLJKOLJKWV�WKH�XQLYHUVDOLVW�LQWHQWLRQ�RI�WKH�Aprendemos 
juntos FDPSDLJQ��L�H���WKH�PHVVDJH�LV�LQWHQGHG�IRU�HYHU\RQH�DQG�LV�DFFHVVLEOH�IRU�DQ\�DXGLHQFH�

YouTube is the channel where all our content is hosted and the only one available for the entire 

VHVVLRQ��0RUHRYHU��WKLV�LV�ZKHUH�RXU�GLVVHPLQDWLRQ�VWUDWHJ\�VWHPV�IURP�HYHU\�ZHHN��WRJHWKHU�ZLWK�
our partners (EL PAÏS and RTVE���2Q�)DFHERRN�DQG�7ZLWWHU��ZH�SRVW�WKH�VKRUW�YHUVLRQV��DQG�WKH\�
DUH�FKDQQHOV�ZKHUH�ZH�JHQHUDWH�WKH�PRVW�FRQYHUVDWLRQ�ZLWK�WKH�FRPPXQLW\��,QVWDJUDP�FDPH�
DERXW�D�\HDU�DIWHU�WKH�UHVW�WR�EH�DEOH�WR�UHDFK�DQ�HYHQ�\RXQJHU�DXGLHQFH��DQG�KHUHLQ�OLHV�WKH�
QDWXUH�RI�WKH�FKDQQHO��WKH�IRUPDWV�DUH�GLIIHUHQW�WR�WKH�UHVW�RI�WKH�VRFLDO�QHWZRUNV��*yPH]��������

7KH� FDPSDLJQ·V�ZHEVLWH� LV� KRVWHG� RQ� WKH� El País website -and is also the main media territory that 

FRPSLOHV� DQG� XQLÀHV� DOO� WKH� LWHPV�� ERWK� WKHPDWLFDOO\� DQG� YLVXDOO\� VLQFH� LW�PDLQWDLQV� WKH�PDLQO\� EOXH�
corporate colors of BBVA. Different formats can be accommodated due to the liquidity of the web 
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GLVFRXUVH��:H�DOZD\V�XVH�RXU�FKDQQHOV�RQ�WKH�UHPDLQLQJ�GLJLWDO�SODWIRUPV��ZKHUH�WKH�QDUUDWLYH�XQLYHUVH�
of Aprendemos juntos LV�H[WHQGHG��WKXV�FUHDWLQJ�VRFLDO�SURÀOHV�LQGHSHQGHQW�IURP�WKH�%%9$�EUDQG��7KH�
VHFRQGDU\�WHUULWRULHV��VRFLDO�QHWZRUNV��SRGFDVWLQJ��DQG�WHOHYLVLRQ�SODWIRUPV��VXSSRUW�WKH�GLVVHPLQDWLRQ�
RI�WKH�SDUHQW�FRQWHQW�DQG�H[SDQG�WKH�SRVVLEOH�LPSDFW�WR�RWKHU�DXGLHQFH�VHJPHQWV�LQWHUHVWHG�LQ�WKH�
FRQWHQW��+RZHYHU��WKH\�GR�QRW�H[KDXVWLYHO\�WUDFN�WKH�FRQVXPSWLRQ�RQ�WKH�SODWIRUP��&RQWHQW�IRUPDWV�
DUH�DGDSWHG�WR�WKH�WHFKQLFDO�UHTXLUHPHQWV�RI�HDFK�SODWIRUP��EXW�QR�JHQXLQH�FRQWHQW�LV�JHQHUDWHG�IRU�
social networks.

7KLV� VWUDWHJLF� DSSURDFK� DOORZV� WKH� XVHU� WR� FKRRVH� WKH� EUDQG� H[SHULHQFH� WKH\� ZDQW� WR� H[SHULPHQW�
ZLWK�DQG�WKH�GHSWK�RI�WKHLU�FRQVXPSWLRQ��VKRUW�RU�H[WHQGHG�YHUVLRQV��YLGHR��RU�DXGLR���7KXV��WKH�PRUH�
DFFHVVLEOH� WKH� FRQWHQW� EHFRPHV�� WKH� PRUH� GLYHUVLÀHG� WKH� DXGLHQFHV� DUH�� DQG� WKH� EUDQG·V� VWRU\�
EURDGHQV�LQ�VFRSH��$JDLQ��WKH�EUDQG�LQWHQGV�WR�FRQYH\�DQ�LGHD�RI�DGDSWDWLRQ�DQG�UHVLOLHQFH��XOWLPDWHO\�
JHQHUDWLQJ�WUXVW� LQ� WKH�EUDQG��$V�WKH� LQWHUYLHZHG�PDQDJHU�SRLQWV�RXW��´,Q�RXU�VWUDWHJ\�UHJDUGLQJ�WKH�
relationship with audiences, there is room for all media because we believe that each of them has its 

RZQ�PLVVLRQ�DQG�REMHFWLYHµ��*yPH]��������

9LGHR� LV� WKH� PDLQ� IRUPDW� FKRVHQ� WR� FRQYH\� WKH� EUDQG·V� PHVVDJH� IRU� WKH� FRQWHQW� VWUDWHJ\�� 7KH�
DXGLRYLVXDO� ÁH[LELOLW\� KDV� JLYHQ� ULVH� WR� WDONV��PLQLVHULHV�� DQG� VKRUW� YLGHR� FDSVXOHV� WR� EH� LQVHUWHG� LQWR�
GLIIHUHQW�PHGLD�VSDFHV��&RQVROLGDWLQJ�VPDUWSKRQHV�DV�GRPLQDQW�GHYLFHV�IRU�DFFHVVLQJ�LQIRUPDWLRQ�DQG�
GLJLWDO�HQWHUWDLQPHQW�KDV� UHGHÀQHG�PDUNHWLQJ�SURGXFWLRQ�DQG�FRPPXQLFDWLRQ�SURFHVVHV� LQ�FXOWXUDO�
LQGXVWULHV��3HGUHUR�(VWHEDQ��%DUULRV�5XELR�	�0HGLQD�ÉYLOD���������$OWKRXJK�Aprendemos juntos is not a 

WUDQVPHGLD�VWUDWHJ\�LQ�WKH�VWULFWHVW�VHQVH��LW�LQWHQGV�WR�EH�D�PXOWLSODWIRUP�FRQVFLRXV�RI�HDFK�PHGLXP·V�
ODQJXDJH�DQG�WLPH��UHVSRQGLQJ�WR�WKH�FRPSDQ\·V�PDUNHWLQJ�GHSDUWPHQW·V�NQRZOHGJH�RI�VWRU\WHOOLQJ�
DQG�WKH�EUDQG·V�PXOWLSOH�DXGLHQFHV�

���&RQFOXVLRQV

7KH�UHVHDUFK�UHVXOWV�VXJJHVW�WKDW�D�FRPPLWPHQW�WR�VWRU\WHOOLQJ�DV�D�PHDQV�WR�LQQRYDWH�LQ�FRQWHQW�DQG�
DV�D�TXDOLW\�PDUNHU�XOWLPDWHO\�EHQHÀWV�WKH�DXWKRUV�DQG�WKHLU�FRPPXQLFDWLRQV��%UDQGV�QHHG�WR�WHOO�VWRULHV�
WKDW�WKHLU�WDUJHW�DXGLHQFH�UHODWHV�WR��WKH\�QHHG�WR�́ KXPDQL]Hµ�DQG�GLIIHUHQWLDWH�WKHPVHOYHV�LQ�D�FRQWH[W�
ZLWK� LQFUHDVLQJO\�PRUH�FRPPXQLFDWLRQ� LQSXWV�DQG�GLOXWHG�DXGLHQFHV�ZLWKRXW�VWLPXODWLQJ�SXUFKDVH�RU�
DIÀOLDWLRQ��5RGUtJXH]�5DEDGiQ���������

,Q�WKH�FXUUHQW�FRQWH[W��WKH�EUDQG·V�REMHFWLYH�LV�WR�DWWUDFW�WKH�XVHU�DQG�PDNH�WKH�FOLHQWV�RU�XVHUV�IHHO�SURXG�
RI�EHORQJLQJ�WR�LWV�FRPPXQLW\��)URP�D�UHODWLRQDO�PDUNHWLQJ�DSSURDFK��WKLV�VHQVH�RI�EHORQJLQJ�UHVSRQGV�
WR�ZKDW�*DUFtD�VD\V�DERXW�WKH�YDOXH�RI�FRPPXQLW\�WLHV�LQ�WKDW�WKH\�´XQLWH�SHRSOH�ZKR�VKDUH�WKH�VDPH�
YDOXHV��DWWLWXGHV��WUDGLWLRQV��DQG�PHPRULHV��XQOLNH�WKH�DVVRFLDWLYH�WLHV�WKDW�UHJXODWH�WUDQVDFWLRQV�EHWZHHQ�
WKRVH�ZKR�QHHG�HDFK�RWKHU��HYHQ�LI�WKH\�KDYH�OLWWOH�LQ�FRPPRQµ��������������7KH�SRZHU�RI�WKH�%UDQG�
6WRU\� LGHD�HQFDSVXODWHV�WKDW�VHQVH�RI�EHORQJLQJ�DQG�IDLWKIXOO\�FRQQHFWV�WKH�FRQVXPHU�WR�WKH�EUDQG��
QRW�RQO\� WKURXJK�ZKDW� LW�RIIHUV�EXW�DOVR�WKH�SHRSOH�ZKR�FROOHFWLYHO\�SDUWLFLSDWH� LQ� WKLV� VWRU\��DXWKRUV��
personalities, or consumers). Ultimately, a common bond is created. The community develops other 

PHDQLQJV�ZLWKLQ� LW�� L�H���FURVV�FXWWLQJ�DQG�KRUL]RQWDO��FRQVROLGDWLQJ�WKH�PDLQ�PHVVDJH�DQG�RZQHUVKLS�
�*DUFtD��������

7KLV�ZRUN�KDV� VKRZQ� WKDW� LI� WKLV�G\QDPLF� LV�GHYHORSHG� WUDQVYHUVDOO\�DQG� VWUDWHJLFDOO\� WKURXJK� VHYHUDO�
FKDQQHOV��WKH�XVHU�SDUWLFLSDWHV�DQG�LV�LQYROYHG�HPRWLRQDOO\�DQG�WKURXJK�H[SHULHQFHV��JLYLQJ�WKH�EUDQG�
LWV�QHFHVVDU\�YDOXH��7KXV��ZKHQ�XVHUV�VKRZ�WKHLU�EHORQJLQJ��LW�JHQHUDWHV�FRQYHUVDWLRQ��7KH�WH[W�DLPV�WR�
present an operational analysis model and create brand stories based on pre-established analytical 

DQG�FUHDWLYH�FDWHJRULHV�IRU�WKH�QDUUDWLYH�PRGHOV�ZLWKLQ�WKH�DGYHUWLVLQJ�DUHD��VKRZLQJ�WKH�IXQFWLRQV�WKDW�
HDFK�RQH�DSSOLHV�DQG�H[HPSOLI\LQJ�LW�EDVHG�RQ�WKLV�FDVH�VWXG\�

/LNHZLVH��LW�KDV�EHHQ�VKRZQ�WKDW�WKH�EUDQG·V�PHGLDWL]DWLRQ�RI�WKH�SDUWLFLSDWLRQ�VFKHPHV�LPSOLHV�WKDW�WKH�
DGYHUWLVHU�DFTXLUHV�DGYHUWLVLQJ�VSDFHV�DLPHG�DW�HPRWLRQ��HPSDWK\��FORVHQHVV��DQG�ERQGLQJ��ZKLFK�DUH�
WKH�EDVLV�RI�VWRULHV�LQ�JHQHUDO��7KH�EUDQG�FRORQL]HV�GLIIHUHQW�SODWIRUPV�RQ�YDULRXV�PHGLD�LQ�WKLV�DIIHFWLYH�
ERQGLQJ�SURFHVV�ZLWK�WKH�WDUJHW�DXGLHQFH��DGDSWLQJ�WKH�IRUPDW�WR�WKH�SODWIRUPV·�SDUWLFXODULWLHV��SDFH��
IUDPLQJ��GXUDWLRQ��YLVXDO�DQG�VRXQG�UHVRXUFHV��HWF��

7KH� FXUUHQW� GLVFXUVLYH� IRUPXODV� DSSOLHG� WR� WKH� GLIIHUHQW� LQIRUPDWLYH�� ÀFWLRQDO�� DQG�RU� HQWHUWDLQPHQW�
universes empower the consumer or user (Jenkins, Ford, and Green, 2015: 188-189) and make them 

FRPSOLFLW�LQ�WKH�QDUUDWLYH��7KH�FRQVXPHU�LV�LQYROYHG��DQG�IHHGEDFN�LV�LGHQWLÀHG�LQ�WKH�FDPSDLJQ·V�VRFLDO�
DQG�SURIHVVLRQDO�FRQVHTXHQFHV� LQ�RXU�FDVH�� 7KXV��D� VHULHV�RI�FRPPXQLFDWLYH�VWUDWHJLHV� WKDW�EOXU� WKH�
WUDGLWLRQDO�YHUWLFDO�FRPPXQLFDWLRQ�PRGHOV�JLYH�ZD\�WR�DOWHUQDWLYH��OLTXLG��DQG�YHUVDWLOH�SURGXFWLRQV��

,W�LV�GLIÀFXOW�WR�GLIIHUHQWLDWH�EHWZHHQ�EUDQGV�LQ�WRGD\·V�FRQWH[W��EXW�VRPH�EUDQGV·�FKDUDFWHUL]DWLRQ�RYHU�
RWKHUV�LV�FDSLWDOL]HG��2XU�ZRUN�FRQVLGHUHG�WKDW�TXDOLW\�LV�JHQHUDWHG�E\�FRQVWUXFWLQJ�D�EUDQG�VWRU\�DQG�LWV�
RZQ�YRLFH�WR�PDNH�D�EUDQG�VWDQG�RXW�IURP�WKH�UHVW��,W�KDV�VXFFHHGHG�LQ�JRLQJ�EH\RQG�PDUNHWLQJ�DQG�
H[SORULQJ�WKH�SUHVHQW��)XWXUH�FRPPXQLFDWLYH�SRVVLELOLWLHV�GHPRQVWUDWH�WKDW�EUDQG�YDOXHV�FUHDWH�VWURQJ�
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FRPPXQLWLHV� DURXQG� WKH� EUDQG� LPDJH�DQG� XOWLPDWHO\� IRVWHU� D� VRFLDOO\� SRVLWLYH�PDQLIHVWDWLRQ� RI� WKH�
EUDQG��7R�DFKLHYH�WKLV�VWDUWLQJ�K\SRWKHVLV��WKH�JHQHUDO�REMHFWLYH�ZDV�WR�SURSRVH�DQ�DQDO\WLFDO�PRGHO�
EDVHG�RQ�FODVVLFDO�QDUUDWLYH�DQDO\VLV�VFKHPHV�WKDW�ZRXOG�EH�XVHIXO�IRU�DGYHUWLVLQJ�FRPPXQLFDWLRQ��:H�
DVVXPH�WKH�YDOLGLW\�RI�WKH�PRGHO�DQG�LWV�UHSOLFDELOLW\�LQ�RWKHU�DGYHUWLVLQJ�FRPPXQLFDWLRQ�FDVHV�EDVHG�
RQ� K\EULG� HSLVWHPRORJLFDO� IRXQGDWLRQV� EHWZHHQ� QDUUDWRORJ\� DQG� DGYHUWLVLQJ� FUHDWLYLW\�� IXOÀOOLQJ� WKLV�
DFWLRQ�ZLWK�RWKHU�PHWKRGRORJLFDO�WRROV�VXFK�DV�FRQWHQW�DQDO\VLV�RI�WKH�FDVH�VWXG\�RU�LQ�GHSWK�LQWHUYLHZV��
UHJDUGOHVV�RI�WKH�PDUNHW�HQYLURQPHQW�LQ�ZKLFK�WKH\�DUH�IRXQG�

'HVSLWH�UDWLI\LQJ�WKH�LQLWLDO�LGHDV�LQ�WKLV�VWXG\��WKLV�ZRUN�UHFRJQL]HV�FHUWDLQ�OLPLWDWLRQV�LQ�H[HFXWLQJ�WKLV�VWXG\�
WKDW�FRXOG�OHDG�WR�QHZ�OLQHV�RI�UHVHDUFK��7KXV��LW�KDV�QRW�EHHQ�SRVVLEOH�WR�FRQÀUP�WKDW�WKH�FDPSDLJQ�
IRUPHG� SDUW� RI� %%9$·V� JHQHUDO� &RUSRUDWH� 6RFLDO� 5HVSRQVLELOLW\� VWUDWHJ\�� 7KH� KDELWXV� LQ� DGYHUWLVLQJ�
communication demonstrates that the communication department should promote this content and 

DFWLRQV��+RZHYHU��*yPH]� VWDWHV� WKDW�Aprendemos juntos was conceived, planned, and carried out 

E\�WKH�PDUNHWLQJ�GHSDUWPHQW��ZKLFK�LV�TXLWH�VXUSULVLQJ��HVSHFLDOO\�LI�ZH�FRQVLGHU�DOO�WKH�SULQFLSOHV�DQG�
YDULDEOHV�WKDW�WKH�FDPSDLJQ�LV�EDVHG�RQ��Aprendemos juntos�KDV�EHFRPH�D�EHQFKPDUN�IRU�DGYHUWLVLQJ�
in Spain. 
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9LUWXDO�LQÁ�XHQFHUV�DV�RSLQLRQ�OHDGHUV�DQG�WKHLU�XVH�LQ�SROLWLFDO�FRPPXQLFDWLRQ�WHFKQLFV

/RV�LQÁ�XHQFHUV�YLUWXDOHV�FRPR�OtGHUHV�GH�RSLQLyQ�\�VX�HPSOHR�HQ�WpFQLFDV�HQ�
FRPXQLFDFLyQ�SROtWLFD

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

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 
GH� ORV� LQÁ�XHQFHUV� HQ� ODV� UHGHV� VRFLDOHV� FRQ�
su comportamiento habitual dentro de su 
día a día. Esto ha llevado a las agencias de 
publicidad y a las marcas a buscar soluciones, 
FUHDQGR� ORV� OODPDGRV� LQÁ�XHQFHUV� 9LUWXDOHV�� 6H�
trata de avatares creados gracias a la realidad 
aumentada, y que en los últimos meses están 
JDQDQGR�WHUUHQR�D�ORV�LQÁ�XHQFHUV�WUDGLFLRQDOHV�
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 
XVR� GH� OD� LQYHVWLJDFLyQ� FLHQWtÀ�FD� FXDOLWDWLYD�
y cuantitativa para conseguir analizar estas 
estrategias comunicativas y sus posibilidades 
comerciales en el actual contexto digital.

Palabras clave
%UDQGHG� FRQWHQW�� PDUFD�� LQÁ�XHQFHU�� UHDOLGDG�
aumentada; comunicación; publicidad

$EVWUDFW
Nowadays, the traditional media have lost 
IROORZHUV� LQ� IDYRXU� RI� RQ�GHPDQG� FRQWHQW�
DQG� VRFLDO� QHWZRUNV�� KHQFH� LQÁ�XHQFHUV� KDYH�
EHFRPH� WKH� RSLQLRQ�OHDGHUV� RI� WKH� WZHQW\�
À�UVW� FHQWXU\�� +RZHYHU�� EUDQGV� KDYH� GHWHFWHG�
a disparity between the paid or sponsored 
DFWLRQV� RI� LQÁ�XHQFHUV� RQ� VRFLDO� QHWZRUNV� DQG�
their usual behaviour within their daily routine. 
This has led advertising agencies and brands 
WR� ORRN� IRU� VROXWLRQV�� FUHDWLQJ� VR�FDOOHG� 9LUWXDO�
LQÁ�XHQFHUV��7KHVH�DUH�DYDWDUV�FUHDWHG�WKDQNV�WR�
augmented reality and which, in recent months, 
KDYH�JDLQHG�JURXQG�RQ� WUDGLWLRQDO� LQÁ�XHQFHUV�
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 
FRQVLGHUHG� LW� SHUWLQHQW� WR� XVH� D�PXOWL�PHWKRG�
methodology, mainly consisting of the use of 
TXDOLWDWLYH�DQG�TXDQWLWDWLYH�VFLHQWLÀ�F�UHVHDUFK��
to analyse these communicative strategies 
and their commercial possibilities in the current 
digital context.

.H\ZRUGV
%UDQGHG�FRQWHQW��%UDQG��LQÁ�XHQFHU��DXJPHQWHG�
UHDOLW\��FRPPXQLFDWLRQ��DGYHUWLVLQJ

5RGULJR�0DUWtQ��,���0XxR]�6DVWUH��'���\�5RGULJR�0DUWtQ��/����������/RV�LQÁ�XHQFHUV�YLUWXDOHV�FRPR�OtGHUHV�GH�RSLQLyQ�\�VX�HPSOHR�HQ�WpFQLFDV�
HQ�FRPXQLFDFLyQ�SROtWLFD��Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 251-266.
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���,QWURGXFWLRQ�

)LYH� \HDUV� DIWHU� WKH� ÀUVW� YLUWXDO� LQÁXHQFHU� DSSHDUHG�� WKHLU� SUDFWLFHV� KDYH� EHFRPH�TXLWH� QDWXUDO� IRU�
D� VLJQLÀFDQW�QXPEHU�RI� ,QWHUQHW�XVHUV��'HDOLQJ�ZLWK�HYHU\WKLQJ� IURP� IDVKLRQ� WR�QHZ� WHFKQRORJLHV�� WR�
cinema, music and even politics and social movements, the topics these new virtual opinion leaders 

FRYHU�DUH�YHU\�ZLGH�UDQJLQJ��1RW�RQO\�FDQ�WKH�DWWHQWLRQ�RI�FHUWDLQ�DXGLHQFHV�EH�DWWUDFWHG��EXW�DOVR�
every action these virtual subjects take can be controlled. This has aroused the interest of brands and 

RUJDQLVDWLRQV� ZLWK� GLIIHUHQW� SROLWLFDO� DQG� VRFLDO� DJHQGDV� ZKLFK� UHVRUW� WR� WKHLU� VHUYLFHV� WR� FDUU\� RXW�
PDUNHWLQJ�FDPSDLJQV��+RZHYHU��WKH\�DUH�IDU�PRUH�WKDQ�RSLQLRQ�OHDGHUV�IRU�GLIIHUHQW�SURGXFWV��$V�WKH\�
DLP�WR� UHVHPEOH�SHRSOH�DQG�KXPDQ� LQÁXHQFHUV�DV�PXFK�DV�SRVVLEOH� WKH\�KDYH�HPEUDFHG�GLIIHUHQW�
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. 

7KHUH�DUH�DOVR�VRPH�LQWHUHVWLQJ�FRQWULEXWLRQV�PDGH�E\�9i]TXH]�6DFULVWiQ��5RGUtJXH]�+HUQiQGH]�DQG�
)HUQiQGH]�)HUQiQGH]��������RQ�WKH�SUHVHQFH�RI�YLUWXDO� LQÁXHQFHUV� LQ�WKH� OX[XU\�VHFWRU��2WKHU�DXWKRUV�
KDYH�IRFXVHG�RQ�WKH�UROH�WKHVH�RSLQLRQ�OHDGHUV�FUHDWHG�E\�DUWLÀFLDO�LQWHOOLJHQFH�KDYH�LQ�DUHDV�VXFK�DV�
IDVKLRQ��DV�ZLWK�*RLNRHW[HD���������)XUWKHUPRUH��VRPH�KDYH�HYHQ�DQDO\VHG�WKLV�SKHQRPHQRQ�ZLWK�D�
FDVH�VWXG\�RI�/LO�0LTXHOD��WKH�PDLQ�YLUWXDO�LQÁXHQFHU��VXFK�DV��IRU�H[DPSOH�6KLHEHU��������DQG�5RGULJR�
0DUWtQ��5RGULJR�0DUWtQ�DQG�0XxR]�6DVWUH��������

0RVW�RI�WKH�FXUUHQW�ZRUNV�WR�GDWH�RQ�WKLV�WRSLF�KDYH�IRFXVHG�RQ�DUWLÀFLDO�LQWHOOLJHQFH�HQJLQHHULQJ�RU�WKH�
UROH�WKHVH�YLUWXDO�EHLQJV�KDYH�DV�RSLQLRQ�OHDGHUV�LQ�IDVKLRQ�RU�PXVLF��RU�MXVW�DV�D�QRYHO�DQG�OLWWOH�NQRZQ�
SKHQRPHQRQ�� +RZHYHU�� WKHUH� KDV� EHHQ� QR� H[WHQVLYH� UHVHDUFK� LQWR� VRPHWKLQJ� VR� WRSLFDO� DV� VRFLDO�
DQG�SROLWLFDO�DFWLYLVP�SUDFWLFHG�E\�VRPH�YLUWXDO�LQÁXHQFHUV��VXFK�DV�/LO�0LTXHOD��5HVHDUFK��WKHUHIRUH��LV�
required into the role these virtual entities play, not just for purely commercial purposes but also in terms 

of politics and social movements.

,Q�RUGHU� WR�FRYHU�SROLWLFDO�DFWLYLVP� IURP�YLUWXDO� LQÁXHQFHUV�� WKH�DXWKRUV�RI� WKLV� UHVHDUFK� VKRZQ� LQ� WKLV�
DUWLFOH�VHW�WKH�IROORZLQJ�JHQHUDO�REMHFWLYHV�

• 7R�GHÀQH�WKH�FRQFHSW�RI�LQÁXHQFHUV�LQ�WKH�VRFLDO�QHWZRUNV�
• 7R�EHFRPH�IDPLOLDU�ZLWK�WKH�LQÁXHQFHUV�SKHQRPHQD�DV�ZHOO�DV�RSLQLRQ�OHDGHUV�
• 7KH�IROORZLQJ�VSHFLÀF�REMHFWLYHV�ZHUH�VHW�WR�PDNH�XS�WKH�JHQHUDO�RQHV�
• 7R�GLIIHUHQWLDWH�EHWZHHQ�UHDO�DQG�YLUWXDO�LQÁXHQFHUV�
• 7R�LGHQWLI\�KRZ�YLUWXDO�LQÁXHQFHUV��EHKDYH�DQG�KRZ�WKLV�LV�UHÁHFWHG�LQ�WKH�PHVVDJHV�JLYHQ�RQ�

their posts on the social networks.

• 7R�DQDO\VH�WKH�PHVVDJHV�JLYHQ�E\�/LO�0LTXHOD�LQ�WHUPV�RI�SROLWLFDO�DFWLYLVP�
• 7R�H[SODLQ�WKH�VXFFHVV�YLUWXDO�LQÁXHQFHUV�KDYH�FRQFHUQLQJ�WKHLU�QXPEHU�RI�IROORZHUV�

���'HVLJQ�DQG�PHWKRGRORJ\

7KH�VWXG\�RI�YLUWXDO�LQÁXHQFHUV�LQ�WKH�ÀHOG�RI�SROLWLFDO�DFWLYLVP�FDQ�EH�UDWKHU�FRPSOLFDWHG�LQLWLDOO\�DQG�WKLV�
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:

• 'LIÀFXOW\�ZKHQ�GHOLPLWLQJ�VXFK�D�EURDG�REMHFW�RI�VWXG\�ZLWK�VR�PDQ\�UHDOLWLHV�
• 7KH�H[SHFWDWLRQV�FUHDWHG��ERWK�LQ�GHVFULELQJ�VXFK�D�FRPSOH[�SURFHVV�DQG�H[SODLQLQJ�KRZ�

it works.

• 7KH�PXOWLWXGH�RI�ÀHOGV�LW�FDQ�EH�DSSOLHG�WR�

+DYLQJ�DQDO\VHG� WKHVH�GLIÀFXOWLHV�� WKH�SXUSRVH�RI� WKLV� VWXG\�ZDV� WR�H[DPLQH� WKH�SROLWLFDO�DFWLYLVP�RI�
YLUWXDO� LQÁXHQFHUV�DQG�WKHLU�FDSDFLW\�WR�SUHVHQW�WKHPVHOYHV�DV�RSLQLRQ� OHDGHUV��XVLQJ�/LO�0LTXHOD�DV�D�
FDVH�VWXG\��6KH�LV�RQH�VXFK�LQÁXHQFHU�ZKR�KDV�WKH�PRVW�IROORZHUV�RQ�,QVWDJUDP��,Q�WKLV�UHVHDUFK�D�VWXG\�
period was set for the 2020 US presidential elections. 

7R�GHÀQH�WKH�VXEMHFW�PDWWHU�RI�WKLV�UHVHDUFK�WKH�DXWKRUV�VHW�RXW�WKH�IROORZLQJ�K\SRWKHVLV�

9LUWXDO�LQÁXHQFHUV�DUH�LPSRUWDQW�RSLQLRQ�OHDGHUV�DPRQJ�WKH�\RXQJHVW�DXGLHQFH��FDSDEOH�RI�PRELOLVLQJ�
WKHP��ZKHWKHU�WKLV�EH�WRZDUGV�D�SURGXFW�RU�VHUYLFH�IURP�D�VSHFLÀF�EUDQG�RU�D�VRFLDO�RU�SROLWLFDO�LVVXH�

7R� FDUU\� RXW� WKLV� UHVHDUFK�� WKH� PHWKRGRORJ\� ZDV� VHW� RXW� LQ� WKUHH� SKDVHV� LQ� ZKLFK� TXDOLWDWLYH� DQG�
TXDQWLWDWLYH�WHFKQLTXHV�ZHUH�FRPELQHG��7KLV�ZD\��ÀUVWO\��DQ�DQDO\VLV�RI�WKH�FKRVHQ�VDPSOH�ZDV�PDGH�LQ�
RUGHU�WR�ODWHU�LPSOHPHQW�WKHVH�HOHPHQWV�E\�REVHUYDWLRQ�DQG�XVLQJ�LQVWUXPHQWV�IRU�PHDVXULQJ�WKH�LPSDFW�
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RI�WKHLU�SRVWV�DQG�FRQWHQWV��VHH�7DEOH�����7KH�DLP�RI�FRPELQLQJ�WKHVH�WHFKQLTXHV�ZDV�WR�PDNH�DQ�LQ�
GHSWK�DQDO\VLV�RI�KRZ�/LO�0LTXHOD�EHKDYHG�LQ�UHODWLRQ�WR�WKHVH�HOHFWLRQV�DQG�KRZ�VKH�XVHG�KHU�DELOLW\�WR�
PRELOL]H�D�KLJKO\�LQWHUHVWLQJ�VHFWRU�RI�VRFLHW\�VXFK�DV�\RXQJ�SHRSOH��PDQ\�RI�ZKRP�KDG�WKH�RSSRUWXQLW\�
WR�YRWH�IRU�WKH�ÀUVW�WLPH�LQ�WKHVH�HOHFWLRQV�

7DEOH����5HVHDUFK�PHWKRGRORJ\

Phase 6WXG\ 7DVN 3XUSRVH

First Descriptive theory

&RQWH[WXDOLVDWLRQ�DQG�
conceptual review of the 

LQÁXHQFHUV�SKHQRPHQD

6WXG\�DQG�UHÁHFWLRQ�RQ�VRFLDO�
QHWZRUNV�DQG�WKH�LQÁXHQFHU�

phenomena and virtual 

LQÁXHQFHUV

Second

4XDQWLWDWLYH��
qualitative and 

descriptive 

H[SHULPHQWDO�
research

([SHULPHQWDO�ZRUN
Choice of sample. Analysis of 

contents. Analysis and results 

of sample analysed

Third Conclusive

&KHFN�WKH�GHJUHH�WR�ZKLFK�
the research objectives 

KDYH�EHHQ�IXOÀOOHG

Check the role the social 

networks and virtual 

LQÁXHQFHUV�KDYH�DV�RSLQLRQ�
leaders.

Source: Produced by the author

With an initial overview of the subject matter of this study the social networks and their trends have 

EHHQ�DQDO\VHG�DV�ZHOO�DV� WKH� LQÁXHQFHUV�SKHQRPHQD�DQG�YLUWXDO� LQÁXHQFHUV�� 7KLV�ZDV�FDUULHG�RXW� LQ�
order to establish the sample and the period to be analysed. The second phase was made up of an 

H[SHULPHQWDO�VWXG\�WKH�DLP�RI�ZKLFK�ZDV�WR�DQDO\VH�WKH�VDPSOH�IURP�D�TXDQWLWDWLYH�DQG�TXDOLWDWLYH�
SRLQW�RI�YLHZ��)LQDOO\��D�FRQFOXVLRQ�ZDV�GUDZQ�IURP�WKH�DQDO\VLV�ZLWK�ZKLFK�LW�ZDV�VHHQ�WR�ZKDW�GHJUHH�
WKH�K\SRWKHVLV�DQG�WKH�REMHFWLYHV�VHW�KDYH�EHHQ�IXOÀOOHG�

7KH�VDPSOH�DQDO\VHG�ZDV�EDVHG�RQ�WKH�,QVWDJUDP�SURÀOH�RI�/LO�0LTXHOD��WKH�WRS�YLUWXDO�LQÁXHQFHU�LQ�WHUPV�
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. 

,Q�WRWDO����VWRULHV�ZHUH�DQDO\VHG��ZKRVH�JUDSKV�KDYH�EHHQ�UHVHDUFKHG��7KH�FRQWHQWV�ZHUH�LGHQWLÀHG�
DV�EHLQJ�RQH�V�RZQ�FRQWHQWV�RU�VKDUHG�RQHV�DQG�WKH�LQWHQWLRQ�EHKLQG�WKH�PHVVDJH��DFFRXQWV�ZKLFK�
PD\�EH� UHODWHG�� WKH� WDJV�XVHG�DQG�KRZ�PXFK� LPSDFW� WKH�#OLOPLTXHOD�DFFRXQW�KDG�KDYH�DOO�EHHQ�
evaluated.

���)LHOG�ZRUN�DQG�GDWD�DQDO\VLV

�����7KH�LQÁXHQFHU�SKHQRPHQD

:LWK�WKH�ULVH�RI� WKH� ,QWHUQHW�DQG�WKH�VRFLDO�QHWZRUNV�D�QHZ�ÀJXUH�NQRZQ�DV�WKH� LQÁXHQFHU�ZDV�ERUQ��
,QLWLDOO\��WKHVH�ZHUH�́ IDPRXVµ�SHRSOH�ZKR�KDG�REWDLQHG�D�ODUJH�QXPEHU�RI�IROORZHUV�RQ�DFFRXQW�RI�WKHLU�
main profession. That is, fans of sportsmen and women, musicians or actors became the main followers 

RQ�WKH�VRFLDO�QHWZRUNV��,Q�WKLV�ZD\�OLQNV�RI�DIIHFWLRQ�DQG�HQJDJHPHQW�ZHUH�FUHDWHG��

-XVW�DV�LQGLFDWHG�E\�)HUQiQGH]�*yPH]��+HUQiQGH]�6DQWDRODOOD�DQG�6DQ�0DUFRV��������́ ,QÁXHQFHUV�KDYH�
been shaped as personal brands who must keep up a restrained discourse which appeal to the majority 

LI�WKH\�KRSH�WR�JURZ�DQG�EHFRPH�HVWDEOLVKHGµ��0RUHRYHU��LW�LV�SUHFLVHO\�WKHVH�IROORZHUV�WKDW�WKRVH�VKRUW�
VWRULHV�ZKRVH�DLP�LV�WR�LQFUHDVH�OR\DOW\�DUH�FUHDWHG�IRU��$V�3pUH]�&XULHO�DQG�&ODYLMR�)HUUHLUD�SXW�LW�

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

WKH�VRFLDO�PHGLD��WUHQGV�KDYH�QRZ�EHHQ�FUHDWHG�DQG�ÁRZ�LQ�D�PRUH�GHPRFUDWLF�PDQQHU�DW�
DQ�DPD]LQJ�VSHHG��������������

'RFWRU�0DULQD�)HUUHU�/ySH]� �������� LQ�KHU�GRFWRUDO� WKHVLV��H[SODLQHG� WKDW�QRZDGD\V� WKHUH�DUH� LQÀQLWH�
WHFKQLTXHV�DQG�H[SHUWV�LQ�DGYHUWLVLQJ�DQG�GLJLWDO�PDUNHWLQJ�IRU�JDLQLQJ�PRUH�IROORZHUV�TXLFNO\��PDNLQJ�
D�YLGHR�JR�YLUDO�RU�SRVLWLRQLQJ�D�ZHEVLWH�DW�WKH�WRS�RI�WKH�ÀUVW�SDJH�RI�*RRJOH��0DUWtQH]�5RGUtJXH]�DQG�
6iQFKH]�0DUWtQ��������GHPRQVWUDWHG�WKDW�XVHU�SURDFWLYLW\�LV�D�WRRO�ZLWK�JUHDW�SRWHQWLDO�IRU�LQFUHDVLQJ�WKH�
VL]H�RI�WKH�DGYHUWLVLQJ�LPSDFW��)RU�WKLV�UHDVRQ��EUDQGV�DQG�DGYHUWLVHUV�XVH�WKH�VRFLDO�QHWZRUNV�WR�LQWHUDFW�
with consumers and supply them with what they demand. 
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3pUH]�&XULHO�DQG�&ODYLMR�)HUUHLUD�DOVR�PHQWLRQ�WKLV�VFHQH�ZKLFK�ZDV�ÀUVW�REVHUYHG�VRPH�\HDUV�DJR�

:LWK�WKLV�ULVLQJ�KRUL]RQ�D�QHZ�SDUDGLJP�KDV�DULVHQ�LQ�ZKLFK�LW girls, bloggers, instagrammers and 

,QÁXHQFHUV� LQ�JHQHUDO�DUH� WUHQG�VHWWHUV�ZKR�VSUHDG�DFURVV� VRFLHW\� LQ�D�PRUH�KRUL]RQWDO�DQG�
massive manner (2017: 230). 

For this reason, the so-called LQÁXHQFHUV�DURVH��D�VHULHV�RI�FKDUDFWHUV�ZKR�KDYH�DPDVVHG�D�ODUJH�QXPEHU�
RI�IROORZHUV�RQ�WKH�VRFLDO�QHWZRUNV��,QÁXHQFHUV�GLVSOD\�WKHLU�OLYHV��VKDUH�WKHLU�RSLQLRQV�RU�HQJDJH�LQ�DFWLYLWLHV�
LQ�H[FKDQJH�IRU�PRQH\��7KH\�DSSHDUHG�LQ�WKH�ÀUVW�DGYHUWLVLQJ�FDPSDLJQV�DQG�EHFDPH�FRQVROLGDWHG�DV�
RSLQLRQ�OHDGHUV�DPRQJVW�D�PXFK�\RXQJHU�DXGLHQFH��2Q�PDQ\�RFFDVLRQV��WKH�OLQH�LV�EOXUUHG�EHWZHHQ�WKH�
DFWLYLWLHV�DQG�RZQ�RSLQLRQV�RI�WKH�LQÁXHQFHU�DQG�WKRVH�WKDW�DUH�VSRQVRUHG�RU�SDLG�IRU��+RZHYHU��WKHVH�
DFWLYLWLHV�PXVW�EH�FRQVLGHUHG�DV�VRPHWKLQJ�OXFUDWLYH�DQG�SURIHVVLRQDO�VLQFH�´as the brand appears in the 

FRQWHQWV�RI�WKH�LQÁXHQFHU�SRVWV�LW�LV�QRW�VSRQWDQHRXV��EXW�UDWKHU�LV�WKHUH�GXH�WR�D�SUHYLRXV�DJUHHPHQW�
which the brand pays forµ��9LODMRDQD�$OHMDQGUH��5RP�5RGUtJXH]�DQG�0LRWWR�������������

:DWWV��������LQ�KLV�PRGHO�RI�JOREDO�FDVFDGHV�H[SODLQHG�WKDW�UXPRXUV�RU�IDVKLRQ��MXVW� OLNH�SDQGHPLFV���
GRHV�QRW�MXVW�GHSHQG�RQ�FKDQFH�HQFRXQWHUV�RI�SHRSOH�ZLWK�WKH�UXPRXU�RU�SHUVRQ�VSUHDGLQJ�LW��7KH\�DOVR�
QHHG�WR�EH�LQ�FRQWDFW�ZLWK�D�VXIÀFLHQW�QXPEHU�RI�WKH�´òLQIHFWHGµ�LQ�RUGHU�WR�EH�SHUVXDGHG�DQG�FKDQJH�
WKHLU�SRVLWLRQ�RU�EHOLHI�RQ�D�WRSLF�RU�UXPRXU��,Q�WKLV�ZD\��WKH�\RXQJHVW�IROORZHUV�VWDUW�WKLQNLQJ��DFWLQJ�DQG�
KDYLQJ�RSLQLRQV�WKDW�UHVHPEOH�WKRVH�RI�LQÁXHQFHUV�RQ�WKH�VRFLDO�QHWZRUNV��7KDW�LV��LQÁXHQFHUV�EHFRPH�
UROH�PRGHOV�IRU�WKLV�SRSXODWLRQ�JURXS�

$FFHVVLELOLW\� WR� WKH� ,QWHUQHW� DQG� VRFLDO� QHWZRUNV�� DV� ZHOO� DV� WKH� HDVH� RI� FKRRVLQJ� FRQWHQWV� PDNHV�
LQÁXHQFHUV�D�KLJKO\�SRZHUIXO�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ�WRRO�

�����9LUWXDO�,QÁXHQFHUV

5HFHQWO\��SHUVRQDO�UHODWLRQVKLSV��DV�ZH�NQRZ�WKHP�KDYH�JRQH�WKURXJK�D�UHYROXWLRQ�DQG�WKH�UDQJH�RI�
LQWHUDFWLRQ�SHRSOH�FDQ�KDYH�KDV�HQODUJHG�FRQVLGHUDEO\��$W�SUHVHQW��WKHUH�DUH�RYHU�RQH�ELOOLRQ�SHRSOH�
LQ� WKH�ZRUOG�ZKR� XVH� VRFLDO� QHWZRUNV� WR� FRPPXQLFDWH� IRU� HQWHUWDLQPHQW� DQG� FRPPXQLFDWLQJ�ZLWK�
RWKHU�XVHUV��7KLV�PHDQV�WKLV�PHGLD�KDV�FRQVROLGDWHG�LWV�SRVLWLRQ�DV�D�VLJQLÀFDQW�DGYHUWLVLQJ�UHVRXUFH�DQG�
PXVW�EH�WDNHQ�LQWR�FRQVLGHUDWLRQ�� ,Q� MXVW����\HDUV��GLJLWDO�DGYHUWLVLQJ�KDV�JRQH�IURP�EHLQJ�VRPHWKLQJ�
SUDFWLFDOO\�LQH[LVWHQW�WR�WKH�PHGLD�ZLWK�PRVW�DGYHUWLVLQJ�LQYHVWPHQW�LQ�6SDLQ�LQ�������VXUSDVVLQJ�WHOHYLVLRQ�
�,QIRDGH[��������

,Q�WKH�ZDNH�RI�WKH�VXFFHVV�RI�WKH�UHDO�LQÁXHQFHUV�DV�DGYHUWLVLQJ�RSLQLRQ�OHDGHUV��ZKR�FROODERUDWH�ZLWK�
D�UDQJH�RI�EUDQGV��SURGXFWV��VHUYLFHV�DQG�VRFLDO�PRYHPHQWV��� LQ������WKH�ÀUVW�YLUWXDO� LQÁXHQFHU�LQ�WKH�
KLVWRU\�RI�VRFLDO�QHWZRUNV�ZDV�ODXQFKHG��7KLV�ZDV�DQ�H[SHULPHQW�ZKLFK�DURVH�RXW�RI�D�GHVLUH�WR�FRQWURO�
WR�D�ODUJH�H[WHQW�WKH�DGYHUWLVLQJ�PHVVDJHV�OLQNHG�WR�WKH�LQÁXHQFHU�SURÀOH��

-XVW�OLNH�ZLWK�UHDO�LQÁXHQFHUV��YLUWXDO�RQHV�PXVW�HQWHUWDLQ�WKHLU�IROORZHUV�WR�HDUQ�WKHLU�OR\DOW\�DQG�WR�NHHS�
WKHP��&DVDV�0RUHQR��7HMHGRU�&DOYR�DQG�5RPHUR�5RGUtJXH]�GHVFULEH�WKH�ZD\�LQ�ZKLFK�,QVWDJUDP�VWRULHV�
are told:

,QVWDJUDP�KDV�EHFRPH�D�VWRU\WHOOLQJ�SODWIRUP�ZLWK�YLVXDO�QDUUDWLRQ�RI�DFWLYLWLHV�LQ�RQH�V�GDLO\�
OLYHV�� 7KLV� DSSOLFDWLRQ� �,QVWDJUDP� VWRULHV�� DOVR� HQDEOHV� RQH� WR� DGG� SKRWRJUDSK\� DQG� VKRUW�
YLGHRV��7KHUH�LV�DOVR�DQ�RSWLRQ�RI�DGGLQJ�WH[WV��HPRWLFRQV��ÀOWHUV��HWF��7KLV�LV�DOO�XVHIXO�EHFDXVH�
the human brain is prepared to save information in the way of a tale. (2018: 45)

7KH�PRUH� WKH�PHVVDJHV�SRVWHG�DUH�ZRUNHG�RQ�� WKH�PRUH� WKH\�ZLOO�SHQHWUDWH� WKHLU� WDUJHW�DXGLHQFH��
)RU�WKLV�UHDVRQ��WKH�DJHQFLHV�LQ�FKDUJH�RI�EULQJLQJ�YLUWXDO�LQÁXHQFHUV�WR�OLIH��FUHDWH�FRQWHQWV�ZKLFK�DUH�
VLPLODU�WR�WKRVH�IRXQG�LQ�ÀOPV�RU�WHOHYLVLRQ�VHULHV��$�OLIH�LV�FUHDWHG�IRU�WKHP�DQG�WKHLU�PHVVDJHV�DUH�´IHGµ�
ZLWK�D�VSHFLÀF�WKUHDG�LQ�RUGHU�WR�FDSWXUH�WKH�KLJKHVW�QXPEHU�RI�IROORZHUV�SRVVLEOH��7KLV�IRUPXOD�FOHDUO\�
ZRUNV�VLQFH� LQ�WKH� ODVW�ÀYH�\HDUV��YLUWXDO� LQÁXHQFHUV�KDYH�SUROLIHUDWHG��DQG�KDYH�JDLQHG�JURXQG�IURP�
human ones.

9LUWXDO�LQÁXHQFHUV�KDYH�D�ZD\�RI�OLIH�ZKLFK�UHVRQDWHV�ZLWK�WKH�LQWHUHVWV�DQG�SUHIHUHQFHV�RI�WKHLU�IROORZHUV��
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 

FRQVXPSWLRQ��EXW�DOVR�WKH�LQWHUUHODWLRQ�EHWZHHQ�SK\VLFDO�DQG�YLUWXDO� LQÁXHQFHUV��VRFLDO�DQG�SURVRFLDO�
behaviour and even political activism. The more varied the posts are the more plausible the avatar 

VHHPV�DQG�WKLV�QXUWXUHV�D�KLJKHU�GHJUHH�RI�DIÀQLW\�ZLWK�WKHLU�IROORZHUV��)URP�D�SURIHVVLRQDO�SRLQW�RI�YLHZ��
WKLV�HQDEOHV� WKH�YLUWXDO� LQÁXHQFHU�DFFRXQW� WR�EH�XVHG� IRU�DOO� NLQGV�RI�PDUNHWLQJ�DFWLYLWLHV�� 7KHUHIRUH��
LQWHUHVW� LQ� WKHP� LQ� WHUPV�RI� WKHLU�PRQH\�PDNLQJ�FDSDELOLWLHV� KDV�JURZQ�FRQVLGHUDEO\�� 7KHUH�DUH�DOVR�
GLIIHUHQW�VHJPHQWDWLRQ�RSWLRQV�IRU�DXGLHQFHV�ZLWK�WKH�PRVW�QXPHURXV�IROORZHUV�
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*UDSK����1XPEHU�RI�IROORZHUV�RI�WKH���PRVW�RXWVWDQGLQJ�YLUWXDO�LQÁ�XHQFHUV�

Source: Produced by the author

&KDUW����3HUFHQWDJH�RI�IROORZHUV�ZKR�JLYH�D�´OLNHµ�RU�FRPPHQW�RQ�SRVWV

Source: Produced by the author

,Q�JUDSKV���DQG���WKH�QXPEHU�RI�IROORZHUV�IRU�WKH�À�YH�PRVW�RXWVWDQGLQJ�YLUWXDO�LQÁ�XHQFHUV�FDQ�EH�VHHQ�
DV�ZHOO�DV� WKH�(5� �SHUFHQWDJH�RI�DXGLHQFH�ZKLFK�JLYHV�D� OLNH�RU�FRPPHQWV�RQ� WKH�SRVWV��� 7KH�PRVW�
LPSRUWDQW�SURÀ�OH�LQ�WHUPV�RI�WKH�QXPEHU�RI�IROORZHUV�LV�#OLOPLTXHOD��ZKLFK�LV�ZK\�DORQJ�ZLWK�KHU�QXPEHU�
RI�SRVWV���������VKH�ZDV�FKRVHQ�IRU�WKH�À�HOG�ZRUN�FDUULHG�RXW�LQ�WKLV�DUWLFOH��+RZHYHU��#EHUPXGDLVEDH��
KDV�WKH�ODUJHVW�SHUFHQWDJH�RI�LQWHUDFWLRQV�ZLWK�KHU�IROORZHUV�DOWKRXJK�LQ�WKH�ODVW�\HDU�VKH�KDV�NHSW�D�ORZ�
SURÀ�OH�RQ�KHU�RZQ�SRVWV�

&KDUW����$YHUDJH�FRPPHQWV�RQ�SRVWV�IURP�WKH�PDLQ�YLUWXDO�LQÁ�XHQFHUV

Source: HypeAuditor (2021).
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&KDUW����$YHUDJH�´OLNHVµ�RQ�SRVWV�IURP�PDLQ�YLUWXDO�LQÁ�XHQFHUV

Source: HypeAuditor (2021).

,I�ZH�ORRN�DW�WKH�DYHUDJH�QXPEHU�RI�IROORZHUV��FKDUWV���DQG����ZKR�FRPPHQW�RU�FOLFN�RQ�´OLNHµµ�RQ�WKH�
SRVWV�IURP�WKH�YLUWXDO�LQÁ�XHQFHUV��RQFH�DJDLQ��#OLOPLTXHOD�SURÀ�OH�FOHDUO\�UDQNV�À�UVW�ZLWK�D�ZLGH�PDUJLQ�LQ�
UHODWLRQ�WR�WKH�RWKHU�IRXU�PRVW�IROORZHG�SURÀ�OHV�

:RUNLQJ�EHKLQG�WKH�VFHQHV�RI�HDFK�YLUWXDO�LQÁ�XHQFHU�WKHUH�LV�D�WHDP�RI�RYHU����SHRSOH�ZLWK�GLIIHUHQW�
SURIHVVLRQDO� SURÀ�OHV�� 7KH�PRVW� RXWVWDQGLQJ� RI� WKHVH� DUH� H[SHUWV� LQ� FLQHPDWRJUDSKLF� SURGXFWLRQ�� �'�
VFDQQLQJ��PRWLRQ� FDSWXUH�� IDFLDO� PRWLRQ� FDSWXUH�� GHVLJQ� DQG� SKRWRUHDOLVWLF� �'�PRGHOOLQJ�� DUW� DQG�
SKRWRJUDSK\�GLUHFWRUV�DQG�H[SHUWV� LQ�FRPPXQLFDWLRQ��HWF��HWF��$OO�RI� WKLV�EULQJV�XV� WR�FRQFOXGH�WKDW�
D�QHZ� LQGXVWU\�KDV�GDZQHG��ZLWK� VSHFLÀ�F� VSHFLDOLVHG� IHDWXUHV� IRU�EULQJLQJ�DYDWDUV� WR� OLIH�ZLWK�ZKLFK�
LQÁ�XHQFHUV�DV�DQ�DGYHUWLVLQJ�PHGLD�DUH�FUHDWHG�

2QH�SRLQW�WR�EHDU�LQ�PLQG�ZKHQ�FUHDWLQJ�FRQWHQWV�RQ�WKH�VRFLDO�QHWZRUNV�DUH�WKH�LQWHUHVWV�RI�WKH�WDUJHW�
PDUNHW��2QH�GHWDLOOHG� VWXG\�RI� IROORZHUV�� WKHLU� WDVWHV�DQG� WKH� UHDFWLRQV� WKH\�KDYH� WR�SRVWV�RQ� VRFLDO�
QHWZRUNV��SURYLGHV�WKH�À�UVW�FOXHV�IRU�FUHDWLQJ�VWRULHV�ZKLFK�DSSHDO�WR�WKH�IHHOLQJV�RI�GHVLUH�DQG�LQWHUHVW��
,Q�WKLV�ZD\��VWRULHV�PD\�EH�FUHDWHG�WKDW�DUH�DGDSWHG�WR�GLIIHUHQW�DXGLHQFHV��,Q�JUDSK���WKH�LQWHUHVWV�RI�
WKH�IROORZHUV�RI�WKH�PDLQ�YLUWXDO�LQÁ�XHQFHUV�DFWLYH�LQ������FDQ�EH�VHHQ�

*UDSK����,QWHUHVWV�RI�WKH�DXGLHQFH�RI�WKH�PDLQ�YLUWXDO�LQÁ�XHQFHUV

Source: HypeAuditor (2021).
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,I�RQH�ORRNV�DW�HDFK�RI�WKH�YLUWXDO�LQÁXHQFHUV�LW�FDQ�EH�VHHQ�WKDW�WKH�IROORZHUV�RI�#OLOPLTXHOD�DUH�SULPDULO\�
LQWHUHVWHG�LQ�PXVLF��FLQHPD�DQG�OX[XU\��WKRVH�IRU�#QRRQRRXUL�LQ�OX[XU\��HPSOR\PHQW�PDWWHUV�DQG�IDVKLRQ��
WKRVH� IURP�#LPPD�JUDP� LQ� FLQHPD�� FRPLFV� DQG� QHZ� WHFKQRORJLHV�� WKRVH� IURP�#EHUPXGDLVEDH� LQ�
FLQHPD��IDVKLRQ�DQG�PRGHOOLQJ��DQG��ODVWO\��WKRVH�IURP�#VKXGX�JUDP�LQ�DUW�DQG�DUWLVWV��PRGHOOLQJ�DQG�
FLQHPD�DFFRUGLQJ�WR�+\SH$XGLWRU��������

�����*HQHUDO�IHDWXUHV�RI�YLUWXDO�LQÁXHQFHUV

$W�WKH�VWDUW�RI������WKHUH�ZHUH�����DFWLYH�YLUWXDO�LQÁXHQFHUV��RXW�RI�ZKLFK�RYHU����DSSHDUHG�LQ�WKH����
PRQWKV�SULRU�WR�-XQH�������7KH�KHDOWK�FULVLV�ZH�DUH�FXUUHQWO\�JRLQJ�WKURXJK��DV�ZHOO�DV�ORFNGRZQ��OHDG�WR�
D�GHFOLQH�LQ�DFWLYLW\�IRU�UHDO�LQÁXHQFHUV��+RZHYHU��YLUWXDO�LQÁXHQFHUV�PD\�NHHS�RQ�WUDYHOOLQJ��DWWHQGLQJ�
HYHQWV��HQJDJLQJ�ZLWK�RWKHU�SHRSOH�DQG�VR�RQ�DQG�VR� IRUWK�� 7KLV�PHDQW� WKHLU� VWRULHV�EHFDPH�EHWWHU�
NQRZQ�RQ�WKH�VRFLDO�QHWZRUNV�DQG�QHZ�SURÀOHV�DSSHDUHG�

$W� SUHVHQW� WZR� W\SHV� RI� YLUWXDO� LQÁXHQFHUV� FRH[LVW�� DYDWDUV� RU� GLJLWDO� FUHDWLRQV� ZKLFK� UHVHPEOH� UHDO�
SHRSOH��DQG�IDQWDV\�FKDUDFWHUV�RU�DQLPDWLRQV��7KHUH�DUH�PRUH�IHPDOH�LQÁXHQFHUV�WKDQ�PHQ�DQG�WKH\�
are characters with their own opinions who have relationships with other avatars and real characters. 

2Q�WKH�SURÀOHV�RI� WKH�YLUWXDO�DYDWDUV� UHDOLW\�EOHQGV�ZLWK�ÀFWLRQ��7KHUHIRUH�� WKH�VN\� LV� WKH� OLPLW�DQG�RQH�
QHYHU�NQRZV�H[DFWO\�ZKDW� LV�JRLQJ� WR�KDSSHQ��+RZHYHU��RFFDVLRQDOO\� WKH�SKRWRJUDSKV�DQG� LPDJHV�
posted may be confused with reality.

�����7KH�/LO�0LTXHOD�FDVH�VWXG\

�������6WRU\�DQG�3URÀOH�DQDO\VLV

2Q���UG�RI�$SULO� ������ /LO�0LTXHOD�� �EUDLQFKLOG�RI� WKH�FRPSDQ\�%UXG�� WKH� YLUWXDO� LQÁXHQFHU�ZLWK�PRVW�
IROORZHUV�RQ�WKH�QHWZRUN��FDPH�LQWR�EHLQJ�RQ�,QVWDJUDP��6KH�LV�D�\RXQJ�����\HDU�ROG�$PHULFDQ�IURP�/RV� 
$QJHOHV��ZKR�LQ�KDUGO\���\HDUV�DPDVVHG���PLOOLRQ�IROORZHUV��RYHU������posts on her account and posted a 

ODUJH�QXPEHU�RI�stories��&HQWUHG�RQ�DQ�LPDJLQDU\�JLUO��DQ�HQWLUH�OLIH�ZDV�FUHDWHG�ORDGHG�ZLWK�DGYHUWLVLQJ�
PHVVDJHV��VRFLDO�DFWLYLVP�DQG�SRVWV�ZLWK�LGHRORJLFDO�FRQWHQW��

-XVW�DV�H[SODLQHG�E\�7XU�9LxHV��1~xH]�*yPH]�DQG�0DUWtQH]�3DVWRU��

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

E\�FROODERUDWLRQ�DQG�GULYHQ�E\�PHGLD�FRQYHUJHQFH��7KLV�LV�QR�SDUDGR[�DV�SHRSOH�IHHO�DQ�XUJH�
WR�VKDUH�DQG�DLU�WKHLU�ZD\V�RI�VHHLQJ�OLIH��ZLWKRXW�PHUJLQJ�WKHLUV�ZLWK�WKRVH�RI�RWKHUV��ZLWKRXW�
ORVLQJ�WKHLU�XQLTXHVV�DV�LQGLYLGXDOV��������������

7KH�VRFLDO�QHWZRUNV�PDNH�WKLV�DOO�SRVVLEOH�DQG�YLUWXDO� LQÁXHQFHUV�UHÁHFW�VRFLHW\��KHQFH�WKH�VXFFHVV�RI�
SURÀOHV�VXFK�DV�/LO�0LTXHOD��*HQHUDWLRQ�=�LV�WKDW�PRVW�FRPPLWWHG�WR�WKLV�W\SH�RI�SURÀOHV��IHHOLQJ�HPSDWK\�
ZLWK� WKHP��HYHQ� WKRXJK�WKH\�NQRZ�WKH\�DUH�QRW� UHDO��3HUKDSV� WKDW� LV�ZK\� WKH\�DWWUDFW� VXFK� LQWHUHVW��
1~xH]�*yPH]��5RGULJR�0DUWtQ��5RGULJR�0DUWtQ�DQG�0DxDV�9LQLHJUD�H[SODLQ�WKH�LPSRUWDQFH�RI�NQRZLQJ�
WKLV�WDUJHW�PDUNHW�LQ�RUGHU�WR�ODXQFK�PHVVDJHV�FODLPLQJ�WKDW�“Brands must research this new audience 

PRUH�DQG�DGGUHVV� WKHP� LQ�D� UHVSRQVLEOH�DQG�HGXFDWLRQDO�PDQQHU��EHFDXVH� LQ� WKH� ORQJ�WHUP�EUDQG�
loyalty will depend on it” �������������9LUWXDO�LQÁXHQFHUV�DUH�WDLORU�PDGH�IRU�WKLV�JHQHUDWLRQ�LQ�RUGHU�WR�
UHÁHFW�WKHLU� LQWHUHVWV�DV�ZHOO�DV�WKH�LVVXHV�WKDW�FRQFHUQ�WKHP��,QGHHG�� LW�PLJKW�EH�VDLG�WKDW�WKH�YLUWXDO�
LQÁXHQFHUV�LQ������DUH�DQ�DFWLYH�SDUW�RI�*HQHUDWLRQ�=�

(YHQ�WKRXJK�KHU�SURÀOH�ZDV�RULJLQDOO\�LQWHQGHG�WR�DOZD\V�EH�OLQNHG�WR�IDVKLRQ��/LO�0LTXHOD�KDV�EHFRPH�
D�VXFFHVVIXO�VLQJHU�DQG�KHU�VRQJV�KDYH�EHHQ�SOD\HG�PLOOLRQV�RI�WLPHV�RQ�SODWIRUPV�VXFK�DV�6SRWLI\�RU�
$SSOH�0XVLF��6KH�HDUQV�PRUH�LQFRPH�WKDQ�PDQ\�UHDO�LQÁXHQFHUV�DQG�KDV�HDUQW�DV�PXFK�DV��������IRU�
D�VLQJOH�VSRQVRUHG�SRVW��,Q�DGGLWLRQ��DW�SUHVHQW��LW�LV�QRW�XQXVXDO�WR�VHH�KHU�IDFH�LQ�IDVKLRQ�PDJD]LQHV�RU�
EHLQJ�LQWHUYLHZHG�RQ�GLIIHUHQW�SURJUDPPHV��7KLV�KDV�PDGH�KHU�DQ�LFRQ�IRU�GLIIHUHQW�OX[XU\�EUDQGV�VXFK�
DV�&KDQQHO��9HUVDFFH��*LYHQFK\�� WHFKQRORJ\�FRPSDQLHV� VXFK�DV�$SSOH��RU� IRU�DXWRPRELOHV� VXFK�DV�
0LQL��DPRQJ�PDQ\�RWKHU�EUDQGV�WKDW�DSSHDU�RQ�KHU�SRVWV�

7KURXJKRXW�KHU�SRVWV� LW�FDQ�EH�VHHQ�KRZ�VKH� LQWHUDFWV�ZLWK� UHDO�SHRSOH�RU�RWKHU�DYDWDUV��RQH�RI� WKH�
PRVW�RXWVWDQGLQJ�RI�ZKRP�LV�#EO]ZNR����D�YLUWXDO�LQÁXHQFHU�DOVR�IURP�%UXG��ZLWK�ZKRP�SRVWV��LQWHUHVWV��
SKRWRJUDSK\�DQG�FRPPHQWV�DUH�VKDUHG��)LJ����DQG����
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)LJXUHV���DQG����5HODWLRQVKLS�EHWZHHQ�DYDWRUV�FUHDWHG�E\�WKH�VDPH�FRPSDQ\

6RXUFH��,QVWDJUDP�#OLOPLTXHOD�

,W�PLJKW�EH�VDLG�WKDW�WKHVH�WZR�DYDWDUV�KDYH�D�VRFLDO�UHODWLRQVKLS�ZKLFK�UHVHPEOHV�RQH�EHWZHHQ�WZR�
UHDO�SHRSOH��7KDW�LV��WKHUH�LV�D�YHU\�À�QH�OLQH�EHWZHHQ�UHDOLW\�DQG�À�FWLRQ�LQ�DOO�FDVHV��VR�PXFK�VR�WKDW�VKH�
FDQ�HYHQ�EH�VHHQ�PDNLQJ�YLGHR�FDOOV�ZLWK�KHU�IULHQGV�

2Q�DQDO\LVLV�RI�KHU�SRVWV�� LW�FDQ�EH�VHHQ�WKDW�VKH�GHGLFDWHG�D� ODUJH�SDUW�RI�WKHP�WR�SURPRWLQJ�QHZ�
DUWLVWLF��PXVLFDO�DQG�DUWLVWLF�WDOHQWV�DV�ZHOO�DV�SURPRWLQJ�VRFLDO�PRYHPHQW�FDPSDLJQV��7KHVH�ZHUH�ERWK�
IRU�1*2V�DQG�WKRVH�PDGH�LQ�'HFHPEHU������IRU�My Friend´s place� LQ�RUGHU�WR�UDLVH�IXQGV�IRU�\RXQJ�
KRPHOHVV�SHRSOH�LQ�/RV�$QJHOHV��)LJ�����

)LJXUH����)XQG�UDLVLQJ�FDPSDLJQ�IRU�\RXQJ�KRPHOHVV�SHRSOH�PDGH�E\�/LO�0LTXHOD

6RXUFH��,QVWDJUDP�#OLOPLTXHOD�

�������$QDO\VLV�RI�SURÀ�OH�SRVWV�IURP�/LO�0LTXHOD

7KH�VSHFLÀ�F�FDVH�VWXG\�RI�/LO�0LTXHOD�EHJDQ� LQLWLDOO\�ZLWK�GUDZLQJ�WRJHWKHU� WKH�SRVWV� WKDW�KDG�EHHQ�
PDGH�WKURXJKRXW�WKH�\HDUV��LQ�ZKLFK�D�ULVLQJ�WUHQG�FDQ�EH�VHHQ�DV�/LO�0LTXHOD�UHVRQDWHG�ZHOO�DPRQJ�
WKH�XVHU�DXGLHQFH�RQ�WKH�VRFLDO�QHWZRUN�,QVWDJUDP�
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7DEOH����'DWD�IURP�WKH�SRVWV�PDGH�E\�#OLOPLTXHOD

Year: 1XPEHU�RI�SRVW 'DWH�À�UVW�SRVW 'DWH�ODVW�SRVW

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

*UDSK���7UHQG�LQ�SRVWV�IURP�#OLOPLTXHOD

Source: Produced by the author

,Q�KHU�À�UVW�\HDU�WKH�DFFRXQW�RI�/LO�0LTXHOD�GLG�QRW�VKRZ�LQWHQVH�DFWLYLW\��DV�VKH�RQO\�KDG����posts since 
April, the time at which she created the account until the end of the year�� ,Q������WKH�SURÀ�OH�EHJDQ�
SRVWLQJ�LQ�JUHDWHU�QXPEHUV�DQG�UHDFKHG�D�WRWDO�RI�����+RZHYHU��LW�ZDV�VWLOO�XQUHSUHVHQWDWLYH�LQ�UHODWLRQ�
WR�SRVWV�PDGH�E\�UHDO�LQÁ�XHQFHUV�ZLWK�ZKRP�VKH�ZLVKHG�WR�FRPSHWH�

7KH�\HDUV�KHU�DFFRXQW� UHDOO\� WRRN�RII�ZHUH������DQG������ZLWK�DOPRVW�����SRVWV�SHU�\HDU�� 7KH� ODUJH�
IDVKLRQ�EUDQGV��DV�ZHOO�DV�OX[XU\�SURGXFWV�EHJDQ�WR�EH�PRUH�FRPPRQSODFH�LQ�KHU�SRVWV��$OO�WKLV��DV�ZHOO�
DV�WKH�QDWXUDO�VW\OH�DQG�FDUH�ZLWK�ZKLFK�WKH�SRVWV�ZHUH�PDGH�WXUQHG�/LO�0LTXHOD�LQWR�D�YLUWXDO�LQÁ�XHQFHU�
with the most followers worldwide.

+RZHYHU�������PDUNHG�D�EHIRUH�DQG�DIWHU�RQ�DOO�DFFRXQWV� IRU�YLUWXDO� LQÁ�XHQFHUV��DQG�HVSHFLDOO\� WKH�
#OLOPLTXHOD�DFFRXQW�� 7KH�KHDOWK�FULVLV� DQG� ORFNGRZQ�JDYH�YLUWXDO� LQÁ�XHQFHUV�D�JUHDW�RSSRUWXQLW\� WR�
FRPSHWH�ZLWK�UHDO�LQÁ�XHQFHUV��,Q�D�IDQWDV\�ZRUOG��WKH�VN\�LV�WKH�OLPLW��DV�WKH\�DUH�QRW�VXEMHFW�WR�ORFNGRZQ�
DQG�PD\� FRQWLQXH� ´EXVLQHVV� DV� XVXDOµ�� 7KH� DXGLHQFH� DSSUHFLDWHV� WKLV� DQG� IDU�PRUH� HQWHUWDLQPHQW�
content is now created with these avatars. Indeed, posts in 2020 rose sharply above those made in 

previous years.

6LQFH�VKH�EHJDQ�LQ������DQG�XQWLO���WK�$SULO����QHZ�SRVWV�ZHUH�PDGH����PRUH�WKDQ�LQ�������7KLV�KDV�OHG�
XV�WR�WKLQN�WKDW�WKH�JURZWK�LQ�SRVWV�WKLV�\HDU�ZLOO�EH�VLPLODU�WR�ODVW�\HDU�
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Results

�����3UHYLRXV�FRQVLGHUDWLRQV

%HIRUH�SUHVHQWLQJ�WKH�À�HOG�ZRUN�RI� UHVHDUFK�RQ�WKH�DFWLYLW\�E\�#OLOPLTXHOD�ZKLFK�FRLQFLGHG�ZLWK� WKH�
2020 US presidential elections, it was deemed appropriate to set some questions on the United States 

HOHFWRUDO�V\VWHP��7KLV�LV�HVVHQWLDO�WR�XQGHUVWDQGLQJ�WKH�GLIIHUHQW�VWRULHV�SRVWHG�E\�WKLV�YLUWXDO�LQÁ�XHQFHU�RQ�
KHU�,QVWDJUDP�DFFRXQW�IURP�6HSWHPEHU������WR�-DQXDU\������

7KH�À�UVW�FRQFHUQV�WKH�V\VWHP�IRU�PDNLQJ�WKH�HOHFWRUDO�UROH��7KH�PLQLPXP�DJH�IRU�YRWLQJ�LQ�WKH�8QLWHG�
6WDWHV�LV����EXW��MXVW�EHFDXVH�VRPHERG\�WXUQV����GRHV�QRW�PHDQ�DQ�$PHULFDQ�FLWL]HQ�FDQ�YRWH��7R�GR�
VR��RQH�PXVW�EH�RQ�WKH�YRWHU�UHJLVWU\��8QLWHG�6WDWHV�*RYHUQPHQW���������7KLV� LV�D�YHU\�LPSRUWDQW�SRLQW�
IRU�À�UVW�WLPH�YRWHUV��ZKHWKHU�WKLV�LV�EHFDXVH�WKH\�KDYH�MXVW�WXUQHG����RU�EHFDXVH�WKH\�KDYH�UHFHLYHG�86�
QDWLRQDOLW\�DQG�WKH\�VWLOO�KDYH�QRW�UHJLVWHUHG�

7KLV� UHJLVWU\�PD\� EH� FDUULHG� RXW� LQ� GLIIHUHQW� ZD\V�� ,W� FDQ� HLWKHU� EH� FDUULHG� RXW� GLUHFWO\� E\� GLIIHUHQW�
SXEOLF�LQVWLWXWLRQV��'HSDUWPHQW�RI�0RWRULVHG�9HKLFOHV��'HSDUWPHQW�RI�+HDOWK��'HSDUWPHQW�IRU�WKH�%OLQG�
DQG� 6KRUW�6LJKWHG�3HUVRQV��2IÀ�FH� IRU� 5HFUXLWPHQW� IRU� WKH�$UPHG� )RUFHV����� RU�E\�DQ\�RI� WKH�PXOWLSOH�
LQVWLWXWLRQV�IURP�WKH�WKLUG�SDUW\�YRWHU·V�UHJLVWHU��7KH�ODWWHU�DUH�SHUVRQV�RU�HQWLWLHV�LQ�FKDUJH�RI�SURPRWLQJ�
DQG�PDVV�FRPSLOLQJ�DSSOLFDWLRQV� IRU� UHJLVWHULQJ�YRWHUV� �)ORULGD�'HSDUWDPHQW�RI� 6WDWH���������$PRQJ�
WKHVH�LQVWLWXWLRQV�DUH�5RFN�WKH�9RWH�RU�+HDG�&RXQW�ZLWK�ZKLFK�/LO�0LTXHOD�KDV�FROODERUDWHG�

:KHQ� D� FLWL]HQ� UHJLVWHUV� DV� D� YRWHU�� DSDUW� IURP� SURYLGLQJ� WKHLU� SHUVRQDO� GDWD� �QDPH� DQG� VXUQDPH��
DGGUHVV�����WKH\�KDYH�WKH�RSWLRQ�RI�LQGLFDWLQJ�LI�WKH\�VXEVFULEH�WR�DQ\�SDUWLFXODU�SROLWLFLDO�SDUW\�ZKLFK�ZLOO�
enable them to participate in the primaries of their party. Both personal data and this membership may 

EH�FKDQJHG�DV�PDQ\�WLPHV�DV�WKH�YRWHU�GHHPV�QHFHVVDU\�

,Q�RUGHU�WR�SURPRWH�WKH�UHJLVWU\�IRU�QHZ�YRWHU·V�GLIIHUHQW�HYHQWV�ZHUH�KHOG��VXFK�DV��IRU�H[DPSOH��WKH�
1DWLRQDO�'D\�IRU�9RWHU�5HJLVWUDWLRQ��7KLV��ZKLFK��VLQFH�������LV�KHOG�RQ�WKH�IRXUWK�7XHVGD\�RI�6HSWHPEHU�
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 

1DWLRQDO�$VVRFLDWLRQ�IRU�(OHFWRUDO�2IÀ�FLDOV� �1DWLRQDO�9RWHU�5HJLVWUDWLRQ�'D\�������� LV�QRW� OLQNHG�WR�DQ\�
party.

�����5HVHDUFK�UHVXOWV�VWRULHV�IURP�/LO�0LTXHOD

7KH�À�UVW�TXHVWLRQ�DQDO\VHG�ZDV�WKH�W\SH�RI�PHVVDJH�ZKLFK�ZDV�DFFRUGLQJ�WR�DXWKRUVKLS��-XVW�DV�FDQ�EH�
VHHQ�LQ�JUDSK���PRVW�RI�WKH�VWRULHV�VWXGLHG�ZHUH�VKDUHG�PHVVDJHV�FUHDWHG�E\�DFFRXQWV�IURP�LQVWLWXWLRQV�
ZLWK�ZKRP�/LO�0LTXHOD�FRODERUDWHV�RU�DUWLVWV�ZKR�ZHUH�DOVR�SURPRWLQJ�WKH�YRWHU�UHJLVWU\�RU�SDUWLFLSDWLRQ�
LQ�WKH�JHQHUDO�HOHFWLRQV��,Q�WKLV�ZD\��RXW�RI�WKH����stories�DQDO\VHG����ZHUH�VKDUHG�ZKLOH�WKH�UHPDLQLQJ�
���ZHUH�FUHDWHG�XQGHU�WKH�/LO�0LTXHOD�EUDQG�QDPH�

*UDSK���7\SH�RI�PHVVDJH�DFFRUGLQJ�WR�DXWKRUVKLS�

Source: Produced by the author

%HORZ�� WKH� DQDO\VLV� LV� SUHVHQWHG�DFFRUGLQJ� WR� WKH� W\SH� RI�PHVVDJH� LQ� WHUPV� RI� WKH� FRPPXQLFDWLYH�
elements it included. In this respect, it must be stressed that out of the 53 stories 21 were made up 

RI�WH[W��ZKLOH�WKH�RWKHU����FRPELQHG�WH[W�DQG�VWLOO�GUDZLQJV��7KHVH�WZR�W\SHV�RI�PHVVDJHV�DORQH�QRZ�
UHSUHVHQW�����RI�DOO�WKH�HOHPHQWV�VWXGLHG��7KH�UHPDLQLQJ�stories�FRQWDLQHG�WH[W�DQG�DQLPDWLRQV������WH[W�
DQG�VKDUHG�YLGHR������D�SKRWRJUDSK�RI�/LO�0LTXHOD�KHUVHOI�ZLWK�D�WH[W������WH[W�ZLWK�HPRMLV������V\PERO�DQG�
WH[W������LPDJH�DQG�WH[W������YLGHR�DQG�WH[W�����DQG�D�VWLOO�LPDJH�ZLWK�WH[W�DQG�HPRMLV������VHH�JUDSK����
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*UDSK���(OHPHQWV�RI�PHVVDJH����

Source: Produced by the author

2QH�RI�WKH�LVVXHV�ZKLFK�ZDV�PRVW�LQWHUHVWLQJ�LQ�WKLV�UHVHDUFK�LV�WKDW�FRQFHUQLQJ�WKH�LQWHQWLRQ�EHKLQG�WKH�
VWRULHV�SRVWHG�E\�/LO�0LTXHOD�RQ�KHU�,QVWDJUDP�DFFRXQW�����RI�WKH�VWRULHV�DQDO\VHG�H[FOXVLYHO\�SURPRWHG�
YRWLQJ� LQ�JHQHUDO�� 7KDW� LV��SDUWLFLSDWLQJ� LQ� WKH�1RYHPEHU������HOHFWLRQV�ZKLOH���� MXVW�SURPRWHG�YRWHU�
UHJLVWUDWLRQ��$�WRWDO�RI����RI�WKHVH�PHVVDJHV�SURPRWHG�SRVWDO�YRWLQJ�ZKLOH�LQIRUPLQJ�DERXW�KRZ�WR�PDNH�
XVH�RI�LW��2XW�RI�WKH�RWKHU�VWRULHV��WKUHH�H[FOXVLYHO\�LQIRUPHG�DERXW�SRVWDO�YRWLQJ��WZR�MXVW�PDGH�UHIHUHQFHV�
WR�SURPRWLQJ�WKLV�GLVWDQFH�YRWLQJ�PRGDOLW\��D�UHSRUW�RQ�YRWHU�UHJLVWUDWLRQ�DQG�DQRWKHU�SURPRWHG�YRWLQJ�
ZKLOH�HQFRXUDJLQJ�SRVWDO�YRWLQJ��VHH�*UDSK����

*UDSK���,QWHQWLRQ�EHKLQG�WKH�VWRULHV

Source: Produced by the author

,Q� WKH�DQDO\VLV� WKHUH� LV�D�FOHDU� WUHQG�ZLWK� WKH� LQWHQWLRQ�EHKLQG�WKHVH�PHVVDJHV� WKURXJKRXW� WKH�SHULRG�
VWXGLHG��7KLV�ZD\�LW�FDQ�EH�VHHQ�WKDW�PDWWHUV�UHODWHG�WR�SURPRWLQJ�WKH�YRWHU�UHJLVWU\�LV�D�NH\�LVVXH�GHDOW�
ZLWK�LQ�WKH�VWRULHV�E\�/LO�0LTXHOD�EHWZHHQ�WKH��WK�RI�6HSWHPEHU�DQG��WK�RI�2FWREHU�������%HWZHHQ�WKH�
��WK�DQG���WK�RI�2FWREHU�SRVWDO�YRWLQJ�LVVXHV�VKDUHG�VSDFH�RQ�WKHVH�SRVWV��ZKLOH�LQ�WKH�ZHHN�IURP���WK�WR�
��WK�RI�2FWREHU�WKH�stories�OLQNHG�WR�SURPRWLQJ�DQG�SURYLGLQJ�LQIRUPDWLRQ�RQ�UHJLVWHULQJ�WR�YRWH�JDLQHG�
JUHDWHU�VLJQLÀ�FDQFH��7KH�PRQWK�RI�2FWREHU�FORVHG�ZLWK�PHVVDJHV�DOPRVW�HQWLUHO\�FRQFHUQLQJ�LQIRUPDWLRQ�
DERXW�SRVWDO�YRWLQJ�DQG�IURP�1RYHPEHU�RQZDUGV�PRVW�SRVWV�IRFXVHG�RQ�SURPRWLQJ�YRWLQJ��*UDSK�����
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$QRWKHU� RXWVWDQGLQJ� SRLQW� LV� WKH� FROODERUDWLRQ� RI� /LO� 0LTXHOD� ZLWK� GLIIHUHQW� RUJDQLVDWLRQV� OLQNHG� WR�
SURPRWLQJ�SDUWLFLSDWLRQ� LQ� WKH�HOHFWLRQV�� 6RPH�RI� WKHVH� LQVWLWXWLRQV�DUH�ZKDW� LV� NQRZQ�DV� WKLUG�SDUW\�
YRWHU�UHJLVWUDWLRQ�RUJDQLVDWLRQV��7R�EH�VSHFLÀ�F��WKHUH�DUH�WZR�RI�WKHVH��5RFN�WKH�YRWH�DQG�+HDGFRXQWLQJ�
ZKLFK�DFFRXQWV�IRU�������RI�WKH�PHQWLRQV�PDGH�E\�WKH�YLUWXDO�LQÁ�XHQFHU�ZKR�LV�WKH�VXEMHFW�PDWWHU�RI�WKLV�
UHVHDUFK��$IWHUZDUGV��RWKHU�LQVWLWXWLRQV�DSSHDU�DOWKRXJK�WKH\�DUH�QRW�LQFOXGHG�LQ�WKH�OLVW�RI�RUJDQLVDWLRQV�
ZKRVH�REMHFWLYHV�DUH�HQFRXUDJLQJ�SDUWLFLSDWLRQ�LQ�WKH�HOHFWLRQV��7KLV�LV�WKH�FDVH�RI�:KHQ�ZH�DOO�YRWH�RU�
0DUFK�RQ�EDOORW�ER[HV��*UDSK�����

*UDSK����7UHQG�LQ�LQWHQWLRQ�RI�WKH�PHVVDJHV

Source: Produced by the author

*UDSK����/LQN�WR�RUJDQLVDWLRQV�SURPRWLQJ�YRWLQJ

Source: Produced by the author

7KH�QH[W� VWHS�FRQVLVWHG� LQ�DQDO\VLQJ�RWKHU� OLQNV��DSDUW� IURP�WKH�SUHYLRXVO\�PHQWLRQHG� LQVWLWXWLRQV� �VHH�
*UDSK������+HUH�D�ODUJH�GLIIHUHQFH�FDQ�EH�VHHQ�EHWZHHQ�WKH�SUHYLRXV�VHFWLRQ�LQ�ZKLFK�WKH�SHUFHQWDJH�
RI�OLQNV�ZLWK�WKHVH�RUJDQLVDWLRQV�UHDFKHG�����RI�WKH�stories�SRVWHG��,Q�WKLV�FDVH��WKH�SHUFHQWDJH�RI�SRVWV�
LQ�ZKLFK�RWKHU�DFFRXQWV�DUH�DOOXGHG�WR�RU�FLWHG�FRPHV�WR�D�PHUH�������2XW�RI�WKHVH��PRVW�DUH�DUWLVWV�
VXFK�DV�WKH�DFWRU�DQG�UDSSHU�&DUGL�%�RU�WKH�PXVLFLDQ�DQG�ZULWHU�&DUULFN�0RRUH�*HUHW\�DPRQJ�RWKHUV��
7KHUH�LV�DOVR�D�SURGXFHU�VSHFLDOLVHG�LQ�SURGXFWV�DLPHG�DW�WHHQDJHUV�FDOOHG�:H�DUH�WHHQDJHU��2QH�RI�
WKH�QDPHV�ZKR�DSSHDUHG�RQ�WKLV�OLVW�RI�IDPRXV�SHRSOH�PHQWLRQHG�E\�/LO�0LTXHOD�LQ�KHU�,QVWDJUDP�VWRULHV�
ZDV�0LFKHOOH�2EDPD��ZLIH�RI�3UHVLGHQW�%DUDN�2EDPD�DQG�D�VWURQJ�VXSSRUWHU�RI�WKH�:KHQ�ZH�DOO�YRWH�
movement.
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*UDSK����/LQNV�ZLWK�IDPRXV�SHRSOH����*UDSK����/LQNV�ZLWK�IDPRXV�SHRSOH����

Source: Produced by the author

0RUHRYHU��D� WRWDO�RI� WHQ� VWRULHV�ZHUH� IRXQG� LQ�ZKLFK�D�KDVKWDJ�RU� WDJ�ZDV�XVHG��ZKLFK�DFFRXQWHG�
IRU�������RI�WKH�WRWDO��7KLV�ZD\��/LO�0LTXHOD�ZDV�OLQNHG�WR�GLIIHUHQW�RUJDQLVDWLRQV��PRYHPHQWV�RU�HYHQWV�
UHODWHG�WR�WKH�HOHFWLRQ�SURFHVV��7KH�PRVW�UHSHDWHG�WDJ�ZDV��YRWH������ZKLFK�HQFRXUDJHG�$PHULFDQ�
FLWL]HQV�WR�SDUWLFLSDWH�LQ�WKH�1RYHPEHU������IHGHUDO�HOHFWLRQV�DQG�ZKLFK�DSSHDUHG�RQ�IRXU�RFFDVLRQV��
7KH� RWKHU� WDJV� ��7+()8785(,6927,1*�� �URFNWKHYRWH�� �1DWLRQDO9RWHU5HJLVWUDWLRQ'D\�� �0R%%7KH9RWH�
and #VoteReady) appeared just once (Graph 13).

*UDSK����$SSHDUDQFH�RI�KDVKWDJV�LQ�WKH�VWRULHV�IURP�/LO�0LTXHOD����

Source: Produced by the author

���'LVFXVVLRQ�DQG�FRQFOXVLRQV

7KLV�VWXG\�VXSSOHPHQWV�WKH�FRQWULEXWLRQV�IURP�DXWKRUV�VXFK�DV�9i]TXH]�6DFULVWiQ��5RGUtJXH]�+HUQiQGH]�
DQG�)HUQiQGH]�)HUQiQGH]��������RQ�WKH�HIÀ�FLHQF\�DQG�LPSDFW�RI�LQÁ�XHQFHUV��,Q�WKLV�FDVH�WKH\�IRFXVHG�
RQ�WKH�À�HOG�RI�SROLWLFDO�PRELOLVDWLRQ�E\�WKH�YLUWXDO�LQÁ�XHQFHU��/LO�0LTXHOD��0RUHRYHU��WKLV�UHVHDUFK�VXSSRUWV�
the questions already posed by Cirilo and Prandelli (2020), as can be seen from the analysis carried out.

$QRWKHU�LPSRUWDQW�SRLQW�ZKLFK�DURVH�IURP�WKH�UHVXOWV�FRQFHUQV�WKH�VLJQLÀ�FDQFH�RI�WKH�FUHDWLRQ�RI�VKRUW�
VWRULHV�ZKLFK�KHOS�WR�QXUWXUH�DXGLHQFH�OR\DOW\��D�SRLQW�UHPDUNHG�RQ�E\�3pUH]�&XULHO�DQG�&ODYLMR�)HUUHLUD�
�������DQG�5RGULJR�0DUWtQ��5RGULJR�0DUWtQ�DQG�0XxR]�6DVWUH� ��������$SDUW� IURP�WKH�EHQHÀ�WV�GHULYHG�
from these stories, those which make followers proactive must also be mentioned, an observation 

FRQVLGHUHG�E\�)HUUHU�/ySH]���������7KLV�ZDV�FRQÀ�UPHG�E\�WKH�UHVXOWV�RI�WKH�LQWHUDFWLRQV�REWDLQHG�LQ�WKLV�
research.
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7KH�DQDO\VLV�SUHYLRXVO\� VHW�RXW� ÀUVWO\��GHPRQVWUDWHG� WKDW�GHVSLWH�KDYLQJ�D�QRWDEO\� KLJKHU� QXPEHU�RI�
IROORZHUV��WKH�DXGLHQFH�RI�/LO�0LTXHOD�ZDV�QRW�PRVW�DFWLYH�ZKHQ�LQWHUDFWLQJ�ZLWK�WKH�SRVWV��,W�LV�D�TXHVWLRQ�
RI�DWWUDFWLQJ�DWWHQWLRQ��ZKLFK�LV�UHÁHFWHG�LQ�JUDSKV���DQG���RI�WKLV�DUWLFOH��'HVSLWH�WKLV��WKLV�LQÁXHQFHU�ZDV�
no less attractive, since her audience was unmatched by her rivals in terms of followers.

0RUHRYHU��FLQHPD�DQG�OX[XU\��WZR�RI�WKH�PDLQ�LQWHUHVWV�WKH�DXGLHQFH�RI�/LO�0LTXHOD�KDYH��DUH�DOVR�WKH�
WRSLFV�ZKLFK�DURXVH�PRVW�LQWHUHVW�LQ�WKH�IROORZHUV�DV�D�ZKROH�IURP�WKH�RWKHU�PDLQ�YLUWXDO�LQÁXHQFHUV��7KH\�
VKDUH�D�JURXS�RI�LQGXVWULHV�ZKLFK�WKHLU�GLVFRXUVH�UHYROYHV�DURXQG��2Q�DQDO\VLQJ�WKLV�DQG�FRPSDULQJ�LW�
ZLWK�WKH�VW\OH�DQG�FRQWHQWV�RI�KHU�PHVVDJHV�LW�LV�FOHDU�WKDW�WKHVH�FKDUDFWHUV��XQOLNH�UHDO�LQÁXHQFHUV��DUH�
FUHDWHG�LQ�PLQXWH�GHWDLO�DQG�OHDYH�QRWKLQJ�WR�FKDQFH�LQ�RUGHU�WR�IXOÀO�FHUWDLQ�FULWHULD�

$V�IRU�WKH�SROLWLFLDO�DFWLYLVP�RI�/LO�0LTXHOD�DQDO\VHG�LQ�WKLV�VWXG\��LW�PXVW�EH�VWUHVVHG�WKDW�WKH�IDFW�WKDW�PRVW�
SRVWV�DUH�QRW�KHU�RZQ�FUHDWLRQV��EXW�UDWKHU�PDGH�E\�GLIIHUHQW�LQVWLWXWLRQV�ZKLFK�HQFRXUDJH�SHRSOH�WR�
YRWH�DQG�SURPRWH�D�YRWHU�UHJLVWU\��RU�E\�RWKHU�DUWLVWV�DQG�VKDUHG�E\�WKLV�YLUWXDO�LQÁXHQFHU��)XUWKHUPRUH��
LQ�WHUPV�RI�VKDULQJ�WKH�PHVVDJH��LW�FRXOG�EH�FODLPHG�WKDW�WKH�LQYROYHPHQW�RI�/LO�0LTXHOD�LQ�SROLWLFV�GRHV�
QRW�PHDQ�VKH�EHORQJV�WR�DQ\�SROLWLFDO�SDUW\�EXW��UDWKHU��VKH�MXVW�IRFXVHV�RQ�SURPRWLQJ�D�UHJLVWU\�RI�YRWHUV�
and the vote. 

7KH�GRPLQDWLRQ�RI�HDFK�RI�WKHVH�PHVVDJHV�WKURXJKRXW�WKH�SHULRG�DQDO\VHG�FRLQFLGHV�ZLWK�WKH�SHULRGV�
SURYLGHG�IRU�GLIIHUHQW�VWDWHV�IRU�WDNLQJ�HDFK�RI�WKH�UHTXLUHG�VWHSV�IRU�SDUWLFLSDWLQJ�LQ�WKH�HOHFWLRQV��7KH�
VDPH�FDQ�EH�VHHQ�ZLWK�WDJV��RU�hashtags��ZKLFK�ZHUH�XVHG�LQ�HDFK�RI�WKH�VWRULHV�DQDO\VHG��2Q�WKLV�SRLQW��
WKHUH�ZDV�D�PDUNHG�SURWDJRQLVP�IURP��YRWH������7KH\�DOVR�VHHPHG�WR�EH�DOLJQHG�ZLWK�WKH�WLPHIUDPHV�
and events linked to the US elections process.

$QRWKHU�YDULDEOH�DQDO\VHG�FRQFHUQHG�OLQNV�WR�RWKHU�DFFRXQWV��7KLV�HQDEOHG�WKH�W\SH�RI�UHODWLRQVKLSV�/LO�
0LTXHOD�KDG�WR�EH�NQRZQ��,Q�WKLV�UHVSHFW��KRZ�WKH�YLUWXDO�LQÁXHQFHU�SURYLGHG�OLQNV�DQG�FROODERUDWLRQV�
ZLWK� WKLUG� SDUW\� YRWHU�UHJLVWUDWLRQ� RUJDQLVDWLRQV� ZDV� REVHUYHG�� 7KHVH� ZHUH� RQHV� ZKLFK� ZHUH� YHU\�
LQWHUHVWHG�LQ�PRELOLVLQJ�\RXQJ�SHRSOH�DQG�QHZ�SRWHQWLDO�YRWHUV��7KH�FDSDFLW\�WR�HQJDJH�DQG�LQÁXHQFH�
WKH�\RXQJHVW�IROORZHUV�RI�/LO�0LTXHOD�PDGH�KHU�D�WRRO�RI�JUHDW�YDOXH�IRU�FRQYH\LQJ�PHVVDJHV�WR�WKDW�
sector of the population.

(YHQ�VR��JLYHQ�WKDW�ZKLFK�KDV�EHHQ�VWDWHG�DERYH��WKH�VLJQLÀFDQFH�YLUWXDO�LQÁXHQFHUV�KDYH�JDLQHG�VLQFH�
DSSHDULQJ�LQ������FDQ�EH�GHPRQVWUDWHG�DQG�WKH\�KDYH�PXOWLSOLHG�VLQFH�WKH�SDQGHPLF�EHJDQ��7KH\�
KDYH� WKH�FDSDFLW\� WR� OHDG�ZKDW�PD\�EH�GHÀQHG�DV�´D�QRUPDO� OLIHµ��XQUHVWULFWHG�E\�&RYLG����XQOLNH�
what has occurred with their human counterparts. This has become patent in the increased activity 

UHJLVWHUHG�WKURXJKRXW������DQG�WKH�ÀUVW�PRQWKV�RI������E\�/LO�0LTXHOD��ZKR�SRVWHG� LQ�D�PRUH�SUROLÀF�
fashion in this period.

This potential for them to continue business as usual, without any restrictions from the health authorities, 

�DSDUW�IURP�GLVSOD\LQJ�FHUWDLQ�VSHFLÀF�IHDWXUHV�RI�WKHVH�WLPHV�VXFK�DV�IDFH�PDVNV��KDV�DOVR�PDGH�WKHVH�
FKDUDFWHUV�PRUH�DWWUDFWLYH�ERWK�WR�FRPPHUFLDO�EUDQGV�DQG�RWKHU�W\SHV�RI�RUJDQLVDWLRQV��7KLV�LV�EHFDXVH�
WKH�W\SLFDO�QDUUDWLYHV�RI�HDFK�YLUWXDO�LQÁXHQFHU�FRXOG�FDUU\�RQ��XQUHVWULFWHG�E\�WKH�SDQGHPLF��,Q�WKLV�ZD\�
WKH\�FRQWLQXHG�WR�HQJDJH�ZLWK�WKHLU�DXGLHQFHV��7KH�SDQGHPLF�PD\�KDYH�DOVR�HQFRXUDJHG�IROORZHUV�
WR�VHHN�VRPH�HVFDSLVP�IURP�WKH�FRURQDYLUXV�UHVWULFWLRQV�E\�PHDQV�RI�WKH�H[SHULHQFHV�VKDUHG�E\�WKHVH�
LQÁXHQFHUV��7KDW�LV��WR�ÀQG�DQ�RDVLV�RI�QRUPDOLW\�

)URP�DQ�DQDO\VLV�RI�YLUWXDO�LQÁXHQFHUV�LQ�JHQHUDO�DQG�VSHFLÀFDOO\�WKDW�RI�/LO�0LTXHOD�DW�WKH�WLPH�RI�WKH�
2020 US elections, it may be concluded that - just as set out in the hypothesis at the onset of this research 

�WKHVH�VXEMHFWV��ZKLFK�ZHUH�FUHDWHG�E\�YLUWXDO�UHDOLW\��KDYH�EHFRPH�DXWKHQWLF�RSLQLRQ�OHDGHUV�DPRQJ�
WKH�\RXQJHVW�VHFWRU�RI�WKH�DXGLHQFH��7KHLU�DELOLW\�WR�PRELOLVH�WKLV�VHFWRU�RI�SRSXODWLRQ�EHFRPHV�SDWHQW�
LQ� WKH� W\SH�RI�PHVVDJHV�SRVWHG� LQ� WKHLU� VWRULHV�ZLWK�RYHU� ÀIW\� RI� WKHVH� W\SHV�RI� WHPSRUDU\� VWRULHV� RQ�
PRELOLVLQJ�WKH�\RXQJHVW�SHRSOH�WR�YRWH�LQ�WKHVH�HOHFWLRQV�

���6SHFLÀF�FRQWULEXWLRQ�HDFK�DXWKRU�KDV�PDGH��PXVW�EH�ÀOOHG�RXW�E\�HDFK�DXWKRU�

Contributions Name and surnames 

&RQFHSWLRQ�DQG�VWXG\�GHVLJQ  Author 1, 2 and 3

Search for documents  Author 1 and 3

*DWKHULQJ�GDWD  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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���$FNQRZOHGJHPHQWV

Translator: Toby Wakely.
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'U��6RQLD�&$5&(/e1�*$5&Ì$
&RPSOXWHQVH�8QLYHUVLW\�RI�0DGULG��6SDLQ��VRQLDOFD#XFP�HV��KWWS���RUFLG�RUJ��������������������

'U��3DORPD�'Ì$=�62/2$*$
&RPSOXWHQVH�8QLYHUVLW\�RI�0DGULG��6SDLQ��SGLD]#XFP�HV��KWWSV���RUFLG�RUJ��������������������

%UDQG�FR�FUHDWLRQ�WKURXJK�H:20��SURÀ�OH��DWWLWXGHV��DQG�XVHUV·�EHKDYLRXU

(O�SURFHVR�GH�FRFUHDFLyQ�GH�PDUFD�D�WUDYpV�GHO�H:RP��SHUÀ�O��DFWLWXG�\�FRPSRUWDPLHQWR�GH�ORV�
usuarios

'DWHV�_�Received: �������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

Resumen
El concepto de cocreación de marca ha sido 
ampliamente tratado en trabajos académicos 
durante los últimos 15 años y, aunque todavía no 
VH�KD�DOFDQ]DGR�XQ�FRQVHQVR�HQ�VX�GHÀ�QLFLyQ�\�
DOFDQFH��ORV�H[SHUWRV�UHFRQRFHQ�OD�HÀ�FDFLD�GH�
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 
HVWH�IHQyPHQR��\�HQ�ODV�PRWLYDFLRQHV�\�SHUÀ�OHV�
de la cocreación entre los distintos públicos, 
DVt� FRPR� HQ� ORV� EHQHÀ�FLRV� \� ULHVJRV� GH� HVWD�
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 
IDFWRUHV��ODV�YDULDEOHV�VRFLRGHPRJUiÀ�FDV�VLJXHQ�
siendo determinantes a la hora de desarrollar 
eWOM, la actividad principal del proceso 
de cocreación. Las conclusiones permiten 
LGHQWLÀ�FDU� DTXHOORV� SHUÀ�OHV� PiV� GLVSXHVWRV� D�
recomendar y crear contenidos de marca.

Palabras clave
Cocreación de marca; eWOM; comportamiento 
del consumidor; engagement

$EVWUDFW
The concept of brand co-creation has been 

widely dealt with in academic works over 

WKH� ODVW� À�IWHHQ� \HDUV�� $OWKRXJK� D� FRQVHQVXV�
KDV�QRW� \HW�EHHQ� UHDFKHG�DV� WR� WKH�GHÀ�QLWLRQ�
and scope of this activity, which relates 

brands directly to the different stakeholders, 

LQ� SDUWLFXODU� FXVWRPHUV�� H[SHUWV� UHFRJQLVH� LWV�
HIIHFWLYHQHVV�� 6LJQLÀ�FDQW� FRQWULEXWLRQV� KDYH�
EHHQ�PDGH�WR�GHÀ�QLQJ�WKH�SKHQRPHQRQ��DQG�
WR� WKH�PRWLYDWLRQV�DQG�SURÀ�OHV�RI� WKH�GLIIHUHQW�
publics involved in cocreation, as well as of the 

EHQHÀ�WV�DQG�ULVNV�RI�WKH�SUDFWLFH��7KLV�VWXG\�ZDV�
performed via an online survey on a sample 

of 1521 Spanish consumers in November 2020. 

,W� H[DPLQHV� LQ� GHWDLO� WKHLU� DWWLWXGHV�� RSLQLRQ��
and behaviour with respect to brand co-

creation and discovers that apart from other 

IDFWRUV�� VRFLRGHPRJUDSKLF� YDULDEOHV� FRQWLQXH�
WR� EH� GHWHUPLQDQW� LQ� GHYHORSLQJ� H:20�� WKH�
main activity in the co-creation process. The 

FRQFOXVLRQV� LGHQWLI\� WKH� SURÀ�OHV� WKDW� DUH� PRVW�
disposed to recommend and create brand 

content.

.H\ZRUGV
%UDQG� FR�FUHDWLRQ�� H:20�� FRQVXPHU·V�
EHKDYLRXU��HQJDJHPHQW

&DUFHOpQ�*DUFtD��6���	�'tD]�6RORDJD��3����������%UDQG�FR�FUHDWLRQ�WKURXJK�H:RP��SURÀ�OH��DWWLWXGHV�DQG�XVH�EHKDYLRXU��Revista 
Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 267-284. 
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���,QWURGXFWLRQ

����5HYLHZ�RI�WKH�FR�FUHDWLRQ�FRQFHSW�

7KH�GLJLWDO�LQWHUDFWLYLW\�EHWZHHQ�WKH�FRQVXPHU�DQG�FRPSDQLHV�WKDW�EHJDQ�ZLWK�WKH���VW�&HQWXU\�KDV�
PDUNHG�WKH�VWDUW�RI�D�QHZ�IRUP�RI�FUHDWLQJ�YDOXH�IRU�EUDQGV��7KH�UHDO�SRVVLELOLW\�RI�VWDUWLQJ�FRQYHUVDWLRQV�
EHWZHHQ�WKH�EUDQGV�DQG�WKHLU�XVHUV��HVWDEOLVKLQJ�UHODWLRQV�RI�WUXVW��KDV�EDODQFHG�WKH�WZR�SDUWLHV�LQ�WKH�
FRPPHUFLDO�HTXDWLRQ�DQG�JLYHQ�ULVH�WR�D�QHZ�IRUP�RI�FUHDWLQJ�EUDQGV��9DUJR�DQG�/XVFK���������

7KH�FRQFHSW�RI�FR�FUHDWLRQ�HPHUJHV�VWURQJO\�ZLWK�WKH�DUULYDO�RI�WKH�LQWHUQHW��DQG�LQ�SDUWLFXODU�ZLWK�WKH�
DSSHDUDQFH�RI�VRFLDO�PHGLD��7DMYLGL�HW�DO����������,W�KDV�FKDQJHG�WKH�UXOHV�RI�WKH�JDPH�LQ�WKH�FUHDWLRQ�
RI�EUDQG�YDOXH��7KH�RULJLQ�LWVHOI�RI�WKH�WHUP�FR�FUHDWLRQ�FUHDWHV�D�QHZ�ZD\�RI�XQGHUVWDQGLQJ�WKH�ORJLF�
RI�PDUNHWLQJ�LQ�WKH���VW�&HQWXU\��ZKLFK�KDV�HYROYHG�IURP�PDWHULDOLW\�WR�WKH�LQWDQJLELOLW\�RI�LWV�DFWLYLW\�RI�
SURPRWLQJ�JRRGV�DQG�VHUYLFHV��9DUJR�DQG�/XVFK���������

3UDKDODG�DQG�5DPDVZDUQ\��������GHÀQHG�WKH�FRQFHSW�RI�FR�FUHDWLRQ�DV�FROODERUDWLRQ�EHWZHHQ�WKH�
FXVWRPHU�DQG�VXSSOLHU�LQ�WKH�DFWLYLWLHV�RI�FUHDWLQJ�DQ�LGHD��GHVLJQ�RU�GHYHORSPHQW�RI�QHZ�SURGXFWV�RU�
services. It is not an effort by the company to satisfy the customers, but a joint effort in which both parties 

HQG�XS�ZLQQLQJ��

The core element of relations between the customers and the company in the co-creation processes 

PRGLÀHV� WKH�YHU\� LGHD�RI�EUDQG�YDOXH��G\QDPLVLQJ� WKH�SURFHVVHV�DQG� LQFUHDVLQJ� WKH� LPSRUWDQFH�RI�
LQGLYLGXDO� DQG� FROOHFWLYH� H[SHULHQFHV�� 6XEVHTXHQW� VWXGLHV� KDYH� GHPRQVWUDWHG� WKDW� WKH� SURFHVV� RI�
brand co-creation does not only involve the consumers, but also other stakeholders such as employees, 

VXSSOLHUV��VSRQVRUV��ORFDO�FRPPXQLWLHV�HWF���6DUNDU�DQG�%DQHUMHH��������7MDQGUD�HW�DO����������

7DEOH����&ODULÀFDWLRQ�RI�WKH�FRQFHSW�RI�FR�FUHDFLyQ�DFFRUGLQJ�WR�3UDKDODG�DQG�5DPDVZDP\

:KDW�FR�FUHDWLRQ�LV�QRW :KDW�FR�FUHDWLRQ�LV

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

WKH�FXVWRPHU��,W�LV�QRW�WKH�ÀUP�WU\LQJ�WR�SOHDVH�WKH�FXVWRPHU

&XVWRPHU�LV�NLQJ�RU�FXVWRPHU�LV�
DOZD\V�ULJKW

$OORZLQJ�WKH�FXVWRPHU�WR�FR�FRQVWUXFW�WKH�VHUYLFH�H[SHULHQFH�WR�
VXLW�KLV�KHU�FRQWH[W

'HOLYHULQJ�JRRG�FXVWRPHU�
VHUYLFH�RU�SDPSHULQJ�WKH�
customer with lavish customer 

service 

-RLQW�SUREOHP�GHÀQLWLRQ�DQG�SUREOHP�VROYLQJ�

0DVV�FXVWRPLVDWLRQ�RI�RIIHULQJV�
WKDW�VXLW�WKH�LQGXVWU\·V�VXSSO\�
chain

&UHDWLQJ� DQ� H[SHULHQFH� HQYLURQPHQW� LQ� ZKLFK� FRQVXPHUV�
FDQ� KDYH� DFWLYH� GLDORJXH� DQG� FR�FRQVWUXFW� SHUVRQDOLVHG�
H[SHULHQFHV�� SURGXFW� PD\� EH� WKH� VDPH� EXW� FXVWRPHUV� FDQ�
FRQVWUXFW�GLIIHUHQW�H[SHULHQFHV

Transfer of activities from the 

ÀUP�WR�WKH�FXVWRPHU�DV�LQ�VHOI�
service

([SHULHQFH�YDULHW\

&XVWRPHU�DV�SURGXFW�PDQDJHU�
RU�FR�GHVLJQLQJ�SURGXFWV�DQG�
services

([SHULHQFH�RI�RQH

Product variety ([SHULHQFLQJ�WKH�EXVLQHVV�DV�FRQVXPHUV�GR�LQ�UHDO�WLPH

6HJPHQW�RI�RQH &RQWLQXRXV�GLDORJXH

0HWLFXORXV�0DUNHW�UHVHDUFK &R�FRQVWUXFWLQJ�SHUVRQDOLVHG�H[SHULHQFHV

6WDJLQJ�H[SHULHQFHV ,QQRYDWLQJ� H[SHULHQFH� HQYLURQPHQWV� IRU� QHZ� FR�FUHDWLRQ�
H[SHULHQFHV

Demand-side innovation for 

new products and services

Fuente: Prahalad y Ramaswarny (2004)
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7KH� '$57� PRGHO� IRU� FRQVWUXFWLQJ� EUDQG� YDOXH� WKURXJK� FR�FUHDWLRQ� GHVLJQHG� E\� 3UDKDODG� DQG�
5DPDVZDUQ\� LQ� ������ LV� UHFRJQLVHG�DQG�DFFHSWHG�E\� WKH� UHVHDUFK�FRPPXQLW\� �+DWFK�DQG� 6FKXOW]��
������+VLHK�DQG�&KDQJ��������6HLOHU�HW�DO���������/LQ�HW�DO���������7DMYLGL�HW�DO���������,JOHVLDV�HW�DO���������
0XxR]�DQG�'tD]�6RORDJD���������7KLV�PRGHO�LV�EDVHG�RQ�IRXU�SLOODUV��GLDORJXH��DFFHVV��ULVN�EHQHÀ�WV�DQG�
transparency. 

+DWFK�DQG�6FKXOW]��������SURSRVHG�D�VLPSOLÀ�HG�YHUVLRQ�RI�WKH�'$57�PRGHO�ZLWK�WZR�D[HV��WKH�FRPPLWPHQW�
EHWZHHQ�WKH�FRPSDQ\�DQG�LWV�VWDNHKROGHUV��GLDORJXH���DFFHVV��DQG�WKH�LQIRUPDWLRQ�SURYLGHG�E\�WKH�
FRPSDQ\��ULVN�EHQHÀ�WV���WUDQVSDUHQF\���7KH\�FRQFOXGHG�WKDW�WKH�FRPSDQLHV�KDYH�D�JURZLQJ�LQWHUHVW�
WR�RIIHU�PXOWLSOH�FKDQQHOV� LQ�RUGHU� WR�FUHDWH�D�JUHDWHU�FRPPLWPHQW�EHWZHHQ� WKH�FRPSDQ\�DQG� LWV�
stakeholders. 

1HDUO\�À�IWHHQ�\HDUV�DIWHU�WKH�À�UVW�FRQFHSWXDOLVDWLRQ�RI�WKH�WHUP��5DPDVZDP\�DQG�2]FDQ��������RIIHUHG�
D�QHZ�GHÀ�QLWLRQ�RI�WKH�FRQFHSW�RI�FR�FUHDWLRQ��&KDUW����DV�WKH�SURFHVV�RI�LQWHUDFWLRQDO�FUHDWLRQ�DFURVV�
LQWHUDFWLYH� V\VWHP�HQYLURQPHQWV� �DIIRUGHG� E\� LQWHUDFWLYH� SODWIRUPV�� HQWDLOLQJ� DJHQF\� HQJDJHPHQWV�
DQG� VWUXFWXULQJ� RUJDQLVDWLRQV�� 7KLV� FUHDWLRQ� LV� FDUULHG� RXW� WKDQNV� WR� WKH� LQWHUDFWLRQV� RI� ´DJHQWLDO�
DVVHPEODJHVµ��7KH�PHPEHUV�RI�WKH�RUJDQLVDWLRQV�DOORZ�DQG�DW�WKH�VDPH�WLPH�FRQVWUDLQ�WKH�LQWHUDFWLRQV��
7KH� LQWHUDFWLYH� SODWIRUPV� DQG� DJHQWV� WKDW� XVH� WKHP� DUH� FRPSRVHG� RI� KHWHURJHQHRXV� UHODWLRQV� RI�
DUWHIDFWV��SURFHVVHV��LQWHUIDFHV�DQG�SHUVRQV��$LGHG�E\�GLJLWDO�WHFKQRORJLHV��LQWHUDFWLYH�SODWIRUPV�DIIRUG�
D�PXOWLSOLFLW\�RI�LQWHUDFWLYH�HQYLURQPHQWV�WKDW�FRQQHFW�FUHDWLRQV�ZLWK�WKH�UHVXOWV�WKDW�HPHUJH�IURP�WKHLU�
relational activity. 

&KDUW����&R�FUHDWLRQ�SURFHVV

6RXUFH��5DPDVZDP\�DQG�2]FDQ�������

:KLOH�ZH�UHFRJQLVH�WKH�YDOLGLW\�RI�WKH�PRGHO�SURSRVHG�E\�WKH�DXWKRUV��LW�LV�H[FHVVLYHO\�DFDGHPLF��JLYHQ�
WKDW� WKH�DXWKRUV�DVVLJQ�HTXDO� LPSRUWDQFH� WR� WKH� IRXU�HOHPHQWV� LQYROYHG� LQ� WKH�FR�FUHDWLRQ�SURFHVV��
DUWHIDFWV�� SHUVRQV�� SURFHVVHV� DQG� LQWHUIDFHV�� 2XU� IRFXV� OHDGV� XV� WR� JUDQW� D� JUHDWHU� LPSRUWDQFH� WR�
SHUVRQV��DV�WKH�DFWLYLW\�RI�XVHUV��FRQVXPHUV��FXVWRPHUV�RU�UHFLSLHQWV�� LV�WKH�WUXH�DUWLÀ�FH�RI� LQWHUDFWLRQ��
ZKLFK�À�QDOO\�FRQFOXGHV�WKH�FUHDWLYH�SURFHVV��

%\�SRVLWLRQLQJ� WKH�XVHU�DW� WKH�FHQWUH�RI� WKH�G\QDPLF� LQWHUDFWLYH�SURFHVV�� LW�HVWDEOLVKHV�DQ�RSHQ�DQG�
RQJRLQJ�GLDORJXH�ZLWK�FRQVXPHUV��7KLV�SURFHVV�LV�FDSDEOH�RI�JHQHUDWLQJ�LPSURYHPHQWV�DQG�FKDQJHV�
LQ�EXVLQHVV�DFWLYLW\� WKURXJK� LQWHUDFWLYH�G\QDPLFV�RI�SURFHVV�H[FKDQJH�� ,W�DFTXLUHV�DQ� LPSRUWDQW� UROH��
DOORZLQJ�FR�FUHDWLRQ�WR�EH�XQGHUVWRRG�LQ�RXU�RSLQLRQ�DV�WKH�XVHU��

:H�ZLOO�QRZ�H[DPLQH�HOHFWURQLF�:RUG�RI�0RXWK��H:20��DV�WKH�VSHFLÀ�F�IRUP�LQ�ZKLFK�FRPSDQLHV�DQG�
consumers relate and establish co-creation.

����&R�FUHDWLRQ�DQG�H:20

3RWXUDN� DQG� 6RIWLF� ������� GHÀ�QH� H:20� DV� DQ\� LQIRUPDO� FRPPXQLFDWLRQ� WDUJHWHG� DW� FRQVXPHUV�
WKURXJK�WKH�,QWHUQHW��UHODWLQJ�WR�WKH�XVH�RU�IHDWXUHV�RI�FHUWDLQ�JRRGV�RU�VHUYLFHV��RU�RI�WKHLU�GLVWULEXWRUV��
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H:20� LV�DVVRFLDWHG�ZLWK�YLUDO�PDUNHWLQJ�DQG� WKXV�ZLWK� WKH�SRVVLELOLW\�RI�FUHDWLQJ�YLUWXDO� UHODWLRQVKLSV�
DQG�FRPPXQLWLHV�WKDW�KDYH�DQ� LQÁXHQFH�EH\RQG�WKH�SURGXFHUV�RI�WKHVH�FRQWHQWV��7KHUH�DUH�VWXGLHV�
WKDW� UHODWH� H:20�SRVLWLYHO\� WR� SXUFKDVH� LQWHQW��ZLWK� DQ� HYHQ�JUHDWHU� HIIHFW� WKDQ�DGYHUWLVLQJ�� 7KH\�
KDYH�GHWHFWHG�WKDW�D�ODUJH�QXPEHU�RI�FRQVXPHUV�GHSHQGV�RQ�WKH�UHFRPPHQGDWLRQV�RI�H:20�ZKHQ�
PDNLQJ�WKHLU�SXUFKDVLQJ�GHFLVLRQV��7VHQJ�HW�DO���������7DMYLGL�HW�DO����������

,Q�������=KDQJ��/X��:DQJ�DQG�:X�RIIHUHG�DQ�RULJLQDO�PRGHO�RI�FR�FUHDWLRQ�ZKLFK�UHODWHV� WKH�VWLPXOL��
H[SHULHQFHV�DQG�UHVSRQVHV��KLJKOLJKWLQJ�FHUWDLQ�DUHDV�WKDW�DUH�PRUH�HIIHFWLYH�LQ�FUHDWLQJ�WKH�GHVLUHG�
H[SHULHQFHV� LQ�FXVWRPHUV�� WKH�YLVXDO�DWWUDFWLYHQHVV�RI�D�ZHEVLWH� LV� NH\�DQG�FDUH�PXVW�EH� WDNHQ�ZLWK�
DSSURSULDWH�XVH�RI�IRQWV��FRORXUV��EDFNJURXQGV�DQG�LPDJHV��DV�ZHOO�DV�KLJK�TXDOLW\�DXGLR��DQLPDWLRQV��
LQIR�JUDSKLFV�DQG�YLGHRV��,GHDOO\��WKH�YLUWXDO�SURMHFWLRQ�RI�SURGXFWV�PXVW�DOORZ�D�SUDFWLFDO�DQG�DOPRVW�UHDO�
H[SHULHQFH�RI�WKHP��7R�GR�VR��ZHEVLWHV�PXVW�IRFXV�RQ�LQFUHDVLQJ�WKH�V\QHUJ\�EHWZHHQ�WKH�LQIRUPDWLRQ�
RQ�WKH�VLWH�DQG�WKH�FXVWRPHUV·�REMHFWLYHV��UDWKHU�WKDQ�RQO\�FDULQJ�DERXW�WKH�H[WHQW�DQG�GHSWK�RI�WKH�
product-related content. 

6XUSULVLQJO\�� WKH�HIIRUWV�RI�FRPSDQLHV� WR�PLWLJDWH� WKH�QHJDWLYH�HIIHFWV�RI�FULVLV� VLWXDWLRQV� �VXFK�DV� WKH�
ZLWKGUDZDO� RI� SURGXFWV� IURP� WKH� PDUNHW�� KDYH� OLWWOH� HIIHFW� DQG� WKH� UHVXOWV� DUH� DOPRVW� QRQ�H[LVWHQW�
�+VX�DQG�/DZUHQFH���������GXH�WR�WKH� LPSDFW�RI�FR�FUHDWLRQ�E\�FXVWRPHUV��7KLV�GRHV�QRW�PHDQ�WKDW�
FRPSDQLHV�VKRXOG�QRW�UHVSRQG�WR�WKHVH�FULVHV��EXW�WKHLU�LPSDFW�RQ�EUDQG�YDOXH�ZLOO�QRW�EH�DSSDUHQW�LQ�
WKH�VKRUW�WHUP��DQG�ZLOO�EH�SUDFWLFDOO\�QRQ�H[LVWHQW�ZKLOH�WKH�FULVLV�ODVWV��

$ORQJ�WKH�VDPH�OLQHV��5HOOLQJ�HW�DO���������DQDO\VHG�WKH�SRVLWLYH�DQG�QHJDWLYH�FRPPHQWV�E\�FRQVXPHUV�
RQ�D�EUDQG·V�VRFLDO�PHGLD�VLWH�WR�GLVFRYHU�KRZ�WKH�FRPPXQLW\�LWVHOI�FDQ�LQÁXHQFH�XVHUV��7R�GR�VR��WKH\�
differentiated two types of customers: (1) Customers who are brand fans: they follow it emotionally 

DQG�WKH\�OLNH�WR�VKDUH�WKHLU�SDVVLRQ�IRU�WKH�EUDQG�ZLWK�RWKHUV��VRFLDO�JRDO�FRPPXQLW\���DQG�����5DWLRQDO�
EUDQG�FXVWRPHUV��WKH\�IROORZ�LW�IRU�IXQFWLRQDO�UHDVRQV�DQG�ORRN�IRU�LQIRUPDWLRQ�DQG�NQRZOHGJH�DERXW�WKH�
SURGXFW�DQG�EUDQG�IHDWXUHV��IXQFWLRQDO�JRDO�FRPPXQLW\���,Q�WKLV�VWXG\�WKH�UHVXOWV�VXJJHVWHG�WKDW�ERWK�
QHJDWLYH�DQG�SRVLWLYH�FRPPHQWV�KDYH�D�GLIIHUHQW�DIIHFW�DFFRUGLQJ�WR�WKH�W\SH�RI�FRPPXQLW\��1HJDWLYH�
comments have less effect on the community of fans of the brand than on the rational customers. 

1HJDWLYH� FRPPHQWV� DUH� YDOXHG�PRUH�E\� WKH� UDWLRQDO� FRPPXQLW\�� DV� WKH\� SURYLGH� WKHP�ZLWK�PRUH�
LQIRUPDWLRQ��FUHGLELOLW\�DQG�WUXVW�ZLWK�UHVSHFW�WR�WKH�EUDQG��ZKLOH�SRVLWLYH�FRPPHQWV�SURYRNH�D�ELJJHU�
UHVSRQVH�DQG�SDUWLFLSDWLRQ�DPRQJ�WKH�IDQ�FRPPXQLW\��

%DODML��.KRQJ�DQG�&KRQJ�������� LGHQWLÀHG�WKUHH�W\SHV�RI� IDFWRUV� WKDW�GHWHUPLQH�QHJDWLYH�H:20�RQ�
WKH�VRFLDO�PHGLD�LQ�WKH�FDVH�RI�SURGXFW�VDOHV������IDFWRUV�LQ�WKH�GLJLWDO�SXUFKDVH�DQG�VDOH�FRQWH[W������
LQGLYLGXDO�IDFWRUV��DQG�����IDFWRUV�UHODWHG�WR�VRFLDO�PHGLD��:KHQ�FRPSDULQJ�H:20�ZLWK�WUDGLWLRQDO�ZRUG�
RI�PRXWK��DOWKRXJK�FRQVXPHUV�LQLWLDOO\�YDOXH�ERWK�WKH�GLJLWDO�FRQWHQW�DQG�WKH�RIÁLQH�FRQWHQW��RYHU�WLPH�
WKH\�YDOXH�WKH�GLJLWDO�UHYLHZV�OHVV��5DQVERWKDP��/XULH�DQG�/LX���������7KLV�LV�EHFDXVH�GLJLWDO�FR�FUHDWLRQ�
UHGXFHV�UHÁHFWLRQ��WHQGV�WR�EH�DQFKRUHG�LQ�WKH�SUHVHQW�DQG�LV�SHUFHLYHG�DV�RI�OHVV�YDOXH��

7KH�UHDO�H[SHULHQFH�RI�FRPSDQLHV�DSSHDUV�WR�GHPRQVWUDWH�WKDW�WKH�PRVW�IUHTXHQW�W\SH�RI�H[SHULHQFH�
RI�FR�FUHDWLRQ��DKHDG�RI�RWKHU�PRUH�GHVLUDEOH�IRUPV�VXFK�DV�SURGXFW�FR�FUHDWLRQ��LV�H:20��

����&R�FUHDWLRQ�DQG�FRQVXPHU·V�EHKDYLRXU

7KHUH�DUH�WZR�PDMRU�WKHRULHV�WKDW�H[SODLQ�WKLV�E\�H[DPLQLQJ�WKH�SV\FKRORJLFDO�EHQHÀWV�DQG�PRWLYDWLRQV�
RI�FRQVXPHUV�LQ�WKH�EUDQG�FR�FUHDWLRQ�SURFHVV��+VLHK�DQG�&KDQJ���������VHOI�GHWHUPLQDWLRQ�WKHRU\�DQG�
LPSOLFLW� VHOI�HVWHHP�WKHRU\�� ,Q�ERWK�FDVHV�ZKDW� LV�KLJKOLJKWHG� LV� WKDW� ����D�VWURQJ�FRQQHFWLRQ�ZLWK� WKH�
EUDQG�IDFLOLWDWHV�WKH�EUDQG�FR�FUHDWLRQ�FRPPLWPHQW������WKH�SHUVRQDO�FRPSHWHQFH�RU�VNLOO� LQ�WKH�FR�
FUHDWLRQ�WDVNV�DUH�SRVLWLYHO\�DVVRFLDWHG�ZLWK�EUDQG�HQJDJHPHQW��DQG�����WKH�ZRUN�RI�EUDQG�FR�FUHDWLRQ�
WKDW�FRQWULEXWHV�D�SHUFHSWLRQ�RI�UHODWLRQVKLS�RU�DIÀQLW\�EHWZHHQ�WKH�PHPEHUV�RI�WKH�FR�FUHDWLRQ�WHDP�
DOVR� IDFLOLWDWH�D�EUDQG�HQJDJHPHQW��ZKLFK� LQ� WXUQ� ���� LQFUHDVHV� WKH�SXUFKDVLQJ� LQWHQWLRQ�DQG�RWKHU�
positive activities for the brand.

&RVVtR�6LOYD�HW�DO���������H[DPLQHG�FR�FUHDWLRQ�RI�EUDQG�YDOXH�DQG�LWV�HIIHFW�RQ�OR\DOW\�WR�WKH�RUJDQLVDWLRQ�
IURP�WKH�SRLQW�RI�YLHZ�RI�FRQVXPHU�DWWLWXGH�DQG�FRQGXFW��7KLV�LQYROYHV�XQGHUVWDQGLQJ�WKH�FUHDWLRQ�RI�
YDOXH�LQ�WKH�FRQWH[W�RI�SXUFKDVHV�DQG�FRQVXPSWLRQ�E\�FXVWRPHUV��JLYHQ�WKDW�FRQVXPHUV�DUH�QRW�SDVVLYH�
VXEMHFWV�RI�PDUNHWLQJ�DFWLRQV��EXW�UDWKHU�SDUWLFLSDWH�DFWLYHO\�LQ�WKH�SURFHVV��7KHVH�PHFKDQLVPV�H[WHQG�
the traditional focus and show co-creation to be a business concept where the boundaries between 

FRPSDQLHV�DQG�FXVWRPHUV�EHFRPH�EOXUUHG�GXH�WR�WKH�UHGHÀQLWLRQ�RI�WKHLU�UROHV��

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 

H[SRVH�EUDQGV�WR�WKH�GDQJHU�RI�ORVLQJ�FRQWURO�RYHU�SDUW�RI�WKH�PHVVDJH�RI�WKH�EUDQG��GLOXWH�WKH�VHQVH�
RI� RZQHUVKLS�� HQGDQJHU� FRUSRUDWH� YDOXHV� RU� JHQHUDWH� D� GHV\QFKURQLVDWLRQ� EHWZHHQ� WKH� YRLFHV� RI�
VWDNHKROGHUV��(UGHP�HW�DO���������6FKPHOW]�DQG�.MHOGVHQ���������
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3DJDQL�DQG�0DODFDUQH� ������� LQWURGXFH�QHZ�FRQFHSWV� WKDW�FRQQHFW�EUDQG�FR�FUHDWLRQ�ZLWK�RWKHU�
DUHDV� VXFK� DV� ���� H[SHULHQWLDO� HQJDJHPHQW�� ���� SHUVRQDO� HQJDJHPHQW�� DQG� ���� VRFLDO� LQWHUDFWLYH�
HQJDJHPHQW��DV�ZHOO�DV�WKH�UHODWLRQV�EHWZHHQ�WKH�WKUHH��,Q�WKH�GLJLWDO�VSKHUH�D�QXPEHU�RI�DXWKRUV�GHÀQH�
WKH�FUHDWLRQ�RI�HQJDJHPHQW�DV�WKH�VHW�RI�H[SHULHQFHV�WKDW�XVHUV�KDYH�ZLWK�D�VSHFLÀF�RQOLQH�PHGLXP�
RU�VXSSRUW��7KHVH�H[SHULHQFHV�GLIIHU�DFFRUGLQJ�WR�KRZ�DQG�IRU�ZKDW�HDFK�PHGLXP�RU�VXSSRUW�LV�XVHG��
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 

UHÁHFWLRQ�DERXW�WKHLU�RZQ�YDOXHV��ZKLOH�WKH�VRFLDO�LQWHUDFWLRQ�FRQQHFWLRQ�RFFXUV�ZKHQ�WKH�XVHU·V�LQWHQW�
LV�VRFLDOLVDWLRQ�DQG�SDUWLFLSDWLRQ�LQ�DQ�RQOLQH�FRPPXQLW\�WKURXJK�EORJV�RU�IRUXPV��/L�DQG�%HUQRII��������
FUHDWH�XVHU�W\SHV�EDVHG�RQ�RQOLQH�EHKDYLRXU��DFWLYH�DQG�SDVVLYH���´6SHFWDWRUVµ�DUH�SDVVLYH�DFWRUV�ZKR�
FRQVXPH�WKDW�ZKLFK�WKH�RWKHU�XVHUV�SURGXFH��ZKLOH�´FUHDWRUVµ��´FULWLFVµ��´FROOHFWRUVµ�RU�´MRLQHUVµ�EHKDYH�
actively. 

%ODFN�DQG�9HORXWVRX��������H[SORUHG�WKH�LQWHUUHODWLRQV�EHWZHHQ�EUDQG�LGHQWLW\��FRQVXPHU�LGHQWLW\�DQG�
the brand community in the co-creation process. They discovered that when consumers interact with 

EUDQGV�� WKH\� QRW� RQO\� FR�FUHDWH� EXW� DOVR� FUHDWH� EUDQG� LGHQWLW\�� ZKLOH� H[SUHVVLQJ� WKHLU� RZQ� LGHQWLW\�
WKURXJK�DFWLYH�VXSSRUW�WR�LWV�RIIHULQJV��%UDQG��LQGLYLGXDOV�DQG�EUDQG�FRPPXQLW\�ERUURZ�WKHLU�LGHQWLWLHV�

0HU]�HW�DO���������FUHDWHG�D�VFDOH�IRU�PHDVXULQJ�WKH�FXVWRPHU�FR�FUHDWLRQ�YDOXH��&&&9���EDVHG�RQ�
WZR�IDFWRUV������FXVWRPHU�UHVRXUFHV��DQG�����FXVWRPHU�PRWLYDWLRQ��7KH�ÀUVW�IDFWRU�LQFOXGHV�WKH�IROORZLQJ�
GLPHQVLRQV������EUDQG�NQRZOHGJH������DELOLWLHV�FDSDFLWLHV�RI�WKH�EUDQG�LWVHOI������EUDQG�FUHDWLYLW\��DQG�����
EUDQG�FRQQHFWLYLW\��7KH�VHFRQG�IDFWRU�LV�GLYLGHG�LQWR������SDVVLRQ�IRU�WKH�EUDQG������WUXVW�LQ�WKH�EUDQG��
DQG�����FRPPLWPHQW�WR�WKH�EUDQG��7KH�FXVWRPHUV�ZKR�VKRZ�WKH�KLJKHVW�&&&9�YDOXHV�DUH�WKRVH�ZKR�
respond most positively to the brand: they are more prepared to help the brand, post positive comments 

RQ�WKH�EUDQG��SD\�D�KLJKHU�SULFH�IRU�WKH�SURGXFW�DQG�HYHQ�SUHVHQW�D�JUHDWHU�SXUFKDVLQJ�LQWHQWLRQ�

:LWK� UHVSHFW� WR� WKH� FRUSRUDWH� SHUVSHFWLYH�� (VVDPUL�� 0F.HDFKQLH� DQG� :LQNOKRIHU� ������� FRQFOXGH�
WKDW� WKH� H[HFXWLYHV� LQWHUHVWHG� LQ� VWUHQJWKHQLQJ� WKH� FRUSRUDWH�GLPHQVLRQ� RI� WKH�EUDQG�PXVW� KDYH�D�
SDUWLFLSDWLYH�VW\OH�DQG�ZRUN�MRLQWO\�ZLWK�WKH�FRQVXPHUV�WKURXJK�FR�FUHDWLRQ�SURFHVVHV��

,JOHVLDV�HW�DO�� 2020 paid attention to the link between corporate social responsibility, consumer trust 

DQG�EUDQG�OR\DOW\�WKURXJK�WKH�FR�FUHDWLRQ�SURFHVVHV��7KH\�FDPH�WR�WKH�FRQFOXVLRQ�WKDW�FR�FUHDWLRQ�
UHSUHVHQWV� D�JUHDW� RSSRUWXQLW\� IRU� VHUYLFH�EUDQGV�� DV� LW� KHOSV� WKHP� UHFRQYHUW�&65�DFWLRQV� LQWR� OR\DO�
customers. 

���2EMHFWLYHV�RI�WKH�VWXG\�DQG�PHWKRGRORJ\

7KH�PDLQ�SXUSRVH�RI�WKLV�VWXG\�LV�WR�ÀQG�RXW�KRZ�WKH�FXVWRPHU�SHUFHLYHV�WKH�EUDQG�FR�FUHDWLRQ�SURFHVV�
from three different aspects: the level of involvement, participation and interaction with the brand on 

WKH�,QWHUQHW��DV�ZHOO�DV�LWV�SRVVLEOH�LQÁXHQFH�RQ�WKH�SXUFKDVH�GHFLVLRQ�SURFHVV�

:LWK�UHVSHFW�WR�WKH�VSHFLÀF�REMHFWLYHV��WKH�DLP�LV�

• WR�VWXG\�WKH�DWWLWXGHV�DQG�EHKDYLRXU�RI�LQGLYLGXDOV�LQ�WKH�H:20�OLQNHG�FR�FUHDWLRQ�SURFHVV�

• WR�SURSRVH�DQ�H[SODQDWRU\�PRGHO�UHODWHG�WR�WKH�SUHGLVSRVLWLRQ�WR�EUDQG�FR�FUHDWLRQ�EDVHG�
RQ�WKH�VRFLRGHPRJUDSKLF�DQG�HFRQRPLF�FKDUDFWHULVWLFV�RI�LQGLYLGXDOV��

:H�KDYH�DSSOLHG�D�FURVV�FXWWLQJ�GHVFULSWLYH�DQG�H[SODQDWRU\�GHVLJQ��ZLWK�WKH�SRSXODWLRQ�RI�WKH�VWXG\�
EHLQJ�D�VHW�RI�6SDQLVK�LQGLYLGXDOV�DJHG����DQG�RYHU��DFFRUGLQJ�WR�WKH�6SDQLVK�SRSXODWLRQ�FHQVXV��7KH�
VDPSOH�VL]H�LV�������LQGLYLGXDOV��ZLWK�DQ�HVWLPDWHG�HUURU�LQ�WKH�FDVH�RI�DSSO\LQJ�D�VLPSOH�UDQGRP�VDPSOH�
RI�������IRU�D�FRQÀGHQFH�OHYHO�RI��������3 4 �������

:LWK� UHVSHFW� WR� WKH� VDPSOH� SURÀOH�� FRPSRVHG� DFFRUGLQJ� WR� VRFLRGHPRJUDSKLF� DQG� HFRQRPLF�
FKDUDFWHULVWLFV��������DUH�PHQ�DQG�������DUH�ZRPHQ��$V�WR�WKH�DJH�YDULDEOH��DV�FDQ�EH�VHHQ�LQ�WKH�
IROORZLQJ�WDEOH�WKH�VDPSOH�KDV�EHHQ�GLYLGHG� LQWR���DJH�EDQGV�GLVWULEXWHG�DFFRUGLQJ�WR�WKH�6SDQLVK�
population census (see Table 1).
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7DEOH����6DPSOH�GLVWULEXWLRQ�E\�DJH�LQWHUYDOV

$JH�LQWHUYDOV 3HUFHQWDJH

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.

7KH�IROORZLQJ�WDEOHV����DQG����VKRZ�WKH�VDPSOH�GLVWULEXWLRQ�DFFRUGLQJ�WR�LQFRPH�OHYHO�DQG�HGXFDWLRQDO�
level.

7DEOH����6DPSOH�GLVWULEXWLRQ�E\�LQFRPH�OHYHO

,QFRPH�OHYHO��´LI�WKH�DYHUDJH�OHYHO�LV�½������SHU�PRQWK��WKH�LQFRPH�OHYHO�LVµ 3HUFHQWDJH

)DU�DERYH�DYHUDJH 6.6

$ERYH�DYHUDJH 41.0

$YHUDJH 21.9

%HORZ�DYHUDJH 9.8

)DU�EHORZ�DYHUDJH 5.6

'�. 14.0

Total 98.8

0LVVLQJ 1.2

100.0

Source: own work

7DEOH����6DPSOH�GLVWULEXWLRQ�E\�LQGLYLGXDO·V�HGXFDWLRQDO�OHYHO

3HUFHQWDJH

Primary education not complete 0.8

3ULPDU\��VFKRRO�FHUWLÀFDWH���VW�VWDJH�RI�(*%���PRUH�RU�OHVV����\HDUV�ROG� 3.1

6HFRQGDU\�6FKRRO��VW�&\FOH��6FKRRO�OHDYLQJ�FHUWLÀFDWH�RU��QG�VWDJH�RI�(*%���VW�DQG�
�QG�(62���VW�F\FOH��WR����\HDUV�

7.3

6HFRQGDU\�6FKRRO��QG�&\FOH���VW�DQG��QG�YRFDWLRQDO�WUDLQLQJ��KLJKHU�EDFFDODXUHDWH��
%83���UG�DQG��WK�RI�(62���QG�F\FOH���&28��35(8���VW�DQG��QG�\HDU�%DFFDODXUHDWH�

37.1

7KLUG� /HYHO�� �VW� &\FOH� �(TXLYDOHQW� WR� 7HFKQLFDO� (QJLQHHU�� �� \HDUV�� 8QLYHUVLW\� 6FKRROV��
7HFKQLFDO�(QJLQHHUV��$UFKLWHFWXUH�

16.0

8QLYHUVLW\�'LSORPD��%�$���QG�&\FOH��8QLYHUVLW\��+LJKHU�%�$���WHFKQLFDO�KLJK�VFKRROV�DQG�
faculties, etc.)

21.0

7KLUG�/HYHO��0DVWHU·V� 12.7

7KLUG�/HYHO��'RFWRUDWH� 2.0

Total 100.0

6RXUFH��2ZQ�ZRUN
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7KH� LQIRUPDWLRQ� ZDV� FROOHFWHG� E\� DQ� RQOLQH� TXHVWLRQQDLUH� FUHDWHG� IRU� WKLV� SXUSRVH�� 7R� GHÀQH� WKH�
YDULDEOHV�LQ�WKH�VXUYH\��D�IRFXV�JURXS�ZDV�FUHDWHG�WKDW�LGHQWLÀHG����REVHUYDEOHV�YDULDEOHV�GLYLGHG�LQWR�
3 blocks. 7KH�GLIIHUHQW�YDULDEOHV�IRU�DQDO\VLV�DUH�H[SODLQHG�EHORZ�

• $WWLWXGHV�UHODWHG�WR�WKH�OHYHO�RI�SDUWLFLSDWLRQ�RI�LQGLYLGXDOV�LQ�WKH�FR�FUHDWLRQ�SURFHVV�WKURXJK�
H:20�

 - 7KH�VLPSOHVW�PRVW�EDVLF�OHYHO�RI�HQJDJHPHQW�WKURXJK�H:20��
 - 9DULDEOH� ��� ´,� DP� SUHSDUHG� WR� UHFRPPHQG� DQG� VKDUH� P\� SXUFKDVLQJ�
H[SHULHQFH�ZLWK�P\�IULHQGV�WKURXJK�UDWLQJV�UHYLHZVµ

 - 9DULDEOH����´,�DP�SUHSDUHG�WR�UHFRPPHQG�D�SURGXFW�RI�D�EUDQG�WKDW�LV�ZRUWK�
EX\LQJ�IRU�P\�IULHQGVµ

 - 9DULDEOH����´,·P�SUHSDUHG�WR�JLYH�VXJJHVWLRQV� LQ�P\�VRFLDO�PHGLD�ZKHQ�P\�
IULHQGV�QHHG�P\�DGYLFH�RQ�SXUFKDVLQJ�D�SURGXFWµ

 - 9DULDEOH����́ :KHQ�D�SURGXFW�GRHVQ·W�VDWLVI\�PH��,�WHQG�WR�SRVW�D�FULWLFDO�UHYLHZµ
 - 7KH�PRVW�FRPSOH[�OHYHO�RI�HQJDJHPHQW�WKURXJK�H:20��

 - 9DULDEOH����´,·YH�WDNHQ�SDUW�LQ�WKH�FUHDWLRQ�RI�D�QHZ�SURGXFWµ
 - 9DULDEOH����´,·YH�SDUWLFLSDWHG�LQ�WKH�FUHDWLRQ�RI�VSHFLÀF�FRQWHQW�IRU�D�EUDQGµ

• $WWLWXGHV�UHODWHG�WR�WKH�LQWHUDFWLRQ�EHWZHHQ�WKH�FRPSDQ\�DQG�WKH�XVHU�WKURXJK�H:20�
 - 9DULDEOH���� ´,� OLNH� LW�ZKHQ� WKH�EUDQG�ZHEVLWH� OLVWHQV� WR�P\�FRPPHQWV�DQG�DQVZHUV�
WKHP�ZKHQ�QHFHVVDU\µ

 - 9DULDEOH����´,�OLNH�LQWHUDFWLQJ�ZLWK�P\�IDYRXULWH�EUDQGV�DQG�JLYH�WKHP�P\�RSLQLRQ�RQ�
QHZ�LWHPV�WKH\�ODXQFK�RQ�WKH�PDUNHWµ

 - 9DULDEOH�����´6PDOO�FRPSDQLHV�FRQVXOW�FRQVXPHUV�PRUHµ
• $WWLWXGHV�UHODWHG�WR�WKH�UHODWLRQVKLS�EHWZHHQ�H:20�DQG�LWV�LQYROYHPHQW�LQ�WKH�SXUFKDVLQJ�

process: 

 - 9DULDEOH����´:KHQ�LW�FRPHV�WR�EX\LQJ�D�EUDQG�� ,�WDNH�LQWR�DFFRXQW�WKH�SXUFKDVLQJ�
H[SHULHQFH�RI�P\�IULHQGV�VKDUHG�YLD�VRFLDO�PHGLDµ

 - 9DULDEOH�����´,�EX\�PRUH�SURGXFWV�RI�EUDQGV�WKDW�WDNH�P\�FRPPHQWV�LQWR�DFFRXQWµ
 - 9DULDEOH�����´,·YH�GLVFRYHUHG�QHZ�EUDQGV�WKDQNV�WR�WKH�LQWHUDFWLRQ�RI�RWKHU�XVHUVµ
 - 9DULDEOH� ���� ´,� PDNH� P\� SXUFKDVLQJ� GHFLVLRQV� EDVHG� RQ� WKH� RSLQLRQV� RI� RWKHU�
FRQVXPHUVµ

$���SRVLWLRQ� VFDOH�KDV�EHHQ�XVHG� LQ�DOO�FDVHV� �� 'LVDJUHH� VWURQJO\�� � 'LVDJUHH��� 1HLWKHU�DJUHH�QRU�
GLVDJUHH��� $JUHH��� $JUHH�VWURQJO\���

7KH� LQIRUPDWLRQ�ZDV�FROOHFWHG� LQ�1RYHPEHU� ������ 7KH�GDWD�REWDLQHG�KDV�EHHQ�DQDO\VHG�XVLQJ� WKH�
VWDWLVWLFDO�SDFNDJH�6366�YHUVLRQ�������,%0�&RUS���������

:LWK� UHVSHFW� WR� WKH� PHWKRGRORJ\� IRU� DQDO\VLV�� XQLYDULDWH� DQG� ELYDULDWH� GHVFULSWLYH� DQG� LQIHUHQWLDO�
VWDWLVWLFDO�WHFKQLTXHV�VXFK�DV�WKH�&KL�VTXDUHG�WHVW�ZHUH�XVHG��DV�ZHOO�DV�WKH�ORJLVWLF�PXOWLYDULDWH�UHJUHVVLRQ�
WHFKQLTXH�IRU�VSHFLI\LQJ�WKH�H[SODQDWRU\�PRGHO�  

3. Results

����*HQHUDO�DWWLWXGHV�WR�WKH�EUDQG�FR�FUHDWLRQ�SURFHVV

7KH� UHVXOWV� KDYH�EHHQ�SUHVHQWHG�DIWHU� UHFRGLI\LQJ� WKH�YDULDEOHV� LQWR� WKUHH�FDWHJRULHV� IRU� IDFLOLWDWLQJ�
WKHLU�LQWHUSUHWDWLRQ��WKH�ÀUVW�FDWHJRU\�JURXSV�WRJHWKHU�WKH�UDWLQJV�� 6WURQJO\�GLVDJUHH�DQG�� 'LVDJUHH��
WKH�VHFRQG�FDWHJRU\�UHIHUV�WR�WKH�YDOXH�� 1HLWKHU�DJUHH�QRU�GLVDJUHH��DQG�WKH�WKLUG�JURXSV�WKH�UDWLQJV�
� $JUHH�DQG�� 6WURQJO\�DJUHH�

*LYHQ�WKH�UHVXOWV��DV�FDQ�EH�REVHUYHG�LQ�WDEOH����D�KLJK�SHUFHQWDJH��PRUH�WKDQ�KDOI�RI�WKRVH�VXUYH\HG��
VKRZV�DQ�DWWLWXGH�IDYRXUDEOH�WR�WKH�FR�FUHDWLRQ�SURFHVVHV�ZKHQ�WKH\�DUH� OLQNHG�WR�H:20������DUH�
SUHSDUHG�WR�UHFRPPHQG�D�EUDQG�WKDW� LV�ZRUWK� LW�DQG�����WR�UHFRPPHQG�DQG�VKDUH�WKH�SXUFKDVLQJ�
H[SHULHQFH���7KLV�SHUFHQWDJH�GHFOLQHV�VOLJKWO\�ZKHQ�WKH�DWWLWXGH�LV�OLQNHG�WR�WKH�LGHD�RI�SRVWLQJ�D�QHJDWLYH�
FRPPHQW� LI� WKH�SURGXFW� KDV� QRW� VDWLVÀHG� WKH�SHUVRQ·V� H[SHFWDWLRQV� �����DJUHH�ZLWK� WKLV� VWDWHPHQW�
FRPSDUHG�ZLWK�������WKDW�GHFODUH�WKH�FRQWUDU\�DQG�������QHLWKHU�DJUHH�QRU�GLVDJUHH���DV�KDSSHQV�ZLWK�
WKH�YDULDEOH�UHODWHG�WR�SRVWLQJ�VXJJHVWLRQV�RQ�VRFLDO�PHGLD�WR�RIIHU�DGYLFH�LQ�WKH�SXUFKDVLQJ�SURFHVV�RI�
DQRWKHU�SHUVRQ��������DJUHH��ZKLOH�������GLVDJUHH�DQG�������QHLWKHU�DJUHH�QRU�GLVDJUHH��

$OWKRXJK�UHFRPPHQGDWLRQ�WKURXJK�H:20�LV�ZLGHO\�DFFHSWHG�E\�PRVW�RI�WKH�SRSXODWLRQ��LW�LV�LQWHUHVWLQJ�
WR�REVHUYH� WKDW�ZKHQ� WKH� OHYHO�RI�FR�FUHDWLRQ� UHTXLUHV�D�JUHDWHU� LQYROYHPHQW�E\� WKH� LQGLYLGXDO�� WKH�
FRQWUDU\�HIIHFW�RFFXUV��L�H��WKH�SHUFHQWDJH�RI�SHRSOH�ZKR�DUH�QRW�SUHSDUHG�WR�PDNH�WKLV�FUHDWLYH�HIIRUW�
LQFUHDVHV��RQO\�������RI�WKRVH�VXUYH\HG�GHFODUH�WKH\�KDYH�SDUWLFLSDWHG� LQ�WKH�SURFHVV�RI�FUHDWLQJ�D�
QHZ�SURGXFW�IRU�D�FRPSDQ\�DQG�������LQ�D�SURFHVV�RI�FUHDWLQJ�VSHFLÀF�FRQWHQW�IRU�D�EUDQG���

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

LWV�SXEOLF�WKURXJK�H:20�� LW� VKRXOG�EH�QRWHG�WKDW�QHDUO\�����RI�WKRVH�VXUYH\HG� OLNH�EHLQJ�WDNHQ� LQWR�
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account by their brands, and like for them to listen and respond when necessary. However, only 28% 

VD\�WKDW� WKH\� OLNH�WR� LQWHUDFW�ZLWK�D�EUDQG�DQG�JLYH� LW� WKHLU�RSLQLRQ�ZKHQ�WKH�EUDQG�UHTXHVWV� LW��$OVR��
ZLWK�UHVSHFW�WR�WKH�SHUFHSWLRQ�RI�ZKDW�W\SH�RI�FRPSDQ\�SURPRWHV�SDUWLFLSDWLRQ�DQG�GLDORJXH�ZLWK�LWV�
FXVWRPHUV�PRVW��RQO\�����EHOLHYH�WKDW�WKH\�DUH�PDLQO\�60(V�

)LQDOO\��ZKHQ�DQDO\VLQJ�WKH�DVVRFLDWLRQ�EHWZHHQ�H:20�DQG�WKH�SXUFKDVLQJ�GHFLVLRQ�SURFHVV�RI�D�EUDQG��
����RI�WKRVH�VXUYH\HG�QRWH�WKDW�WKHLU�SXUFKDVLQJ�GHFLVLRQ�GHSHQGV�RQ�WKH�RSLQLRQV�RI�RWKHU�FRQVXPHUV��
7KLV�SHUFHQWDJH�LQFUHDVHV�WR�����ZKHQ�WKH�RSLQLRQ�LV�LQ�WKH�VRFLDO�PHGLD�RI�IULHQGV�DQG�DFTXDLQWDQFHV��
0RUHRYHU�� WKDQNV� WR� WKH� LQWHUDFWLRQ� WKDW� RWKHU� XVHUV� KDYH�ZLWK� VRPH�EUDQGV�� QHZ�SURGXFWV� FDQ�EH�
SXEOLFLVHG�DPRQJ�FRQVXPHUV��QHDUO\�����RI�WKRVH�VXUYH\HG�KDYH�EHHQ�PDGH�DZDUH�RI�WKH�H[LVWHQFH�
of new brands due to the comments of other users). Finally, the interaction and response of a brand 

WR�D�FXVWRPHU·V�FRPPHQWV�JHQHUDWHV�D�SRVLWLYH�DWWLWXGH�WR�WKH�SRVVLEOH�SXUFKDVH��DV�D�WKLUG�RI�WKRVH�
VXUYH\HG�DUH�PRUH�OLNHO\�WR�EX\�D�SURGXFW�LI�LW�KDV�WDNHQ�LQWR�DFFRXQW�WKHLU�FRPPHQWV�RU�VXJJHVWLRQV�

7DEOH����$WWLWXGHV�WR�FR�FUHDWLRQ

$WWLWXGHV�WR�FR�FUHDWLRQ�WKURXJK�H:20 'LVDJUHH 1HLWKHU�DJUHH�
QRU�GLVDJUHH $JUHH

��� ,� DP� SUHSDUHG� WR� UHFRPPHQG� DQG� VKDUH� P\� SXUFKDVLQJ�
H[SHULHQFH�ZLWK�P\�IULHQGV�WKURXJK�UDWLQJV�UHYLHZV

16.2 31.7 52.1

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

ZRUWK�EX\LQJ�IRU�P\�IULHQGV
10.4 23.4 66.2

��� ,� OLNH� WKDW� WKH�EUDQG·V�ZHEVLWH� OLVWHQV� WR�P\�FRPPHQWV�DQG�
answers me when necessary

11.6 30.3 58.1

���,�DP�SUHSDUHG�WR�PDNH�VXJJHVWLRQV�LQ�P\�VRFLDO�PHGLD�ZKHQ�
my friends need my advice on the purchase of a product

24.2 33.5 42.3

��� :KHQ� LW� FRPHV� WR� EX\LQJ� D� EUDQG�� ,� EHDU� LQ� PLQG� WKH�
SXUFKDVLQJ�H[SHULHQFH�P\�IULHQGV�KDYH�VKDUHG�RQ�VRFLDO�PHGLD

18.8 31 50.2

���,�OLNH�LQWHUDFWLQJ�ZLWK�P\�IDYRXULWH�EUDQGV�DQG�JLYLQJ�WKHP�P\�
RSLQLRQ�DERXW�ZKDW·V�QHZ�RQ�WKH�PDUNHW

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

���,�KDYH�SDUWLFLSDWHG�LQ�WKH�FUHDWLRQ�RI�VSHFLÀF�FRQWHQW�IRU�D�
brand

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

12. Small companies consult consumers more 15 46.5 38.5

���� ,�PDNH�P\�SXUFKDVLQJ�GHFLVLRQV�EDVHG�RQ� WKH�RSLQLRQV�RI�
other consumers

26.4 32.9 40.6

6RXUFH��2ZQ�ZRUN

����7KH�SURÀOH�RI�FR�FUHDWRU�E\�GHPRJUDSKLF�YDULDEOHV

1H[W��ZH�GHWHUPLQHG�ZKHWKHU�RU�QRW�WKHUH�ZDV�D�VWDWLVWLFDO�DVVRFLDWLRQ��E\�FURVV�WDEXODWLRQ�DQDO\VLV�ZLWK�
WKH�&KL�VTXDUHG�WHVW��EHWZHHQ�WKH�GHFODUHG�DWWLWXGH�WR�FR�FUHDWLRQ�DQG�FHUWDLQ�VRFLRGHPRJUDSKLF�
DQG�HFRQRPLF�FKDUDFWHULVWLFV�RI�WKH�LQGLYLGXDO��JHQGHU��DJH��LQFRPH�OHYHO�DQG�HGXFDWLRQDO�OHYHO�

1H[W��ZH�SUHVHQW�WKH�UHVXOWV�IRU�HDFK�RI�WKH�WUDGLWLRQDO�FODVVLÀFDWLRQ�YDULDEOHV��7KH�ÀUVW�FODVVLÀFDWLRQ�YDULDEOH�
LV�DJH��,Q�JHQHUDO�WKH�PRVW�IDYRXUDEOH�DWWLWXGH�WR�FR�FUHDWLRQ�LV�VLJQLÀFDQWO\�PRUH�DVVRFLDWHG�ZLWK�PLGGOH�
DJHG�DQG�\RXQJ�SHRSOH��,Q�DOO�WKH�DWWLWXGHV�VWXGLHG��WKH�OHDVW�IDYRXUDEOH�SUHGLVSRVLWLRQ�WR�FR�FUHDWLRQ�
DQG�H:20�LV�VLJQLÀFDQWO\�PRUH�DVVRFLDWHG�ZLWK�KDYLQJ�EHHQ�RYHU����\HDUV�RI�DJH��VHH�7DEOH����

,Q�WKH�ÀUVW�EORFN�RI�DWWLWXGHV�UHODWHG�WR�FR�FUHDWLRQ�WKURXJK�H:20��WKH�PLGGOH�DJHG�VHJPHQW�����WR�
���\HDUV��LV�VLJQLÀFDQWO\�PRUH�OLNHO\�WR�UHFRPPHQG�RU�VKDUH�LWV�SXUFKDVLQJ�H[SHULHQFH�ZLWK�RWKHUV��DQG�
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WRJHWKHU�ZLWK�WKH�\RXQJHVW�VHJPHQW��������\HDUV��WKH\�DUH�WKH�PRVW�OLNHO\�WR�SRVW�VXJJHVWLRQV�RQ�VRFLDO�
PHGLD��)LQDOO\��WKH�PLGGOH�DJHG�DQG�ROGHU�VHJPHQW�����WR����\HDUV��DJUHH�VOLJKWO\�PRUH�ZLWK�WKH�LGHD�RI�
SRVWLQJ�D�FULWLFLVP�RI�D�SURGXFW�LI�LW�KDV�QRW�PHW�WKHLU�H[SHFWDWLRQV��

:KHQ� WKH�FR�FUHDWLRQ�SURFHVV� UHTXLUHV�JUHDWHU�SDUWLFLSDWLRQ�DQG� LQYROYHPHQW�E\� WKH� LQGLYLGXDO�� WKH�
\RXQJHVW�VHJPHQW�����WR����\HDUV��LV�WKH�PRVW�LQ�IDYRXU�RI�FRQWULEXWLQJ�WR�WKH�FUHDWLRQ��ZKHWKHU�RI�D�QHZ�
product or a more elaborate content for a brand.

In the second block of attitudes related to the interaction between company and users, individuals 

DJHG���� WR����DUH� WKRVH�ZKR�DUH�PRVW� LQWHUHVWHG� LQ�D�EUDQG� OLVWHQLQJ� WR� WKHP�DQG�DQVZHULQJ� WKHP�
ZKHQ�UHTXLUHG��7KH�\RXQJHVW�VHJPHQW�����WR����\HDUV��DJUHHV�VLJQLÀFDQWO\�PRUH�ZLWK�WKH�SHUFHSWLRQ�
WKDW�WKH�60(V�HQFRXUDJH�XVHUV�PRVW�WR�SDUWLFLSDWH�LQ�WKH�FR�FUHDWLRQ�SURFHVV��DQG�DUH�PRUH�LQ�IDYRXU�
RI�LQWHUDFWLQJ�ZLWK�WKHLU�EUDQGV�DQG�FRQWULEXWLQJ�LGHDV�WR�WKH�EUDQGV�ZKHQ�WKH\�DVN�WKHLU�FXVWRPHUV�WR�
do so.

)LQDOO\�� LQ� WKH�EORFN� UHODWHG� WR� WKH�SURFHVV�RI�FR�FUHDWLRQ�DQG�SURGXFW�SXUFKDVH�� LQ�JHQHUDO� LW� LV� WKH�
VHJPHQW�DJHG�EHWZHHQ����DQG����WKDW�PRVW�SUHSDUHG�WR�EH�JXLGHG�LQ�WKHLU�SXUFKDVLQJ�GHFLVLRQ�E\�WKH�
FRPPHQWV�RI�RWKHU�SHUVRQV�RU�WKH�H[SHULHQFH�RI�RWKHU�XVHUV�VKDUHG�RQ�VRFLDO�PHGLD��7KLV�VHJPHQW�RI�WKH�
SRSXODWLRQ�KDV�DOVR�GLVFRYHUHG�QHZ�EUDQGV�WKDQNV�WR�LQWHUDFWLRQ�ZLWK�RWKHU�XVHUV�WKURXJK�SRVWV�RQ�WKH�
,QWHUQHW��)LQDOO\��WKH�SXEOLF�DJHG�EHWZHHQ����DQG�����DV�ZDV�WKH�FDVH�EHIRUH��YDOXHV�D�EUDQG�IRU�WDNLQJ�
LQWR�DFFRXQW�WKHLU�FRPPHQWV��HQFRXUDJLQJ�WKHP�WR�LQFOXGH�LW�LQ�WKHLU�SXUFKDVLQJ�GHFLVLRQ�SURFHVV�

7DEOH����$WWLWXGHV�WR�FR�FUHDWLRQ�DQG�DJH

$WWLWXGHV�WR�FR�FUHDWLRQ�

$JH

������
%

������
%

������
%

������
%

������
%

����
%

7RWDO�
%

&KL�
VTXDUHG 6LJQLÀFDQFH

I am prepared to 

UHFRPPHQG�VKDUH�P\�
SXUFKDVLQJ�H[SHULHQFH�ZLWK�
P\�IULHQG�WKURXJK�UDWLQJV�
reviews

'LVDJUHH 12.9% 13.9% 17.1% 13.6% 17.4% 23.4% 16.2%

26.150 �����
Neither 

DJUHH�QRU�
GLVDJUHH

35.5% 34.2% 24.1% 33.1% 32.0% 35.5% 31.7%

$JUHH 51.6% 51.9% 58.8% 53.2% 50.6% 41.1% 52.1%

I like the brand to listen to me 

and answer when necessary

'LVDJUHH 11.3% 10.4% 9.4% 10.4% 12.4% 17.8% 11.6%

28.702 �����
Neither 

DJUHH�QRU�
GLVDJUHH

40.9% 31.6% 28.5% 28.2% 24.3% 33.0% 30.3%

$JUHH 47.8% 58.0% 62.1% 61.4% 63.3% 49.2% 58.1%

I am prepared to make 

VXJJHVWLRQV�RQ�P\�VRFLDO�
media when my friends need 

my advice on the purchase of 

a product

'LVDJUHH 17.7% 19.9% 22.4% 21.8% 29.0% 36.0% 24.2%

35.986 �����
Neither 

DJUHH�QRU�
GLVDJUHH

33.3% 37.7% 31.8% 33.1% 30.5% 36.0% 33.5%

$JUHH 48.9% 42.4% 45.9% 45.1% 40.5% 27.9% 42.3%

:KHQ�EX\LQJ�D�EUDQG�,�WDNH�
LQWR�DFFRXQW�WKH�SXUFKDVLQJ�
H[SHULHQFH�P\�IULHQGV�KDYH�
shared on social media

'LVDJUHH 14.0% 11.3% 15.9% 19.2% 22.0% 32.5% 18.8%

61.005 �����
Neither 

DJUHH�QRU�
GLVDJUHH

37.1% 29.0% 28.5% 29.2% 29.0% 37.6% 31.0%

$JUHH 48.9% 59.7% 55.6% 51.6% 49.0% 29.9% 50.2%

,�OLNH�LQWHUDFWLQJ�ZLWK�P\�
IDYRXULWH�EUDQGV�DQG�JLYLQJ�
them my opinion about 

ZKDW·V�QHZ�RQ�WKH�PDUNHW

'LVDJUHH 26.3% 26.0% 27.1% 26.6% 34.4% 37.1% 29.3%

19.745 �����
Neither 

DJUHH�QRU�
GLVDJUHH

40.9% 45.5% 42.2% 46.8% 38.6% 42.6% 42.7%

$JUHH 32.8% 28.6% 31.8% 26.6% 27.0% 20.3% 28.1%

:KHQ�D�SURGXFW�GRHVQ·W�
satisfy me, I tend to post 

a critical review of my 

H[SHULHQFH�

'LVDJUHH 22.6% 23.8% 23.2% 22.4% 24.7% 35.0% 24.9%

33.004 �����
Neither 

DJUHH�QRU�
GLVDJUHH

40.3% 43.3% 30.3% 34.4% 29.0% 31.0% 34.2%

$JUHH 37.1% 32.9% 46.5% 43.2% 46.3% 34.0% 41.0%
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I have participated in the 

creation of some new 

product

'LVDJUHH 36.6% 51.9% 53.2% 55.5% 56.4% 64.0% 53.4%

42.500 �����
Neither 

DJUHH�QRU�
GLVDJUHH

37.6% 30.3% 25.0% 27.9% 27.0% 27.9% 28.7%

$JUHH 25.8% 17.7% 21.8% 16.6% 16.6% 8.1% 17.9%

I have participated in the 

FUHDWLRQ�RI�VSHFLÀF�FRQWHQW�
for a brand

'LVDJUHH 33.3% 40.3% 41.5% 42.9% 46.3% 55.8% 43.3%

28.315 �����
Neither 

DJUHH�QRU�
GLVDJUHH

38.7% 34.2% 31.2% 29.9% 29.7% 29.9% 31.9%

$JUHH 28.0% 25.5% 27.4% 27.3% 23.9% 14.2% 24.9%

I buy more products from 

brands that take my 

comments into account

'LVDJUHH 16.7% 15.6% 20.3% 17.2% 21.6% 31.5% 20.2%

29.670 �����
Neither 

DJUHH�QRU�
GLVDJUHH

48.9% 48.5% 42.6% 46.8% 42.1% 46.2% 45.5%

$JUHH 34.4% 35.9% 37.1% 36.0% 36.3% 22.3% 34.3%

I have discovered new brands 

thanks to the interaction of 

other users

'LVDJUHH 14.5% 16.5% 17.4% 17.5% 22.5% 32.5% 20.2%

45.168 �����
Neither 

DJUHH�QRU�
GLVDJUHH

33.9% 29.4% 28.2% 32.8% 32.4% 35.0% 31.6%

$JUHH 51.6% 54.1% 54.4% 49.7% 42.1% 32.5% 48.1%

7KH�60(V�FRQVXOW�FRQVXPHUV�
more, because they 

communicate easier with 

them

'LVDJUHH 10.8% 16.0% 15.0% 18.5% 12.4% 15.7% 15.0%

24.687 �����
Neither 

DJUHH�QRU�
GLVDJUHH

43.5% 40.7% 42.9% 48.7% 49.5% 54.8% 46.5%

$JUHH 45.7% 43.3% 42.1% 32.8% 38.2% 29.4% 38.5%

0\�SXUFKDVLQJ�GHFLVLRQV�DUH�
based on the opinions of 

other consumers

'LVDJUHH 18.8% 15.6% 22.1% 25.6% 32.4% 47.2% 26.4%

93.887 �����
Neither 

DJUHH�QRU�
GLVDJUHH

38.7% 33.3% 27.6% 35.7% 32.8% 32.0% 32.9%

$JUHH 42.5% 51.1% 50.3% 38.6% 34.7% 20.8% 40.6%

��6LJQLÀFDQFH�OHYHO�RI������

��6LJQLÀFDQFH�OHYHO�RI������

6RXUFH��2ZQ�ZRUN

:LWK� UHVSHFW� WR� WKH� YDULDEOH� RI� JHQGHU�� LQ� JHQHUDO� WKH� SURFHVV� RI� FR�FUHDWLRQ� LV� VLJQLÀFDQWO\� PRUH�
DVVRFLDWHG�ZLWK�WKH�SURÀOH�RI�D�IHPDOH�XVHU��7KXV��DV�FDQ�EH�VHHQ�LQ�WKH�QH[W�WDEOH��ZRPHQ�DUH�PRUH�
IDYRXUDEO\�GLVSRVHG�WR��WKH�SURFHVV�RI�FR�FUHDWLRQ�LQ�JHQHUDO��DQG�VSHFLÀFDOO\�WR�WKH�LGHD�RI�SRVWLQJ�
UHFRPPHQGDWLRQV�DQG�SDUWLFLSDWLQJ�PRUH�DFWLYHO\�LQ�WKH�FR�FUHDWLRQ�SURFHVVHV�ZLWK�EUDQGV��LQWHUDFWLQJ�
PRUH�ZLWK�FRPSDQLHV��DQG�WDNLQJ�WKH�H:20�PRUH�LQWR�DFFRXQW�ZKHQ�PDNLQJ�D�SXUFKDVLQJ�GHFLVLRQ�
(Table 6).

7DEOH����$WWLWXGHV�WR�FR�FUHDWLRQ�E\�JHQGHU

$WWLWXGHV�WR�FR�FUHDWLRQ�
*HQGHU

Men % :RPHQ�� 7RWDO�� &KL�VTXDUHG 6LJQLÀFDQFH

I am prepared to recommend and share my 

SXUFKDVLQJ�H[SHULHQFH�ZLWK�P\�IULHQGV�WKURXJK�
UDWLQJV�UHYLHZV

'LVDJUHH 16.5% 16.0% 16.2%

6.534 �����
Neither 

DJUHH�QRU�
GLVDJUHH

34.5% 28.9% 31.7%

$JUHH 49.0% 55.1% 52.1%

I am prepared to recommend to my friends a 

SURGXFW�RI�D�EUDQG�WKDW�LV�ZRUWK�EX\LQJ

'LVDJUHH 12.6% 8.2% 10.4%

14.750 �����
Neither 

DJUHH�QRU�
GLVDJUHH

25.6% 21.2% 23.4%

$JUHH 61.8% 70.6% 66.2%
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���,�DP�SUHSDUHG�WR�PDNH�VXJJHVWLRQV�RQ�P\�VRFLDO�
media when my friends need my advice on the 

purchase of a product

'LVDJUHH 27.9% 20.6% 24.2%

11.246 �����
Neither 

DJUHH�QRU�
GLVDJUHH

32.3% 34.6% 33.5%

$JUHH 39.8% 44.8% 42.3%

:KHQ�LW�FRPHV�WR�EX\LQJ�D�EUDQG��,�EHDU�LQ�PLQG�WKH�
SXUFKDVLQJ�H[SHULHQFH�P\�IULHQGV�KDYH�VKDUHG�RQ�
social media

'LVDJUHH 20.7% 16.9% 18.8%

7.465 �����
Neither 

DJUHH�QRU�
GLVDJUHH

32.5% 29.6% 31.0%

$JUHH 46.7% 53.5% 50.2%

,�OLNH�WR�LQWHUDFW�ZLWK�P\�IDYRXULWH�EUDQGV�DQG�JLYH�
them my opinion on new items that appear on the 

market

'LVDJUHH 31.2% 27.3% 29.3%

6.506 �����
Neither 

DJUHH�QRU�
GLVDJUHH

43.6% 41.8% 42.7%

$JUHH 25.2% 30.9% 28.1%

I have participated in the creation of some new 

product content

'LVDJUHH 56.6% 50.3% 53.4%

7.228 �����
Neither 

DJUHH�QRU�
GLVDJUHH

27.6% 29.7% 28.7%

$JUHH 15.8% 20.1% 17.9%

,�KDYH�SDUWLFLSDWHG�LQ�WKH�FUHDWLRQ�RI�VSHFLÀF�
content for a brand

'LVDJUHH 47.1% 39.5% 43.3%

9.918 �����
Neither 

DJUHH�QRU�
GLVDJUHH

30.5% 33.2% 31.9%

$JUHH 22.3% 27.3% 24.9%

I have discovered new brands thanks to the 

interaction of other users 

'LVDJUHH 22.3% 18.2% 20.2%

8.400 �����
Neither 

DJUHH�QRU�
GLVDJUHH

33.2% 30.1% 31.6%

$JUHH 44.5% 51.7% 48.1%

Small companies consult consumers more

'LVDJUHH 15.5% 14.5% 15%

7.688 �����
Neither 

DJUHH�QRU�
GLVDJUHH

49.5% 43.6% 46.5%

$JUHH 35.1% 41.9% 38.5%

0\�SXUFKDVLQJ�GHFLVLRQV�DUH�EDVHG�RQ�WKH�RSLQLRQV�
of other consumers

'LVDJUHH 29.3% 23.6% 26.4%

11.123 �����
Neither 

DJUHH�QRU�
GLVDJUHH

34.0% 31.9% 32.9%

$JUHH 36.7% 44.5% 40.6%

��6LJQLÀFDQFH�OHYHO�RI������

��6LJQLÀFDQFH�OHYHO�RI������

6RXUFH��2ZQ�ZRUN

2Q�VWXG\LQJ�WKH�YDULDEOH�OLQNHG�WR�LQFRPH�OHYHOV��LW�FDQ�EH�VHHQ�WKDW�WKHUH�DUH�VLJQLÀFDQW�GLIIHUHQFHV�LQ�
WKH�GLIIHUHQW�DWWLWXGHV�RI�FR�FUHDWLRQ�DPRQJ�XVHUV��7KXV��WKH�PRVW�IDYRXUDEOH�SUHGLVSRVLWLRQ�WR�H:20�
DQG�WKH�LQWHUDFWLRQ�EHWZHHQ�WKH�FRPSDQ\�DQG�FXVWRPHU�LV�VLJQLÀFDQWO\�PRUH�DVVRFLDWHG�ZLWK�WKH�KLJK�
LQFRPH�OHYHO� VHJPHQW��+RZHYHU�� WKH� OHDVW� IDYRXUDEOH�SUHGLVSRVLWLRQ� WR� WKH�FR�FUHDWLRQ�SURFHVV�DQG�
H:20��ZKHQ�LW� LPSOLHV�D�JUHDWHU�SDUWLFLSDWLRQ�DQG�HIIRUW�RQ�WKH�SDUW�RI�WKH�LQGLYLGXDO�� LV�VLJQLÀFDQWO\�
PRUH�DVVRFLDWHG�ZLWK�SHUVRQV�ZLWK�KLJK�LQFRPHV��7DEOH����
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7DEOH����$WWLWXGHV�WR�FR�FUHDWLRQ�DQG�LQFRPH�OHYHOV

$WWLWXGHV�WR�FR�FUHDWLRQ�WKURXJK�H:20

,QFRPH�OHYHO

+LJK�
%

$YHUDJH�
%

/RZ� 
%

'�.� 
%

7RWDO�
%

&KL�
VTXDUHG 6LJQLÀFDQFH

I am prepared to recommend and 

VKDUH�P\�SXUFKDVLQJ�H[SHULHQFH�ZLWK�
P\�IULHQGV�WKURXJK�UDWLQJV�UHYLHZV

'LVDJUHH 16.7% 14.1% 14.1% 19.7% 16.2%

16.983 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

27.9% 35.1% 31.6% 38.5% 31.6%

$JUHH 55.3% 50.8% 54.3% 41.8% 52.2%

I am prepared to recommend to my 

friends a product of a brand that is 

ZRUWK�EX\LQJ

'LVDJUHH 9.3% 8.7% 12.4% 14.6% 10.4%

26.029 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

19.1% 27.6% 22.6% 30.0% 23.1%

$JUHH 71.6% 63.7% 65.0% 55.4% 66.5%

,�OLNH�WKDW�WKH�EUDQG·V�ZHEVLWH�OLVWHQV�WR�
my comments and answers me when 

necessary

'LVDJUHH 11.2% 8.7% 12.4% 16.0% 11.5%

17.451 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

26.4% 33.9% 33.3% 33.3% 30.1%

$JUHH 62.4% 57.4% 54.3% 50.7% 58.3%

When a product does not satisfy me, 

I tend to post a critical review of my 

H[SHULHQFH�ZLWK�WKH�EUDQG

'LVDJUHH 25.6% 23.1% 26.5% 23.0% 24.8%

30.626 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

27.5% 39.3% 39.7% 41.8% 34.1%

$JUHH 46.9% 37.5% 33.8% 35.2% 41.1%

I have participated in the creation of 

some new product content

'LVDJUHH 56.3% 54.1% 50.9% 47.9% 53.8%

14.977 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

25.0% 28.5% 29.5% 38.0% 28.3%

$JUHH 18.7% 17.4% 19.7% 14.1% 17.9%

I have participated in the creation of 

VSHFLÀF�FRQWHQW�IRU�D�EUDQG

'LVDJUHH 46.9% 39.0% 40.2% 42.7% 43.5%

25.371 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

26.7% 35.1% 32.9% 41.3% 31.6%

$JUHH 26.4% 25.8% 26.9% 16.0% 24.9%

I buy more products from brands that 

take into account my comments and 

VXJJHVWLRQV

'LVDJUHH 22.8% 16.2% 19.2% 18.8% 20.2%

14.410 �����

1HLWKHU�DJUHH�
QRU�GLVDJUHH

40.9% 48.6% 47.29% 52.1% 45.3%

$JUHH 36.2% 35.1% 32.9% 29.1% 34.5%

��6LJQLÀFDQFH�OHYHO�RI������

��6LJQLÀFDQFH�OHYHO�RI������

6RXUFH��2ZQ�ZRUN

7KH�UHVXOWV�RI�WKH�HGXFDWLRQ�YDULDEOH�JHQHUDWH�VLJQLÀFDQW�GLIIHUHQFHV�LQ�RQO\�WKUHH�RI�WKH�DWWLWXGHV�WR�FR�
FUHDWLRQ��,Q�DOO�FDVHV��WKH�JUHDWHU�WKH�LQGLYLGXDO·V�OHYHO�RI�VWXGLHV��WKH�PRUH�SRVLWLYH�WKH�DWWLWXGH�WRZDUGV�
UHFRPPHQGLQJ�D�SURGXFW��DQG�FRPPHQWV�SRVWHG�RQ�WKH�,QWHUQHW�H[HUFLVH�D�JUHDWHU�LQÁXHQFH�RQ�WKH�
OLNHOLKRRG�RI�WKHP�EX\LQJ�D�VSHFLÀF�EUDQG��7DEOH����
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7DEOH����$WWLWXGHV�WR�FR�FUHDWLRQ�DQG�HGXFDWLRQDO�OHYHO

$WWLWXGH�WR�FR�FUHDWLRQ

(GXFDWLRQDO�OHYHO

%DVLF�
%

$YHUDJH�
%

+LJK�
%

9HU\�
KLJK�

%

7RWDO�
%

&KL�
VTXDUHG 6LJQLÀFDQFH

I am prepared to recommend to my 

friends a product of a brand that is 

ZRUWK�EX\LQJ

'LVDJUHH 17.1% 10.6% 9.0% 8.7% 10.4%

28.661 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

32.9% 24.6% 20.1% 20.6% 23.4%

$JUHH 50.0% 64.7% 70.9% 70.7% 66.2%

:KHQ�LW�FRPHV�WR�EX\LQJ�D�EUDQG��,�EHDU�
LQ�PLQG�WKH�SXUFKDVLQJ�H[SHULHQFH�P\�
friends have shared on social media

'LVDJUHH 21.2% 20.4% 18.4% 16.6% 18.8%

18.153 �����1HLWKHU�DJUHH�
QRU�GLVDJUHH

38.8% 31.7% 33.2% 26.9% 31.0%

$JUHH 40.0% 47.9% 48.4% 56.5% 50.2%

0\�SXUFKDVLQJ�GHFLVLRQV�DUH�EDVHG�RQ�
the opinions of other consumers

'LVDJUHH 30.6% 27.0% 25.0% 25.2% 26.4%

19.736 �����
1HLWKHU�DJUHH�
QRU�GLVDJUHH

36.5% 36.5% 34.0% 27.6% 32.9%

$JUHH 32.9% 36.5% 41.0% 47.1% 40.6%

��6LJQLÀFDQFH�OHYHO�RI������

��6LJQLÀFDQFH�OHYHO�RI������

6RXUFH��2ZQ�ZRUN

$IWHU� WKH� GHVFULSWLYH� DQDO\VLV�� ZH� LGHQWLÀHG� �WKURXJK� D� ELQDU\� ORJLVWLF� UHJUHVVLRQ� DQDO\VLV�� YDULRXV�
H[SODQDWRU\� PRGHOV� UHODWHG� WR� WKH� SUREDELOLW\� RI� SDUWLFLSDWLQJ� LQ� D� FR�FUHDWLRQ� SURFHVV� WKURXJK�
H:20��7R�FUHDWH�WKH�PRGHO��VRFLRGHPRJUDSKLF��JHQGHU��DJH�DQG�HGXFDWLRQDO�OHYHO��DQG�HFRQRPLF�
FKDUDFWHULVWLFV��LQFRPH�OHYHO��RI�WKH�LQGLYLGXDO�ZHUH�FRQVLGHUHG�DV�SRVVLEOH�H[SODQDWRU\�YDULDEOHV�

:LWK� UHVSHFW�WR�WKH�/RJLW�PRGHO�SURSRVHG��VHH�7DEOH����� WKH�SUREDELOLW\�RI�JUHDWHU�SDUWLFLSDWLRQ�DQG�
LQYROYHPHQW�ZLWK�D�FR�FUHDWLRQ�SURFHVV��FUHDWLQJ�D�VSHFLÀF�FRQWHQW�IRU�D�EUDQG��LQFUHDVHV��DV�IROORZV�
�LQ�RUGHU�RI� LPSRUWDQFH���DV� WKH�DJH�RI� WKH�SHUVRQ�GHFUHDVHV�� WKH� LQFRPH� OHYHO� LQFUHDVHV�DQG� LI� WKH�
person is a woman.

7DEOH����&R�FUHDWLRQ�PRGHO�RI�EUDQG�FRQWHQW��9DULDEOHV�LQ�WKH�HTXDWLRQ

B Standard error :DOG *O 6LJ� ([S�%�

Gender .302 .136 4.932 1 .026 1.353

$JH�LQ�EDQGV -.150 .045 11.238 1 .001 .861

Income level -.006 .002 6.083 1 .014 .995

Constant -.265 .328 .655 1 .419 .767

6RXUFH��2ZQ�ZRUN

,Q�DGGLWLRQ��ZKHQ�ZKDW� LV�EHLQJ� VWXGLHG� LV� WKH�ZLOOLQJQHVV� WR�SRVW�D� UHFRPPHQGDWLRQ�RU� UHYLHZ�RI�D�
SURGXFW�EUDQG�WKURXJK�H:20��WKH�SUREDELOLW\�LQFUHDVHV�ZKHQ�WKH�SHUVRQ�LV�D�ZRPDQ��WKH�HGXFDWLRQDO�
OHYHO�LV�KLJKHU�DQG�WKH�LQFRPH�OHYHO�LV�KLJK��WDEOH����

7DEOH�����0RGHO�RI�SRVLWLYH�UHFRPPHQGDWLRQ�WR�D�EUDQG��9DULDEOHV�LQ�WKH�HTXDWLRQ

B Standard error :DOG *O 6LJ� ([S�%�

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

6RXUFH��2ZQ�ZRUN
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/DVWO\��WKH�SUREDELOLW\�WKDW�D�FRPPHQW�VKDUHG�RQ�WKH�,QWHUQHW�FDQ�LQÁ�XHQFH�DQ�LQGLYLGXDO·V�SXUFKDVLQJ�
GHFLVLRQ�LQFUHDVHV�DV�IROORZV��LQ�RUGHU�RI�LPSRUWDQFH���WKH�\RXQJHU�WKH�SHUVRQ��WKH�KLJKHU�WKH�SHUVRQ·V�
HGXFDWLRQDO�OHYHO��DQG�WKH�KLJKHU�WKH�LQFRPH�OHYHO��VHH�WDEOH�����

7DEOH�����&R�FUHDWLRQ�PRGHO�UHODWHG�WR�WKH�SXUFKDVLQJ�LQWHQWLRQ��9DULDEOHV�LQ�WKH�HTXDWLRQ

B Standard error :DOG JO 6LJ� ([S�%�

$JH�LQ�EDQGV -.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

6RXUFH��2ZQ�ZRUN

%HIRUH�PRYLQJ�RQ�WR�WKH�GLVFXVVLRQ�DQG�FRQFOXVLRQV��D�VXPPDU\�WDEOH�ZLWK�WKH�PDLQ�UHVXOWV�RI�WKH�VWXG\�
is presented (see table 12).

7DEOH�����&RFUHDWRU�SURÀ�OH

*HQUH $JH �(GXFDWLRQ�
/HYHO

,QFRPH�
/HYHO

3URÀ�OH�RI�WKH�XVHU�FUHDWRU�RI�FRQWHQW�IRU�D�EUDQG Woman <RXQJ --- +LJK

8VHU�SURÀ�OH���EUDQG�UHFRPPHQGHU --- ---
+LJKHU�

Education
+LJK

8VHU�SURÀ�OH�LQÁ�XHQFHG�E\�H:20�LQ�WKH�SXUFKDVLQJ�
decision

Woman <RXQJ
+LJKHU�

Education
+LJK

6RXUFH��2ZQ�ZRUN

���'LVFXVVLRQ

7KLV�UHVHDUFK�\LHOGV�VRPH�VXUSULVLQJ�GDWD��ZKLFK�KDYH�EHHQ�H[SODLQHG�RQ�WKH�EDVLV�RI�WKH�UHVXOWV��+RZHYHU��
it remains to be answered which model best responds to the co-creation process.

$V�H[SODLQHG� LQ� WKH� LQWURGXFWLRQ�� WKH�FRQFHSW�RI�FR�FUHDWLRQ�SURSRVHG� LQ������E\�5DPDVZDP\�DQG�
2]FDQ�JUDQWV�HTXDO�LPSRUWDQFH�WR�DUWHIDFWV��SHUVRQV��SURFHVVHV�DQG�LQWHUIDFHV��+RZHYHU��ZH�SURSRVH�
D�PRGLÀ�FDWLRQ�WR�WKH�PRGHO��VR�WKDW�SHUVRQV�RFFXS\�WKH�IRFXV�RI�WKH�FR�FUHDWLRQ�G\QDPLF��JLYHQ�WKDW�
LW�LV�FXVWRPHUV��XVHUV�DQG�FRQVXPHUV�ZKR�DUH�WKH�OHDGLQJ�SOD\HUV�LQ�WKH�DFWLYLW\�RI�YDOXH�FUHDWLRQ�IRU�WKH�
brand (Chart 2). 

&KDUW����5HGHÀ�QLWLRQ�RI�WKH�FR�FUHDWLRQ�SURFHVV�

6RXUFH��$GDSWHG�IURP�5DPDVZDP\�DQG�2]FDQ�������
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,W�LV�WKURXJK�WKH�H:20�FUHDWHG�LQ�VRFLDO�PHGLD��IRUXPV��FKDWV�RU�KDVKWDJV�ZKHUH�GLDORJXH�LV�FUHDWHG�
DQG�WKH�EUDQG�FRQWHQW� LV�FUHDWHG�ZLWK�D�SXUSRVH��DQG�ZKHUH�FXVWRPHUV�DFTXLUH�D� OHDGLQJ�UROH�DQG�
share their discourse with other users in an environment in which they feel more comfortable, far from 

WKH�RIÀFLDO�EUDQG�SURÀOHV��7KLV�UHVHDUFK�WKHUHIRUH�FDOOV�IRU�JUHDWHU�DWWHQWLRQ�WR�EH�SDLG�WR�WKH�GLVSRVLWLRQV�
DQG�EHKDYLRXUV�RI�XVHUV��LQ�RUGHU�WR�GLVFRYHU�WR�ZKDW�H[WHQW�WKH\�VHH�WKHPVHOYHV�WR�EH�DIIHFWHG�LQ�WKHLU�
co-creation activity.  

���&RQFOXVLRQV

7KLV�ZRUN�ZDV�FDUULHG�RXW�ZLWK�D�UHSUHVHQWDWLYH�VDPSOH�RI�WKH�6SDQLVK�SRSXODWLRQ�XVLQJ�VRFLDO�PHGLD��
,W�RIIHUV�D�SURÀOH�RI� WKH�FRQVXPHUV�ZKR� LQWHUDFW�G\QDPLFDOO\�ZLWK�WKH�EUDQGV� LQ�GLJLWDO�HQYLURQPHQWV��
&XUUHQWO\�WKH�6SDQLVK�SRSXODWLRQ�KDV�D�YHU\�SRVLWLYH�DWWLWXGH�WR�H:20��3HRSOH�HQJDJH�LQ�WKLV�EHKDYLRXU�
WKURXJK�UHFRPPHQGDWLRQV��FRPPHQWV�DQG�UHYLHZV��RQ�ERWK�WKH�,QWHUQHW�DQG�VRFLDO�PHGLD��$OWKRXJK�LW�
LV�WUXH�WKDW�D�ODUJH�QXPEHU�RI�6SDQLVK�SHRSOH�DUH�KLJKO\�SUHGLVSRVHG�WR�FR�FUHDWLRQ��ZKHQ�WKLV�SURFHVV�
UHTXLUHV� JUHDWHU� SDUWLFLSDWLRQ� DQG� HIIRUW� RQ� WKH� SDUW� RI� XVHUV�� WKH� SHUFHQWDJH�ZKR� ÀQDOO\� EHFRPH�
LQYROYHG�GHFOLQHV�VLJQLÀFDQWO\��$V�/L�DQG�%HUQRII�������QRWH��RQO\�D�VPDOO�SURSRUWLRQ�RI�WUXH�´FUHDWRUVµ�
EHFRPH�UHDO�SDUWLFLSDQWV�ZLWK�DQ�DFWLYH�UROH�LQ�FRQWHQW�FR�FUHDWLRQ��LQ�OLQH�ZLWK�WKH�EUDQGV·�PDUNHWLQJ�
DQG�FRPPXQLFDWLRQ�VWUDWHJ\�

7KH�UHVXOWV�RI�WKLV�VWXG\�FRQÀUP�WKH�LQÁXHQFH�RI�WKH�UHFRPPHQGDWLRQV�RQ�WKH�SXUFKDVLQJ�GHFLVLRQ�RI�
FRQVXPHUV��DV�QRWHG�SUHYLRXVO\�LQ�RWKHU�VWXGLHV��7VHQJ�HW�DO��������7DMYLGL�HW�DO��������

:LWK�UHVSHFW�WR�WKH�SURÀOH�RI�VRFLDO�PHGLD�XVHUV��PRVW�OLNH�WR�HQJDJH�LQ�FR�FUHDWLRQ��WKHUH�DUH�VLJQLÀFDQW�
GLIIHUHQFHV�EDVHG�RQ�VRFLRGHPRJUDSKLF�DQG�HFRQRPLF�YDULDEOHV��7KH�DJH�RI�LQGLYLGXDOV�LV�WKH�SHUVRQDO�
YDULDEOH�WKDW�FRQWULEXWHV�PRVW�GLIIHUHQFHV�LQ�WKH�FR�FUHDWLRQ�SURFHVV��IROORZHG�E\�JHQGHU��LQFRPH�OHYHO�
and educational level.  

,Q�JHQHUDO��DV�WKH�DJH�RI�WKH� LQGLYLGXDO� LQFUHDVHV��WKH�SUREDELOLW\�RI�SDUWLFLSDWLQJ� LQ�SURFHVVHV�RI�FR�
FUHDWLRQ�DQG�UHFRPPHQGDWLRQ�RI�D�SURGXFW�RU�EUDQG�GHFUHDVHV��6LPLODUO\��WKH�JUHDWHU�WKH�SXUFKDVLQJ�
SRZHU��WKH�JUHDWHU�WKH�OLNHOLKRRG�RI�VKDULQJ�H[SHULHQFHV�DQG�FRPPHQWV�RQ�WKH�,QWHUQHW��)LQDOO\��ZRPHQ�
DUH�WKH�VHJPHQW�RI�WKH�SRSXODWLRQ�ZKR�DUH�PRVW�SUHGLVSRVHG�WR�FR�FUHDWLRQ�

0RUHRYHU�� WKH� FR�FUHDWRU·V� SURÀOH� KDV� EHHQ� LGHQWLÀHG� DFFRUGLQJ� WR� WKH� OHYHO� RI� LQYROYHPHQW� DQG�
SDUWLFLSDWLRQ��WKDQNV�WR�WKH�DSSOLFDWLRQ�RI�UHJUHVVLRQ�PRGHOV��,Q�WKLV�ZD\��ZKHQ�WKH�SURFHVV�RI�FUHDWLRQ�
LV�PRUH�FRPSOH[�DQG�UHTXLUHV�D�JUHDWHU�FRPPLWPHQW�WR�EUDQG�FRQWHQW�FUHDWLRQ��WKH�SUREDELOLW\�WKDW�
DQ�LQGLYLGXDO�PD\�SDUWLFLSDWH�LQFUHDVHV�LI�WKH�LQGLYLGXDO�LV�D�ZRPDQ��\RXQJ�DQG�ZLWK�DERYH�DYHUDJH�
income.

:KHQ�WKH�OHYHO�RI�SDUWLFLSDWLRQ�LV�OLQNHG�WR�H:20�E\�UHFRPPHQGDWLRQV�DQG�SRVLWLYH�FRPPHQWV�DERXW�
D�EUDQG��WKH�SUREDELOLW\�LQFUHDVHV�ZKHQ�WKH�XVHU·V�SURÀOH�LV�D�ZRPDQ��ZLWK�D�XQLYHUVLW\�OHYHO�HGXFDWLRQ�
DQG�DQ�DERYH�DYHUDJH�LQFRPH�OHYHO�

)LQDOO\��WKH�SUREDELOLW\�RI�D�FRPPHQW�UHYLHZ�LQÁXHQFLQJ�WKH�SXUFKDVLQJ�GHFLVLRQ�RI�WKH�XVHU�LQFUHDVHV�
WKH�\RXQJHU�WKH�SHUVRQ�LV�DQG�WKH�JUHDWHU�WKHLU�HGXFDWLRQDO�OHYHO�DQG�LQFRPH�

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

FDQ�EH�GHÀQHG�DV�D�G\QDPLF�SURFHVV�RI�LQWHUDFWLRQ�WKDW�HVWDEOLVKHV�DQ�RSHQ�DQG�RQJRLQJ�GLDORJXH�
ZLWK�FRQVXPHUV�WKDW�LV�FDSDEOH�RI�JHQHUDWLQJ�LPSURYHPHQWV�DQG�FKDQJH�LQ�EXVLQHVV�DFWLYLW\�WKURXJK�
LQWHUDFWLYH�H[FKDQJH�G\QDPLFV��7KDW�LV�ZK\�ZH�SURSRVH�DV�D�ÀQDO�UHFRPPHQGDWLRQ�WKDW�EUDQGV�VKRXOG�
SURPRWH�JUHDWHU�FR�FUHDWLRQ�DFWLYLW\�� LQYROYLQJ�VHJPHQWV�LGHQWLÀHG�DV�WKH�PRVW�OLNHO\�DQG�JHQHUDWLQJ�
LQWHUDFWLRQ�DQG�WZR�ZD\�DFWLYLW\��,W�LV�ZRUWK�UHFDOOLQJ�WKDW�WKH�UHFRPPHQGDWLRQV�DQG�H[SHULHQWLDO�VWRULHV�
RI�FRQVXPHUV�KDYH�D�EHQHÀFLDO�HIIHFW�RQ�SXUFKDVLQJ�GHFLVLRQV�DQG�RQ�WKH�FUHDWLRQ�RI�EUDQG�YDOXH���

���6SHFLÀF�FRQWULEXWLRQV�RI�HDFK�DXWKRU�

Contributions Author

5HVHDUFK�GHVLJQ �6RQLD�&DUFHOpQ�*DUFtD�DQG�3DORPD�'tD]�6RORDJD

Documentary search �3DORPD�'tD]�6RORDJD

Data collection �6RQLD�&DUFHOpQ�*DUFtD�DQG�3DORPD�'tD]�6RORDJD

Critical data analysis and interpretation  6RQLD�&DUFHOpQ�*DUFtD
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)DVKLRQ�À�OP�DV�D�EUDQG�DFWLRQ��7KH�FDVH�RI�(XURSD�,,�LQ�9RJXH

(O�IDVKLRQ�À�OP�FRPR�DFFLyQ�GH�OD�PDUFD��(O�FDVR�GH�(XURSD�,,�HQ�9RJXH

'DWHV�_�5HFHLYHG���������������5HYLHZHG����������������,Q�SUHVV���������������3XEOLVKHG������������

Resumen
(VWH� WUDEDMR� HVWXGLD� HO� IDVKLRQ� À�OP� FRPR�
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 
À�OP�FRPR�IRUPDWR�SXEOLFLWDULR��\�HQ�OD�LPSRUWDQFLD�
de las asociaciones de marca. En segundo lugar, 
se lleva a cabo un estudio exploratorio que 
LGHQWLÀ�FD� ODV� DVRFLDFLRQHV� GH� OD� PDUFD� 9RJXH�
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 
QDUUDWLYD� GH� (XURSD� ,,�� LGHQWLÀ�FDQGR� DVt� ORV�
VLJQLÀ�FDGRV�SUHVHQWHV�HQ�VX�QDUUDWLYD��DTXHOORV�TXH�
HQ�GHÀ�QLWLYD�KDEODQ�GH�OD�PDUFD��GH�FyPR�TXLHUH�
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 
LQÁ�H[LyQ�HQ�FXDQWR�DO�SRGHU�SHUVXDVLYR�GH�(XURSD�,,��
FRQHFWDQGR�HO�DQiOLVLV�QDUUDWLYR�FRQ�HO�VLJQLÀ�FDGR�
de la marca.

Palabras clave
)DVKLRQ� À�OPV�� %UDQGHG� FRQWHQW�� &RPXQLFDFLyQ�
persuasiva; Asociaciones de marca; Estrategia de 
marca; Moda

$EVWUDFW
7KLV�SDSHU� VWXGLHV� WKH� IDVKLRQ� À�OP�DV�D�PDUNHWLQJ�
WRRO�WKURXJK�WKH�VWXG\�RI�WKH�VKRUW�À�OP�(XURSD�,,�E\�
9RJXH�� ,QLWLDOO\�� WKH� UHVHDUFK� GHOYHV� LQWR� IDVKLRQ��
WKH�9RJXH�EUDQG��WKH�QDWXUH�RI�IDVKLRQ�À�OP�DV�DQ�
DGYHUWLVLQJ� IRUPDW��DQG� WKH� LPSRUWDQFH�RI�EUDQG�
SDUWQHUVKLSV�� 1H[W�� DQ� H[SORUDWRU\� VWXG\� VHHNV�
WR� LGHQWLI\� WKH� DVVRFLDWLRQV� RI� WKH� 9RJXH� EUDQG�
SUHVHQW� LQ� (XURSD� ,,�� 7KH�PHWKRGRORJ\� VWDUWV� IURP�
D� VHPLRWLF� DQDO\VLV� IRFXVHG� RQ� H[WUDFWLQJ� WKRVH�
associations (references and cultural values latent 

in it) from the narrative proposal of Europa II, thereby 

LGHQWLI\LQJ� WKH� PHDQLQJV� SUHVHQW� LQ� LWV� QDUUDWLYH��
those that ultimately speak about the brand, about 

KRZ� LW�ZDQWV� WR�EH�SHUFHLYHG�� /DWHU�� WKH� UHVXOWLQJ�
DVVRFLDWLRQV�ZHUH�FRQWUDVWHG�WKURXJK�DQ�LQWHUYLHZ�
ZLWK� VHYHQ� H[SHUWV� LQ� WKH� À�HOG� RI�PDUNHWLQJ�DQG�
or communication. It was concluded that Europa 

,,� DVVLVWV� 9RJXH� WR� UHMXYHQDWH� LWV� WDUJHW� DQG��
therefore, connect with new audiences. Hence, 

EUDQG�DVVRFLDWLRQV�SURYLGH�D�WXUQLQJ�SRLQW�LQ�WHUPV�
RI� WKH�SHUVXDVLYH�SRZHU�RI� (XURSD� ,,�� FRQQHFWLQJ�
QDUUDWLYH�DQDO\VLV�ZLWK�WKH�PHDQLQJ�RI�WKH�EUDQG�

.H\ZRUGV
)DVKLRQ� À�OPV�� %UDQGHG� FRQWHQW�� 3HUVXDVLYH�
FRPPXQLFDWLRQ�� %UDQG� DVVRFLDWLRQV�� %UDQG�
VWUDWHJ\��IDVKLRQ

+HUQiQGH]�+HUUHUD��0���*LO�5XL]��)��-���*DUFtD�*XDUGLD��0��/���	�$\HVWDUiQ�&UHVSR��5����������(O�IDVKLRQ�À�OP�FRPR�DFFLyQ�GH�OD�PDUFD��(O�
FDVR�GH�(XURSD�,,�HQ�9RJXH��Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 285-298. 
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���,QWURGXFWLRQ

9RJXH�PDJD]LQH�ZDV�IRXQGHG�LQ�������FHOHEUDWLQJ�WKH�IHPLQLQH�LGHDO�RI�WKH�HUD��´WKH�GRPHVWLF�DQJHOµ�
�9HODVFR��������������DOWKRXJK� LW�ZDV�DLPHG�DW�DQ�DXGLHQFH�RI�\RXQJHU��PRUH�PRGHUQ�DQG�ZHDOWK\�
ZRPHQ��6LQFH�WKHQ�WKHUH�KDYH�EHHQ�DQ\�QXPEHU�RI�DWWHPSWV�WR�PRGHUQLVH�WKH�9RJXH�EUDQG��ERWK�E\�
KDUQHVVLQJ�QHZ�WHFKQRORJLHV��LQ������9RJXH�UHODXQFKHG�LWV�ZHEVLWH�DQG�LQ������FUHDWHG�DQ�DSSOLFDWLRQ���
DQG�E\�SRVLWLRQLQJ�WKH�EUDQG�ZLWKLQ�IHPLQLVP��

,Q�������9RJXH�GHGLFDWHG�LWV�FRYHU�WR�WKH�ZRPHQ�PLQLVWHUV�RI�WKH�QHZ�362(�*RYHUQPHQW�RI�6SDLQ�DQG�
in 2015, to the Italian LQÁXHQFHU�&KLDUD�)HUUDJQL��7KH�IRUPHU�UHFHLYHG�LQWHQVH�FULWLFLVP�RQ� LWV� IRFXV�RQ�
WKH�ZRPHQ·V�LQWHUHVW�LQ�IDVKLRQ�UDWKHU�WKDQ�WKHLU�SROLWLFDO�VNLOOV��9HODVFR���������9RJXH·V�UHSUHVHQWDWLRQ�RI�
ZRPHQ��DQG�WKH�IHPLQLQH��VWLOO�VHHPHG�UHPRWH�IURP�IHPLQLVW�LGHDOV��SRUWUD\LQJ�ZRPHQ�DV�GRPHVWLF��ZLYHV�
DQG�HPSOR\HHV��´WKH�LVVXH�SURPRWHG�WKH�VDPH�HVWDEOLVKHG�UROHV�IRU�PHQ�DQG�ZRPHQ�LQ�VRFLHW\�VLQFH�
WLPH�LPPHPRULDOµ��/XTXH�	�3pUH]������������� 7KH�ODWWHU�FRYHU�ZDV�DLPHG�DW�H[SDQGLQJ�WKH�UHDGHUVKLS�
RI�WKH�PDJD]LQH��VHHLQJ�WKH�IROORZHUV�RI�&KLDUD�)HUUDJQL�DV�SRVVLEOH�FRQVXPHUV��9HODVFR���������

1HYHUWKHOHVV��9RJXH�LV�ZLGHO\�UHJDUGHG�DV�URXWLQH�DQG�ROG�IDVKLRQHG��IDLOLQJ�WR�HVWDEOLVK�LWV�SRVLWLRQ�RQ�
WKH�LQWHUQHW��6DOHV�KDYH�IDOOHQ�VLQFH�WKH�����·V�GHVSLWH�HIIRUWV�WR�PRGHUQLVH�WKH�EUDQG��UHÁHFWLQJ�WKH�ODFN�
RI�HIIHFWLYH�VWUDWHJLHV�WR�VXUSULVH��FRQQHFW�DQG�RU�UHFRQQHFW�ZLWK�FRQVXPHUV��5DPRV�6HUUDQR�	�3LQHGD��
�������$FFRUGLQJ�WR�&RQGp�1DVW���������9RJXH�UHDGHUV�KDYH�DQ�DYHUDJH�DJH�RI����DQG�WKHLU�VRXUFHV�RI�
LQVSLUDWLRQ�DQG�SXUFKDVLQJ�GHFLVLRQV�DUH�PDJD]LQHV�RU�IDVKLRQ�ZHEVLWHV�IROORZHG�E\�SULQW�PHGLD��7KHVH�
ZRPHQ��DOWKRXJK� WKH\� WDNH� WKH�RSLQLRQV�RI�RWKHUV� LQWR�FRQVLGHUDWLRQ��SUHIHU� WR�PDNH� WKHLU�GHFLVLRQV�
directly, without professional advice[1]. 

,QÁXHQFHUV�KDYH�EHFRPH�D�NH\�HOHPHQW� LQ�EUDQG� VWUDWHJLHV� WR�FRQQHFW�ZLWK�FRQVXPHUV��ZLWK�JRRG�
UHVXOWV��*DUFtD���������,I�FODVVLF�RU�WUDGLWLRQDO�DGYHUWLVLQJ��LQWUXVLYH��VRXJKW�WR�UHDFK�WKH�PDVVHV�WKURXJK�
UHSHWLWLYH�PHVVDJLQJ��ZKHUH�WKH�SURGXFW�LV�WKH�FHQWUDO�IHDWXUH�DQG�IRFXV��&RQVXPHUV�DUH�QRZ�OHVV�ZLOOLQJ�
WR�EH�JXLGHG�E\�EUDQGV��*RGLQ�	�%UDYR���������KHQFH�WKH�QHHG�IRU�H[SHULHQWLDO�PDUNHWLQJ�IRFXVVLQJ�
QRW�RQ�WKH�SURGXFW�LWVHOI�EXW�UDWKHU�FDOOLQJ�DWWHQWLRQ�WR�WKH�EUDQG��'HO�3LQR�	�&DVWHOOy���������SURYRNLQJ�
HPRWLRQV� WKDW�SRVLWLYHO\�FRQQHFW�ZLWK� WKH�EUDQG�DQG� LQFRUSRUDWLQJ� LW� LQWR�D� OLIHVW\OH� �&RVWD�6iQFKH]��
2014).

%XW� LW� LV�QRW�RQO\�WKURXJK� LQÁXHQFHUV�WKDW�WKH�FRQVXPHU�ÀQGV�DIÀQLW\�ZLWK�EUDQGV��FLQHPDWLF�QDUUDWLYHV�
represent a different way for consumers to know and connect with brands. This type of communication 

LQFRUSRUDWHV�WKH�IROORZLQJ�HOHPHQWV��WKH�SURVXPHU��7RIÁHU���������D�UHFHSWRU�ZKR�DFWLYHO\�SDUWLFLSDWHV�
LQ�WKH�FRPPXQLFDWLRQ��$KOXZDOLD�	�0LOOHU��������&RVWD�6iQFKH]��������0DUWLQ��������DQG�GLVVHPLQDWLRQ�
RI� EUDQG� H[SHULHQFHV� ZLWK� ZKLFK� WKH\� KDYH� DQ� HPRWLRQDO� FRQQHFWLRQ� �'H� $VVLV�� ������ *DPEHWWL�
	�*UDIÀJQD�� ������� WKH� XVH�RI� QHZ�QDUUDWLYH� WHFKQLTXHV� XVLQJ� IRUPDWV� WKDW� DOORZ�D�FRPELQDWLRQ�RI�
different artistic idioms (such as cinema, music and fashion) and offer a new type of entertainment 

�$UEDL]D���������DQG�DQ�LQWHQW�EH\RQG�PHUH�DGYHUWLVLQJ��DLPLQJ�WR�DFKLHYH�DQ�HPRWLRQDO�FRQQHFWLRQ�
EHWZHHQ�WKH�UHFHSWRU�DQG�EUDQG�YDOXHV��*REp���������7KLV�SDSHU�ZLOO�H[SORUH�WKHVH�W\SHV�RI�DFWLRQV��
VSHFLÀFDOO\�IDVKLRQ�ÀOPV and, in particular, Europa II, the IDVKLRQ�ÀOP�SURGXFHG�E\�9RJXH�WR�H[SDQG�WKHLU�
brand reach and attract new consumers. We will analyse the importance and impact of the brand 

associations within these narratives to reach their audience. 

:H�ZLOO�DOVR�QRWH�KRZ��IDU�IURP�GHPRFUDWLVLQJ�EUDQG�DFFHVV��IDVKLRQ�ÀOPV have the opposite effect: the 

FOHDUHVW�H[DPSOH�EHLQJ�NQRZQ�DV�WKH�´%XUEHUU\�HIIHFWµ��ZLWK�WKH�FUHDWLRQ�RI�WKH�%XUEHUU\�3URUVXP�OLQH�
DW�D�KLJKHU�SULFH�UDQJH��SRVLWLRQLQJ�%XUEHUU\�RQ�SDU�ZLWK�RWKHU�OX[XU\�EUDQGV��0RRUH�	�%LUWZLVWOH���������

���)UDPH�RI�UHIHUHQFH�

2.1. Advertainment�DQG�EUDQGHG�FRQWHQW�

Advertainment or branded content[2] is essentially a new form of communication between advertiser 

DQG� DXGLHQFH�� XVLQJ� IRUPDWV� DQG� WRROV� ZKLFK� DUH� DWWUDFWLYH� WR� FRQVXPHUV� DQG� ZKLFK� UHÁHFW� WKH�
demands of contemporary society (Imbert, 2003). As opposed to product placement, where a product 

LV�LQVHUWHG�LQWR�WKH�FRQWHQW��KHUH�WKH�SURGXFW�LWVHOI�EHFRPHV�WKH�FRQWHQW��$UEDL]D�	�+XHUWDV��������DV�D�
QHZ�ZD\�WR�HQJDJH�ZLWK�XVHUV�DQG�VKDUH�H[SHULHQFHV��'HO�3LQR��&DVWHOOy�	�5DPRV�6ROHU��������

%UDQGHG�&RQWHQW� LV�D�FRPPXQLFDWLRQ�DVVHW�SURGXFHG�RU�FR�SURGXFHG�E\�D�EUDQG�RIIHULQJ�
HQWHUWDLQPHQW��LQIRUPDWLRQ�DQG�RU�XWLOLW\��WUDQVPLWWLQJ�WKH�EUDQG�YDOXHV�DQG�HQJDJLQJ�ZLWK�D�
WDUJHW�DXGLHQFH�ZKR�YROXQWDULO\�GHGLFDWH�WKHLU�DWWHQWLRQ��%&0$�6SDLQ��V�I���

The most salient characteristics of branded content�DUH��'HO�3LQR�	�&DVWHOOy��������$UEDL]D�	�+XHUWDV��
2018): 1) the use of Big data� WR� LGHQWLI\� WKH� WDVWHV�� LQWHUHVWV�� SUHIHUHQFHV� DQG� OLIHVW\OHV� RI� XVHUV�� ���
storytelling��D�FRKHUHQW�QDUUDWLYH�H[SUHVVLQJ�WKH�YDOXHV�DQG�HPRWLRQV�WKH�EUDQG�ZLVKHV�WR�FRQYH\�����
virality: branded content�DGDSWV�WR�GLIIHUHQW�PHGLXPV�EXW�ODUJHO\�VHHNV�WR�XVH�QRQ�FRQYHQWLRQDO�FKDQQHOV�
VXFK� DV� VRFLDO�PHGLD�� DQG� ��� WUDQVPHGLD� VWRU\WHOOLQJ�� ZKHUH� WKH� FRQVXPHU� EHFRPHV� WKH� SURVXPHU��
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DFWLYHO\�SDUWLFLSDWLQJ�LQ�WKH�JHQHUDWLRQ�RI�FRQWHQW�DQG�SURPRWLQJ�LW�WKURXJK�WKHLU�HQJDJHPHQW��7KHUH�
DUH�JHQHUDOO\�WKUHH�IRUPDWV��ÀFWLRQ��YLGHRJDPHV�DQG�YLUWXDO��QHWZRUNHG�HQWHUWDLQPHQW�VSDFHV��5DPRV��
2006). 

7KLV�KDV�JLYHQ�ULVH�WR�QHZ�JHQUHV��QHZ�WRROV�DQG�QHZ�WDOHQW��)DVKLRQ�ÀOPV�DUH�D�SULPH�H[DPSOH�RI�WKLV��
RQOLQH�VKRUWV�FRQWDLQLQJ�RU�GHDOLQJ�ZLWK�DVSHFWV�RI�IDVKLRQ�WKDW�FDQ�EH�SURGXFHG�E\�ERWK�SURIHVVLRQDOV�
DQG�QHRSK\WHV�DOLNH��6NMXOVWDG�	�0RUULVRQ��������DQG�ZKRVH�IRUPDW�GHÀHV�DQG�WUDQVFHQGV�FDWHJRULHV��
JHQUHV�DQG�FRQWH[WV�RI�FXOWXUDO�SURGXFWLRQ��$XWKRUV�VSHDN�RI�JHQUH�HFRORJLHV��D�VHULHV�RI�FKDUDFWHULVWLFV�
ZKLFK�GHÀQH�WKH�GLJLWDO�HUD��VXFK�DV�WKH�UHXVH�DQG�UHFRPELQDWLRQ�RI�FRQWHQWV��VW\OHV�DQG�IRUPV��7KLV�LV�
closely associated with the IDVKLRQ�ÀOP��JLYHQ�WKDW�WKHVH�DUH�IUHH�IURP�WKH�VWULFWXUHV�RI�IRUPDO�JHQUHV�DQG��
DV�SURGXFWV�RI�WKH�LQWHUQHW�HUD�DQG�VRFLDO�PHGLD��KDYH�DQ�HFRORJLFDOO\�FRPSOH[�DQG�FRPPXQLFDWLYHO\�
ÁXLG�IXQFWLRQ��7KXV��WKH�IDVKLRQ�ÀOP�RIIHUV�JUHDWHU�FUHDWLYH�IUHHGRP��DEOH�WR�DSSURSULDWH�DQG�GUDZ�IURP�
RWKHU�DUW�IRUPV�ZKLOH�EHLQJ�XQFRQVWUDLQHG�E\�WKH�IRUPDO�H[SHFWDWLRQV�RI�WKH�DXGLHQFH��7KHVH�ÀOPV�VHUYH�
WR�WUDQVPLW�WKH�EUDQG�LGHQWLW\�DQG�YDOXHV��JHQHUDWH�WKH�HPRWLRQDO�HQJDJHPHQW�RI�FRQVXPHUV�ZKR�FDQ�
YLUDOLVH�WKH�FRQWHQW��*XHUUHUR�	�*RQ]iOH]�'tH]���������

)DVKLRQ�OLHV�ZLWKLQ�WKH�OLPLQDO�VSDFH�EHWZHHQ�DUW��LQGXVWU\�DQG�FXOWXUH��SOD\LQJ�DQ�HYHU�PRUH�LPSRUWDQW�
DQG�UHFUHDWLYH�UROH�LQ�FXOWXUDO�SURGXFWLRQ��7D\ORU���������:LWK�GLJLWDO�WHFKQRORJLHV��WKH�V\QHUJLHV�EHWZHHQ�
IDVKLRQ�EUDQGV�DQG� WKH�DUWV�KDYH�EHFRPH� LQFUHDVLQJO\�HYLGHQW��ZLWK� IDVKLRQ�EUDQGV�SDUWLFLSDWLQJ� LQ�
DUFKLWHFWXUDO�SURMHFWV��FROODERUDWLQJ�ZLWK�PXVHXPV�RU�LQFXUVLRQV�LQWR�FLQHPD��8KOLURYD���������7KH�UHVXOW�
is a hybridisation, the focus of this case study. 

�����+\EULGLVDWLRQ�EHWZHHQ�FLQHPD�DQG�IDVKLRQ��D�KLVWRULF�UHODWLRQVKLS

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

RULJLQV�RI�ERWK��ZLWK� LQQXPHUDEOH�GLUHFW�FRQWDFWV�DQG� LQWHUDFWLRQV� �8KOLURYD�� �������$�SLRQHHU�RI� WKLV�
UHODWLRQVKLS�ZDV�*HRUJHV�0pOLqV��ZKR�EHWZHHQ������DQG������SURGXFHG�DGV�IRU�0\VWqUH�FRUVHWV�DQG�
'HOLRQ�KDWV��%HVV\�	�'XFD���������)LIW\�\HDUV�RI�3DULV�IDVKLRQV��������������������ÀUVW�VFUHHQHG�LQ�/RQGRQ��
LV�FRQVLGHUHG�WKH�ÀUVW�IDVKLRQ�ÀOP��/HHVH���������DQG�3DXO�3RLUHW�ZDV�WKH�ÀUVW�FRXWXULHU�WR�HPEUDFH�WKH�
FLQHPD�LQ������ZLWK�D�FRPSOHWH�ÀOP�KLVWRU\�RI�KLV�GHVLJQV��(YDQV���������

7KH� PHGLXP� RI� FLQHPD� RIIHUV� D� VKRZFDVH� IRU� IDVKLRQ� DSSDUHO�� WKH� WUXH� SURWDJRQLVWV� RI� WKH� ÀOPV�
XQDFFRPSDQLHG�E\�QDUUDWLYH�RU�SORW��WKH�PHUH�GLVSOD\�RI�WKH�FORWKLQJ�ZDV�DQ�LQFHQWLYH�WR�EX\��8KOLURYD��
2010). This period also saw the appearance of the newsreel or ‘cinemagazine’, which quickly became 

WKH�SULQFLSDO�IRUPDW�IRU�WKH�GLVVHPLQDWLRQ�RI�WKH�ODWHVW�IDVKLRQV��LQFOXGLQJ�DGYLFH�RQ�KRZ�WR�GUHVV�DLPHG�
DW� VRSKLVWLFDWHG�DQG� IDVKLRQ�FRQVFLRXV�PLGGOH�FODVV�ZRPHQ� �8KOLURYD��������� )URP� WKH�����·V� WR� WKH�
����·V��WKH�*ROGHQ�$JH�RI�+ROO\ZRRG��cinemagazines became renowned for their use of actresses as 

IDVKLRQ�PRGHOV��'tD]�	�*DUFtD���������DOWKRXJK�E\�WKH�����·V�IDVKLRQ�SKRWRJUDSKHUV�WKHPVHOYHV�EHJDQ�
WR�WDNH�VHULRXV�LQWHUHVW�LQ�FLQHPD��/DZIRUG���������SURGXFLQJ�D�QXPEHU�RI�H[SHULPHQWDO�ÀOPV��0LMRYLF��
2013).

$� SUROLIHUDWLRQ� RI� WHOHYLVLRQ� SURJUDPV� DERXW� IDVKLRQ� ZRXOG� IROORZ�� DV� ZHOO� DV� WKH� DSSHDUDQFH� RI�
ERXWLTXH�IDVKLRQ�RXWOHWV�DLPLQJ�WR�FUHDWH�D�EUDQG�XQLYHUVH�LQ�ZKLFK�FOLHQWV�LGHQWLW\�ZLWK�WKH�EUDQG�ZLWK�
DOO�ÀYH�VHQVHV��:LFNVWURP���������)DVKLRQ�ÀUPV�DLP�WR�WUDQVPLW�D�OLIHVW\OH�DQG�YDOXHV�DURXQG�WKHLU�EUDQGV��
VSXUULQJ�RQOLQH�VDOHV�DQG� LQWHUQDWLRQDOLVDWLRQ��0DQORZ�	�1REEV��������� ,Q�WKLV�HIIRUW��VSDFHV�DUH�PRUH�
LPSRUWDQW�WKDQ�WKH�SURGXFWV��DLPLQJ�WR�FUHDWH�D�SODFH�RI�HQFRXQWHU�ZLWK�DUW�XVLQJ�DWPRVSKHULF�YLGHRV��
PXVLF��HWF��'tD]�	�*DUFtD���������YLGHRV�DUH�DQ�HVVHQWLDO�DVSHFW�RI�WKH�YLVXDO�H[SHULHQFH�RI�OLYH�IDVKLRQ�
VKRZV��7KLV�ZDV�WKH�RULJLQ�RI�PXOWLVHQVRULDO�PDUNHWLQJ��ZKHUH�GHVLJQHUV�H[SHULPHQWHG�ZLWK�WKH�HPRWLRQV�
SURGXFHG�E\�WKH�LQWHUDFWLRQ�RI�FORWKLQJ�DQG�WKH�ERG\�GHSLFWHG�WKURXJK�YLGHR��7KH�QHZ�FHQWXU\�ZRXOG�
VHH�WKH�LQFRUSRUDWLRQ�RI�GLJLWDO�WHFKQRORJLHV�LQWR�FDWZDON�VKRZV��EHFRPLQJ�WUXO\�PXOWLPHGLD�VSHFWDFOHV�
(Uhlirova, 2013).

,W�PD\�EH�VDLG�WKDW�WKH�ULVH�RI�VHQVRULDO�H[SHULHQFHV�DQG�QHZ�WHFKQRORJLHV�PDUNHG�WKH�ELUWK�RI�fashion 
ÀOPV��OX[XU\�EUDQGV�EHJDQ�WR�LQYHVW�KHDYLO\�WR�SURGXFH�ÀOPV�ZLWK�IDPRXV�GLUHFWRUV�DQG�GLVVHPLQDWH�WKHP�
online��&KDQHO��'LRU�DQG�/RXLV�9XLWWRQ�DUH�FRQVLGHUHG�SLRQHHUV�LQ�HQOLVWLQJ�OHDGLQJ�GLUHFWRUV�IRU�WKHLU�ÀOPV�
DQG�WKH\�KDYH�VLQFH�EHHQ�MRLQHG�E\�RWKHU�ÀUPV�VXFK�DV�3UDGD��3URHQ]D�6FKRXOHU�RU�+	0��KRZHYHU��OX[XU\�
ÀUPV�KDYH�SULPDULO\�XVHG�IDVKLRQ�ÀOPV�WR�WUDQVPLW�WKH�EUDQG�H[SHULHQFH�WR�ZLGHU�DXGLHQFHV��UHJDUGOHVV�
RI� VRFLDO�FODVV� �'tD]�	�*DUFtD��������� )RU� WKH� OX[XU\�JRRGV� LQGXVWU\�� IDVKLRQ�ÀOPV offer an opportunity 

WR�GHYHORS�WKH�DEVWUDFW�DVSHFWV�RI�WKHLU� LGHQWLW\��FRPPXQLFDWHG�WKURXJK�H[SHULHQFHV�DQG�HPRWLRQV�
�*XHUUHUR�	�*RQ]iOH]�'tH]��������

,Q�������WKH�ÀUVW�International Fashion Film Festival�ZDV�KHOG�LQ�/D�-ROOD��6DQ�'LHJR��86$��WR�UHFRJQLVH�WKH�
most creative products and directors in the world of fashion. In the 9th edition of the festival, Europa II 
ZDV�SURFODLPHG�WKH�EHVW�ÀOP�DQG�,PDQRO�5XL]�GH�/DUD��EHVW�GLUHFWRU��6LQFH�WKHQ�RWKHU�PDMRU�FLWLHV�KDYH�
MRLQHG�WKH�LQLWLDWLYH��ZLWK�LPSRUWDQW�IHVWLYDOV�QRZ�EHLQJ�KHOG�LQ�0DGULG�DQG�%DUFHORQD��6SDLQ��
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2.3. )DVKLRQ�ÀOP��DGYHUWLVLQJ�QDUUDWLYHV�DQG�DHVWKHWLF�SOHDVXUH�

The IDVKLRQ�ÀOP�FDQ�EH�FRQVLGHUHG�DV�D�XQLTXHO\�GLJLWDO�JHQUH��DQ�LQWHUQHW�JHQUH��RULJLQDWLQJ�DW�WKH�VWDUW�
of the 21st�FHQWXU\��8KOLURYD��������6NMXOVWDG�	�0RUULVRQ��������ZLWK�YHU\�VSHFLÀF�DLPV�LQ�WHUPV�RI�VRFLDO�
DFWLRQ��0LOOHU��������

Short audio-visual productions at the service of a brand, characterised by a communicative 

VW\OH�ZKHUH�EHDXW\�DQG�D�FDUHIXOO\�FUDIWHG�DHVWKHWLF�� LQKHULWHG� IURP� IDVKLRQ�SKRWRJUDSK\��
SUHGRPLQDWH� LQ� WKH� LPDJH� DQG�PHVVDJLQJ� RI� WKH� SURGXFW� DQG�RU� EUDQG� LWVHOI� �'HO� 3LQR�	�
Castelló, 2015: 14).

The IDVKLRQ� ÀOP shares with branded content the use of storytelling and the quest for virality, but it 

DOVR�KDV�FHUWDLQ�XQLTXH�FKDUDFWHULVWLFV��0LMRYLF��������&DHUROV�	�'H�OD�+RUUD��������'HO�3LQR�	�&DVWHOOy��
������$UEDL]D�	�+XHUWDV��������.DP��5REOHGR�'LRVHV�	�$WDUDPD�5RMDV�����������D�FDUHIXOO\�FUDIWHG�YLVXDO�
DHVWKHWLF�����VKRUWV��JHQHUDOO\�EHWZHHQ�RQH�DQG�ÀYH�PLQXWHV�LQ�OHQJWK��ORQJHU�WKDQ�WUDGLWLRQDO�DGYHUWLVLQJ�
VSRWV�� ��� D� IDVW�SDFHG� QDUUDWLYH� VW\OH�� ��� JHQHUDWLQJ� HPRWLRQV� WKURXJK� D� FLQHPDWLF� H[SHULHQFH�� ���
VHULDOLVDWLRQ��DQG����GLYHUVH�WKHPHV�DQG�OLPLWHG�GLDORJXH�

Furthermore, IDVKLRQ� ÀOPV� FDQ� EH� VHSDUDWHG� LQWR� WKUHH� W\SHV� �0LMRYLF�� ������� ��� QRQ�QDUUDWLYH�� ���
FRQYHQWLRQDO�QDUUDWLYHV��DQG����RUJDQLF�QDUUDWLYHV��WKHVH�W\SHV�GHSHQG�RQ�WKH�IRUP�RI�VWRU\WHOOLQJ�DQG�
WKH�PDQQHU�LQ�ZKLFK�SURGXFWV�RU�EUDQGV�DUH�LQFRUSRUDWHG�LQWR�WKH�ÀOP��LQ�WKH�PDMRULW\�RI�IDVKLRQ�ÀOPV� 
SURGXFWV�RU�EUDQGV�DUH�UHOHJDWHG�WR�D�VHFRQG�SODQH��7KH�DLP�LV�WR�HVWDEOLVK�DQ�HPRWLRQDO�FRQQHFWLRQ�
with the consumer for which the product itself is not necessary and may not even appear. 

$Q�LQFUHDVLQJ�QXPEHU�RI�ÀUPV�DUH�WXUQLQJ�WR�IDVKLRQ�ÀOPV�DV�D�ZD\�WR�H[SHULPHQW�DQG�WR�FUHDWH�D�ERQG�
ZLWK�FOLHQWV�PRVW�FRPPRQO\�WKURXJK�QDUUDWLRQ��VHULDOLVDWLRQ�DQG�DHVWKHWLF�SOHDVXUH��'tD]�	�*DUFtD��������

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. 6HULDOLVDWLRQ�KHOSV�JHQHUDWH�H[SHFWDWLRQ�LQ�WKH�FRQVXPHU��DZDLWLQJ�WKH�UHOHDVH�RI�WKH�QH[W�
LQVWDOPHQW��HQWLFLQJ�WKH�DXGLHQFH�WR�UHPDLQ�FRQQHFWHG�ZLWK�WKH�EUDQG��

3. $HVWKHWLF�SOHDVXUH��DV�PHQWLRQHG�DERYH��LV�DFKLHYHG�E\�HQOLVWLQJ�OHDGLQJ�FLQHPD�GLUHFWRUV�
DQG�IDVKLRQ�SKRWRJUDSKHUV�WR�SURGXFH�WKH�ÀOPV�DV�WKH\�KDYH�PXFK�JUHDWHU�NQRZOHGJH�RI�
WKH�PHGLXP�DQG�WHFKQLTXHV�WR�JHQHUDWH�HPSDWK\��VHGXFH�DQG�LPPHUVH�WKH�VSHFWDWRU�LQ�
WKH�QDUUDWLYH�XQLYHUVH�RI�WKH�ÀOP��

7KH�REMHFWLYH�LV�WR�FUHDWH�FRQWHQW�ZLWK�HPRWLRQDO��VHQVRULDO�DQG�FRJQLWLYH�H[SHULHQFHV�WKDW�FRQVWUXFW�D�
EUDQG�LPDJH�DQG�EXLOG�FRQVXPHU�OR\DOW\�GULYLQJ�HPRWLRQDO�DQG�LUUDWLRQDO�SXUFKDVLQJ�GHFLVLRQV��$WZDO�
	�:LOOLDPV��������

7KHVH�ÀOPV�DOVR�VHUYH�WR�EULQJ�KLJK�IDVKLRQ�LQWR�WKH�ZRUOG�RI�DUW��QRW�RQO\�WKURXJK�V\QHUJLHV�ZLWK�FLQHPD�
EXW� DOVR� WKURXJK� WKH� FRQFHSWLRQ� RI� IDVKLRQ�DV� DQ�DUW� IRUP� LQ� LWVHOI�� D� QRWLRQ�ZKLFK� KDV� RIWHQ�EHHQ�
FRQWHVWHG� �0LOOHU�� ������� 7KH� IDVKLRQ� ÀOP�FDQ� JLYH� D�PRUH� LQWHQVH� DHVWKHWLF� H[SHULHQFH� RI� WH[WXUHV��
PRYHPHQW�DQG�FUHDWLYH�FRQFHSWV�WKDQ�D�FODVVLF�FDWZDON�VKRZ��DWWUDFWLQJ�WKH�FRQVXPHU�WKURXJK�DQ�
HPRWLRQDO�H[SHULHQFH�ZLWK�WKH�EUDQG��0LFKDXG��������

2.4. )DVKLRQ�ÀOPV��EUDQG�DVVRFLDWLRQV

)DVKLRQ�ÀOPV�FDQ�KHOS�SRVLWLRQ�EUDQGV�ZLWKLQ�WKH�PLQG�RI�FRQVXPHUV��FRQQHFWLQJ�WR�WKHLU�GHVLUHV��WDVWHV�
DQG�HPRWLRQ�DQG�PRXOGLQJ�WKHLU�SHUFHSWLRQV��VLQFH��XOWLPDWHO\��WKH�EUDQG�H[LVWV�LQ�WKH�PDQQHU�DQG�WR�
WKH�H[WHQW�LW�LV�SHUFHLYHG�E\�WKH�FRQVXPHU��)RXUQLHU��������

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

LPSRVHG� �FRQVXPSWLRQ� LV�D� UXOH�� �%DXPDQ���������:LWKLQ� WKLV�FRQWH[W�� WKH�FRQVXPHU�QHHGV� WR� WUXVW� LQ�
D�EUDQG��SHUFHLYH�LWV�KXPDQLW\��.RWOHU��.DUWDMD\D�	�6HWLDZDQ���������KHQFH�WKH�LPSRUWDQFH�RI�EUDQG�
DVVRFLDWLRQV� ZKLFK�� DFFRUGLQJ� WR� /ORSLV� �������� DUH� IHHOLQJV�� FRQYLFWLRQV� DQG� NQRZOHGJH� FRQVXPHU�
JDLQ� WKURXJK� WKHLU� RZQ�H[SHULHQFHV� �XVH�RI� WKH�SURGXFW�� DQG� WKRVH�RI� RWKHUV� �ZRUG�RI�PRXWK�� RI� D�
brand. For Keller (2008), brand associations are information nodes between the brand and consumers, 

GLIIHUHQWLDWLQJ�WKH�EUDQG�DQG�IRUPLQJ�EDVLF�DVVRFLDWLRQV��IRU�H[DPSOH��WKH�DWWULEXWHV�DQG�EHQHÀWV�WKH�
SURGXFW�KDV�WR�RIIHU���VHFRQGDU\�FRQQHFWLRQV��OLQNV�WKURXJK�RWKHU�HQWLWLHV���DQG�HYHQ�XQLTXH�FRQFHSWLRQV��

$VVRFLDWLRQV�DUH�ZRYHQ�LQ�WKH�PLQG�RI�FRQVXPHUV�WKURXJK�EUDQG�DZDUHQHVV�DQG�EUDQG�LPDJH��EUDQGV�
LPSDFW�FRQVXPHUV�LQ�WZR�ZD\V��UHFRJQLWLRQ��ZKHUH�WKH�FRQVXPHU�FDQ�LGHQWLI\�WKH�EUDQG�LQ�DQ\�FRQWH[W��
DQG�PHPRU\��UHIHUULQJ�WR�WKH�UHODWLQJ�RI�WKH�EUDQG�ZLWK�FHUWDLQ�FDWHJRULHV�RI�SUHYLRXVO\�NQRZQ�SURGXFWV�
�.HOOHU���������������5HFRJQLWLRQ�LV�WKH�SULPDU\�DVSHFW��IROORZHG�E\�PHPRU\��OHDGLQJ�WR�ZKDW�LV�UHIHUUHG�WR�DV�
top of mind awarenesV��$DNHU���������%UDQG�LPDJH�UHIHUV�WR�KRZ�WKH�FRQVXPHU�SHUFHLYHV�WKH�EUDQG�EDVHG�
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RQ�WKH�VWLPXOL�SURYLGHG��ZKLFK�ZLOO�VWLPXODWH��RU�QRW��WKHLU�SUHIHUHQFHV��WUDQVODWLQJ�LQWR�brand equity (Keller, 

������/ORSLV���������%UDQG�DVVRFLDWLRQV�GHSHQG�RQ�D�QXPEHU�RI�FODVVLÀFDWLRQV[3], especially as intermediaries 

EHWZHHQ�ÀUPV�DQG�FOLHQWV��8OWLPDWHO\��WKHVH�DVVRFLDWLRQV�DUH�VWDPSHG�LQWR�WKH�PLQG�RI�FRQVXPHUV�WKURXJK�
GLUHFW�RU�LQGLUHFW�H[SHULHQFHV��WKXV�FRQVWUXFWLQJ�WKH�LPDJH�DQG�DZDUHQHVV�RI�WKH�EUDQG��

%UDQGV�PXVW�PDQDJH�WKHLU�FRPPXQLFDWLRQV�VWUDWHJLHV�FRQVLVWHQWO\�DQG�HQVXUH�DQ�HPRWLRQDO�SD\RII�WR�
FOLHQWV�LQ�RUGHU�IRU�WKHLU�SXUFKDVHV�WR�KDYH�PHDQLQJ��$DNHU�	�ÉOYDUH]���������7KH�GLJLWDO�HQYLURQPHQW�LV�
WKH�LGHDO�ÀHOG�WR�EXLOG�EUDQG�DZDUHQHVV�ZKLFK��DFFRUGLQJ�WR�5XEDOFDYD��6iQFKH]�7RYDU�DQG�6iQFKH]�
/LPyQ���������FDQ�EH�IXUWKHU�HQHUJLVHG�E\�VRFLDO�PHGLD�ZKHQ�EUDQGV�WUDQVPLW�TXDOLW\�FRQWHQW�ZKLFK�XVHUV�
VSHDN�RI�DQG�VKDUH��ZRUG�RI�PRXWK���'LJLWDO�PHGLD�RIIHU�WKH�RSSRUWXQLW\�WR�YLUDOLVH�FRQWHQW��VXUSULVLQJ�
FRQVXPHUV�DQG�FUHDWLQJ�QHZ�DVVRFLDWLRQV�WKDW�GULYH�FRQVXPSWLRQ��$QWROtQ�DQG�&OHPHQWH��������H[SODLQ�
KRZ�D�QXPEHU�RI�EUDQGV�KDYH�XVHG�<RX7XEH�WR�VKRZFDVH�WKHLU�SURGXFWV��$�VSHFLÀF�H[DPSOH�WKH\�QRWH�
is the Epic Split�YLGHR�ZLWK�-HDQ�&ODXGH�9DQ�'DPPH�E\�9ROYR��ZLWK�VWULNLQJ�LPDJHV�WKDW�VXJJHVW�SRVLWLYH�
associations in the mind of viewers.

%UDQGV� PXVW� WUDQVPLW� PHDQLQJ� XVLQJ� ORQJ�WHUP� FRPPXQLFDWLRQ� VWUDWHJLHV� WKDW� DUH� ERWK� FRQVLVWHQW�
DQG�HQHUJHWLF�� LQFRUSRUDWLQJ�PHPRUDEOH�DFWLRQV� �$DNHU�	�ÉOYDUH]�� ������� FUHDWLQJ�� UHLQIRUFLQJ�DQG�
UHYLWDOLVLQJ�EUDQG�DVVRFLDWLRQV� �$DNHU�� ������ .HOOHU�� ������� ERRVWLQJ� UHFRJQLWLRQ�DQG�PHPRU\� WKURXJK�
WKHVH�PHDQLQJV��DQG�WKXV�LQFHQWLYLVLQJ�FRQVXPSWLRQ��7KLV��DV�H[SUHVVHG�E\�.RWOHU�DQG�.HOOHU�������������
LV�´WKH�IRXQGDWLRQ�RI�EUDQG�HTXLW\µ��

/DWLI�� ,VODP� DQG� 1RRU� ������� QRWH� WKDW� DZDUHQHVV� FDQ� EH� IXUWKHUHG� E\� YDULRXV� PHDQV�� LQFOXGLQJ�
DGYHUWLVLQJ�VSRWV��IDVKLRQ�ÀOPV�PD\�IDOO� LQWR�D�VHSDUDWH�FDWHJRU\��WKH\�RIIHU�D�QDUUDWLYH�RI�WKH�EUDQG��
DVVRFLDWLQJ�LW�ZLWK�WKH�YDOXHV�WKDW�FUHDWH�top of mind awareness��%XIIR��������H[SODLQV�KRZ�EUDQGV�WKDW�
use this format ‘narrate’ WKHLU�HVVHQFH��FUHDWLQJ�VWUXFWXUHG�ÀFWLRQV�WKDW�FDQ�EH�GLVWLQJXLVKHG�RQ�WKUHH�
OHYHOV�� WHOO�D�VWRU\��H[SUHVV�D�SHUVRQDOLW\� �D�FHOHEULW\�SHUIRUPLQJ�DFWLRQV� WKDW�SRUWUD\� WKH�EUDQG���DQG�
FUHDWH�DQ�DWPRVSKHUH��FDSWXULQJ�WKH�VSLULW�DQG�HVVHQFH�RI�WKH�EUDQG��7KHVH�DVSHFWV�FDQ�EH�OLQNHG�WR�
branding��DQG�WKH�DLP�LV�FOHDU��QDUUDWLRQV�DVFULEH�PHDQLQJ�WR�WKH�EUDQG��WKHVH�EHFRPH�DVVRFLDWLRQV�
LQ�WKH�PLQGV�RI�FRQVXPHUV�IRU�WKHP�WR�NQRZ�DQG�UHPHPEHU�WKH�EUDQG��7KH�FLQHPDWRJUDSKLF�QDUUDWLRQ�
RI�KLJK�IDVKLRQ�WKXV�EHFRPHV�D�PHDQV�RI�engagement��UHYLWDOLVLQJ�LQWHQWLRQV��JHQHUDWLQJ�H[SHULHQFHV��
H[SHFWDWLRQV�DQG�VDWLVIDFWLRQV��

���2EMHFWLYHV�DQG�PHWKRGRORJ\

The aim of this study is to analyse the IDVKLRQ�ÀOP�(XURSD�,,�E\�9RJXH�6SDLQ��DQG�LWV�VWUDWHJ\�WR�SRVLWLRQ�
WKH�EUDQG�LQ�WKH�PLQG�RI�FRQVXPHUV�E\�H[SUHVVLQJ�FHUWDLQ�YDOXHV��7KH�VWXG\�KDV�WKH�IROORZLQJ�VSHFLÀF�
REMHFWLYHV��2���H[SORUH�WKH�SKHQRPHQRQ�RI�IDVKLRQ�ÀOPV��WKHLU�UHODWLRQ�WR�RWKHU�DGYHUWLVLQJ�IRUPDWV�DQG�
WKH�LPSOLFDWLRQV�IRU�WKH�EUDQG��2���H[WUDFW�WKH�PHDQLQJV�RU�UHIHUHQFHV�HPEHGGLQJ�LQ�WKH�IDVKLRQ�ÀOP�
Europa II�� LGHQWLI\LQJ�WKH�DVVRFLDWLRQV�VXJJHVWHG�E\�WKH�EUDQG�DV�SDUW�RI�D�VWUDWHJ\�WR�UHDFK�D�WDUJHW�
DXGLHQFH��2���DQDO\VH�WKHVH�DVVRFLDWLRQV�ZLWK�H[SHUWV�LQ�WKH�ÀHOG�RI�PDUNHWLQJ�DQG�RU�FRPPXQLFDWLRQ��
7KLV�ZLOO� KHOS� LOOXVWUDWH� WKH� VWUDWHJ\�RI� WKH�EUDQG�ZLWK�Europa II, its objectives, the values ascribed to 

VSHFLÀF�EUDQG�DVVRFLDWLRQV�DQG��SRVVLEO\��WKH�UHVXOWV�RI�WKH�LQLWLDWLYH��

We propose the hypothesis that Europa II�UHSUHVHQWV�D�VWUDWHJ\�E\�9RJXH�WR�H[SDQG�LWV�EUDQG�DVVRFLDWLRQV�
WR�UHDFK�D�QHZ�DQG�GLIIHUHQW�FRQVXPHU�SURÀOH��:H�ZLOO�HYDOXDWH�ZKHWKHU�9RJXH�ZDV�HIIHFWLYH�LQ�HQKDQFLQJ�
LWV�EUDQG�LPDJH��UDLVLQJ�EUDQG�DZDUHQHVV�DQG�WKH�UROH�RI�WKH�EUDQG�DVVRFLDWLRQV�ZLWKLQ�WKH�IDVKLRQ�ÀOP.

7KH�PHWKRGRORJ\�XVHG�WR�DFKLHYH�WKHVH�REMHFWLYHV�LV�DV�IROORZV��

���$�ELEOLRJUDSKLFDO�RYHUYLHZ�RI�IDVKLRQ�ÀOPV�DQG�WKHLU�SODFH�ZLWKLQ�WKH�ÀHOG�RI�DGYHUWLVLQJ�DQG�PDUNHWLQJ��

2) Semiotic analysis of the narrative of Europa II�� 7KH� ÀOP�ZDV�GLYLGHG� LQWR� IRXU� VHJPHQWV�DV�EDVLF�
XQLWV�RI�FRQWHQW��&DVVHWWL�	�'L&KLR���������(DFK�VHJPHQW�ZDV�DQDO\VHG�DV�IROORZV�����D�GHVFULSWLRQ�RI�
WKH�FRQWHQW��6HUUDQR���������RXWOLQLQJ�WKH�DFWLRQ�WDNLQJ�SODFH�GXULQJ�WKH�VHJPHQW��DQG����D�FULWLFDO�
LQWHUSUHWDWLRQ� RI� HDFK� VHJPHQW�� H[WUDFWLQJ� DOOXVLRQV�� UHIHUHQFHV� DQG� FXOWXUDO� YDOXHV� �PHDQLQJV��
HPEHGGHG�LQ�WKH�VHJPHQW��SDUWLFXODUO\�ZLWK�UHJDUGV�WR�QRWLRQV�RI�IHPLQLVP��IHPLQLQLW\�DQG�mainstream 

FXOWXUH��7KHVH�LPEXH�WKH�QDUUDWLYH�ZLWK�PHDQLQJV��PRWLYDWLRQV�DQG�YDOXHV��3pUH]���������WKDW�LV��EUDQG�
DVVRFLDWLRQV�FRPPXQLFDWHG� WR� WKH�FRQVXPHU��%\�GLVWLOOLQJ� WKH�PHDQLQJ� IURP� WKHVH�DVVRFLDWLRQV�ZH�
FDQ�KDYH�D�FRQFHSWXDO� XQGHUVWDQGLQJ�RI� WKH�EUDQG� LPDJH�H[SUHVVHG�E\�Europa II�� )ROORZLQJ� WKH�
FODVVLÀFDWLRQ�E\�$DNHU� ������� �������� WKH�H[WUDFWHG�DVVRFLDWLRQV�ZLOO�EH� V\PEROLF��KDYLQJ�D� VSHFLÀF�
LPSRUWDQFH�DQG�ZHLJKW� LQ�WHUPV�RI�WKH�FXOWXUDO�PHDQLQJ�WKH\�EULQJ�WR�WKH�EUDQG[4]. Each reference 

ZLOO�EH�HYDOXDWHG�DQG�DUWLFXODWHG�LQ�UHODWLRQ�WR�VSHFLÀF�FXOWXUDO�DVSHFWV�LQ�RUGHU�WR�XQGHUVWDQG�ZKDW�
9RJXH�ZLVKHV�WR�VD\�ZLWK�Europa II.

���,QWHUYLHZV�ZLWK�H[SHUWV�LQ�WKH�ÀHOG�RI�FRPPXQLFDWLRQ�DQG�RU�PDUNHWLQJ��8VLQJ�D�TXHVWLRQQDLUH�RI����
TXHVWLRQV�VWUXFWXUHG�LQWR���EORFNV�WKH�VHYHQ�SDUWLFLSDQWV�SURYLGHG�NH\�LQIRUPDWLRQ�GXULQJ�WZR�PRQWKV��
February and November, 2020 (see Table 1):
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7DEOH����&KDUDFWHULVWLFV�RI�WKH�SDUWLFLSDQWV�

Code *HQGHU Profession

HCC 0DQ Communications consultant

HGSD 0DQ Global Sales Director

0$& Woman Communications company director 

03$& Woman Professor and communications company director 

+*0/ 0DQ *OREDO�/X[XU\�0DUNHWLQJ

03,0 Woman 3URIHVVRU�RI�IDVKLRQ�DQG�LQWDQJLEOHV�PDQDJHPHQW

0$&� Woman Communications company director 

Source: the author

7KH�SURFHVV�IRU�JDWKHULQJ�HPSLULFDO�LQIRUPDWLRQ�ZDV�DV�IROORZV�����FRQVWUXFW�D�PDWUL[�XVLQJ�FRGHV�GUDZQ�
IURP� WKH� VHPLRWLF� DQDO\VLV� VHUYLQJ� WR� VWUXFWXUH� WKH� LQWHUYLHZ� LQWR� EORFNV�� %ORFN� ��� LQIRUPDWLRQ� RI� WKH�
SDUWLFLSDQW��%ORFN����9RJXH�6SDLQ�DQG�WKH�EUDQG�VWUDWHJ\��%ORFN����VWUDWHJLF�LQWHQWLRQV�RI�WKH�IDVKLRQ�ÀOP, 

%ORFN����EUDQG�LPDJH�DQG�DZDUHQHVV��DQG�%ORFN����EUDQG�DVVRFLDWLRQV��DQG����WR�HQFRGH�DQG�DQDO\VH�
WKH�UHVSRQVHV�RI�SDUWLFLSDQWV�XVLQJ�WKHVH�FRGHV�

4. Results

�����6HPLRWLF�DQDO\VLV

7KH�ÀOP�Europa II�ZDV�GLYLGHG�LQWR���IUDJPHQWV��LQGLFDWLQJ�WKH�GXUDWLRQ�RI�HDFK��SURORJXH��SUHVHQWDWLRQ�
RI�WKH�EUDQG��PHHWLQJ�RI�<DR�<DR�,QJULG��DQG�JDPH�RI�<DR�<DR�DQG�,QJULG�IRU�Europa II��7KH�FRQWHQWV�
HYHQWV� RI� HDFK� IUDJPHQW� ZHUH� GHVFULEHG� DQG� WKHQ� DQDO\VHG� WR� LGHQWLI\� WKH� FXOWXUDO� UHIHUHQFHV�
HPEHGGHG�LQ�HDFK�IUDJPHQW�

7DEOH����,GHQWLÀHG�UHIHUHQFHV�RU�YDOXHV�

)UDJPHQW 6\QWKHVLV�RI�WKH�LGHQWLÀHG�UHIHUHQFHV�RU�YDOXHV�

��� 3URORJXH�� SUHVHQWDWLRQ� RI�
WKH� YLGHRJDPH� Europa II and 

its mission. Yao Yao plays with 

WKH� $UFDGH� YLGHRJDPH� XQWLO�
KHU�ERVV�XQSOXJV�WKH�PDFKLQH��
Duration: 00:00 - 00:42

1RVWDOJLD��DOOXVLRQV�WR�D�����·V�DHVWKHWLF��YLGHR�$UFDGH���IHPLQLVP�
LQ� UHODWLRQ� WR� YDULRXV� ÀHOGV�� ��� WKH� FRQTXHVW� RI� VSDFH� �ZRPHQ�
LQFOXGHG� LQ� WKLV� HQGHDYRXU��� ��� ZRPHQ� SOD\LQJ� YLGHRJDPHV��
ZKHQ�ZRPHQ�DUH�XQGHUUHSUHVHQWHG�LQ�WKLV�FRQWH[W��HVSHFLDOO\� LQ�
WKH�QDUUDWLRQ�RI�YLGHRJDPHV���DQG����PXVLF��WKH�OHDG�VLQJHU�RI�WKH�
EDQG� LQ� VRXQGWUDFN� LV� D� \RXQJ�ZRPDQ�� VR�FRQQHFWLQJ�ZLWK� WKH�
WDUJHW�DXGLHQFH�RI�WKH�EUDQG��

2) Presentation of the brand: 

DSSHDUDQFH� RI� 9RJXH� LQ� WKH�
FUHGLWV� ZKLOH� ,QJULG� DUULYHV� DW�
the bar. Duration: 00:43 - 01:13

6FLHQFH�ÀFWLRQ�ÀOPV��XVLQJ�D� VFL�À�DHVWKHWLF� UHFDOOLQJ�ÀOPV� VXFK�DV�
Blade Runner� �'HHOH\�� /DXUL]LND�	� 6FRWW�� ������� DQG� IDVKLRQ��ZLWK�
WKH�FOHDU�SUHVHQFH�RI�WKH�9RJXH��FRQWH[WXDOLVLQJ�WKH�QDUUDWLYH�ZLWK�
PXVLF�DQG�,QJULG�ZDONLQJ�GUHDPLO\�GRZQ�D�KDOOZD\��

��� 0HHWLQJ� RI� <DR� <DR�,QJULG��
interaction between the two 

until the token is inserted in the 

PDFKLQH� WR� UHVWDUW� WKH� JDPH��
Duration: 01:14 - 04:07

6FLHQFH�ÀFWLRQ�ÀOPV��DV�WKH�Europa II universe alludes to social strata 

LQFOXGLQJ� ¶KXPDQ·� �� ¶QRQ�KXPDQ·�� ¶GRPLQDWRU·� �� ¶GRPLQDWHG·��
IHPLQLVP�LQ�UHODWLRQ�WR�WKH�PXVLF��WKH�VRQJ�LQ�WKLV�IUDJPHQW�FRLQFLGHV�
ZLWK�WKH�PRPHQW�RI�OLEHUDWLRQ�RI�WKH�SURWDJRQLVWV��DQG�IHPLQLVP�LQ�
UHODWLRQ�WR�YLGHRJDPHV�VLQFH�D�ZRPDQ�ÀQGV�WKH�NH\�WR�HQWHULQJ�LQ�
WKH�JDPH�DQG�GHI\�D�ZKROH�VHW�RI�UXOHV��

���*DPH�RI�<DR�<DR�DQG�,QJULG�
for Europa II�� WKH� SURWDJRQLVWV�
HQWHU�WKH�YLGHRJDPH�LWVHOI�DQG�
GHIHDW� WKHLU� ÀQDO� RSSRQHQW�
�ÀQDO� FUHGLWV� LQFOXGHG���
Duration: 04:08 - 07:32

6FLHQFH�ÀFWLRQ�ÀOPV��DV�WKH�SURWDJRQLVWV�HQWHU�WKH�JDPH�XQLYHUVH�
WKH�UHDO�ZRUOG�LV�WUDQVIRUPHG��LQYLWLQJ�ÀUVW�<DR�<DR�WR�GHI\�WKH�UXOHV�
DQG�ÀQDOO\�ERWK�ÀJKW�DQG�ZLQ�DJDLQVW� WKH�ÀQDO�ERVV�� IHPLQLVP��DV�
ERWK�SURWDJRQLVWV�EUHDN�WKH�UXOHV�DQG�VDYH�Europa II, a metaphor 

for the new roles of women. In turn, feminism connects to other 

ÀHOGV�����YLGHRJDPHV��JLYHQ�WKH�UROH�WDNHQ�RQ�E\�WKH�SURWDJRQLVWV�LQ�
the Europa II�XQLYHUVH��DQG����VFLHQFH�ÀFWLRQ�ÀOPV�VLQFH�ERWK�WUDQVPLW�
WKHLU�IHPLQLQH�HVVHQFH�WR�WKH�YLUWXDO�ZRUOG��DFKLHYLQJ�WKHLU�JRDO��

Source: the author
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7KH�UHIHUHQFHV�RU�YDOXHV�LGHQWLÀHG�LQ�HDFK�IUDJPHQW�DUH�VKRZQ�LQ�7DEOH����7KH�SHUFHLYHG�QRVWDOJLD�IRU�
DQ�HDUOLHU�YLGHRJDPH�DHVWKHWLF�DQG�FLQHPDWLF�UHIHUHQFHV�WR�SUHYLRXV�GHFDGHV�VXJJHVW�ZH�DUH�ZLWKLQ�
D�ZRUOG�ZKHUH�HYHU\WKLQJ�LV�SRVVLEOH��ZKHUH�WKH�IHPLQLQH�WDNHV�RQ�D�QHZIRXQG�SURWDJRQLVP��)HPLQLVP�
LV�WKXV�DVVRFLDWHG�ZLWK�WKH�ZRUOG�RI�YLGHRJDPHV��ERWK�DW�DQ�H[WUDGLHJHWLF��WKH�SURWDJRQLVWV�SOD\�WKH�
YLGHRJDPH���DQG�GLHJHWLF�OHYHO��WKH�SURWDJRQLVWV�DUH�LQVLGH�WKH�JDPH�DQG�VDYH�Europa II). 

)HPLQLQH�DELOLW\��WLHG�WR�WKH�FLQHPDWRJUDSKLF�LPDJLQDU\��VSHFLÀFDOO\�WR�VFLHQFH�ÀFWLRQ��VXJJHVWV�D�YLVLRQ�
RI�D�FDSDEOH��PRGHUQ�ZRPDQKRRG��KHUH�IDVKLRQ� LV�DQRWKHU�NH\�HOHPHQW�ZLWK�SDUWLFLSDWLQJ�ÀUPV��RI�
WKH�IXWXUH��+HUH��9RJXH� ORRNV�WR�ERWK�SUHVHQW�DQG�IXWXUH��WR�D�\RXWKIXO��DFWLYH��G\QDPLF��XQLQKLELWHG�
femininity. The aesthetic surround�LV�UHLQIRUFHG�E\�WKH�PXVLF��E\�D�JURXS��MOW) which connects with 

WKLV�W\SH�RI�ZRPDQ�DQG�WKH�FRQWHPSRUDU\�GLJLWDO�HQYLURQPHQW��02:·V�VXFFHVV�LV�ODUJHO\�GXH�WR�GLJLWDO�
platforms). 

$FFRUGLQJ�WR�WKLV�DQDO\VLV��9RJXH�LV�FOHDUO\�DLPLQJ�DW�D�\RXQJ�DXGLHQFH��ZLWK�VSHFLÀF�WDVWHV��LQWHUHVWV�DQG�
FRQFHUQV��7KH�DLP�LV�QRW�WR�RIIHU�IDVKLRQ��EXW�UDWKHU�D�YLVLRQ�RI�IHPLQLQLW\�DQG�RI�WKH�ZRUOG��7RJHWKHU��WKHVH�
UHIHUHQFHV��VLJQLI\LQJ�D�VHW�RI�LPSOLFLW�PHDQLQJV��FUHDWH�D�V\PEROLF�FKDUDFWHU�UHSUHVHQWLQJ�WKH�WDUJHW�
DXGLHQFH�9RJXH�LQWHQGV�WR�DWWUDFW��WKXV��UHYLWDOLVLQJ�WKH�EUDQG�ZLWK�D�FRQWHPSRUDU\�DQG�SRWHQWLDOO\�YLUDO�
KLJK�HQG�IRUPDW��UHFDOO�WKH�FDVH�RI�%XUEHUU\�PHQWLRQHG�DERYH��

�����,QWHUYLHZV�ZLWK�H[SHUWV�

$FFRUGLQJ�WR�H[SHUWV��WKH�WDUJHW�DXGLHQFH�RI�9RJXH�PDJD]LQH�DUH�PLGGOH��XSSHU�PLGGOH�DQG�XSSHU�
FODVV�ZRPHQ��DJHG� IURP���� WR� ���� ORYHUV� RI� IDVKLRQ�DQG� ´LQWHUHVWHG� LQ�SHUVRQDO� LPDJH��GHVLJQ�DQG�
WKHLU�VRFLDO�LPDJHµ��+&&���7KH�YDOXHV�PRVW�DVVRFLDWHG�ZLWK�9RJXH�6SDLQ�DUH��OX[XU\��IDVKLRQ��H[FOXVLYLW\��
HOHJDQFH�DQG�VW\OH��VHH�)LJXUH����

)LJXUH����9DOXH�WUHH�RI�9RJXH�6SDLQ

Source: the author

As a format, the IDVKLRQ�ÀOP�LV�DQ�LQFUHDVLQJO\�SUHYDOHQW��K\EULG�JHQUH�ZKLFK��DORQJ�ZLWK�RWKHU�IRUPDWV��
RIIHUV�D�VSDFH�IRU�H[SHULPHQWDWLRQ�DQG�FUHDWLYLW\�VHUYLQJ�´WR�JLYH�DQ�H[FOXVLYH�IRUP�RI�PDWHULDOLW\�WR�
LQWDQJLEOH�OX[XU\µ��03,0���)DVKLRQ�ÀOPV�DUH�WKHUHIRUH�LGHDO�IRU�JHQHUDWLQJ�buzz, awareness and consumer 

loyalty. )DVKLRQ�ÀOPV� LQ�JHQHUDO� LQYLWH�DUWLVWLF�DQG�DHVWKHWLF�H[SHULPHQWDWLRQ��´LW� LV�FXOWXUH��PRGHUQLW\��
IDVKLRQ��H[SHULPHQWDWLRQ��HWF�µ��03,0���

$OO�SDUWLFLSDQWV�LQ�WKH�VWXG\�DJUHHG�WKDW�Europa II�UHSUHVHQWV�D�WUDQVJUHVVLYH�ELG�WR�UHMXYHQDWH�WKH�EUDQG�
LPDJH�RI�9RJXH�6SDLQ�DQG� UHDFK�QHZ�DXGLHQFHV�� ´D�\RXQJHU�DXGLHQFH� WKDW��PRVW� OLNHO\��GRHV�QRW�
KDYH�DQ�HPRWLRQDO�FRQQHFWLRQ�WR�WKH�EUDQGµ��0$&����7KH�ÀOP�RIIHUV�D�IUHVK�LPDJH��´LQWHUQDWLRQDO�DQG�
DYDQW�JDUGH��HPSKDVLVLQJ�IDVKLRQ�DQG�VW\OHµ��+&&���DQG�QR�GRXEW�ZLOO�VHUYH�WR�FRQQHFW�ZLWK�D�\RXQJHU�
DXGLHQFH�SURYLGLQJ�9RJXH�SHUVHYHUHV�LQ�XVLQJ�WKH�DSSURSULDWH�FKDQQHOV�DQG�PHGLD�WR�UHDFK�WKLV�WDUJHW��
7KLV�FDQQRW�EH�DQ�LVRODWHG�DWWHPSW�VLQFH�¶RQH�RII·�DFWLRQV�KDYH�QR�ODVWLQJ�LPSDFW��

$OO� SDUWLFLSDQWV�� ZLWK� RQH� H[FHSWLRQ�� DJUHHG� WKDW� WKLV� UHSUHVHQWV� D� EUHDN� ZLWK� 9RJXH·V� WUDGLWLRQDO�
FRPPXQLFDWLRQ� VWUDWHJ\� ZKLFK�� JLYHQ� LWV� RULJLQDOLW\� DQG� FUHDWLYLW\�� VXFFHVVIXOO\� HQKDQFHV� EUDQG�
DZDUHQHVV�DQG�UHFRJQLWLRQ��6SHFLÀFDOO\��´Europa II�DFKLHYHV�WKLV�WKURXJK�LWV�SURGXFWLRQ�YDOXHV��WKH�ÀOP�
DQG�GLUHFWRU�ZHUH�ZLGHO\�DFFODLPHG��ZLQQLQJ�Best Fashion Film and Best Director DW�WKH�IHVWLYDO� LQ�/D�
-ROOD��86$��WKLV�FDQ�RQO\�HQKDQFH�WKH�LPDJH�DQG�UHFRJQLWLRQ�RI�WKH�EUDQGµ��0$&��
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1HYHUWKHOHVV��WKH�PDMRULW\�RI�SDUWLFLSDQWV�DJUHHG�WKDW�WKH�IDVKLRQ�ÀOP�GLG�QRW�LQÁXHQFH�WKHLU�RZQ�YLHZ�
RI�WKH�EUDQG��SHUKDSV�EHFDXVH�WKH\�ZHUH�DOUHDG\�IDPLOLDU�ZLWK�9RJXH�DQG�SHUFHLYH�LW�́ DV�DQ�LQQRYDWLYH�
EUDQG�SXUVXLQJ�DQG�SURPRWLQJ�FUHDWLYH�DFWLRQV�VXFK�DV�Europa IIµ��03,0���2QO\�RQH�SDUWLFLSDQW�IHOW�WKHLU�
LPDJH�RI�WKH�EUDQG�KDG�FKDQJHG��7KH\�FRQVLGHUHG�9RJXH�D�FODVVLF�EUDQG�DQG�YLHZLQJ�WKH�IDVKLRQ�ÀOP 

KDG�FKDQJHG� WKHLU�SHUFHSWLRQ��QRZ�GHVFULELQJ� WKH�EUDQG�DV�� ´LQQRYDWLYH��HFOHFWLF��GLJLWDO��vintage, 

HWF�µ��0$&��

7KLV�LV�LQ�OLQH�ZLWK�WKH�RSLQLRQ�RI�WKH�PDMRULW\�RI�WKH�H[SHUWV��ÀYH���ZKR�EHOLHYH�WKH�IDVKLRQ�ÀOP alters the 

LPDJH�RI�WKH�EUDQG��DVFULELQJ�QHZ�DWWULEXWHV�ZKLFK�´PRGHUQLVH�WKH�EUDQG�DQG�LQWURGXFH�QHZ�DHVWKHWLF�
PRGHOV� IDU� UHPRYHG� IURP� D� PRUH� FODVVLF� LPDJHµ� �0$&���� $FFRUGLQJ� WR� RQH� SDUWLFLSDQW�� Europa 
II� FRQWDLQV�FRQWHPSRUDU\�FXOWXUDO� UHIHUHQFHV��D� UHLQWHUSUHWDWLRQ� WKDW�JLYHV� WKH� IDVKLRQ� ÀOP� RULJLQDOLW\�
ZKLOH�´9RJXH�UHVLJQLÀHV�WKH�FRQWHQW��EHFRPLQJ�WKH�PHGLXP�RU�YHKLFOH�WKURXJK�ZKLFK�WKH�DXGLR�YLVXDO�
PHVVDJH� LV� WUDQVPLWWHG�� ,Q� WKH�GLJLWDO�ZRUOG�� WKH� YHKLFOH� DQG� WKH�PHVVDJH�DUH� WKH� VDPH�FRQVWUXFWµ�
�0$&��

7KH�RSLQLRQV�RI�WKH�SDUWLFLSDQWV�UHJDUGLQJ�WKH�UHIHUHQFHV�YDOXHV�LGHQWLÀHG�LQ�WKH�VHPLRWLF�DQDO\VLV�DUH�
provided in Table 3: 

7DEOH����2SLQLRQ�RI�WKH�H[SHUWV�UHJDUGLQJ�LGHQWLÀHG�UHIHUHQFHV�RU�YDOXHV

5HIHUHQFHV�YDOXHV 2SLQLRQ�RI�WKH�H[SHUWV

���1RVWDOJLD $OWKRXJK� WKH� H[SHUWV� GR� QRW� DJUHH� RQ� WKH� YDOXH� RI� QRVWDOJLD�� WKH� PDMRULW\�
SHUFHLYH� WKLV� DV� D� IRUP� RI�PRGHUQLW\�� WKDW� LV�� WKH� HYROXWLRQ� RI� WKH�PDJD]LQH�
WRZDUGV�VRPHWKLQJ�PRUH�PRGHUQ�ZKLOH�UHFDOOLQJ�WKH�KLVWRU\�RI�WKH�EUDQG��

2) Feminism Five of the participants did not believe that feminism is an association in this 

IDVKLRQ�ÀOP�EXW�LV�UHODWHG�WR�WKH�KLVWRU\�RI�WKH�9RJXH�EUDQG�LWVHOI��WKH�RWKHU�WZR�GLG�
SHUFHLYH�DQ�DVVRFLDWLRQ��SDUWLFXODUO\�LQ�WKH�UHODWLRQ�EHWZHHQ�WKH�SURWDJRQLVWV��D�
sorority��D�UHÁHFWLRQ�RI�FRQWHPSRUDU\�VRFLDO�UHDOLWLHV��

��� 6FLHQFH� ÀFWLRQ�
and fashion

:KLOH� SDUWLFLSDQWV� FRQVLGHUHG� WKH� DVVRFLDWLRQ� EHWZHHQ� VFLHQFH� ÀFWLRQ� DQG�
9RJXH�WR�EH�D�ZD\�WR�UHIUHVK�WKH�LPDJH�RI�WKH�EUDQG�DQG�DQ�DUWLVWLF�WHFKQLTXH��
WKH\� GLG� QRWH� WKH� FRQQHFWLRQ� EHWZHHQ� VFLHQFH� ÀFWLRQ� DQG� IDVKLRQ�� FOHDUO\�
present in the IDVKLRQ�ÀOP�(XURSD� ,,��2QH�SDUWLFLSDQW�EHOLHYHG�WKLV�FRQQHFWHG�
ZLWK� IHPLQLVP�E\�XVLQJ� VFL�À�DV�D�PHDQV� IRU� WKH�SURWDJRQLVWV� WR�DFKLHYH� WKHLU�
GUHDPV��DV�DQRWKHU�SDUWLFLSDQW�UHPDUNHG��LWV�DOORZV�WKHP�WR�´GUHDP��ODXJK�DQG�
HQMR\µ��03$&��

���9LGHRJDPH ,Q� WKH� FDVH� RI� WKH� DVVRFLDWLRQ� ZLWK� YLGHRJDPHV� WKH� UHVSRQVHV� ZHUH� PL[HG��
WZR�SDUWLFLSDQWV�GLG�QRW�ÀQG�DQ\�OLQN�DQG�DQRWKHU�UHIHUUHG�WR�GLJLWDOLVDWLRQ��7KH�
SDUWLFLSDQWV�GLG�FRQQHFW�WKLV�ZLWK�RWKHU�DVSHFWV��VXFK�DV�IHPLQLVP��E\�EUHDNLQJ�
WUDGLWLRQDO� PDVFXOLQH� VWHUHRW\SH��� PRGHUQLW\� DQG� UHWUR�� QRVWDOJLD� ZKLFK� �DV�
noted above) connects with contemporary modernity and with fashion. 

5) Soundtrack 7KH�VRXQGWUDFN�RI�WKH�ÀOP�H[XGHV�PRGHUQLW\�DQG�WKH�GLJLWDO�WHFKQRORJ\�DV�WKH�
EDQG·V�VXFFHVV�LV�ODUJHO\�WKURXJK�RQOLQH�SODWIRUPV��$QRWKHU�SDUWLFLSDQW�SHUFHLYHV�
WKH�PXVLF� DV� IXQ�� TXLUN\�� FDWFK\�� FRQQHFWLQJ�ZLWK� WKH� IUHVK�� G\QDPLF� LPDJH�
mentioned by three other participants. 

Source: the author.

)LQDOO\��DOO�WKH�SDUWLFLSDQWV�EHOLHYHG�WKH�DVVRFLDWLRQ�EHWZHHQ�9RJXH�DQG�*XFFL�ZDV�DSW�DQG�ÀWWLQJ��7KH�
*XFFL�EUDQG�HQGRZV�9RJXH�ZLWK�DQ�LPDJH�RI�OX[XU\�DQG�KLJK�IDVKLRQ��DWWULEXWHV�PRVW�UHSHDWHG�E\�WKH�
H[SHUWV��LQ�DGGLWLRQ�WR��H[FOXVLYLW\��HOLWLVP��GLIIHUHQWLDWLRQ��DVSLUDWLRQ��PRGHUQLW\��UHWUR��vintage��SUHVWLJH�
and notoriety.

To sum up, the IDVKLRQ�ÀOP� LV�GHVLJQHG�WR�UHMXYHQDWH�WKH�EDQG� LPDJH�DQG�WR�FRQQHFW�ZLWK�\RXQJHU�
ZRPHQ��WKH�H[SHUWV�DJUHHG�WKDW�WKH�DVVRFLDWLRQV�DUH�ZHOO�SODFHG��ZLWK�WKH�DSSHDO�WR�FHUWDLQ�QRVWDOJLD�
at the forefront. 

,W� LV� LQWHUHVWLQJ�WR�QRWH�WKDW��DFFRUGLQJ�WR�RQH�SDUWLFLSDQW�� LQWHUFXOWXUDOLW\� LV�DQRWKHU�DVVRFLDWLRQ�WR�EH�
WDNHQ�LQWR�DFFRXQW��DORQJ�ZLWK�\RXWK��VLQFH�WKH�DJH�RI�WKH�SURWDJRQLVWV�PD\�KHOS�FRQQHFW�ZLWK�\RXQJHU�
ZRPHQ��DV�RSSRVHG�WR�9RJXH·V�WUDGLWLRQDO�FRUH�DXGLHQFH��
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���'LVFXVVLRQ

7KH�ÀUVW�REMHFWLYH�RI�WKH�VWXG\�ZDV�WR�RIIHU�DQ�RYHUYLHZ�RI�WKH�RULJLQV�DQG�VRXUFHV�RI�IDVKLRQ�ÀOPV and its 

DVVRFLDWLRQ�ZLWK�WKH�ÀHOG�RI�DGYHUWLVLQJ�DQG�PDUNHWLQJ��$V�EUDQG�DFWLRQV��WKHVH�ÀOPV�SUHVHQW�DVVRFLDWLRQV�
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 IDVKLRQ�ÀOP is a form of content 

WKDW�́ UHYHDOVµ�DVSHFWV�RI�WKH�EUDQG��QRUPDOO\�ZLWKRXW�GLUHFWO\�RU�H[SOLFLWO\�DOOXGLQJ�WR�LW��EXW�IXUWKHULQJ�top 
of mind awareness�RI�WKH�FRQVXPHU�LQ�D�PRUH�LQWHQVH��YLYLG�ZD\��7KH�ÀOP�Europa II meets the theoretical 

aspects of the IDVKLRQ�ÀOP��XVLQJ�D� WHFKQRORJLFDO�DQG� LQWHUDFWLYH�QDUUDWLYH� �ERWK�GLHJHWLF�DQG�QRQ�
GLHJHWLF��DQG�WKURXJK�H[SHULHQFH��KHUH�WKH�H[SHULHQFH�LV�WKDW�RI�WKH�SURWDJRQLVWV��DQG�LQ�WXUQ�UHSUHVHQW�
WKH�´QHZ�9RJXH�ZRPDQµ��

5HJDUGLQJ�WKH�VHFRQG�REMHFWLYH�RI�WKH�VWXG\��WKLV�ZDV�DOVR�DFKLHYHG�ZLWK�D�VHPLRWLF�DQDO\VLV�YHULI\LQJ�
WKH�LQFRUSRUDWLRQ�RI�ÀYH�HOHPHQWV�RI�KLJK�IDVKLRQ�QDUUDWLYH�SURSRVHG�E\�:DQJ�DQG�-XKOLQ���������KLVWRU\��
VW\OH�� FKDUDFWHUV�� VFHQDULR�DQG�DHVWKHWLFV�� HOHPHQWV�ZKLFK�SURYLGH� WKH� VSHFWDWRU�FRQVXPHU�ZLWK�DQ�
H[SHULHQFH� UHODWHG� WR� IDVKLRQ�DSSDUHO��$GGLWLRQDOO\��D�QXPEHU�RI�DVVRFLDWLRQV�ZHUH�GUDZQ� IURP� WKH�
universe presented in Europa II��VXFK�DV��VFLHQFH�ÀFWLRQ�FXOW�ÀOPV��WKH�ZRUOG�RI�YLGHRJDPHV��IHPLQLVP��
QRVWDOJLD�� IDVKLRQ�DQG�PXVLF��$OO� RI� WKHVH� LQFOXGH� UHIHUHQFHV�ZLWK�ZKLFK� WKH�FRQVXPHU�PD\� LGHQWLI\�
DQG� WKXV� FRQQHFW� WKHP�GLUHFWO\� RU� LQGLUHFWO\� WR� WKH�EUDQG� WKDW� LQ� WXUQ�DFTXLUHV� QHZ�PHDQLQJV�DQG�
DVVRFLDWLRQV�ZLWK� FHUWDLQ� YDOXHV� LQ� WKH�PLQG�RI� FRQVXPHUV�� 7KHVH�PHDQLQJV�DUH�FRQMXUHG� WKURXJK�D�
VHULHV�RI�DVVRFLDWLRQV�ZKLFK�FRQQHFW�9RJXH�ZLWK�QHZ�XVHUV��7KLV�ZDV�FRQÀUPHG��WKH�ÀQDO�REMHFWLYH�RI�WKH�
VWXG\��WKURXJK�LQWHUYLHZV�ZLWK�VHYHQ�H[SHUWV� LQ�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ��WKH�PDMRULW\�RI�ZKRP�
perceived Europa II� DV�D�PHGLXP�DEOH� WR�FDUYH�RXW� QHZ�PDUNHW� QLFKHV�E\� UHMXYHQDWLQJ� WKH�EUDQG�
universe. 

,Q�WKLV�FRQWH[W��WKH�DVVRFLDWLRQV�DUH�SHUFHLYHG�GLIIHUHQWO\�E\�WKH�SDUWLFLSDQWV�JLYHQ�WKH�VXEMHFWLYLW\�RI�
WKH�WKHPH�LQ�TXHVWLRQ��IHPLQLVP�LV�FOHDUO\�SUHVHQW�LQ�WKH�LPDJH�RI�WKH�EUDQG��DOWKRXJK��DFFRUGLQJ�WR�D�
VLJQLÀFDQW�PDMRULW\�RI�SDUWLFLSDQWV�WKLV�LV�QRW�D�´JHQXLQHµ�DVVRFLDWLRQ�WKDW�IUHVKO\�LPEXHV�WKH�EUDQG��

+RZHYHU�� ZH� REVHUYHG� FHUWDLQ� FRQWUDGLFWLRQV�� )HPLQLVP� ODUJHO\� VHUYHV� DV� D� WUDQVYHUVDO� YHKLFOH� YLD�
FLQHPD�DQG�YLGHR�JDPHV��DOWKRXJK�VRPH�SDUWLFLSDQWV�GLG�QRW�VHH�WKH�FRQQHFWLRQ�LQ�WKH�MX[WDSRVLWLRQ�
RI�´YLGHRJDPHV�IHPLQLVPµ�DQG�´FLQHPD��VFLHQFH�ÀFWLRQ��IHPLQLVPµ��6RPH�SDUWLFLSDQWV�FRQVLGHUHG�WKH�
LQYROYHPHQW�RI�ZRPHQ�LQ�WKHVH�ZRUOGV�WR�EH�VHOI�HYLGHQW�DQG�WKDW�QR�VSHFLÀF�DVVRFLDWLRQV�ZLWK�IHPLQLVP�
FDQ�EH�GUDZQ��RWKHUV�GLVSXWH�WKH�QRWLRQ�WKDW�WKH�DHVWKHWLFV�RI�WKH�ÀOP�KDYH�DQ\�UHODWLRQ�WR�IHPLQLVP��
7KLV�UDLVHV�WKH�TXHVWLRQ��DUH�DHVWKHWLFV��LQ�YLGHR�JDPHV�RU�LQ�ÀOPV��QR�ORQJHU�D�SRZHUIXO�DVVRFLDWLRQ�IRU�
9RJXH�DQG� WKHUHIRUH�QRW� UHOHYDQW� WR� WKH�PHVVDJH� WKH\� LQWHQG� WR� WUDQVPLW�DERXW�ZRPHQ�RI� WRGD\"�
7KH� DVVRFLDWLRQV�ZLWK� IDVKLRQ� DQG�PXVLF� DUH� SHUYDVLYH� WKURXJK� WKH� SULVP� RI� QRWLRQV� RI� QRYHOW\� DQG�
differentiation and the IDVKLRQ�ÀOP offers a particularly differential value to these aspects. 

$OO�SDUWLFLSDQWV�DJUHHG�LQ�WKH�HIIHFWLYHQHVV�RI�IDVKLRQ�ÀOPV�LQ�UHDFKLQJ�QHZ�DXGLHQFHV�DQG�UHMXYHQDWLQJ�
EUDQG�LPDJH��FRQÀUPLQJ�RXU�LQLWLDO�K\SRWKHVLV��WKH�XWLOLW\�RI�WKLV�IRUPDW�DV�DQ�DUWLVWLF�SURGXFW�OLHV�LQ�´WKH�
FUHDWLRQ�RI�D�EUDQG�LPDJLQDU\µ��*XHUUHUR�	�*RQ]iOH]�'tH]������������ZKRVH�SULQFLSDO�DLP�LV�WR�SRVLWLRQ�
the brand and its values in the mind of the consumer as spectator. 

Europa II�GRHV�QRW�UHIHU�WR�9RJXH�EXW�UDWKHU�WR�WKH�ZRUOG�RI� LWV�QHZ�DXGLHQFH��EUDYH��FRQWHPSRUDU\��
uninhibited women, at home both in the real world and online. Fashion is not a decorative element 

EXW�DQ� LQVWUXPHQW� WKDW�PDQLIHVWV� WKH�FDSDFLW\�RI� WRGD\·V�ZRPDQ�WR�RSHUDWH� LQ� WKH�VDPH�VSDFHV�DV�
PHQ�DQG� WDNH�SDUW� LQ� VWRULHV��P\WKV�DQG�FRPPRQ�GUHDPV�� ,QJULG�DQG�<DR�<DR�JR� IDU�EH\RQG�ZKDW�
WKH\�FRXOG�KDYH�SRVVLEO\�LPDJLQHG��ZH�VHH�WKURXJK�VSHFLÀF�VLWXDWLRQV�DQG�PHDQLQJV�WKDW�QDUUDWH�WKH�
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. 

���&RQFOXVLRQV

1DYLJDWLQJ�EUDQG�VWRULHV��FUHDWLQJ�DQG�RU�HYDOXDWLQJ�VXEMHFWLYH�LQWHUSUHWDWLRQV�LV�DOZD\V�D�KD]DUGRXV�
XQGHUWDNLQJ��7KH�DVVRFLDWLRQV�SURGXFHG�E\�LQGLYLGXDO�SHUFHSWLRQ�RI�D�EUDQG�DUH�ERWK�GHHSO\�URRWHG�
DQG�HOXVLYH��GLIÀFXOW�WR� LGHQWLI\�DQG�YHUEDOLVH�� ,Q�WKLV�FDVH��D�VHPLRWLF�DQDO\VLV�ZDV�PDGH�RI�Europa II 
WR�H[WUDFW� WKH�DVVRFLDWLRQV� LQ� WKH� IRUP�RI�PHDQLQJV�HPEHGGHG� LQ�SRSXODU�FXOWXUH��$OWKRXJK�RQ� WKLV�
occasion the analysis focussed on symbolic values, and so even more open to subjective interpretation, 

WKH�EDVLF�RXWOLQHV�RI�WKH�VWUDWHJ\�FDQ�EH�GLVFHUQHG��:H�SURSRVH�KHUHDIWHU�WR�WDNH�D�VHPLRWLF�DSSURDFK�
WR�DQDO\VLQJ�IDVKLRQ�ÀOPV�XVLQJ�WUDQVPHGLD�QDUUDWLYHV�DQG�VWRU\WHOOLQJ�WKDW�FRPELQH�GLYHUVH�DVVRFLDWLRQV�
and to observe their interactions. 

7KH�FXOWXUH�RI�EUDQGV�� WKHLU� YLVLRQ��PLVVLRQ�DQG�YDOXHV��FRQGLWLRQHG�E\�.3,·V�� ODUJHO\�GHSHQGV�RQ� WKH�
DWWULEXWHV�RI�WKH�EUDQGV�DQG�KRZ�WKHVH�DUH�SHUFHLYHG��WKDW�LV��DVVRFLDWLRQV�WKDW�¶KXPDQLVH·�WKH�EUDQG�
and position it in the mind of the consumer. Thus, the qualitative is no less important than the quantitative: 
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the connection of a brand to its clients and stakeholders� LV� LQFUHDVLQJO\�VXEMHFW�WR�HPRWLRQDO�IDFWRUV��
and it is therefore imperative to undertake new and innovative actions that are attuned to the needs 

and desires of consumers. 

���$FNQRZOHGJHPHQW

The translation of this article was carried out by the translation service of the Francisco de Vitoria 

8QLYHUVLW\�DQG�WR�ZKRP�ZH�ZLVK�WR�VKRZ�RXU�JUDWLWXGH�IRU�WKH�DWWHQWLRQ�WR�GHWDLO�WKLV�GHSDUWPHQW�KDV�
placed in this.
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Notes 

���)RU�WKLV�SURÀOH��WKH�LPSRUWDQFH�RI�LQÁXHQFHUV�DQG�VRFLDO�PHGLD�DUH�UDQNHG�IRXUWK�DQG�ÀIWK��UHVSHFWLYHO\��

���7KH�LQWHUFKDQJHDELOLW\�RI�WKHVH�WHUPV�LV�GLVSXWHG�JLYHQ�WKH�VXEWOH�GLIIHUHQFHV�EHWZHHQ�WKH�WZR�FRQFHSWV��)RU�.DP��
Robledo-Dioses and Atarama-Rojas (2019), branded entertainment contains no allusions to the brand or product. The 

DLP� LV� WR�FRPPXQLFDWH�D�EUDQG�XQLYHUVH� �YDOXHV�DQG�FRPPXQLW\��� LQ�FRQWUDVW��advertainment� LQYROYHV� WKH�H[SOLFLW�
SUHVHQFH�DQG�SRVLWLRQLQJ�RI�WKH�EUDQG�RU�SURGXFW�ZLWKLQ�WKH�QDUUDWLYH��)DVKLRQ�ÀOPV�UDQJH�EHWZHHQ�WKH�WZR�GHSHQGLQJ�
on its narrative structure. 

���:H� FDQ� LGHQWLI\� WKH� IROORZLQJ� FODVVLÀFDWLRQ�� LQ� WKH� GLPHQVLRQ� RI� SURGXFW� DVVRFLDWLRQV� ZH� ÀQG� DVVRFLDWLRQV� ZLWK�
WKH� W\SH� RI� SURGXFW�� ZLWK� LWV� DWWULEXWHV�� ZLWK� TXDOLW\�� ZLWK� XVDJH�� ZLWK� WKH� XVHUV� RI� WKH� SURGXFW�� ZLWK� D� FRXQWU\� RU�
RUJDQLVDWLRQ�� IRU�WKH�EXVLQHVV�GLPHQVLRQ�ZH�ÀQG�DVVRFLDWLRQV�ZLWK�VRFLDO� UHVSRQVLELOLW\��SHUFHLYHG�TXDOLW\�� LQQRYDWLRQ�
�WKHUH�DUH� FRPSDQLHV�ZKRVH�EDVLF� SUHPLVV� LV� FRQVWDQW� LQQRYDWLRQ�� FXVWRPHU� VHUYLFH�� VXFFHVV�� DQG� LWV� JOREDO�ORFDO�
FKDUDFWHULVWLFV��WKHUH�DUH�DOVR�SHUVRQDO�DVVRFLDWLRQV��LQFOXGLQJ�DVVRFLDWLRQV�ZLWK�D�SHUVRQDOLW\�RU�WKH�FRQFHSW�RI�FOLHQW�
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EUDQG�UHODWLRQVKLS��DQG�V\PEROLF�DVVRFLDWLRQV��WKH�YLVXDO�LPDJLQDU\�RI�WKH�EUDQG�RU�WKH�KLVWRU\�KHULWDJH�RI�WKH�EUDQG�
�$DNHU��������LQ�/ORSLV��������

���:KHQ�UHIHUULQJ�WR�V\PEROV��WKH�DXWKRU�HVSHFLDOO\�IRFXVVHV�RQ�EUDQG�ORJRV��DOWKRXJK�FOHDUO\�DQ\WKLQJ�UHSUHVHQWLQJ�
D�EUDQG�FDQ�EH�D�V\PERO��,Q�WKLV�VWXG\�ZH�H[SORUH�WKH�LPSRUWDQFH�RI�WKH�V\PERO�DV�DVVRFLDWLRQ�LQ�WHUPV�RI�WKH�YLVXDO�
aesthetics of Europa II��EXW�IRFXVVLQJ�SDUWLFXODUO\�RQ�LWV�PHDQLQJV��UHIHUHQFHV�DQG�RU�YDOXHV��





5HYLVWD�0HGLWHUUiQHD�GH�&RPXQLFDFLyQ��50&�
Mediterranean Journal of Communication (MJC)

ISSN: 1989-872X

299

'U��'DQLHO�=20(f2
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'U��5RFtR�%/$<�$55É(=
8QLYHUVLWDW�-DXPH�,��6SDLQ��UEOD\#XML�HV��KWWS���RUFLG�RUJ��������������������

1HZ�SURGXFWV�DQG�VHUYLFHV�RIIHUHG�WR�EUDQGV�E\�WKH�PDLQ�6SDQLVK�QHZVSDSHUV��EUDQGHG�
FRQWHQW�DQG�QDWLYH�DGYHUWLVLQJ

Nuevos productos y servicios ofertados a las marcas por las principales cabeceras 
españolas: branded content y publicidad nativa

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

$EVWUDFW
This research analyses the communication 

FRQWH[W� DULVLQJ� IURP� WKH� GLJLWDO� UHYROXWLRQ�
that has led brands to reconsider some 

RI� WKHLU� VWUDWHJLHV� IRU� UHDFKLQJ� FRQVXPHUV�
HIIHFWLYHO\�� SULRULWLVLQJ� FUHDWLYLW\� LQ� UHODWLRQ� WR�
QRQ�DGYHUWLVLQJ� SURGXFWV�� SDUWLFXODUO\� FRQWHQW�
JHQHUDWLRQ�� ,Q� WKLV� FRQWH[W�� WKH�PHGLD�SUHVHQW�
WKHPVHOYHV� DV� VWUDWHJLF� SDUWQHUV� IRU� EUDQGV��
PRYLQJ� IURP� EHLQJ� PHUH� DGYHUWLVLQJ� VSDFHV�
WR�DFWLQJ�DV�FRQVXOWDQWV�DQG�SURYLGHUV�RI�KLJK�
DGGHG�YDOXH� HGLWRULDO� SURGXFWV�� 4XDOLWDWLYH�
À�HOGZRUN�ZDV�SHUIRUPHG�LQ�WZR�SKDVHV��7KH�À�UVW�
FRQVLVWHG�RI�LQ�GHSWK�LQWHUYLHZV�ZLWK�D�TXDOLÀ�HG�
VDPSOH�²�WKRVH�UHVSRQVLEOH�IRU�EUDQGHG�FRQWHQW�
in the principal Spanish media. The second was 

content analysis of the websites of the same 

PHGLD�� DQDO\VLQJ� WKH� SURGXFWV� DQG� VHUYLFHV�
WKH\�RIIHU�DQG�KRZ�WKH\�DUH�GHÀ�QHG��7KH�UHVXOWV�
H[SORUH�WKH�EUDQGHG�FRQWHQW�GHSDUWPHQWV�DQG�
EXVLQHVVHV�RI� WKH�PDLQ�6SDQLVK�PHGLD��PDNLQJ�
LW� SRVVLEOH� WR� SURYLGH� D� QHZ� FDWDORJXH� DQG�
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 

PRGHO� LV� EHLQJ� WUDQVIRUPHG� DQG� JHQHUDWH�
NQRZOHGJH�ZLWK�FOHDU�SRVVLELOLWLHV�IRU�WUDQVIHU�

.H\ZRUGV
%UDQGHG� FRQWHQW�� DXGLHQFH� FUHDWLRQ��
DGYHUWLVLQJ� VWUDWHJLHV�� HQJDJHPHQW�� PHGLD��
QDWLYH�DGYHUWLVLQJ�

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 
IRUPD�HÀ�FD]��GDQGR�SULRULGDG�D�OD�FUHDFLyQ�GH�
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 
PXHVWUD�FXDOLÀ�FDGD�FRPR�VRQ�ORV�UHVSRQVDEOHV�
de branded content de los principales medios 
españoles y el análisis de contenido de sus 
sedes web, analizando los productos y servicios 
RIHUWDGRV�\�FyPR�ORV�GHÀ�QHQ��/RV�UHVXOWDGRV�VH�
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.

Palabras clave
Branded content; creación audiencias; 
estrategias publicitarias; engagement; medios 
de comunicación; publicidad nativa

=RPHxR��'���	�%OD\�$UUiH]��5����������1HZ�SURGXFWV�DQG�VHUYLFHV�RIIHUHG�WR�EUDQGV�E\�WKH�PDLQ�6SDQLVK�QHZVSDSHUV��EUDQGHG�FRQWHQW�
DQG�QDWLYH�DGYHUWLVLQJ��Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 13(1), 299-316. 
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���,QWURGXFWLRQ

&RQWHQW�JHQHUDWLRQ�KDV�EHFRPH�D�JUHDW�FRPPXQLFDWLRQ�RSSRUWXQLW\� IRU�EUDQGV��ZKLFK�KDYH�EHHQ�
VHHLQJ�IRU�VRPH�WLPH�WKDW�VDWXUDWLRQ�DGYHUWLVLQJ�WHFKQLTXHV�XVLQJ�RQH�ZD\��LQWUXVLYH�DSSURDFKHV�PDNH�
WKHLU�DFWLRQV�OHVV�HIIHFWLYH��7KHUH�LV�D�JURZLQJ�FRRSHUDWLRQ�EHWZHHQ�WKH�PHGLD�DQG�EUDQGV�WKDW�KDYH�
IRXQG�D�ZD\�RI�FRQQHFWLQJ�ZLWK� WKHLU�DXGLHQFH�XVLQJ�EUDQGHG�FRQWHQW� �0LRWWR�3D\QH����������������
0HDQZKLOH��EHFDXVH�RI�WKHLU�H[SHUWLVH�LQ�DXGLHQFH�FUHDWLRQ�DQG�PDQDJHPHQW��DQG�GDWD�DQDO\VLV��WKH�
media have become their partners.

:LWK� WKH� WHFKQRORJLFDO� WUDQVIRUPDWLRQ�RI� WKH�FRPPXQLFDWLRQ�HFRV\VWHP�DQG�FKDQJHV� LQ� FRQVXPHU�
EHKDYLRXU��PDUNHWLQJ�DQG�FRPPXQLFDWLRQ�GLUHFWRUV�DUH� LQFUHDVLQJO\� WXUQLQJ�WR�WKH�PHGLD·V�EUDQGHG�
FRQWHQW�GHSDUWPHQWV�WR�FUHDWH�FRQWHQW�WKDW�FDQ�EH�LQWHJUDWHG�RUJDQLFDOO\�LQWR�WKHLU�FRQYHUVDWLRQV�ZLWK�
WKHLU�DXGLHQFH��7KLV�LV�D�OHDS�IURP�WKH�WUDGLWLRQDO�DGYHUWLVLQJ�FDPSDLJQ�WR�D�EUDQG�DFWLRQ�WKDW�SURYLGHV�
YDOXDEOH�H[SHULHQFHV�WKURXJK�UHOHYDQW�FRQWHQW��(QJDJHPHQW��EUDQGHG�FRQWHQW�DQG�QDWLYH�DGYHUWLVLQJ�
DUH�FOHDUO\�FRQFHSWV�UHODWHG�WR�XVHU�LQYROYHPHQW�DQG�WKH�ZD\�WKH�PHVVDJH�LV�SUHVHQWHG��3DSt�*iOYH]��
����������������7KH�UHVHDUFK�FRQGXFWHG�E\�=DPLWK�HW�DO������������VKRZV�WKDW�EUDQGV�FDQ�JHW�EHWWHU�
UHVXOWV� DQG�PRUH� DWWHQWLRQ� E\� QRQ�LQWUXVLYHO\� LQWHJUDWLQJ� WKHLU� EUDQGHG� FRQWHQW� DGYHUWLVHPHQWV� LQWR�
editorial content.

7KH� QHZ� VHFWLRQV� LQ� FKDUJH� RI� UHVSRQGLQJ� WR� WKHVH� GHPDQGV� IURP� EUDQGV� DUH� NQRZQ� DV� EUDQGHG�
FRQWHQW� GHSDUWPHQWV�� $QG� LQ� UHFHQW� \HDUV�� WKH�PHGLD� KDYH� LQYHVWHG� D� JUHDW� GHDO� RI� UHVRXUFHV� LQ�
FUHDWLQJ�WKHVH�GHSDUWPHQWV ZLWKLQ�WKHLU�PDLQ�WLWOHV��IROORZLQJ�WKH�OHDG�RI�WKHLU�LQWHUQDWLRQDO�FRXQWHUSDUWV��
7KHVH�ODERUDWRULHV�RI�LQQRYDWLRQ�DUH�EHJLQQLQJ�WR�SHUPHDWH�QHZVURRPV�DQG�WKH\�SURYLGH�D�UHVSRQVH�
WR�FRQFHUQV�DQG�DZDUHQHVV�DW�FRUSRUDWH�DQG�EXVLQHVV� OHYHO��GULYLQJ�FKDQJHV� LQ�GD\�WR�GD\� URXWLQHV�
HPHUJLQJ�IURP�EHORZ�DV�D�UHVXOW�RI�WKH�LQHYLWDEOH�WUDQVIRUPDWLRQ�SURFHVVHV�LQYROYHG�LQ�GLJLWDO�FRPSHWLWLRQ�
(Trillo and Alberich, 2020: 368).

$OWKRXJK�WKH�SURFHVV�LV�VWLOO�D�UHFHQW�RQH�LQ�6SDLQ��DOO�WKH�FRPPXQLFDWLRQ�JURXSV�DQG�WKH�PDLQ�QHZVSDSHUV�
DOUHDG\�KDYH�GHSDUWPHQWV�WKDW�DUH�H[SHULPHQWLQJ�ZLWK�QHZ�SURGXFWV�DQG�VHUYLFHV�IRU�EUDQGV��7KHVH�
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 

DGYHUWLVLQJ��DV�WKHLU� LQQRYDWLYH�QDWXUH�PHDQV�FRQIXVLRQ�RYHU�WHUPV�FDQ�FUHDWH�GLVWRUWLRQV�DERXW�WKHLU�
WUXH�YDOXH��$V�LQ�WKH�HDUO\�GD\V�RI�DQ\�QHZ�GLVFLSOLQH��LQ�WKLV�ÀHOG�ZH�HQFRXQWHU�WHUPLQRORJLFDO�FRQIXVLRQ��
ZKLFK�PHDQV�FHUWDLQ�IRUPDWV�DUH�LGHQWLÀHG�ZLWK�GLIIHUHQW�QDPHV�DQG�YLFH�YHUVD��5HJXHLUD��������������
7KH�LQGXVWU\·V�DJUHHPHQW�RQ�FHUWDLQ�GHÀQLWLRQV�DQG�WKH�GHWHFWLRQ�RI�QHZ�SURGXFWV�DQG�VHUYLFHV�ZLOO�EH�
LPSRUWDQW�LQ�RUGHU�WR�JXDUDQWHH�KLJK�TXDOLW\�VWDQGDUGV��,W�LV�WKHUHIRUH�HVVHQWLDO�WR�JHQHUDWH�NQRZOHGJH�
DERXW�KRZ�WKH�PDLQ�6SDQLVK�WLWOHV�DUH�FXUUHQWO\�GHYHORSLQJ�WKHP�

�����&KDQJH�RI�DGYHUWLVLQJ�PRGHO

7KH�VKLIW�IURP�WKH�GLVVHPLQDWLRQ�PRGHO�WR�WKH�QHWZRUN�PRGHO��W\SLFDO�RI�WKH�GLJLWDO�HUD��KDV�SURGXFHG�
PXFK�PRUH�VLJQLÀFDQW�FKDQJH�LQ�WKH�VRFLDO�DQG�FXOWXUDO�VSKHUH�WKDQ�LQ�WKH�WHFKQRORJLFDO�RQH��-HQNLQV��
�������2QH�RI�WKH�FKDQJHV�ZLWK�WKH�JUHDWHVW�LPSDFW�KDV�EHHQ�RQ�WKH�SXEOLF��ZLWK�WKH�PXWDWLRQ�RFFXUULQJ�
LQ�WKHLU�DGDSWDWLRQ�DQG�LQWHUDFWLRQ�DV�D�UHVXOW�RI�PD[LPXP�FRQQHFWLYLW\��PRYLQJ�IURP�WKH�KXPDQ�PDVV�
WR� KXPDQ�VSHHG� QRW� VXEMHFW� WR� DQ\� SURJUDPPDWLF� ORJLF� �0DUWtQH]�6iH]� DQG� *DUFtD�&XEHOO�� ������
314). The power of consumers via the internet allows them to be very selective with the content they 

FRQVXPH�DQG�ORRN�RQO\�IRU�ZKDW�SURYLGHV�YDOXH�DQG�LV�UHOHYDQW�WR�WKHP��6FRODUL���������$OVR��E\�WXUQLQJ�
HYHU\�ZHE�XVHU�LQWR�D�FRQWHQW�SURGXFHU��WKH�LQWHUQHW�KDV�HQWHUHG�LQWR�D�SURFHVV�RI�H[SRQHQWLDO�JURZWK�
RI� LQIRUPDWLRQ�ZKLFK�� WRJHWKHU�ZLWK� WKH� IUDJPHQWDWLRQ�RI�DXGLHQFHV�DQG� WKH�JURZWK�RI�PXOWLVFUHHQ�
consumption, has made attention a scarce commodity (Selva and Caro, 2016: 644).

7LP�:X�VD\V�ZH�OLYH�LQ�DQ�´DWWHQWLRQ�HFRQRP\µ��ZKHUH�D�SOHWKRUD�RI�FKDQQHOV�JLYH�XV�PRUH�FKRLFHV��
ZKLFK� PHDQV� FRQWHQW� SURGXFHUV� PXVW� ZRUN� KDUGHU� WR� VHFXUH� WKH� LQFUHDVLQJO\� VFDUFH� UHVRXUFH� RI�
DWWHQWLRQ��$V�*LIIDUG���������TXRWHG�E\�*LUDOGR�DQG�)HUQDQGH]�����������GHVFULEHV��LQ�WKLV�FRQWH[W��WLPH�
EHFRPHV�D�GHWHUPLQLQJ�YDULDEOH�DQG�WKLV�OHDGV�WR�D�EDWWOH�LQ�WKH�FXOWXUDO�LQGXVWULHV�WR�FDSWXUH�WKLV�IUHH�
WLPH��0HDQZKLOH��VRFLDO�PHGLD�DUH�DW�DQ�DGYDQWDJH�LQ�WKH�DWWHQWLRQ�PDUNHW��

Commercial communication seeks to overcome the intrusiveness of traditional approaches by 

SURPRWLQJ� WKH�HPHUJHQFH�RI� IRUPDWV� WKDW�GR�QRW� LQWHUUXSW� WKH�XVHU� �6HOYD�DQG�&DUR�� ������ ������ ,Q�
IDFW��GLJLWDO�GLVSOD\�DGYHUWLVHPHQW�IRUPDWV�KDYH�QRW�UHSODFHG�WKH�UHYHQXH�ORVW�IURP�VKULQNLQJ�WUDGLWLRQDO�
IRUPV�RI�DGYHUWLVLQJ�� 7KH�GDWD� VXJJHVWV� WKDW�SHRSOH�GR�QRW� VHH� WKHP�DQG� WKDW�PDQ\�RI� WKHLU� FOLFNV�
are accidental. Audiences are irritated by pop-up adverts and auto-play videos, which has led to ad 

EORFNLQJ�WHFKQRORJ\�EHFRPLQJ�SRSXODU�DQG�HIIHFWLYH��6LUUDK��������

$GYHUWLVLQJ�QHHGV� WR� UHDFK�FRQVXPHUV�ZKR�DUH�PRUH�FULWLFDO��SURDFWLYH�DQG�SURIHVVLRQDOLVHG� LQ� WKHLU�
UHODWLRQVKLS�ZLWK� EUDQGV�� DQG� FUHGLELOLW\� KDV� EHFRPH�D� VFDUFH� FRPPRGLW\� �&DVWHOOy�0DUWtQH]�� ������
�����$WWUDFWLQJ�FRQVXPHUV�VKRXOG�QR�ORQJHU�EH�WKH�REMHFWLYH��,QVWHDG��EUDQGV�QHHG�WR�UHWDLQ�WKHP�E\�
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GHYHORSLQJ�ODVWLQJ�UHODWLRQVKLSV�ZLWK�XVHUV��5HJXHLUD������������LQ�RUGHU�WR�EXLOG�D�FRPPXQLW\�DQG�VHFXUH�
WKHLU�OR\DOW\�ZLWK�FRQYHUVDWLRQV�WKDW�KHOS�WR�UHLQIRUFH�HQJDJHPHQW��,I�LW�GRHV�QRW�WDNH�DFFRXQW�RI�WKH�
IDFW�WKDW�DXGLHQFHV�DUH�DFWLYH�DQG�VRFLDO��3DSt�*iOYH]� �������DGYHUWLVLQJ�FDQ�EH�LQWUXVLYH��7KH�NH\�OLHV�
LQ�JLYLQJ�LW�WKH�ULJKW�IRUP�

�����&KDQJH�RI�PRGHO�LQ�WKH�PHGLD

7HFKQRORJLFDO� FKDQJHV� KDYH� DOVR� EURXJKW� DERXW� D� UDGLFDO� WUDQVIRUPDWLRQ� LQ� WKH� FRQVXPSWLRQ� RI�
news content and in the ways the media operate. The shift from paper to the online format and the 

WHFKQRORJLFDO�HYROXWLRQ�RI�WKH�PHGLD�V\VWHP�LWVHOI�RSHQ�XS�D�VFHQDULR�PRYLQJ�WRZDUGV�PRUH�LQWHUDFWLYH�
DQG�FROODERUDWLYH�MRXUQDOLVP��&RQWHQW�SURGXFWLRQ��ZRUN�URXWLQHV��PHGLD�DQG�GLVWULEXWLRQ�VWUDWHJLHV��DQG�
EXVLQHVV�PRGHOV�DUH�XQGHUJRLQJ�PDMRU�FKDQJHV��&DVHUR�5LSROOpV���������������7KH�LQWUXVLRQ�RI�WKH�LQWHUQHW�
DQG�VRFLDO�PHGLD�KDV�UDGLFDOO\�FKDQJHG�WKH�XVH�DQG�FRQVXPSWLRQ�RI�LQIRUPDWLRQ�DQG�WKH�HPHUJHQFH�
RI�QHZ�QDWLYH�GLJLWDO�PHGLD�DQG�QHWZRUNV�DV�DOWHUQDWLYH�LQIRUPDWLRQ�FKDQQHOV�KDV�FRLQFLGHG�ZLWK�WKLV�
FKDQJH�LQ�WKH�EXVLQHVV�PRGHO��9LOODIDxH et al., ���������RSHQLQJ�XS�D�GHEDWH�DERXW�PHGLD�VXVWDLQDELOLW\�

0HGLD�PXVW�OLVWHQ�WR�WKHLU�DXGLHQFHV�DQG�OHDUQ�IURP�WKHP�LI�WKH\�DUH�WR�HQMR\�ORQJ�WHUP�VXFFHVV��-HQNLQV 
et al.�������������7KH�FRPELQDWLRQ�RI�QHWZRUNV�DQG�GLJLWDO�WHFKQRORJLHV�KDV�DOORZHG�FLWL]HQV�WR�H[SDQG�
MRXUQDOLVWLF�FRQWHQW�RU�GLUHFWO\�FUHDWH�QHZ�QHZV�VWRULHV��6FRODUL���������,Q�WKLV�SURFHVV�WKH�PHGLD�LV�WU\LQJ�
WR� RIIHU� LQFUHDVLQJO\� SHUVRQDOLVHG� FRQWHQW� ZKLOH� DXGLHQFHV� DUH� LQFUHDVLQJO\� ÀOWHULQJ� DQG� VHOHFWLQJ��
DOWKRXJK�WKH�FULWHULD�WKH\�XVH�DUH�QRW�YHU\�FOHDU��7KHUH�LV�FOHDUO\�DQ�RYHUVXSSO\�RI�LQIRUPDWLRQ��DQG��WR�
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).

,Q�WHUPV�RI�UHYHQXH��ZH�ÀQG�WKDW�GHVSLWH�WKH�IDFW�WKDW�DXGLHQFHV�DUH�PRUH�JOREDO�WKHVH�GD\V��LW�LV�GLIÀFXOW�
WR�PRQHWLVH�WKHP��2QH�RI� WKH�PDLQ�FDXVHV�RI� WKLV�KDV�EHHQ�WKH�PHGLD·V�FRPPLWPHQW� IURP�WKH�YHU\�
EHJLQQLQJ�WR�D�GLJLWDO�EXVLQHVV�PRGHO�DGYRFDWLQJ�IUHH�RQOLQH�FRQWHQW��7KLV�LV�VRPHWKLQJ�WKHLU�DXGLHQFHV�
TXLFNO\�EHFDPH�DFFXVWRPHG�WR��&DVHUR�5LSROOpV������������DQG�&DVHUR�5LSROOpV��������������0RVW�PHGLD�
FRPSDQLHV�RSHUDWLQJ�LQ�WKH�GLJLWDO�ZRUOG�GHSHQG�RQ�RQOLQH�DGYHUWLVLQJ�UHYHQXHV��DV�%RF]NRZVNL�DQG�
0LWFKHOVWHLQ��������SRLQW�RXW��7KHVH�KDYH�JURZQ��EXW�WKH\�DUH�D�ORQJ�ZD\�IURP�FRPSHQVDWLQJ�IRU�WKH�
IDOO�LQ�SULQW�DGYHUWLVLQJ�UHYHQXHV��DV�ODUJH�SODWIRUPV�VXFK�DV�)DFHERRN�DQG�*RRJOH�WDNH�WKH�OLRQ·V�VKDUH�
�FLWHG�E\�9DOHUR�DQG�*RQ]iOH]�������������

,Q� WKLV�TXHVW� IRU�PRQHWLVDWLRQ��RQH�RI� WKH�PRVW� LQWHUHVWLQJ�DOWHUQDWLYHV� WR�GLVSOD\�DGYHUWLVLQJ� LV�QDWLYH�
DGYHUWLVLQJ��ZKLFK�DOORZV�QHZV�SXEOLVKHUV�WR�FKDUJH�EUDQGV�IRU�ZRUN�WKDW�KDV�WUDGLWLRQDOO\�EHHQ�GRQH�
E\�35�FRPSDQLHV�� ,I�QDWLYH�DGYHUWLVLQJ�SURYHV� WR�EH�D�YLDEOH�EXVLQHVV�PRGHO�� LW�FRXOG�KHOS�VXVWDLQ�D�
VWUXJJOLQJ� LQGXVWU\� E\� SURYLGLQJ� LQIRUPDWLYH� DQG� HQWHUWDLQLQJ� DGYHUWLVLQJ�� ZKLFK�ZRXOG� DOVR� H[SDQG�
MRXUQDOLVWLF�SUDFWLFH��,I�SURYHV�WR�EH�WKH�FDVH��WKH�LQGXVWU\�VKRXOG�H[SHFW�DQ�LQFUHDVH�LQ�WKH�XVH�RI�QDWLYH�
DGYHUWLVLQJ��)HUUHU�����������

�����%UDQGHG�FRQWHQW��QDWLYH�DGYHUWLVLQJ�DQG�RSSRUWXQLWLHV�IRU�EUDQGV�DQG�PHGLD

$OWKRXJK� WKH�RULJLQV� RI� FRQWHQW� FUHDWLRQ�E\�EUDQGV�GDWH�EDFN� WR� WKH� ODWH� ��th� FHQWXU\� �$JXLOHUD�et 
al.�������������5RGUtJXH]�)HUUiQGL]���������WKH�H[SRQHQWLDO�LQFUHDVH�KDV�EHHQ�LQ�UHFHQW�\HDUV��DV�LW�KDV�
EHFRPH�DQ�HVVHQWLDO�SDUW�RI�EUDQGLQJ��6WDOPDQ���������%UDQGV�KDYH�MRLQHG�LQ�ZLWK�WKH�SKHQRPHQRQ�RI�
branded content, ZKLFK�FRQVLVWV�RI�FUHDWLQJ�UHOHYDQW��HQWHUWDLQLQJ�RU�LQWHUHVWLQJ�FRQWHQW�WKDW�GRHV�QRW�
ORRN� OLNH�DGYHUWLVLQJ��7KLV� LV�XVHG�WR�FUHDWH�DXGLHQFHV�DQG�FRQQHFW�ZLWK�WKHP��'HO�3LQR�5RPHUR�DQG�
&DVWHOOy�0DUWtQH]���������DV�ZHOO�DV�WUDQVPLWWLQJ�WKH�YDOXHV�DVVRFLDWHG�ZLWK�WKH�EUDQG��ZKLFK�LV�NHSW�LQ�
WKH�EDFNJURXQG��,$%������������

7KH�ERRP�LQ�QDWLYH�DGYHUWLVLQJ�KDV�EHHQ�FRQVLGHUDEOH��,Q�LWV�DUWLFOH�´7KH�8OWLPDWH�1DWLYH�$GV�*XLGH�IRU�
����µ�WKH�1DWLYH�$GYHUWLVLQJ�,QVWLWXWH�GHVFULEHV�WKLV�DV�DGYHUWLVLQJ�WKDW�FRLQFLGHV�ZLWK�WKH�FRQWHQW�RI�WKH�
media outlet in which it appears in both form and function. The aim is not to interrupt readers, so it must 

EH�FRQWHQW�WKDW�LV�SHUFHLYHG�DV�RUJDQLF��HYHQ�LI�LW�LV�SDLG�IRU�E\�WKH�EUDQG��1DWLYH�DGYHUWLVLQJ�FDQ�WDNH�
D�ZLGH�YDULHW\�RI� IRUPV�� UDQJLQJ� IURP�VSRQVRUHG�SRVWV�RQ� VRFLDO�PHGLD�SODWIRUPV�� VSRQVRUHG�DUWLFOHV�
DQG�YLGHRV�RQ�VLWHV�WKDW�SXEOLVK�RULJLQDO�FRQWHQW��DQG�VSRQVRUHG�OLQNV�DQG�UHFRPPHQGDWLRQ�EORFNV�LQ�
FRQWHQW�SURYLGHUV�DQG�LQWHUQHW�VHDUFK�HQJLQHV��:RMG\QVNL�DQG�*RODQ���������������

1DWLYH�DGYHUWLVLQJ�ZLWKLQ�PHGLD�PXVW�UHO\�RQ�D�QHZVSDSHU·V�DELOLW\�WR�WUDQVIHU�WKH�QDUUDWLYH�FUHGLELOLW\�
of its newsroom to the branded content department (Sirrah, 2019). These departments appeared for 

WKH�ÀUVW�WLPH�LQ�QDWLYH�GLJLWDO�PHGLD��VXFK�DV�%X]])HHG�DQG�WKH�+XIÀQJWRQ�3RVW, which adopted native 

DGYHUWLVLQJ��,WV�HFRQRPLF�VXFFHVV�ZDV�VXFK��&KLWWXP��������WKDW�WKHVH�ZHUH�VRRQ�MRLQHG�E\�ELJ�WLWOHV�VXFK�
as the New York Times, which created the T-Brand Studio, or The Guardian�ZLWK�*XDUGLDQ�/DEV��WDNLQJ�
WKLV�SKHQRPHQRQ�WR�D�KLJKHU�OHYHO�RI�SURIHVVLRQDOLVDWLRQ��FLWHG�E\�)HUUHU�������������

$FFRUGLQJ� WR� WKH�Native Advertising Institute,� QDWLYH� DGYHUWLVLQJ� JHQHUDWHG� ���� RI� WRWDO� DGYHUWLVLQJ�
UHYHQXH�IRU�QHZV�PHGLD�LQ�������DQG�WKH�ÀJXUH�LV�H[SHFWHG�WR�UHDFK�����IRU�������7KH�SHUFHQWDJHV�DUH�
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HYHQ�KLJKHU�IRU�PDJD]LQH�SXEOLVKHUV��ZKR�HDUQHG�XS�WR�����RI�DGYHUWLVLQJ�UHYHQXH�LQ�WKLV�ZD\�LQ�������
ZKLFK�LV�H[SHFWHG�WR�LQFUHDVH�WR�����LQ�������7KLV� LV�GXH�WR�WKH�IDFW�WKDW�SHUVRQDOLVHG�FRQWHQW�DOORZV�
SXEOLVKHUV�WR�GLYHUVLI\�WKHLU�UHYHQXH�VWUHDP��DFFRUGLQJ�WR�/\QFK���������$V�6LUUDK��������VWDWHV��WKH\�DUH�
QRZ�DFWLYHO\�LQYROYHG�LQ�DWWUDFWLQJ�DQG�ZRUNLQJ�ZLWK�DGYHUWLVHUV��FLWHG�E\�$SRVWRO������������

&RPPXQLFDWLRQ�DQG�PDUNHWLQJ�VSHFLDOLVWV�ZRUN�ZLWK�SXEOLVKHUV�EHFDXVH�WKH\�ZDQW�WR�EH�DVVRFLDWHG�
ZLWK�WKH�WUXVW�SHRSOH�SODFH�LQ�WKH�PHGLD��7KH�PHGLD�KDYH�WKHUHIRUH�EHJXQ�WR�RIIHU�D�VHULHV�RI�SURGXFWV�
DQG�VHUYLFHV�PRUH�W\SLFDO�RI�DGYHUWLVLQJ�DJHQFLHV�WKDQ�PHGLD�RXWOHWV��FUHDWLQJ�DQ�LQWLPDWH�UHODWLRQVKLS�
EHWZHHQ�EUDQGV�DQG�SXEOLVKHUV�WKDW�GHVHUYHV�FORVH�H[DPLQDWLRQ��6LUUDK��������

���0HWKRGRORJ\

7KH�JHQHUDO�DLP�RI� WKLV�TXDOLWDWLYH� UHVHDUFK� LV� WR�JHQHUDWH�NQRZOHGJH�DERXW� WKH�QHZ�SURGXFWV�DQG�
services linked to the creation of content for brands by the branded content departments of the main 

6SDQLVK�QHZVSDSHUV��7KH�VSHFLÀF�REMHFWLYHV�DUH�

���7R�GHÀQH��FDWDORJXH�DQG�GHVFULEH�WKH�SURGXFWV�DQG�VHUYLFHV�JHQHUDWHG�

���7R�RSHQ�XS�D�GHEDWH�RQ�WHUPLQRORJ\�IRU�HGLWRULDO�SURGXFWV��EUDQGHG�FRQWHQW�DQG�QDWLYH�DGYHUWLVLQJ�

���7R�GHWHFW�QHZ�EUDQG�VWUDWHJLHV�LQ�FRRSHUDWLRQ�ZLWK�WKH�PHGLD�

,Q�RUGHU�WR�REWDLQ�WKH�KROLVWLF�NQRZOHGJH�UHTXLUHG�LQ�TXDOLWDWLYH�UHVHDUFK��6ROHU�������������WZR�SLHFHV�RI�
ÀHOGZRUN�KDYH�EHHQ�FDUULHG�RXW�

���([SHUW�RSLQLRQV��/DIXHQWH�DQG�0DUtQ������������� LQ�ZKLFK�ÀQGLQJ�RXW�DERXW�WKH�SURIHVVLRQDO� URXWLQH�
RI�WKH�PDQDJHUV�RI�WKH�GHSDUWPHQWV�XQGHU�VWXG\�KDV�EHHQ�IXQGDPHQWDO��7KLV�KDV�EHHQ�GRQH�XVLQJ�LQ�
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:

��7KH�GHÀQLWLRQ�RI�WKH�EXVLQHVV�XQLW�LWVHOI��

��7KH�SUHVHQWDWLRQ�DQG�GHÀQLWLRQ�RI�WKH�SURGXFWV�DQG�VHUYLFHV�LW�RIIHUV�

7KH�VDPSOH� LV�VHOHFWHG�IURP�WKH�VWXG\�XQLYHUVH�REWDLQHG�IURP�&RP6FRUH·V�-XQH������5DQNLQJ�1HZV��
7KLV�UDQNLQJ�LV�D�UHIHUHQFH�IRU�LQGXVWU\�SURIHVVLRQDOV��DV�LW�PHDVXUHV�PHGLD�DXGLHQFHV�RQ�GLIIHUHQW�GLJLWDO�
platforms.

)LJXUH����5DQNLQJ�1HZV�&RP6FRUH�7RS����1HZV��-XQH������
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7KLV�UDQNLQJ�FRQÀUPHG�WKH�QHHG�WR�LQWHUYLHZ�H[SHUWV�IURP�IRXU�W\SHV�RI�PHGLD�WR�REWDLQ�NQRZOHGJH�RI�
WKHLU�GLIIHUHQW�EXVLQHVV�PRGHOV��DV�HDFK�RI�WKHP�KDV�GLIIHUHQW�H[SHULHQFH�DQG�GLIIHUHQW�WHFKQRORJLFDO�
development.

• 1HZV�LQIRUPDWLRQ�FDWHJRU\��6HOHFWLRQ�RI�FRPPXQLFDWLRQ�JURXSV�ZLWK� WKH�PDLQ� WUDGLWLRQDO�
media titles.

• 1HZV�LQIRUPDWLRQ�FDWHJRU\��6HOHFWLRQ�RI�QDWLYH�GLJLWDO�PHGLD�
• 1LFKH�FRQWHQW�FDWHJRU\��6HOHFWLRQ�RI�YHUWLFDO�PHGLD�IRU�VSHFLÀF�FRQVXPSWLRQ�DUHDV�
• 0LOOHQQLDO�PHGLD�FDWHJRU\��6HOHFWLRQ�RI�PHGLD�DLPHG�DW�PLOOHQQLDO audiences who use social 

media as their main channel.

7KLV�FDWHJRULVDWLRQ�RI�WKH�PHGLD�KDV�UHVXOWHG�LQ�D�FRQYHQLHQFH�VDPSOH��*DLWiQ�DQG�3LxXHO��������������7KH�
PHGLD�UHSUHVHQWHG�DUH�DPRQJ�WKH�WRS�UDQNHG�PHGLD�LQ�WKH������&RP6FRUH�UDQNLQJ��7KH�LQWHUYLHZHHV�
ZHUH����H[HFXWLYHV�IURP����PHGLD�JURXSV�RU�PHGLD�RXWOHWV��$OO�RI�WKHP�DUH�LQIRUPHG�VXEMHFWV�ZKR�KDYH�
GHHS�NQRZOHGJH�RI�WKH�LVVXH�ZH�DUH�UHVHDUFKLQJ��*DLWiQ�DQG�3LxXHO������������

)LJXUH����Sample of managers and groups/media.

Source: own creation
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These interviews were carried out between 20 November 2019 and 10 July 2020. 12 were face-to-

IDFH�DQG�WKH\�ODVWHG�DQ�DYHUDJH�RI�����PLQXWHV��2QO\�WKUHH�KDG�WR�EH�FDUULHG�RXW�RQOLQH�EHFDXVH�RI�
the pandemic and lockdown. The in-depth interview followed a structured script (Vilches, 2011: 216-

�����DQG�WKH�TXHVWLRQV�DVNHG�ZHUH�RUJDQLVHG� LQWR�IRXU�WKHPDWLF�EORFNV��&RQGXFWLQJ�WKH� LQWHUYLHZ�LQ�
WKH�ZRUNSODFH�²� LQ�WKH�HQYLURQPHQW�ZKHUH�WKH�DFWLYLW\� LV�FDUULHG�RXW�²�DOVR�PHDQW�ZH�FRXOG�SUHSDUH�
checklists in advance.

The interview included open-ended questions and some closed-ended questions with lists of options 

�9LOFKHV������������������$�KRUL]RQWDO�DQDO\VLV�ZDV�DSSOLHG�WR�WKH�UHVXOWV��DV�WKH�LQWHUHVW�OLHV�LQ�WKH�VHW�RI�
UHVSRQVHV��*DLWiQ�DQG�3LxXHO��������������2QO\�ZKHQ�WKH�GLIIHUHQFHV�ZHUH�VXEVWDQWLDO�ZDV�WKH�PHGLD�
FDWHJRU\�VSHFLÀHG��'LUHFW�TXRWHV�IURP�VRPH�LQWHUYLHZHHV�ZLOO�EH�JLYHQ�LQ�WKH�SUHVHQWDWLRQ�RI�WKH�UHVXOWV�
to illustrate ideas.

3DUWLFLSDQWV�LQ�WKH�ÀHOGZRUN�ZHUH�YHU\�LQWHUHVWHG�LQ�WKH�FRQFOXVLRQV�RI�WKH�VWXG\��DV�WKH�IDFW�WKDW�WKHVH�
departments were set up only recently means they lack any real references. The observation and 

DQDO\VLV�RI�WKH�ZHEVLWHV�ZDV�FDUULHG�RXW�XVLQJ�DQ�DQDO\VLV�WHPSODWH�

7KLV�LV�D�PHWKRGRORJLFDO�DSSURDFK�WKDW�PHHWV�WKH�IXQGDPHQWDO�UHTXLUHPHQWV��ÉOYDUH]�*D\RX����������
33) of validity, reliability and sample, with the criterion of qualitative representativeness (Wimmer and 

'RPLQLFN�������������)LQDOO\��D�GLVFXVVLRQ�LV�RSHQHG�WR�FRPSDUH�WKH�UHVXOWV��7KLV�ZLOO�KHOS�XV�WR�VXJJHVW�
FULWLFDO�UHÁHFWLRQ�ZLWK�SUDFWLFDO�LPSOLFDWLRQV�IRU�WKH�IXWXUH�

3. Results

�����7KH�QHZ�EUDQGHG�FRQWHQW�GHSDUWPHQWV�LQ�WKH�6SDQLVK�PHGLD

7KLV�SKHQRPHQRQ��ZKLFK�KDV� LWV� RULJLQV� LQ� WKH� (QJOLVK�VSHDNLQJ� MRXUQDOLVWLF�ZRUOG�� KDV� ÀQDOO\�EHFRPH�
established in Spain. This is shown in the sample drawn up for the study, in which all media of a certain 

VL]H�KDYH�D�VSHFLÀF�GHSDUWPHQW�IRU�FUHDWLQJ�FRQWHQW�IRU�EUDQGV�

7KH�WUDGLWLRQDO�UHODWLRQVKLS�EHWZHHQ�WKH�PHGLD�DQG�EUDQGV�ZDV�EDVHG�RQ�WKH�SXUFKDVH�RI�DGYHUWLVLQJ�
VSDFH��6SHFLDO�VHUYLFHV�FRXOG�EH�RIIHUHG��EXW�LW�ZDV�QRW�XQWLO�WKH�DUULYDO�RI�WKH�GLJLWDO�UHYROXWLRQ�WKDW�D�
QHZ�GHPDQG�IURP�EUDQGV�DURVH��DV�H[SODLQHG�E\�WKH�KHDG�RI�3ULVD�%UDQG�6ROXWLRQ��/H\UH�5RGUtJXH]�

´%UDQGV�ZHUH�YHU\�LQWHUHVWHG�LQ�FRQWHQW�DQG��DOWKRXJK�WKHUH�ZDV�WKH�SRVVLELOLW\�RI�DGYHUWRULDOV��
WKH\�VWDUWHG�WR�DVN�XV�WR�ZULWH�WKHP�EHFDXVH��XQOLNH�WKH�DJHQFLHV�WKDW�ZULWH�IRU�EUDQGV��ZH�
ZULWH�IRU�RXU�DXGLHQFH�DQG�ZH�NQRZ�ZKDW�WR�WDON�DERXWµ��9HUEDWLP�������������

7KH�H[SRQHQWLDO� LQFUHDVH� LQ� UHFHQW�\HDUV� LQ� WKH�GHPDQG� IURP�EUDQGV� IRU�QHZ�HGLWRULDO�SURGXFWV�KDV�
IRUFHG�WKH�PHGLD�WR�UHVSRQG�ZLWK�WKHVH�QHZ�GHSDUWPHQWV��DV�-RUJH�0DGULG�RI�&RQGé Nast tells us:

´7KLV� LV�D�QDWXUDO�GHYHORSPHQW�RI�RXU�EXVLQHVV�DQG�RXU�FXVWRPHUV·� UHTXLUHPHQWV�RI�XV��:LWK�
GLJLWDO�GHYHORSPHQW�WKLV�KDV�EHHQ�JURZLQJ��,W�KDV�EHFRPH�ELJJHU��PRUH�FRPSOH[��DQG�PRUH�
VRSKLVWLFDWHGµ��9HUEDWLP������������

7KLV�VLWXDWLRQ�UHTXLUHV�VSHFLDOLVHG�VWDII��ERWK�LQ�FRQWHQW�JHQHUDWLRQ�DQG�LQ�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ�
VWUDWHJLHV��7KH�QHZ�GHSDUWPHQWV�QRZ�OHDG�FRQWHQW�SURMHFWV�ZLWK�EUDQGV��DFKLHYLQJ�ZRUNÁRZV�WKDW�KHOS�
streamline commissions and channel them via a dedicated team. This has relieved the newsroom of an 

H[WUD�ZRUNORDG�WKDW�XVHG�WR�JHQHUDWH�IULFWLRQ�ZLWK�WKH�VDOHV�GHSDUWPHQWV�

$PRQJ�WKH�IHDWXUHV�RI�WKLV�SKHQRPHQRQ�LV�LWV�UHFHQW�FUHDWLRQ��DV�PRUH�WKDQ�WZR�WKLUGV�RI�WKH�VDPSOH�
RI�EUDQGHG�FRQWHQW�GHSDUWPHQWV�KDYH�EHHQ�VHW�XS�ZLWKLQ�WKH�ODVW�ÀYH�\HDUV�DQG�DUH�VWLOO�LQYROYHG�LQ�D�
FRQVROLGDWLRQ�SURFHVV��6HFRQGO\��WKHUH�LV�WKH�ODUJH�LQFUHDVH�LQ�WKH�YROXPH�RI�EXVLQHVV�DQG��FRQVHTXHQWO\��
WKH�QXPEHU�RI�SURIHVVLRQDOV�ZKR�GLUHFWO\�RU�LQGLUHFWO\�HQG�XS�OLQNHG�WR�WKH�GHSDUWPHQW��DV�$QD�0XOWLJQHU��
of Hearst, points out:

´'HYHORSPHQW�ZDV�IDLUO\�JUDGXDO�DQG�FDOP�GXULQJ�WKH�ÀUVW�WKUHH�\HDUV��EXW�LQ�WKH�ODVW�WZR�\HDUV�
LW�KDV�EHHQ�H[SRQHQWLDO�DQG�WKH�VWUXFWXUH�KDV�JURZQ�D�ORW�²�WKH�QXPEHU�RI�ZRUNHUV�KDV�WRR��,Q�
WKH�ODVW�WZR�\HDUV��WKH�ZRUN�KDV�WULSOHGµ��9HUEDWLP�������������

,Q�JHQHUDO��ZH�VHH�WKDW�WKHVH�EUDQGHG�FRQWHQW�GHSDUWPHQWV�HQMR\�D�GHJUHH�RI�DXWRQRP\�ZLWKLQ�WKH�
SDUWLFXODU�PHGLD�RXWOHW��$OWKRXJK�VRPH�RI�WKHP�SUHVHQW�WKHPVHOYHV�DV�GHSDUWPHQWV�RU�WHDPV�WKDW�DUH�
XVXDOO\� LQWHJUDWHG� LQWR� WKH�EXVLQHVV� XQLW��PRVW� RI� WKHP�KDYH� WKHLU� RZQ� LGHQWLW\� SURMHFWHG� YLD� GLJLWDO�
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 

FRQWHQW� WR�EH�GLVVHPLQDWHG� YLD� WKH�EUDQG·V� RZQ�FKDQQHOV�� DQG�QRW� LQ� WKH�PHGLD�RXWOHW� LWVHOI�� LV� RQ�
RIIHU��,Q�VRPH�FDVHV��WKH�GHSDUWPHQW�WUDQVFHQGV�WKH�RXWOHW�DQG�EHFRPHV�DQ�DGYHUWLVLQJ�DJHQF\�ZLWK�
D�GLVWLQFW�SURÀOH�RI�LWV�RZQ�
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�����1HZ�SURGXFWV�RIIHUHG�WR�EUDQGV

�������1DWLYH�DGYHUWLVLQJ

7KLV�LV�XQGRXEWHGO\�WKH�HGLWRULDO�SURGXFW�WKDW�EHVW�UHSUHVHQWV�WKH�WUDQVIRUPDWLRQ�H[SHULHQFHG�E\�EUDQGV�
LQ�UHODWLRQ�WR�WKH�PHGLD��DV�0DUWD�*HVWR�RI�9RFHQWR�WHOOV�XV�

´7KH�EUDQGV�ZHUH�DOUHDG\�WKHUH��7KH\�KDYH�KLVWRULFDOO\�EHHQ�DGYHUWLVHUV��:KDW�ZH�DUH�GRLQJ�
QRZ�LV�RIIHULQJ�WKHP�D�QHZ�ZD\�WR�UHDFK�RXU�UHDGHUVµ��9HUEDWLP�������������

%DVHG�RQ�WKH�FRQWHQW�DQDO\VLV�RI�WKH�GHÀQLWLRQ�DQG�SUHVHQWDWLRQ�RI�SURGXFWV�DQG�VHUYLFHV�RQ�ZHEVLWHV��
DV�ZHOO�DV�IURP�RXU�LQWHUYLHZV��LW�FDQ�EH�VWDWHG�WKDW�D�ODUJH�SDUW�RI�WKH�RIIHU�LV�EDVHG�RQ�WKH�%UDQGHG�
Native Content form included in the Native Advertising Playbook 2.0:

´%UDQG�SDLG�FRQWHQW�LV�SXEOLVKHG�LQ�WKH�VDPH�HGLWRULDO�IRUPDW�XVHG�E\�WKH�PHGLD�RXWOHW�WKDW�
KRVWV�LW��*HQHUDOO\��WKH�FRQWHQW�LV�SURGXFHG�E\�WKH�SXEOLVKHU·V�RZQ�FRQWHQW�WHDPV��7KLV�EUDQGHG�
FRQWHQW� LV� UHSUHVHQWHG� RQ� D� SDJH�� KRVWHG� DQG� VHUYHG� MXVW� OLNH� DOO� HGLWRULDO� H[SHULHQFHV��
6FKHGXOLQJ��WUDFNLQJ�DQG�UHSRUWLQJ�DUH�W\SLFDOO\�SURYLGHG�E\�WKH�YHQGRUµ��,$%��������

$FFRUGLQJ� WR� WKH� ,$%�� WKLV� W\SH� RI� QDWLYH� DGYHUWLVLQJ� LV� DOVR� NQRZQ� DV� EUDQGHG� FRQWHQW�� VSRQVRUHG�
FRQWHQW�RU�FXVWRP�FRQWHQW��7KHVH�WHUPV�DUH�RIWHQ�XVHG�E\�WKH�HGLWRULDO�PHGLD�WKHPVHOYHV�LQ�ODEHOOLQJ�
VXFK�FRQWHQW�WR�PDNH�LW�FOHDU�WR�UHDGHUV�WKDW�WKH\�DUH�ORRNLQJ�DW�VRPHWKLQJ�FUHDWHG�E\�RU�IRU�D�EUDQG�

$FFRUGLQJ�WR�$OHMDQGUR�7HRGRUR�RI�%UDQGV�/DE��RQH�RI�WKH�UHDVRQV�EUDQGV�DUH�ORRNLQJ�DW�WKLV�W\SH�RI�
FRQWHQW� LV� WKH�GLIÀFXOW\� WKH\�QRZ�KDYH� LQ�JHWWLQJ� IUHH�PHGLD�FRYHUDJH�� 7KH\�DUH�DOVR�DZDUH�RI� WKH�
LPSRUWDQFH�RI�QDWLYH�DGYHUWLVLQJ�LQ�JXDUDQWHHLQJ�WKH�LPSDFW�RI�D�QHZV�VWRU\�DQG�LWV�YLVLELOLW\��7KH�%UDQGV�
/DE�XQLW��ZKLFK�LV�UHVSRQVLEOH�IRU�WKH�*RGy�JURXS·V�FRQWHQW��GHVFULEHV�LW�RQ�LWV�ZHEVLWH�DV�

-RXUQDOLVWLF�EDVHG�FRQWHQW�IRU�EUDQGV�WKDW�LQWHJUDWHV�RUJDQLFDOO\�LQWR�WKH�PHGLXP�DQG�DOLJQV�
ZLWK�RXU�DXGLHQFH·V�H[SHFWDWLRQV�� ,Q�WKLV�ZD\�ZH�SURYLGH�WKH�FRQWHQW�ZLWK�PD[LPXP�UHDFK�
DQG�YLVLELOLW\�LQ�DQ�LQFUHDVLQJO\�YLVXDO�DQG�LQWHUDFWLYH�HQYLURQPHQW��KWWSV���ZZZ�JRGRVWUDWHJLHV�
FRP�SUR\HFWRV�EUDQGHG�FRQWHQW���ZHEVLWH�FRQVXOWHG�RQ�������������

$QG�DV�6tOYLD�*RQ]iOH]�DQG�$XURUD�<DxH]��IURP�8(�6WXGLR��UHPLQG�XV�

´7KH�XVHU�LV�EHLQJ�JLYHQ�TXDOLW\�FRQWHQW��DV�WKH�EUDQG·V�REMHFWLYH�LV�QRW�WR�VHOO��,QVWHDG��VXFK�
FRQWHQW�LV�KRVWHG�LQ�HGLWRULDO�VSDFHV�WR�JHQHUDWH�HQJDJHPHQW�DQG�DOORZ�EUDQGV�WR�DSSURDFK�
D�VHJPHQWHG�DXGLHQFH�E\�RIIHULQJ�WKHP�LQIRUPDWLRQ�WKDW·V�LQWHUHVWLQJ�DQG�XVHIXOµ��9HUEDWLP�
������������

'HVSLWH�WKH�IDYRXUDEOH�VFHQDULR�IRU�WKH�GHYHORSPHQW�RI�QDWLYH�DGYHUWLVLQJ��VRPH�PDQDJHUV�RI�RWKHU�
PHGLD�DUH�PRUH�FDXWLRXV�DQG�DGPLW� WKDW�����RI� WKH�FRQWHQW� WKH\�JHQHUDWH�FRQVLVWV�RI�DGYHUWRULDOV�
DQG�RQO\�����LV�QDWLYH�DGYHUWLVLQJ��,W�VHHPV�TXLWH�FRPPRQ�IRU�SURMHFWV�WKDW�DUH�RULJLQDOO\�LQWHQGHG�WR�
SUHVHUYH�WKH�HGLWRULDO�YDOXH�RI�WKH�FRQWHQW�WR�EH�DOWHUHG�DW�WKH�FOLHQW·V�UHTXHVW��DV�$WDOD�0DUWtQ�RI�3UHQVD�
Ibérica comments:

´,�KDYH�D�FOLHQW�IURP�D�ELJ�EUDQG��ZKRVH�&65�GHSDUWPHQW�XQGHUVWDQGV�SHUIHFWO\�ZHOO�WKDW�ZKDW�
ZH�DUH�GRLQJ�LV�EUDQGHG�FRQWHQW��EXW�WKH\�ZDQW�WKHLU�EUDQG�WR�EH�IHDWXUHG��DQG�WKH�EUDQG�
H[SRVXUH�LV�VR�KLJK�WKDW�LQ�WKH�HQG�,�KDYH�WR�VD\�WKDW�LW�LV�DQ�DGYHUWRULDOµ��9HUEDWLP�������������

)HGUD�9DOGHUUH\�� FUHDWLYH�GLUHFWRU� RI� %OXHPHGLD��DGPLWV� WKDW�� DOWKRXJK� LW� GHSHQGV�RQ� WKH�EUDQG�� LQ�
JHQHUDO� LW� LV� GLIÀFXOW� WR�PDNH�EUDQGHG�FRQWHQW� EHFDXVH� LW� LV� RIWHQ� FRQIXVHG�ZLWK� DGYHUWRULDOV�� 7KH\�
are even sent press releases for publication which are referred to as branded content. Despite these 

QXDQFHV��WKH�YDVW�PDMRULW\�RI�WKH�PHGLD�LQWHUYLHZHG�UHFRJQLVH�WKDW�WKLV�QHZ�SURGXFW�LV�LQFUHDVLQJO\�LQ�
GHPDQG�DQG�WKDW�LW�LV�EHFRPLQJ�ZHOO�HVWDEOLVKHG�

�������%UDQGHG�FRQWHQW

7KH�PHGLD�WKDW�KDYH�HVWDEOLVKHG�DQ�DGYHUWLVLQJ�DJHQF\�UHODWLRQVKLS�ZLWK�EUDQGV�FUHDWH�FRQWHQW�WKDW�
LV�GHVLJQHG�WR�EH�GLVWULEXWHG�LQ�WKH�EUDQG·V�RZQ�FKDQQHOV��7KHLU�HGLWRULDO� LQWHOOLJHQFH�DQG�NQRZOHGJH�
RI�WKH�FRPSOH[�GLVWULEXWLRQ�V\VWHP��UDWKHU�WKDQ�WKH�UHSXWDWLRQDO�FRPSRQHQW�RI�WKH�PHGLD�RXWOHW�RU�LWV�
DXGLHQFH�UHDFK��DUH�WKHUHIRUH�GHWHUPLQLQJ�IDFWRUV��6RPH�PHGLD�KDYH�GHYHORSHG�WZR�OLQHV�RI�EXVLQHVV��
DV�LQ�WKH�FDVH�RI�&RQGp�1DVW��DV�-RUJH�0DGULG�H[SODLQV�

´7KH�QDWXUDO�HYROXWLRQ�RI�WKH�EXVLQHVV�ZDV�WKDW�RXU�FOLHQWV�VWDUWHG�GRLQJ�QDWLYH�DGYHUWLVLQJ�DQG�
DUH�QRZ�FUHDWLQJ�FRQWHQW�IRU�WKHLU�RZQ�FKDQQHOV��6R�ZH·YH�JRQH�RQ�WR�SURYLGH�DQ�DJHQF\�
VHUYLFH�VSHFLDOLVLQJ�LQ�FRQWHQW�FUHDWLRQµ��9HUEDWLP������������
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7KLV�LV�KRZ�WKH\�GHÀQH�WKHPVHOYHV�RQ�WKHLU�ZHEVLWH��

&RQGp�1DVW� &UHDWLYH� 6WXGLR� LV� D�PXOWLGLVFLSOLQDU\� WHDP� WKDW� FUHDWHV� HIIHFWLYH�� KLJK�TXDOLW\�
EUDQGHG� FRQWHQW� E\� FRPELQLQJ� PRUH� WKDQ� D� FHQWXU\� RI� HGLWRULDO� H[SHULHQFH� ZLWK� WKH�
LPSOHPHQWDWLRQ�RI�GDWD�DQDO\VLV�LQ�RXU�ZRUN�SURFHVV��:H�KDYH�SUHFLVH��H[WHQVLYH�NQRZOHGJH�
RI�ZKLFK�WRSLFV�DQG�ZKLFK�IRUPDWV�FRQQHFW�EHVW�ZLWK�HDFK�DXGLHQFH�LQ�HDFK�FRQWH[W��KWWS���
ZZZ�FRQGHQDVWVWRULHV�HV�DGQ���ZHEVLWH�DFFHVVHG�RQ��������������

2QH�RI�WKH�FRPPXQLFDWLRQ�JURXSV�WKDW�EHVW� UHSUHVHQWV�WKLV� UHYROXWLRQ� LQ�WKH�VHDUFK�IRU�QHZ�EXVLQHVV�
PRGHOV� LV�:HEHGLD��$OH[�)HUUHUR�H[SODLQV� WKDW�WKHLU�SURMHFWV�DUH�GLYLGHG�EHWZHHQ�FRQWHQW� IRU�EUDQGV�
ORFDWHG�LQ�WKH�YDULRXV�:HEHGLD�3XEOLVKLQJ�WLWOHV��ZKHUH�EUDQGV�SD\�WR�DSSHDU��SDLG�PHGLD��DQG�SURMHFWV�
ZKHUH�WKH�FRQWHQW�LV�KRVWHG�RQ�EUDQG�FKDQQHOV��RZQ�PHGLD���+H�LV�FRQÀGHQW�LQ�KLV�XVH�RI�WHUPLQRORJ\�
DQG�UHIHUV�WR�DOO�FRQWHQW�FUHDWHG�IRU�EUDQGV�DV�EUDQGHG�FRQWHQW��ZKHUHDV�QDWLYH�DGYHUWLVLQJ�UHIHUV�WR�
WKDW�KRVWHG�E\�DQ\�RI�WKH�JURXS·V�WLWOHV��

$QRWKHU�EXVLQHVV�PRGHO�VLPLODU�WR�D�GLJLWDO�DJHQF\�LV�WKDW�RI�3OD\JURXQG�6WXGLR��ZKLFK�EHJDQ�DV�D�QDWLYH�
GLJLWDO� PHGLD� RXWOHW� ZLWK� ODUJH� DXGLHQFHV�� +HUH�� UHODWLRQVKLSV� ZLWK� EUDQGV� DUH� FODVVLÀHG� GHSHQGLQJ�
RQ�ZKHWKHU�WKH\�XVH�QDWLYH�DGYHUWLVLQJ�DQG�DUH� LQWHJUDWHG�LQWR�WKH�HGLWRULDO�PHGLXP�ZLWK�VSRQVRUHG�
FRQWHQW� LQ� LWV� VWDU� IRUPDWV�� VXFK�DV�YLGHR�QHZV��RU�ZKHWKHU� WKH\�WXUQ�WR�3OD\JURXQG�WR�VHHN�H[SHUWLVH�
LQ�FRQWHQW�FUHDWLRQ�DQG�GLVWULEXWLRQ�� UHSOLFDWLQJ� VXFFHVVIXO� IRUPXODV� IURP� WKH�EUDQG·V�RZQ�SODWIRUPV��
3OD\JURXQG·V�&KLHI�5HYHQXH�2IÀFHU��'DYLW�0LUó says: 

´:H� KDYH� D�PHGLD� RXWOHW� DQG� ZH� KDYH� DQ� DJHQF\�� 7KH�PHGLD� RXWOHW� LV� WKH� OHDGHU� ZLWK�
PLOOHQQLDO�DXGLHQFHV�RQ�VRFLDO�PHGLD�DQG�IRU�WKH�DJHQF\�LW�LV�YHU\�LPSRUWDQW�WKDW�WKH�PHGLD�
RXWOHW�LV�YLVLEOH�DQG�KDV�D�OHDGLQJ�SRVLWLRQ�LQ�WKH�UDQNLQJ�IRU�VRFLDO�YLGHR�DXGLHQFHV�RU�WKDW�LW�KDV�
YLUDO�KLWV��7KDW·V�ZKHUH�WKH�RSSRUWXQLWLHV�KDYH�FRPH�IURP��DQG�VRPH�EUDQGV�KDYH�DVNHG�XV�WR�
GR�WKHLU�FRQWHQW�FDPSDLJQV�DQG�WDNH�WKHP�WR�WKH�QHWZRUNVµ��,QWHUYLHZ�������������

$W�<RURNREX��LW�LV�FXULRXV�WR�QRWH�WKDW�WKH�EUDQGHG�FRQWHQW�DJHQF\�ZDV�ERUQ�LQ�SDUDOOHO�ZLWK�WKH�HGLWRULDO�
project:

´:H�ZHUH�FOHDU�IURP�WKH�EHJLQQLQJ�WKDW�ZH�ZRXOG�JHQHUDWH�EUDQGHG�FRQWHQW�WR�SURYLGH�D�
VROXWLRQ�IRU�EUDQGV�WKDW�ZDQW�WR�EH�LQWHJUDWHG�LQWR�WKH�PDJD]LQH·V�FRQWHQW��:H�FUHDWH�SURMHFWV�
ZLWK�D�VWUDWHJ\�WR�HQVXUH�WKDW�WKH\�ZRUN�YHU\�ZHOO�DQG�GR�QRW�GHFHLYH�DQ\RQH��LQ�RUGHU�WR�KDYH�
FUHGLELOLW\��:H�QHHG�WR�KDYH�D�FRQWHQW�DJHQF\�ZLWK�D�VWUDWHJ\�DQG�ZLWK�FUHDWLYLW\�WKDW�JLYHV�
YDOXH�WR�FRPSDQLHV��EHFDXVH�RWKHUZLVH�WKH�PHGLD�RXWOHW�ZLOO�QRW�VXUYLYH��7KDW·V�WKH�PRGHO�DQG�
ZH�IHHO�TXLWH�FRPIRUWDEOH�ZLWK�LW��HVSHFLDOO\�FRQVLGHULQJ�WKDW�ZH�KDUGO\�KDYH�DQ\�GLVSOD\�RU�
SURJUDPPH�DGYHUWLVLQJµ��,QWHUYLHZ�������������

�������2WKHU�SURGXFWV

:H�IRXQG�RWKHU�DSSURDFKHV�UHODWHG�WR�FRQWHQW�FUHDWLRQ��EXW�ZKLFK�H[SDQG�WKH�EXVLQHVV�PRGHO�EH\RQG�
WKH�SXEOLVKLQJ� ÀHOG��2QH�RI� WKH�PRVW� LQ�GHPDQG� LQ� UHFHQW� \HDUV�KDV�EHHQ�HYHQW�RUJDQLVDWLRQ��0RVW�
PHGLD�DOUHDG\�RIIHU�WKH�FUHDWLRQ�RI�HYHQWV�WKDW�KHOS�WUDQVIHU�WKH�FRQWHQW�VWUDWHJ\�LQWR�WKH�UHDO�ZRUOG��DV�
0DUWD�*HVWR�H[SODLQV�

´:H�FDQ�EULQJ�LQ�D�ORW�RI�SHRSOH�DQG�ZH�FDQ�KHOS�EUDQGV�FUHDWH�LQGXVWU\�ZLGH�HYHQWV�DOO�RYHU�
6SDLQ�ZLWK�WKH�KHOS�RI�RXU�WLWOHVµ��,QWHUYLHZ�������������

7KH�PHGLD�KDYH�XQGHUVWRRG�WKH�QHHG�WR�FDUU\�RXW�DFWLRQV�WKDW�WUDQVFHQG�WKHLU�WLWOHV��DV�$QD�0XOWLJQHU�
H[SODLQV�

´:H�DUH�DOUHDG\�D�YHU\�����GHJUHH�PHGLXP��,�FDQ�PDNH�\RX�D�WUDQVPHGLD�FDPSDLJQ�WKDW�
JRHV�IURP�GLJLWDO�WR�SDSHU�WR�SK\VLFDO��LQ�WKH�IRUP�RI�DQ�HYHQWµ��,QWHUYLHZ�������������

7KLV�SURGXFW�LV�SDUWLFXODUO\�LPSRUWDQW�LQ�WKH�SURSRVDOV�GHVLJQHG�LQ�(O�&RQÀGHQFLDO��DV�$OEHUWR�*X]PiQ�
tells us:

´$Q�HYHQW� LV�FUHDWHG�HLWKHU� LQVLGH�RU�RXWVLGH�(O�&RQÀGHQFLDO�DQG�ZH�EULQJ�WKH�FOLHQW� LQ�ZLWK�
IRXU�RU� ÀYH�RWKHU� VWDNHKROGHUV��$� VFULSW� LV�GUDZQ�XS� IRU� WKLV� URXQG� WDEOH� VR� WKDW� WKH� VXEMHFW�
PDWWHU�GRHV�QRW�JR�WRR�IDU�RII�WUDFN��DQG�D�PRGHUDWRU�LV�DSSRLQWHG�WR�HQVXUH�WKDW�WKH�VFULSW�
pre-established with the client is followed and that the topics that are crucial to the client are 

GLVFXVVHG��$�MRXUQDOLVW�FRYHUV�ZKDW·V�JRLQJ�RQ�DQG�WDNHV�D�IHZ�VKRWV�RI�HDFK�RI�WKH�VSHDNHUV��
Photos are taken and we record a video. In the end, the client has an article with a photo and 

D�YLGHR�VXPPDU\�RI�HYHU\WKLQJ�WKDW�KDSSHQHGµ��,QWHUYLHZ�������������
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7KH�FUHDWLRQ�RI�HYHQWV�LV�QRZ�ZHOO�HVWDEOLVKHG��DFFRUGLQJ�WR�-RUJH�0DGULG��DQG�QHZ�RSSRUWXQLWLHV�DUH�
RSHQLQJ�XS�ZLWK�RQOLQH�HYHQWV�

$QRWKHU�SURGXFW�LV�H�FRPPHUFH�DQG�DIÀOLDWLRQ�VWUDWHJLHV�DQG�PDQ\�EUDQGV�JR�WR�WKH�PHGLD�WR�HVWDEOLVK�
FRRSHUDWLRQ�IRFXVHG�RQ�VDOHV��7KLV�UHTXLUHV�LWV�RZQ�VWUDWHJLHV��KRZHYHU��ZKLFK�LV�VRPHWKLQJ�WKDW�LV�VWLOO�QRW�
SURSHUO\�XQGHUVWRRG��DV�$QD�0XOWLJQHU�ZDUQV�

´1RZ�WKH�QHZ�EX]]ZRUG�LV�H�FRPPHUFH��%XW�ZH�DUH�ZRUNLQJ�KDUG�WR�VSUHDG�WKH�ZRUG�WR�FOLHQWV��
If you want, I can make you an e-commerce proposal, but that is not branded content. With 

EUDQGHG�FRQWHQW�\RX�DUH�QRW�JRLQJ�WR�VHOOµ��,QWHUYLHZ�������������

)RU�PRQHWLVLQJ�FRQWHQW�ZLWK�DIÀOLDWLRQ�PRGHOV��PHGLD�DJUHHPHQWV�ZLWK WKH�RQOLQH�UHWDLO�JLDQW�$PD]RQ�
DUH�WKH�GRPLQDQW�WUHQG��,W�VKRXOG�EH�QRWHG�WKDW�WKH�PHGLD�DUH�JHQHUDWLQJ�GHHS�NQRZOHGJH�RI�GDWD�
PDQDJHPHQW� WKDW� KDV� HVWDEOLVKHG� QHZ� EXVLQHVV� PRGHOV� DVVRFLDWHG� ZLWK� WKH� DQDO\WLFDO� DVSHFW��
H[WUDFWLQJ�YDOXDEOH�LQIRUPDWLRQ�IURP�ELJ�GDWD��DV�$OHMDQGUR�7HRGRUR�WHOOV�XV�

´:H�ZRUN�RQ�WKH�PDUNHW�UHVHDUFK�SDUW��WKDW�LV��RQFH�D�EUDQGHG�FRQWHQW�DFWLRQ�LV�ÀQLVKHG��ZH�
provide you with information about the users who have consumed that information. We set 

XS�D�SDQHO�WR�DFKLHYH�D�TXDOLWDWLYH�UDWKHU�WKDQ�D�TXDQWLWDWLYH�LPSDFWµ��,QWHUYLHZ�������������

�����6HUYLFHV�RIIHUHG�WR�EUDQGV

7KH�VHUYLFH�SRUWIROLR�RI�EUDQGHG�FRQWHQW�GHSDUWPHQWV�KDV�DOVR�HYROYHG�DQG�WKH\�KDYH�EHJXQ�WR�RIIHU�
D�VHULHV�RI�VHUYLFHV�W\SLFDO�RI�WKH�PDUNHWLQJ�RU�FRUSRUDWH�FRPPXQLFDWLRQ�VHFWRUV��WKDQNV�WR�WKH�GLYHUVH�
skill sets of their staff.

2Q�:HEHGLD·V�ZHEVLWH�ZH�FDQ�VHH�WKDW�WKH\�RIIHU�HYHU\WKLQJ�IURP�VWUDWHJLF�FRQVXOWDQF\�ZLWK�6(2�DQG�
GLJLWDO�DVVHW�DXGLWV�WR�FRQYHUVDWLRQ�DQDO\VLV�RU�VWXGLHV�RI�WHUULWRULHV�DQG�FRPSHWLWRUV��7KLV�LV�LQ�DGGLWLRQ�WR�
GHVLJQLQJ�LPPHUVLYH�H[SHULHQFHV��FRQWHQW�DQG�DXGLRYLVXDO�SURGXFWLRQV��DV�ZHOO�DV�FRQWHQW�GLVWULEXWLRQ�
DQG�FKDQQHO�PDQDJHPHQW��7KH�ZD\�WKHVH�VHUYLFHV�FXW�DFURVV�ERXQGDULHV�DOORZV�WKH�PHGLD�WR�SURYLGH�
IXOO�FRYHUDJH�RI�WKH�EUDQGV�

�������&RQVXOWDQF\�DQG�VWUDWHJ\

0HGLD�EXVLQHVV�XQLWV�KDYH�EHHQ� WUDQVIRUPHG� IURP�D�FRPPHUFLDO� IXQFWLRQ�DLPHG�DW� VHOOLQJ� VSDFH� WR�
EHFRPH�SDUW�RI�WKH�SURFHVV�RI�FUHDWLQJ�EUDQGHG�FRQWHQW�IURP�D�PRUH�VWUDWHJLF�SRLQW�RI�YLHZ��H[SODLQV�
-RUJH�0DGULG�

´:H� GRQ·W� KDYH� DGYHUWLVLQJ� VDOHVSHRSOH�� ZH� KDYH� FRQVXOWDQWV�� <RX� KDYH� VRPH� QHHGV� DV�
D�EUDQG�DQG� ,�QHHG� WR�JLYH�\RX�D� VROXWLRQ� WKDW� LQFOXGHV�PDQ\� WRROV��$� WUXH� MRLQW�YHQWXUH� LV�
VHW�XS�DQG�WKH\�DOORZ�XV�WR�JLYH�WKHP�DGYLFH��7KH\�DUH�LQFUHDVLQJO\�DVNLQJ�XV�IRU� ORQJ�WHUP�
VWUDWHJLHV�DQG�FDPSDLJQV�WR�VXSSRUW�WKHP��WR�FUHDWH�DXGLHQFHV�OLNH�WKH�PHGLD�GRµ��,QWHUYLHZ�
�����������

$V�0DUWD�*HVWR�UHFRJQLVHV�� LQ�WKH�FUHDWLRQ�RI�EUDQGHG�FRQWHQW there is a very important element of 

VWUDWHJ\�DQG�WKLV�KDV�EHHQ�YHULÀHG�LQ�WKH�GHSDUWPHQWV�DQDO\VHG��7KH�YDVW�PDMRULW\�KDYH�WROG�XV�WKH�JUHDW�
FRPPLWPHQW�WKDW�KDV�EHHQ�PDGH�ERWK�LQ�WUDLQLQJ�VDOHV�WHDPV�DQG�LQ�LQFRUSRUDWLQJ�FRQVXOWDQF\�VNLOOV��
$OEHUWR�*X]Pin says:

´,W�ZDV� QHFHVVDU\� WR� LPSURYH� WKH� UHSXWDWLRQ�RI�(O�&RQÀGHQFLDO�as a serious company that 

DGYLVHV�\RX��(YHU\RQH�NQHZ�WKDW�ZH�ZULWH�ZHOO��EXW�ZKDW�SHRSOH�GLGQ·W�NQRZ�LV�WKDW�ZH�DOVR�GR�
FRUSRUDWH�FRPPXQLFDWLRQ�VWUDWHJLHV�EHFDXVH�WKHUH�DUH�FRQVXOWDQWV�KHUH�DV�ZHOO�DV�MRXUQDOLVWVµ�
�,QWHUYLHZ�������������

7KLV�KDV� WDNHQ�WKH� IRUP�RI�D�FRPPXQLFDWLRQV�DJHQF\�WKDW�FUHDWHV�VWUDWHJLF�SURSRVDOV�DQG�SUHVV�NLWV�
DV�ZHOO�DV�WUDLQLQJ�VSRNHVSHRSOH��7KHVH�VHUYLFHV�DUH�SUHVHQWHG�RQ�WKHLU�ZHEVLWH��ZKHUH�WKH\�H[SOLFLWO\�
VWDWH�WKDW�WKH\�VSHFLDOLVH�LQ�VWUDWHJ\��FRQWHQW�DQG�GLJLWDO�PHGLD��KHOSLQJ�EUDQGV�DFKLHYH�WKHLU�WDUJHWV�
LQ�WHUPV�RI�SRVLWLRQLQJ��UHSXWDWLRQ�DQG�LQÁXHQFH��KWWSV���EUDQGV�HOFRQÀGHQFLDO�FRP, website consulted 

RQ�������������

2WKHUV��OLNH�:HEHGLD��DUH�DOVR�FOHDU�H[DPSOHV�RI�WKH�LPSRUWDQFH�WKLV�W\SH�RI�VHUYLFH�KDV�DFTXLUHG�ZKHQ�
WKH\�H[SODLQ�WKDW��WKDQNV�WR�WKHLU�VWUDWHJ\�GHSDUWPHQW��WKH\�FDQ�RIIHU�PDUNHW�UHVHDUFK�DV�ZHOO�DV�GLJLWDO�
consultancy on the analytical side.
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������&UHDWLYLW\�DQG�SURGXFWLRQ

2QH�RI� WKH�PRVW�GLVUXSWLYH�FRQVHTXHQFHV�RI�PHGLD�FRQYHUJHQFH�ZDV� WKH�SLYRW� WR�YLGHR�ZLWKLQ� WKH�
SULQW�PHGLD��ZKLFK�EURXJKW�DERXW�UHVWUXFWXULQJ��VXFK�DV�WKH�LQFRUSRUDWLRQ�RI�SURIHVVLRQDOV�VSHFLDOLVLQJ�LQ�
WHFKQRORJ\��WR�FRSH�ZLWK�QHZ�IRUPDWV�DQG�QDUUDWLYHV��7KH�VHDUFK�IRU�D�TXDOLW\�XVHU�H[SHULHQFH�ZLWK�WKH�
GHYHORSPHQW�RI�PXOWLPHGLD�DUWLFOHV��DV�ZHOO�DV�WKH�H[SORUDWLRQ�RI�LQWHUDFWLYH�IRUPDWV�WR�LQFUHDVH�XVHU�
HQJDJHPHQW��)LJXUH�����KDV�OHG�WKH�PHGLD�WR�KLUH�KXPDQ�UHVRXUFHV�IURP�RWKHU�LQGXVWULHV�

7KHVH�FKDQJHV�KDYH�EHFRPH�RSSRUWXQLWLHV� IRU�PHGLD�FRPSDQLHV� WR�H[SORUH�QHZ�EXVLQHVV�DYHQXHV��
VXFK�DV�GLJLWDO�SURGXFW�GHYHORSPHQW�DQG�GHVLJQ��$V�-RUJH�0DGULG�H[SODLQV�

´7KLV�GHSDUWPHQW�LV�HVVHQWLDO�EHFDXVH�ZH�FDQ�XVH�WKH�GLJLWDO�LQQRYDWLRQ�ZH�QHHG�WR�DGGUHVV�
RXU� WLWOHV·� UHGHVLJQ� UHTXLUHPHQWV� IRU�RXU�FXVWRPHUV�ZKHQ�ZH�FUHDWH�D�ZHEVLWH� IRU� WKHP�� IRU�
H[DPSOHµ��,QWHUYLHZ������������

7KH� VXSSRUW� WKH� EUDQGHG� FRQWHQW� GHSDUWPHQW� UHFHLYHV� IURP� WKH�PRUH� WHFKQRORJLFDO� GHSDUWPHQWV�
HQDEOHV�LW�WR�GHYHORS�D�PRUH�HODERUDWH�FUHDWLYH�SURGXFW�ZLWK�JUHDWHU�YDOXH�IRU�FOLHQWV��-XOLiQ�3RYHGDQR�
says that El Español�RIWHQ�XVHV�WKH�GHVLJQ�DQG�WHFKQRORJ\�WHDP�ZKHQ�LW�FRPHV�WR�GHYHORSLQJ�VSHFLDO�
content for brands.

)LJXUH����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 

FOHDU�H[DPSOH�RI�KRZ�WKH�PHGLD�KDYH�H[SDQGHG�WKHLU�RIIHU��DV�WKLV�W\SH�RI�DVVLJQPHQW�UHTXLUHV�D�VHULHV�
RI�SURFHVVHV�UDQJLQJ�IURP�WKH�GHYHORSPHQW�DQG�GHVLJQ�RI�WKH�FRQWHQW��WR�WKH�FUHDWLRQ�RI�WKH�FRQWDLQHU�
and development of the functionality of the website.

7KH�LPSRUWDQFH�RI�YLGHR�DW�WKLV�QHZ�VWDJH�LV�FUXFLDO�LQ�RUGHU�WR�XQGHUVWDQG�WKH�SKHQRPHQRQ�RI�EUDQGHG�
FRQWHQW�JHQHUDWLRQ�DQG�WKH�QHZ�UROH�RI�PHGLD�RXWOHWV�ZLWK�EUDQGV��$QD�0XOWLJQHU�PDNHV�LW�FOHDU�

´$OO�FOLHQWV�ZDQW�YLGHR��,Q�WKH�SDVW�\HDU�LW�KDV�EHHQ�VSHFWDFXODU��9LGHR�LV�IXQGDPHQWDO�IRU�RXU�
type of client because it allows you to have different elements for different channels. Video 

LV�DW�WKH�KHDUW�RI�JHQHUDWLQJ�RWKHU�IRUPDWV�IRU�QHWZRUNV��WR�PDNH�D�WHDVHU��D�VPDOO�SLHFH�RQ�
,QVWDJUDP�RU�VRPHWKLQJ�ORQJHU�RQ�<RX7XEH��:H�DUH�RQ�PDQ\�FKDQQHOV��VR�LQ�WKH�HQG�D�YLGHR�
DOORZV�\RX�WR�KDYH�D�EURDGHU�UHDFK�VWUDWHJ\��,I�\RX·UH�ORRNLQJ�IRU�UHDFK�DQG�HQJDJHPHQW, do 

YLGHRµ��,QWHUYLHZ�������������

7KH�PHGLD�KDYH�EHJXQ�WR�PDUNHW�D�YHU\�DPELWLRXV�W\SH�RI�SURGXFW�DVVRFLDWHG�ZLWK�D�VHULHV�RI�VHUYLFHV��
particularly those focused on the world of fashion or lifestyle, as the creative director of ¡Hola!, Gema 

-LPpQH]��WHOOV�XV�

´:H� DUH� VHOOLQJ�PRUH� DQG�PRUH� ����� DFWLRQV�� HVSHFLDOO\� ZLWK� DXGLRYLVXDO� SURGXFWLRQ�� ,Q� D�
PDJD]LQH�OLNH�WKLV��D�IDVKLRQ�DQG�SURGXFWLRQ�SHUVRQ�LV�HVVHQWLDO��EHFDXVH�IDVKLRQ�SURGXFWLRQV�
DUH�WHGLRXV�� ORQJ�DQG�KHDY\��7KHUH�DUH�QHJRWLDWLRQV�ZLWK�UHSUHVHQWDWLYHV��ZLWK�WKH�WHDPV�RI�
PDNHXS�DUWLVWV��WKH�KDLUGUHVVHUV����:H�DUH�WDONLQJ�DERXW�SURGXFWLRQV�ZLWK�WHDPV�RI����SHRSOH��
2QH�RI�WKH�DVVHWV�ZH�KDYH�LQ�KHUH�LV�WKDW�ZH�KDYH�WKH�DXGLRYLVXDO�VWUXFWXUH��7KDW·V�RQH�RI�WKH�
DGYDQWDJHV�EUDQGV�VHH��<RX�GRQ·W�KDYH�WR�RXWVRXUFH�DQ\WKLQJµ��,QWHUYLHZ�������������

7KH�SDUW� LQYROYLQJ�FUHDWLYLW\�DQG�FRQWHQW�SURGXFWLRQ�UHTXLUHV�WKH�ODUJHVW�QXPEHU�RI�GLIIHUHQW�W\SHV�RI�
staff, as well as the most resources invested. This commitment to provide a comprehensive response to 
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SURMHFWV�FDUULHG�RXW�ZLWK�EUDQGV�LV�D�GHFODUDWLRQ�RI�LQWHQW�E\�WKH�PHGLD��ZKLFK�DUH�ELGGLQJ�WR�SURYLGH�
VHUYLFHV�WUDGLWLRQDOO\�UHVHUYHG�IRU�DJHQFLHV�DQG�SURGXFWLRQ�FRPSDQLHV�

�������'LVWULEXWLRQ�DQG�DQDO\VLV

%HFDXVH�RI�WKH�PDQ\�GLIIHUHQW�FKDQQHOV��K\SHU�VHJPHQWHG�DXGLHQFHV�DQG�QRQ�FDSWLYH�FRQVXPHUV��LW�LV�
LPSRUWDQW�WR�KDYH�FRPSOH[�FRQWHQW�GLVWULEXWLRQ�VWUDWHJLHV��2QFH�DJDLQ��WKH�LQFRUSRUDWLRQ�RI�VSHFLDOLVW�
VWDII�KDV�KHOSHG�EXLOG�XS�D�JUHDW�GHDO�RI�NQRZOHGJH�DERXW�SXEOLFDWLRQ�WHFKQLTXHV�LQ�FRPSOH[�DUHDV�
OLNH�VRFLDO�PHGLD��)LJXUHV���DQG�����7KHVH�GHSDUWPHQWV�DOVR�WHQG�WR�XVH�WKH�IXOO�SRWHQWLDO�RI�WKH�JURXS·V�
YDULRXV�WLWOHV�VR�LW�LV�HVVHQWLDO�WR�PDVWHU�GLVWULEXWLRQ��DV�-RUJH�0DGULG�FRQÀUPV�

´:KHQ�D�FOLHQW�KLUHV�XV�WR�FUHDWH�D�FDPSDLJQ��WKH\�KLUH�XV�WR�RIIHU�WKHP�D�JRRG�LGHD��EXW�DOVR�
D�JRRG�GLVWULEXWLRQ�VWUDWHJ\��ZKLFK�LV�XVXDOO\�DVVRFLDWHG�ZLWK�VRFLDO�PHGLD��7KDW·V�ZK\�ZH�ZRUN�
ZLWK�WUDIÀFNHUVµ��,QWHUYLHZ������������

)LJXUH���DQG���3OD\JURXQG�0DJD]LQH�1DWLYH�$GYHUWLVLQJ�IRU�1HVFDIp�DQG�;LDRPL�RQ�)DFHERRN 

7KH�DXGLHQFH�VWUDWHJLVW KHOSV�WKH�FRQWHQW�PDQDJHU�JHW�WKH�PRVW�RXW�RI�WKH�FRQWHQW�DFURVV�DOO�SODWIRUPV��
GLVWULEXWHV�LW�DQG�PDNHV�LW�FRPSO\�ZLWK�WKH�SODWIRUPV·�UXOHV�DQG�ZRUNV�RQ�D�WUDIÀF�VWUDWHJ\�WR�KHOS�H[SDQG�
WKH�UHDFK�RI�WKH�FRQWHQW��$OO�WKLV�LPSURYHV�WKH�HIIHFWLYHQHVV�RI�QDWLYH�DGYHUWLVLQJ��7KLV�NQRZOHGJH�DOVR�
EHFRPHV�DQ�LPSRUWDQW�DVVHW�ZKHQ�DJHQF\�VHUYLFHV�DUH�SURYLGHG�WR�WKLUG�SDUWLHV�²�LQ�RWKHU�ZRUGV��ZKHQ�
DGYLFH�LV�JLYHQ�WR�EUDQGV�RQ�KRZ�WR�UXQ�WKHLU�RZQ�VRFLDO�PHGLD�DFFRXQWV��DV�'DYLW�0LUy�WHOOV�XV�

´,�GRQ·W� VHH�KRZ�DGYHUWLVLQJ�DJHQFLHV�FDQ�KDYH� WKH� NQRZOHGJH�RI� WKH�FXUUHQW�GLVWULEXWLRQ�
SODWIRUPV�DQG�DXGLHQFHV�²�WKDW�GHHS�NQRZOHGJH�ZKLFK�FRPHV�IURP�$�%�WHVWLQJ�WKDW�ZH�KDYH�
WKDQNV�WR�WKH�PHGLD�RXWOHW��7KDW�H[SHUWLVH�UHDOO\�PDNHV�XV�VWDQG�RXWµ��,QWHUYLHZ�������������

$V�D�UHVXOW��VRPH�RI�WKH�ELJJHVW�EUDQGV�LQ�6SDLQ�KDYH�KLUHG�3OD\JURXQG�6WXGLR�VR�WKH\�FDQ�WUDQVIHU�DOO�
WKDW�NQRZOHGJH�LQWR�WKHLU�FKDQQHOV�

$QRWKHU� HVVHQWLDO� DVSHFW� OLQNHG� WR�GLVWULEXWLRQ� LV� WKH�FRQVWDQW�PHDVXUHPHQW�E\�DQDO\WLFV�PDQDJHUV��
,Q�PDQ\�FDVHV�� WKLV� UHDO�WLPH�PRQLWRULQJ�PDNHV� LW�SRVVLEOH� WR�FRPSOHWHO\� UHWKLQN� WKH�FUHDWLYLW\�RU� WKH�
SXEOLVKLQJ�VWUDWHJ\�LQ�RUGHU�WR�PHHW�WKH�WDUJHWV�VHW�

2QFH� WKH�FDPSDLJQ� LV� RYHU�� WKH�GDWD�PDQDJHU�DQDO\VHV� WKH�GDWD�DQG�GUDZV�FRQFOXVLRQV� WKDW�DUH�
RIIHUHG� WR� WKH� EUDQGV�� DV� FOLHQWV� KDYH� EHJXQ� WR� GHPDQG�DQDO\VLV� DQG� WUDFHDELOLW\� RI� WKHLU� DFWLRQV��
&ORVLQJ�SURMHFWV�ZLWK�D�GHWDLOHG� UHSRUW�RI� WKH�PDLQ�PHWULFV�DQG�GUDZLQJ� WKH� UHOHYDQW�FRQFOXVLRQV� LV�
therefore an essential part of the service.

'DWD� FROOHFWLRQ� E\� DQDO\WLFV� GHSDUWPHQWV� KDV� JLYHQ� ULVH� WR� D� VHULHV� RI� SURGXFWV� DQG� VHUYLFHV� XVLQJ�
FRQWHQW�FUHDWLRQ�ZKLFK�DUH�SURYLQJ�WR�EH�D�YHU\�LPSRUWDQW�UHYHQXH�VRXUFH�IRU�6SDQLVK�PHGLD��DV�/H\UH�
5RGUtJXH]�H[SODLQV�

´:LWK�WKH�GDWD�DQDO\WLFV�WHDP��ZH�VWDUWHG�VHOOLQJ�EUDQGHG�FRQWHQW�SURMHFWV� LQFOXGLQJ�D�ELJ�
data project, either because we collect data that we then use for impact or because we 

VKDUH�LWµ��,QWHUYLHZ�������������
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$QG��DV�VHYHUDO�RI�WKH�LQWHUYLHZHHV�WROG�XV��DOO�FXVWRPHUV�ZDQW�SURGXFWV�EDVHG�RQ�ELJ�GDWD��7KH�VDOH�RI�
FOXVWHUV�RI�KLJKO\�TXDOLÀHG�FRRNLHV��WKURXJK�'03V��'DWD�0DQDJHPHQW�3ODWIRUPV���LV�LQ�JUHDW�GHPDQG��7KH�
VHDUFK�IRU�DQ� LQFUHDVLQJO\�TXDOLWDWLYH� LPSDFW�E\�EUDQGV�KDV�PDGH�DXGLHQFH�VHJPHQWDWLRQ�EDVHG�RQ�
EURZVLQJ�SDWWHUQV�D�FRPPRQ�VHUYLFH��$Q�H[DPSOH�RI�WKLV�FRPPLWPHQW�E\�WKH�PHGLD�WR�PRQHWLVLQJ�GDWD�
LV�WKH�:HPDVV�DXGLHQFH�PDUNHWLQJ�SODWIRUP��WKH�UHVXOW�RI�WKH�DVVRFLDWLRQ�RI�PDMRU�PHGLD�JURXSV�VXFK�
DV�9RFHQWR��WKH�*RGy�JURXS�DQG�WKH�3ULVD�JURXS��7KLV�RIIHUV�WKH�RSSRUWXQLW\�WR�LPSDFW�LQWHUHVW�JURXSV�
FUHDWHG�IURP�PXOWLSOH�TXDOLW\�XVHU�SURÀOHV�E\�FRPELQLQJ�GDWD�IURP�DOO�WKH�VLWHV�WKDW�DUH�SDUW�RI�WKH�SURMHFW�

7DEOH����&DWDORJXH�RI�VHUYLFHV�RIIHUHG�WR�EUDQGV

6(59,&(6

&RQVXOWLQJ�DQG�VWUDWHJ\�SKDVH

'LJLWDO�DXGLW 
%HQFKPDUNLQJ 

0DUNHW�VXUYH\V 
6HDUFK�VWUDWHJLHV��6(2�6(0� 
&RPPXQLFDWLRQ�VWUDWHJLHV 
&RQWHQW�VWUDWHJLHV

Creativity and production phase

&UHDWLYH�PDQDJHPHQW 
&RS\ZULWLQJ� 
$UW�PDQDJHPHQW 
*UDSKLF�GHVLJQ�DQG�OD\RXW 
,QIRJUDSKLFV�DQG�DQLPDWLRQ 

8;�8,�GHVLJQ 

Front-end web development 

3KRWRJUDSKLF�DQG�DXGLRYLVXDO�
production 

3URGXFWLRQ��'R3��ORFDWLRQ��SURSV��VW\OLQJ 

+LULQJ�FHOHEULWLHV�DQG�LQÁXHQFHUV

Distribution and analysis phase

6RFLDO�PHGLD�VWUDWHJLHV 
6RFLDO�PHGLD�PDQDJHPHQW 
5HDO�WLPH�WUDFNLQJ�DQG�PRQLWRULQJ 

'UDZLQJ�XS�UHSRUWV 
6RFLDO�OLVWHQLQJ 

$XGLHQFH�VHJPHQWDWLRQ 

%URZVLQJ�SDQHOV

Source: Self-created based on the results obtained from the interviews  

and the analysis of the sample websites.

�����3URMHFWV�GHYHORSHG�ZLWK�EUDQGV

7ZR�TXLWH�GLIIHUHQW�OLQHV�RI�ZRUN�FDQ�EH�VHHQ�LQ�WKH�W\SHV�RI�DVVLJQPHQWV�DQG�SURMHFWV�XVXDOO\�FDUULHG�RXW�
LQ�EUDQGHG�FRQWHQW�GHSDUWPHQWV��RQH�ZLWK�D�WDFWLFDO�DSSURDFK�DQG�WKH�RWKHU�PRUH�VWUDWHJLF��6RPH�
SURIHVVLRQDOV�VD\�WKH\�IHHO�FRPIRUWDEOH�LQ�ERWK�DUHDV��EXW�WKH�YDVW�PDMRULW\�DUH�FRPPLWWHG�WR�ORQJ�WHUP�
VWUDWHJLHV�DV�WKH�SDUDGLJP�RI�VXFFHVVIXO�EUDQGHG�FRQWHQW�

�������2QH�RIIV�IRU�D�WDFWLFDO�DSSURDFK

2QH�RI�WKH�PDLQ�PRWLYDWLRQV�IRU�EUDQGV�LV�WKH�QHHG�WR�JHQHUDWH�QRWRULHW\�DV�SURGXFWV�DUH�ODXQFKHG��
7KHLU� WDUJHWV�DUH� IRFXVHG�RQ�FRQYHUVLRQ�DQG�WKH� UHVSRQVH� WHQGV� WR�EH�PRUH� WDFWLFDO�DQG�VKRUW�WHUP�
DFWLRQV��RIWHQ�DLPHG�DW�H�FRPPHUFH��$V�*HPD�-LPpQH]�WHOOV�XV�

´%UDQGV� VRPHWLPHV� KDYH� YHU\� VSHFLÀF�QHHGV��ZKLFK�PD\�EH�PDUNHG�E\�D�KLJKO\� VHDVRQDO�
ODXQFK�FDPSDLJQ�LQ�WKH�VXPPHU�RU�DW�&KULVWPDV��DQG�ZH�KHOS�H[SDQG�WKHLU� UHDFK�ZLWK�RXU�
FRQWHQWµ��,QWHUYLHZ�������������

0DUFXV�+XUVW��RI�<RURNREX��WHOOV�XV�WKDW�WKH�ZD\�WR�SURYLGH�VXSSRUW�IURP�KLV�PHGLD�RXWOHW�LV�WR�JHQHUDWH�
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 

DQ�DGYHUWLVLQJ�DJHQF\�ZRXOG�GR�

,Q�VRPH�PHGLD��WKLV�W\SH�RI�SURMHFW�WHQGV�WR�EH�WKH�GRPLQDQW�WUHQG�DQG�WKHLU�FUHDWLYH�PDQDJHUV�ODPHQW�
WKH�IDFW�WKDW�WKH\�GR�QRW�UHFHLYH�PRUH�ORQJ�WHUP�SURMHFWV��6RPH�EUDQGHG�FRQWHQW�GHSDUWPHQWV�HYHQ�
DGPLW�WKDW�WKH\�GR�QRW�DFFHSW�WKLV�W\SH�RI�RQH�RII�DVVLJQPHQW��,QVWHDG��FOLHQWV�DUH�UHIHUUHG�GLUHFWO\�WR�
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WKH�DGYHUWLVLQJ�VDOHV�GHSDUWPHQW�VR�WKH\�FDQ�ZRUN�GLUHFWO\�ZLWK�WKH�HGLWRULDO�VHFWLRQ��$FFRUGLQJ�WR�WKHP��
this type of project will tend to disappear.

�������´$OZD\V�RQµ�IRU�D�VWUDWHJLF�DSSURDFK

$W� WKH�RWKHU�HQG�RI� WKH�VFDOH�� WKHUH�DUH� WKH�SURMHFWV�NQRZQ�DV�´DOZD\V�RQµ��ZKLFK�FRUUHVSRQG�WR�D�
PXFK�PRUH�DPELWLRXV�DSSURDFK��7KLV�IRFXVHV�RQ�EUDQG�EXLOGLQJ��VRPHWLPHV�VWUHQJWKHQLQJ�WKH�EUDQG·V�
UHSXWDWLRQ�GXH�WR�D�SRLQW�RI�ZHDNQHVV��VRPHWLPHV�VHHNLQJ�D�UHSRVLWLRQLQJ��DQG�RIWHQ�WU\LQJ�WR�LPSURYH�
LWV�VWUHQJWK�LQ�D�SDUWLFXODU�WHUULWRU\��DV�$OEHUWR�*X]PiQ�H[SODLQV�

$FFRUGLQJ�WR�$OHMDQGUR�7HRGRUR�

´:H�DUH�LQFUHDVLQJO\�PRYLQJ�WRZDUGV�PHGLXP��RU�ORQJ�WHUP�SURMHFWV�²�ORQJ�WHUP�SURMHFWV�WKDW�
UHDOO\�UHTXLUH�ELJ�LQYHVWPHQWV��ELJ�SURGXFWLRQV�DQG�FURVV�IXQFWLRQDO�WHDPV�ZRUNLQJ�VSHFLÀFDOO\�
RQ�WKHP��$OO�JURXSV�KDYH�WR�PRYH�WRZDUGV�WKHVH�ELJ�SURMHFWV�DQG�EH�DEOH�WR�WDNH�EUDQGHG�
FRQWHQW�WR�WKH�OHYHO�LW�GHVHUYHVµ��,QWHUYLHZ�������������

$FFRUGLQJ�WR�7HRGRUR��EUDQGHG�FRQWHQW�LV�QRW�WKH�ULJKW�IRUPXOD�IRU�VHOOLQJ�PRUH��EXW�UDWKHU�IRU�SRVLWLRQLQJ�
DQG�WUDQVPLWWLQJ�YDOXHV��DV�LW�ZRUNV�RQ�LQWDQJLEOH�IDFWRUV�WKDW�LPSURYH�UHSXWDWLRQV��$V�D�UHVXOW��FRPSDQLHV·�
FRPPXQLFDWLRQ�GHSDUWPHQWV�DUH�LQFUHDVLQJO\�LQWHUHVWHG�LQ�WKLV�SURGXFW�

$QRWKHU�PHGLD�RXWOHW�ZLWK�D�YHU\�VLPLODU�YLHZ�LV�3OD\JURXQG�0DJD]LQH��'DYLW�0LUy�KLJKOLJKWV�WKH�IDFW�WKDW�
LW�VSHFLDOLVHV�LQ�FRQWHQW�IRFXVHG�RQ�FUHDWLQJ�HQJDJHPHQW DQG�QRW�VR�PXFK�RQ�FRQYHUVLRQ��SRLQWLQJ�RXW�
WKDW�ZKDW�KLV�WHDP�LV�JRRG�DW�LV�FUHDWLQJ�DXGLHQFHV�DQG�NHHSLQJ�WKHP�VWLPXODWHG��7KH�VHUYLFHV�RIIHUHG�
FRQVLVW�RI�SURYLGLQJ�WKH�FRQWHQW�EUDQGV�QHHG�WR�SXEOLVK�SHULRGLFDOO\�RQ�WKHLU�VRFLDO�QHWZRUNV��3XEOLFDWLRQ�
IROORZV�D�ORQJ�WHUP�SODQ�WKDW�WDNHV�WKH�IRUP�RI�D�VFKHGXOH�VHW�RXW�RQ�D�FDOHQGDU��7KH�DLP�LV�WR�PDVWHU�
the different formats so the content creation process is streamlined and can be resolved with simple 

production.

7KH� JUHDWHVW� H[SRQHQW� RI� WKLV� W\SH� RI� ORQJ�WHUP� DJUHHPHQW� FDQ� EH� IRXQG� DW�:HEHGLD� 3XEOLVKLQJ��
VSHFLÀFDOO\� LQ� LWV�VSHFLDOLVHG�WHFKQRORJ\�PHGLD�RXWOHW��;DWDND��$V�FDQ�EH�VHHQ�RQ�WKH�RXWOHW·V�KRPH�
SDJH��WKHUH�LV�D�VSHFLÀF�VHFWLRQ�HQWLWOHG�´3DUWQHUVµ��ZKLFK�LV�LQWHQGHG�WR�KRXVH�WKH�FRQWHQW�FUHDWHG�IRU�
EUDQGV�²�D�UHSRVLWRU\�ZKHUH�WKH�GLIIHUHQW�SXEOLFDWLRQV�FUHDWHG�IRU�WKH�EUDQG�FDQ�EH�DFFXPXODWHG��$OH[�
)HUUHUR�UHIHUV�WR�WKHVH�VSDFHV�DV�´FRUQHUVµ�

´%UDQGV�LQFUHDVLQJO\�ZDQW�ORQJ�WHUP�DFWLRQV�²�WR�EX\�D�VSDFH�ZLWKLQ�WKH�PHGLD�RXWOHW�ZKHUH�
WKH\�FDQ�WDON�DERXW�WKHLU�VWXII��:H�PDNH�D����PRQWK�SODQ�DQG�JLYH�WKHP�D�VHFWLRQ�ZLWK�WKHLU 
ORRN�DQG�IHHO��DOO�SURSHUO\�RSWLPLVHG�ZLWK�UHJXODUO\�SRVWHG�FRQWHQWµ��,QWHUYLHZ�������������

���'LVFXVVLRQ�DQG�FRQFOXVLRQV

�����$Q�HPHUJLQJ�SKHQRPHQRQ

:H�FDQ�VD\�WKDW�WKH�FUHDWLRQ�RI�WKHVH�EUDQGHG�FRQWHQW�GHSDUWPHQWV� LV�DQ�HPHUJLQJ�SKHQRPHQRQ��
7KH�ROGHVW�RQH�EHJDQ� LQ� �����ZLWK� WKH� IRXQGLQJ�RI�Yorokobu�PDJD]LQH�DQG� WKH�PRVW� UHFHQW� LV� WKH�
department at ¡Hola!, which� LV�RQO\�D� IHZ�PRQWKV�ROG�� 7KH�HPHUJHQFH�RI� WKHVH�GHSDUWPHQWV� LV�GXH�
WR�WKH�PHGLD·V�QHHG�WR�FKDQQHO�FRQWHQW�FUHDWLRQ�UHTXHVWV�IURP�EUDQGV��7KLV�W\SH�RI�SURGXFW�XVHG�WR�
EH�FUHDWHG� LQ� WKH�QHZVURRP� LWVHOI��EXW�DV�SURMHFWV�HYROYHG�DQG�GLVWULEXWLRQ�VWUDWHJLHV�EHFDPH�PRUH�
FRPSOH[��LW�ZDV�GHFLGHG�WR�FUHDWH�VSHFLDOLVHG�DQG�SURIHVVLRQDOLVHG�VWUXFWXUHV�

$QRWKHU�NH\�HOHPHQW�WKDW�FDQ�KHOS�XV�XQGHUVWDQG�WKH�GLPHQVLRQ�RI�WKLV�SKHQRPHQRQ�LV�LWV�H[SRQHQWLDO�
JURZWK��DV�ZH�KDYH�VHHQ�LQ�PRVW�RI�WKH�GHSDUWPHQWV�DQDO\VHG��ZKLFK�DUH�FRQVWDQWO\�LQFRUSRUDWLQJ�QHZ�
SURÀOHV�WR�FRSH�ZLWK�WKH�VWURQJ�GHPDQG�

�����1HZ�SXEOLVKLQJ�SURGXFWV�DQG�WHUPLQRORJ\�XVH

)URP�WKHVH�LQWHUYLHZV��ZH�FDQ�DOVR�GHWHUPLQH�WKDW�WKH�WUHQG�LV�WKH�ULVH�LQ�QDWLYH�DGYHUWLVLQJ�DV�RQH�RI�
WKH�PRVW�IUHTXHQWO\�GHPDQGHG�HGLWRULDO�SURGXFWV��VSHFLÀFDOO\�LQ�WKH�IRUP�RI�EUDQGHG�RU�QDWLYH�FRQWHQW��
$QRWKHU� YHU\�SRSXODU�SURGXFW��DOWKRXJK� LW� LV�E\�QR�PHDQV�QHZ�� LV� VWLOO� WKH�DGYHUWRULDO�� ,Q� IDFW��PDQ\�
DVVLJQPHQWV�LQLWLDOO\�VHHN�WR�GHYHORS�FRQWHQW�ZLWK�WKH�FKDUDFWHULVWLFV�RI�QDWLYH�DGYHUWLVLQJ��IRFXVLQJ�RQ�
SURYLGLQJ�UHOHYDQW�FRQWHQW�WR�PHHW�DQ�DXGLHQFH�QHHG�UDWKHU�WKDQ�RQ�WKH�EUDQG��EXW�DV�WKH�SURMHFW�
SURJUHVVHV�� WKH� EUDQG� HQGV� XS� SULRULWLVLQJ� LWV� SUHVHQFH�� 7KLV� GRZQJUDGHV� WKH� HGLWRULDO� YDOXH� RI� WKH�
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 

YROXPH�RI�DGYHUWRULDOV�FUHDWHG�LV�VWLOO�JUHDWHU�WKDQ�QDWLYH�DGYHUWLVLQJ,�DV�EUDQGV�ÀQG�LW�GLIÀFXOW�WR�VWD\�
LQ� WKH�EDFNJURXQG�HYHQ�WKRXJK�WKH�UHVXOWV�RI�HQJDJHPHQW�PHWULFV�REWDLQHG�ZLWK�QDWLYH�DGYHUWLVLQJ�
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DUH�PXFK�KLJKHU�WKDQ�WKRVH�IRU�DGYHUWRULDOV��0HGLD�SURIHVVLRQDOV�FDOO�RQ�FOLHQWV�WR�WDNH�QRWLFH�RI�WKHVH�
ÀJXUHV��7KH�GHHS�NQRZOHGJH�WKH\�KDYH�DQG�KDYH�JHQHUDWHG�RYHU�WKH�\HDUV�LV�WKH�NH\�WR�FRQQHFWLQJ�
XVHUV��DOORZLQJ�WKHP�WR�EXLOG�DQG�PDQDJH�ODUJH�DXGLHQFHV�

$V�IRU�WKH�HSLVWHPRORJLFDO�TXHVWLRQ��VHYHUDO�SURIHVVLRQDOV�GHWHFWHG�D�WHQGHQF\�WR�PDNH�LQDSSURSULDWH�
XVH�RI�WKH�WHUP�QDWLYH�DGYHUWLVLQJ,�XVLQJ�LW�WR�UHIHU�WR�FRQWHQW�IRFXVLQJ�RQ�SURGXFWV��3URIHVVLRQDOV�ZKR�
ZURQJO\�XVH�WKH�WHUP�QDWLYH�DGYHUWLVLQJ�WR�UHIHU�WR�DGYHUWRULDOV�GR�VR�IURP�D�QHJDWLYH�SRLQW�RI�\RX��DV�
WKH\�FRQVLGHU�WKLV�WR�EH�FRQWHQW�ZLWK�OLWWOH�HGLWRULDO�YDOXH�DQG�DQ�H[FHVVLYH�FRPPHUFLDO�FRPSRQHQW��7KH�
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.

,QWHUHVWLQJO\��´QDWLYH�DGYHUWLVLQJµ��ZKLFK�LV�WKH�WHUP�WKDW�EHVW�GHÀQHV�WKH�QHZ�HGLWRULDO�SURGXFW�RIIHUHG�
by the media, tends to be either used incorrectly or omitted. Some of those interviewed even admitted 

WKDW�WKH\�KDYH�JLYHQ�XS�XVLQJ�WKH�WHUP�DOWRJHWKHU�EHFDXVH�WKH\�EHOLHYH�WKH�PDUNHW�LV�QRW�VXIÀFLHQWO\�
PDWXUH�IRU�LW�DQG�LW�FDQ�FDXVH�FRQIXVLRQ�DPRQJ�FXVWRPHUV�

:H�ÀQG�WKDW�WKH�PRVW�ZLGHVSUHDG�WHUP�XVHG�E\�SURIHVVLRQDOV�WR�UHIHU�WR�WKH�FRQWHQW�FUHDWHG�IRU�EUDQGV�
LQ�WKH�PHGLD�LV�EUDQGHG�FRQWHQW��,I�ZH�VWDUW�IURP�WKH�SUHPLVH�WKDW�LW�LV�D�QRQ�DGYHUWLVLQJ�FRQWHQW�LQWHQGHG�
WR�EH�UHOHYDQW�WR�WKH�DXGLHQFH��ZKHWKHU� LQIRUPLQJ��HGXFDWLQJ�RU�HQWHUWDLQLQJ�WKHP�� LW�FRXOG�EH�VDLG�
WKDW�LW�SDUWO\�PHHWV�WKH�GHÀQLWLRQ��DQG�WKDW�LW�ZRXOG�DFWXDOO\�EH�PRUH�DFFXUDWH�WR�XVH�WKH�WHUP�QDWLYH�
DGYHUWLVLQJ��ZKLFK�ZRXOG�QRW�EH�PLVXVHG�LQ�WKLV�FRQWH[W�

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

LV� SXEOLVKHG�RQ� WKDW�RXWOHW�DQG� WKHUHIRUH� IROORZV� LWV� HGLWRULDO� OLQH��ZH�ZRXOG�EH� WDONLQJ�DERXW� QDWLYH�
DGYHUWLVLQJ��:KHUHDV��LI�WKDW�VDPH�GHSDUWPHQW�FUHDWHV�FRQWHQW�WKDW�LV�SXEOLVKHG�RQ�D�EUDQG·V�FKDQQHOV�
DQG�WKHUHIRUH�DGRSWV�WKH�YRLFH�RI�WKDW�EUDQG��ZH�ZRXOG�EH�WDONLQJ�DERXW�EUDQGHG�FRQWHQW�

�����([SHUWLVH�LQ�FRQWHQW�FUHDWLRQ�IRU�EUDQGV

$V�ZH�KDYH�VHHQ�ZKHQ�DQDO\VLQJ�WKH�FDVHV�RI�&RQGp�1DVW��:HEHGLD��3OD\JURXQG�DQG�<RURNREX��WKLV�
GLIIHUHQWLDWLRQ�LV�FUXFLDO�WR�XQGHUVWDQGLQJ�WKH�SDUWLFXODU�IHDWXUHV�RI�WKH�PHGLD�ZKLFK��DV�ZHOO�DV�RIIHULQJ 
QDWLYH�DGYHUWLVLQJ��DUH�LQFRUSRUDWLQJ�GLJLWDO�DJHQF\�IXQFWLRQV�ZLWK branded content creation services 

into their departments.

&RQFHUQLQJ�WKLV�GXDOLW\�WKDW�JLYHV�ULVH�WR�EXVLQHVV�PRGHOV�ZLWK�SDUDOOHO�EXW�GLIIHUHQWLDWHG�WUDMHFWRULHV��LW�LV�
FXULRXV�WR�REVHUYH�WKDW�WKH�ELJ�PHGLD�JURXSV�DUH�IRFXVLQJ�H[FOXVLYHO\�RQ�RIIHULQJ�EUDQGV�WKH�FUHDWLRQ�
RI�FRQWHQW�GHVLJQHG�WR�EH�GLVWULEXWHG� LQ�WKH�JURXS·V�GLIIHUHQW�WLWOHV�� WKHUHE\�FDSLWDOLVLQJ�RQ�WKH� ODUJH�
DXGLHQFHV� WKH\� KDYH��:LWK� WKH� H[FHSWLRQ� RI� WKH� 35,6$�JURXS��ZKLFK�GRHV� KDYH�DQ�DJHQF\� FDOOHG�
)DFWRUtD�WKDW�SURGXFHV�FRQWHQW�IRU�WKLUG�SDUWLHV��ZH�KDYH�QR�HYLGHQFH�WKDW�WKH�RWKHU�PDMRU�JURXSV�DUH�
ZRUNLQJ�LQ�WKLV�GLUHFWLRQ��6RPH�RI�WKH�SURIHVVLRQDOV� LQWHUYLHZHG�DUH�UHOXFWDQW�WR�GR�WKLV�EHFDXVH�WKH\�
FDQQRW�VHH�WKDW�LW�KDV�D�SODFH�ZLWKLQ�WKH�FXUUHQW�EXVLQHVV�PLQGVHW�DQG�FXOWXUH��RU�EHFDXVH�WKH�SURÀW�
PDUJLQV�DUH�LQÀQLWHO\�ORZHU�WKDQ�WKRVH�IRU�QDWLYH�DGYHUWLVLQJ��ZKLOH RWKHUV�VHH�DQ�RSSRUWXQLW\�IRU�JURZWK�
LQ�WKLV�GLUHFWLRQ�DQG�EHOLHYH�WKDW�LW�LV�RQO\�D�PDWWHU�RI�WLPH�EHIRUH�LW�KDSSHQV��&XULRXVO\��WKH�GLJLWDO�QDWLYH�
RU�QLFKH�PHGLD�VHHP�WR�EH�WKH�PRVW�ZLOOLQJ�WR�H[SORUH�WKLV�DYHQXH��LI�WKH\�KDYH�QRW�DOUHDG\�GRQH�VR��
RIIHULQJ�D�VHULHV�RI�VHUYLFHV�PRUH�W\SLFDO�RI�D�GLJLWDO�DGYHUWLVLQJ�DJHQF\�WKDQ�FRQYHQWLRQDO�PHGLD�

�����3URIHVVLRQDOLVDWLRQ��VWUXFWXUH�DQG�DJHQF\�VHUYLFHV

7R�UHVSRQG�WR�WKHVH�QHZ�QHHGV��WKH�GHSDUWPHQWV�UHVSRQVLEOH�IRU�EXVLQHVV�KDYH�KDG�WR�XQGHUJR�D�PDMRU�
WUDQVIRUPDWLRQ��7KH�QHZ�HGLWRULDO�SURGXFW�RIIHUHG�WR�EUDQGV�LV�PXFK�PRUH�FRPSOH[�WKDQ�WKH�DFWLRQV�WKDW�
FRXOG�EH�FDUULHG�RXW�LQ�WKH�SDVW��DV�LW�LQFOXGHV�RPQLFKDQQHO�VWUDWHJLHV��WUDQVPHGLD�QDUUDWLYHV��EXVLQHVV�
DQDO\VLV�DQG�VRFLDO�PHGLD�VWUDWHJ\��&RQVLGHULQJ�WKDW� LQ�PDQ\�FDVHV�D� UDQJH�RI� VHUYLFHV�DV�EURDG�DV�
WKRVH�RIIHUHG�E\�DQ�DGYHUWLVLQJ�DJHQF\�VSHFLDOLVLQJ� LQ�GLJLWDO�PDUNHWLQJ� LV�DOUHDG\�RQ�RIIHU� LW� LV�HDV\�
WR�XQGHUVWDQG� WKH�SUROLIHUDWLRQ�RI�EUDQGHG�FRQWHQW�GHSDUWPHQWV�ZLWK� WKHLU�GLYHUVH�SURÀOHV� LQFOXGLQJ�
HYHU\WKLQJ�IURP�ZULWHUV�WR�DXGLRYLVXDO�SURGXFHUV��6(2�H[SHUWV��H�FRPPHUFH�DQG�GDWD�DQDO\VWV�

2Q� WKH�RWKHU�KDQG�� WKH�PHGLD� IRUFHG� LQWR�GLJLWDO� WUDQVIRUPDWLRQ�E\� WKH�PRPHQW�RI�GLVUXSWLRQ�PRUH�
WKDQ� WHQ�\HDUV�DJR��KDYH�GHYHORSHG�HGLWRULDO� LQWHOOLJHQFH� WKDW� LV�JUHDW�GHPDQG�DQG� WKLV�KDV�JLYHQ�
them the opportunity to monetise content via new business models. In many cases, branded content 

GHSDUWPHQWV�RU�DJHQFLHV�DUH�EHFRPLQJ�DQ�HVVHQWLDO�VRXUFH�RI�UHYHQXH�IRU�WKHP��$W�D�WLPH�ZKHQ�PDQ\�
HGLWRULDO�SURMHFWV�DUH�VWLOO�VWUXJJOLQJ�WR�ÀQG�WKH�IRUPXOD�WR�JXDUDQWHH�WKHLU�VXUYLYDO��WKH�JURZWK�LQ�GHPDQG�
for this type of products and services is a hopeful trend for many of them.
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�����7KH�DGGHG�YDOXH�RI�WKH�SURGXFW�FUHDWHG�LQ�WKH�PHGLD

$OO�LQGLFDWLRQV�DUH�WKDW�WKLV�SKHQRPHQRQ�ZLOO�FRQWLQXH�WR�JURZ��7KH�YDOXH�RIIHUHG�LV�FRQVLGHUDEOH�

1. &DSDFLW\�WR�UHDFK�ODUJH�DXGLHQFHV�WKDW�KHOS�WR�DPSOLI\�PHVVDJHV��RU�VHJPHQWDWLRQ�SRVVLELOLWLHV�ZLWK�
KLJKO\�TXDOLWDWLYH�DXGLHQFHV�

2. Reputation and credibility transferred from the media to the brand. It is very important to be associated 

ZLWK�VSHFLDOLVHG�PHGLD�WKDW�DUH�LPSRUWDQW�LQ�FHUWDLQ�ÀHOGV�DQG�KDYH�VWURQJ�EUDQGV�

3. (GLWRULDO�LQWHOOLJHQFH�WKDW�WUDQVODWHV�LQWR�D�GHHS�XQGHUVWDQGLQJ�RI�DXGLHQFHV��DV�ZHOO�DV�ZKLFK�IRUPDWV�
DQG�W\SHV�RI�FRQWHQW�DUH�ZRUNLQJ�EHVW��7KH�PHGLD�RXWOHW�LWVHOI�VHUYHV�DV�DQ�5	'�WHVW�EHG�

4. 3RVVLELOLW\�RI�OLQNLQJ�WR�FXUUHQW�HYHQWV�

5. 6LPSOLÀFDWLRQ�RI�SURFHVVHV��$� VLQJOH�FRQWDFW�SHUVRQ�FRYHUV�DOO� WKH�EUDQG·V� QHHGV�� (YHU\WKLQJ� IURP�
VWUDWHJLF�FRQVXOWDQF\��WR�FUHDWLYH�SURSRVDOV��SURGXFWLRQ��GLVWULEXWLRQ�DQG�UHSRUWLQJ�RI�UHVXOWV�

6. &RQWHQW�GHULYHG�SURGXFWV�EDVHG�RQ�ELJ�GDWD��ZKLFK�DOORZ�IRU�WKH�VXEVHTXHQW�GHYHORSPHQW�RI�KLJKO\�
personalised activations.

�����3URGXFW�NQRZOHGJH��SURFHVV�LPSURYHPHQW�DQG�PDWXULW\�RI�WKH�LQGXVWU\

$OWKRXJK� WKH�QHZ�VFHQDULR� LV�SURPLVLQJ�� LW� UHTXLUHV�ERWK�SDUWLHV� WR� LPSURYH� WKHLU�SURFHVVHV�DQG� WKHLU�
XQGHUVWDQGLQJ�RI�WKH�SURGXFWV�RIIHUHG��HVSHFLDOO\�QDWLYH�DGYHUWLVLQJ� 6RPH�SURIHVVLRQDOV�ZKR�EHORQJ�
WR�LQWHUQDWLRQDO�SXEOLVKLQJ�JURXSV�REVHUYH�WKDW��LQ�RWKHU�FRXQWULHV��WKH�PDUNHW�LV�PRUH�PDWXUH�DQG�WKH�
product is better understood. They conclude that in Spain there is a need for professionalisation and for 

WKH�HVWDEOLVKPHQW�RI�UXOHV�RI�WKH�JDPH�

7KH�LQWHUYLHZHHV�ZHUH�QRW�JHQHUDOO\� LQ�IDYRXU�RI�XVLQJ�EUDQGHG�FRQWHQW�DV�D�WDFWLFDO�DFWLRQ�VHHNLQJ�
GLUHFW�FRQYHUVLRQ�LQWR�VDOHV��DV�WKLV�XVXDOO\�JLYHV�SRRU�UHVXOWV� LQ�PRUH�TXDOLWDWLYH�PHWULFV�VXFK�DV�GZHOO�
WLPH��DQG�DOVR�JHQHUDWHV�D�QHJDWLYH�IHHOLQJ�DPRQJ�UHDGHU��ZKLFK�GRHV�QRW�KHOS�DQ\RQH��,WV�IXQFWLRQ�
VKRXOG�EH�DLPHG�DW�EUDQGLQJ�DQG�WU\LQJ�WR�GRPLQDWH�WHUULWRULHV�UHODWHG�WR�WKH�EUDQG�LQ�WHUPV�RI�YDOXHV�
DQG�SRVLWLRQLQJ��

7KH�´DOZD\V�RQµ IRUPDW�LV�WKH�PRVW�LQWHUHVWLQJ�IRUPXOD��FROODERUDWLRQ�DJUHHPHQWV�ODVWLQJ�XS�WR�D�\HDU�
DUH�FRQFOXGHG��ZKLFK�PHDQV�PRUH�VWUDWHJLF�SURMHFWV�FDQ�EH�GHYHORSHG��$�VHULHV�RI�SLHFHV�RI�FRQWHQW�
LV�JHQHUDWHG�DURXQG�DQ�LGHD�DQG�ORQJ�WHUP�SODQQLQJ�LV�FDUULHG�RXW�ZLWK�WKH�WHDPV�VHW�XS�IRU�WKH�SURMHFW��
The media outlet supports the brand and establishes dynamics very similar to those used by the outlet 
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1RZDGD\V�� LQ� RXU� VR�FDOOHG� ´,QIRUPDWLRQ�
6RFLHW\µ��QR�RQH�FDQ�GRXEW�WKDW�PDUNHWLQJ�DQG�
communication within a tourist city are crucial 

IRU� LWV�H[LVWHQFH�DQG�GHYHORSPHQW��'XH�WR�WKLV��
FLW\� EUDQGLQJ� UHVHDUFK� KDV� JDLQHG� LQWHUHVW�
in international literature in recent years. The 

current project focuses on the implementation 

RI� D� SODFH�EUDQGLQJ� FRPSHWLWLYH� VWUDWHJ\� LQ�
WKH�FDVH�RI�6DQWD�&UX]�GH�7HQHULIH��D�PHGLXP�
VL]HG� LVODQG� FDSLWDO� FLW\�� WR� H[SORUH� WKH� FRUH�
mechanism of this phenomenon, from an 

applied perspective and as a result of the 

H[SHULHQFH� JDLQHG� LQ� VHYHUDO� NQRZOHGJH�
WUDQVIHU� SURMHFWV� OHG� E\� WKH� DXWKRUV�� 0RUH�
VSHFLÀ�FDOO\�� WKLV� UHVHDUFK� VRXJKW� WR� DQDO\]H�
WKH�FXUUHQW�FRQGLWLRQV�SUHYDLOLQJ� LQ� WKH�FDSLWDO�
RI� D� SHULSKHUDO� LVODQG� WRJHWKHU� ZLWK� SRVVLEOH�
FROODERUDWLRQV� EHWZHHQ� DFWRUV�� ([WHQGHG�
ELEOLRJUDSKLFDO� UHVHDUFK� LQ� FLW\� EUDQGLQJ�� DV�
well as successful case studies of other places, 

led to the formation of the panel discussion. 

4XDOLWDWLYH� UHVHDUFK�� XVLQJ� LQ�GHSWK� LQWHUYLHZV�
with local stakeholders, public administration 

opinion leaders and private entrepreneurs, 

ZDV�DOVR�FDUULHG�RXW�� 7KH�À�QGLQJV� VXJJHVW� WKDW�
RUJDQL]LQJ� EURDG� VWDNHKROGHU� SDUWLFLSDWLRQ�
LQ� WKH� EUDQGLQJ� SURFHVV� RQ� WKH� VLWH� LV� DQ�
LQHVFDSDEOH�QHFHVVLW\� LQ� WLPHV�RI�JOREDOL]DWLRQ�
DQG�SURPRWLQJ�WKH�WHUULWRU\�RQ�WKH�EDVLV�RI�WKDW�
brand is a major component.

.H\ZRUGV
&RPPXQLFDWLRQ�VWUDWHJLHV��SXEOLF�UHODWLRQV��FLW\�
PDUNHWLQJ��FLW\�EUDQGLQJ

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. 
/D� SURIXQGD� UHYLVLyQ� ELEOLRJUiÀ�FD� VREUH� OD�
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.

Palabras clave
Estrategias de comunicación; Relaciones públicas; 
marketing de ciudad; marca de la ciudad
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���,QWURGXFWLRQ

The collapse of boundaries between institutions and the necessity of collaborative innovation to address 

FXUUHQW�DQG�IXWXUH�FKDOOHQJHV�GHPDQG�D�SURIHVVLRQ�IRFXVHG�RQ�LQQRYDWLYH�PDQQHUV�WKDW�ZRXOG�LPSURYH�
UHODWLRQVKLSV�ZLWK�SXEOLFV�� DQG�JXLGH� WKH� VRFLDO� FRQYHUVDWLRQ�� 7UDGLWLRQDOO\�� IXQFWLRQDO�� SRVWPRGHUQLVW�
DQG�FULWLFDO�DSSURDFKHV�LQ�35�FRPPXQLFDWLRQ�OLWHUDWXUH�DUH�DLPLQJ�WR�ÀQG�UHVSRQVHV�WR�WKH�FKDOOHQJHV��
7KLV�WUDFN�DLPV�WR�IXOÀOO�D�UHVHDUFK�DJHQGD�WKDW�VKRZV�QHZ�WUHQGV��KRZ�FROODERUDWLYH�QHWZRUNV�DUH�EXLOW�
ZLWK�D�ZLGH�UDQJH�RI�VWDNHKROGHUV��KRZ�FRPPXQLFDWLRQ�LPSURYHV�WKH�RUJDQL]DWLRQDO�GHFLVLRQ�PDNLQJ�
SURFHVV��ZKDW�QHZ�OHDGHUVKLS�UROHV�RI�SURIHVVLRQDOV�DUH�EHLQJ�HQDFWHG��RU�ZKDW�NH\�LQGLFDWRUV�DUH�EHLQJ�
SXW�LQWR�SUDFWLFH�IRU�WKH�FRQVWLWXHQW�FRPPXQLFDWLRQ�RUJDQL]DWLRQV�

1RZDGD\V��LQ�RXU�VR�FDOOHG�́ ,QIRUPDWLRQ�6RFLHW\µ��QR�RQH�FDQ�GRXEW�WKDW�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ�
ZLWKLQ�D� WRXULVWLF� FLW\� LV� FUXFLDO� IRU� LWV� H[LVWHQFH�DQG�GHYHORSPHQW�DV�SODFHV�RI� DOO� NLQGV� FDQ�EHQHÀW�
IURP�LPSOHPHQWLQJ�FRKHUHQW�LPDJH�DQG�UHSXWDWLRQ�VWUDWHJLHV��,Q�DGGLWLRQ��EUDQGV�GLUHFW�WKHLU�VWUDWHJLF�
DQG�FRPPXQLFDWLYH�HIIRUWV� WRZDUGV� WKH� VHDUFK�RI�D�FRQVXPHU�PRUH�DQG�PRUH�HOXVLYH��GHPDQGLQJ�
DQG�ZLWK�D�JUHDWHU�ZLOOLQJQHVV�WR�SDUWLFLSDWH��)HUQiQGH]�*yPH]�DQG�*RUGLOOR�5RGUtJXH]���������'XH�WR�
WKLV��FLW\�EUDQGLQJ�UHVHDUFK�KDV�JDLQHG�PRUH� LQWHUHVW� LQ� LQWHUQDWLRQDO�DFDGHPLF� OLWHUDWXUH�DQG�SXEOLF�
DXWKRULWLHV�LQ�UHFHQW�\HDUV��&LWLHV�WKURXJKRXW�(XURSH�DUH�SD\LQJ�PRUH�DWWHQWLRQ�WKDQ�HYHU�WR�EUDQGLQJ�
E\�XVLQJ�PRGHUQ�PDUNHWLQJ�WRROV�DQG�LQFOXGLQJ�EUDQGLQJ�VWUDWHJLHV�LQ�WKHLU�GHFLVLRQV�LQ�RUGHU�WR�SXUVXLW�
ZLGHU� XUEDQ� PDQDJHPHQW� JRDOV�� ,QGHHG�� WKHUH� LV� LQWHQVH� FRPSHWLWLRQ� EHWZHHQ� FLWLHV� �.DYDUDW]LV��
������:DUQDE\�������� WKDW�SURPSWV� ORFDO�SROLF\�PDNHUV� WR�H[SORUH�QHZ�ZD\V� WR�FRPELQH�HFRQRPLF�
GHYHORSPHQW�ZLWK�VXVWDLQDEOH�XUEDQ�WUDQVIRUPDWLRQ��LQ�RUGHU�WR�UHGXFH�WKH�JURZLQJ�JDS�EHWZHHQ�FLWLHV�
WKH�ULFKHVW�DQG�WKH�PRVW�GLVDGYDQWDJHG�H[LVWLQJ�LQKDELWDQWV�LQ�WKHVH�FLWLHV��$FFRUGLQJ�WR�0DUWtQH]�6DOD�
DQG�&DPSLOOR�$OKDPD� ��������EUDQGLQJ� LV�EDVHG�RQ�EHLQJ�D�FRPPXQLFDWLYH�PRGHO� UHVXOWLQJ� IURP�D�
consumer who has taken an active role in the communication process with brands.

0DQ\� GHFLVLRQ�PDNHUV� KDYH� FRQVLGHUHG� FLW\� EUDQGLQJ� DV� D� NH\� VWUDWHJ\� WR� JXLGH� WKHLU� FLWLHV·�
WUDQVIRUPDWLRQ�SURFHVV��EHFDXVH� WKLV�EULQJV�PDQ\�SRVLWLYH�FKDQJHV��HVSHFLDOO\� LQ� WHUPV�RI�TXDOLW\�RI�
OLIH�DQG�HFRQRPLF�SURVSHULW\��+RZHYHU��FRQWURYHUVLHV�DUH�DOVR�D�FXUUHQW�FKDOOHQJH�WKDW�WKH\�KDYH�WR�
IDFH�E\�LQYROYLQJ�ORFDO�VWDNHKROGHUV�LQ�WKH�SURFHVV�WR�EDODQFH�EUDQGLQJ�YHUVXV�PDUNHWLQJ��SODFHV�YHUVXV�
SURGXFWV��SROLF\�YHUVXV�SROLWLFV��DQG�WKHRU\�YHUVXV�SUDFWLFH��+RVSHUV��������

7KH�PDVVLÀFDWLRQ�RI�PHGLD�DGYHUWLVLQJ��WKH�SUROLIHUDWLRQ�RI�QHZ�WHFKQRORJLFDO�WRROV�IRU�FRPPXQLFDWLRQ�
DQG�WKH�YRUDFLRXV�FRPSHWLWLRQ�IRU�FLWL]HQ�DWWHQWLRQ�DUH�VRPH�RI�WKH�FLUFXPVWDQFHV�WKDW�KDYH�FDXVHG�D�
VLJQLÀFDQW�FKDQJH�LQ�WKH�FRPPXQLFDWLRQ�ODQGVFDSH��6XFK�VXEVWDQWLYH�PRGLÀFDWLRQV�DIIHFW�WKH�ZD\�WR�
FRQFHLYH�VWUDWHJLF�PDQDJHPHQW�RI�SXEOLF�UHODWLRQV�DQG�FRUSRUDWH�FRPPXQLFDWLRQ�LQ�EXVLQHVV��7RGD\·V�
PR reality requires a professional implementation of various actions based on innovative tactics which 

GLJLWDO�RSHUDWLRQ�DQG�HIIHFWLYHQHVV�DUH�QRW�HQWLUHO\�OHJLWLPDWH��EXW�QHHG�DQ�XUJHQW�DSSOLFDWLRQ�LQ�RUGHU�
WR�UHPDLQ�LQVLGH�WKH�JOREDO�VWDJH��'HOSRQWL���������$QRWKHU�SDUW�RI�WKH�FRPSOH[LW\�RI�FLW\�EUDQGLQJ�LV�WKH�
GLYHUVH�WDUJHW�DXGLHQFH�WR�ZRUN�ZLWK�DQG�WKLV�LV�D�FKDOOHQJH�WKDW�LV�EHLQJ�GLVFXVVHG�LQ�D�FRQVLGHUDEO\�
SURSRUWLRQ�RI�FLW\�EUDQGLQJ�OLWHUDWXUH�

7KH�FXUUHQW�GLJLWL]DWLRQ�SURFHVV�LV�DOVR�LQFUHDVLQJ�LQWHUHVW�LQ�GHYHORSHG�FRXQWULHV�DV�LW�EULQJV�D�UHYROXWLRQ�
LQ� WKH�ZD\V�RI�GRLQJ�� WKLQNLQJ�DQG�SURPRWLQJ�SODFHV�� 7KLV� VKRXOG�EH�DQ� LQFHQWLYH� IRU�DFDGHPLFV� WR�
DQDO\]H�WKLV�QHZ�DSSURDFK�WR�FLW\�EUDQGLQJ��+RZHYHU��RQOLQH�EUDQGLQJ�VWXGLHV�DUH�VWLOO�GHVFULSWLYH�DV�
WKH\�H[SORUH�FLW\�FRXQFLOV�ZHEVLWHV�DQG�PRVWO\�EDVHG�RQ�TXDOLWDWLYH�DQDO\VLV� RI�PDNLQJ�FDPSDLJQV��
&LWLHV�DUH�H[WUHPHO\�FRPSHWLWLYH�LQ�WU\LQJ�WR�DWWUDFW�WRXULVWV��LQYHVWRUV��DQG�D�PRUH�HGXFDWHG�ZRUNIRUFH�
DQG�FLW\�EUDQGLQJ� LV�D�XVHIXO� WRRO� WR�JDLQ�D�FRPSHWLWLYH�DGYDQWDJH��([SHUWV� LQVLVW� WKDW�SODFHV�VKRXOG�
SURYH�WKHLU�XQLTXHQHVV�LQ�RUGHU�WR�SURPRWH�DQG�DFKLHYH�YDULRXV�WDUJHWV�DQG�WKDW�LV�WKH�UHDVRQ�ZK\�WKH�
FDVH�VWXG\�PHWKRG�LV�ZLGHO\�XVHG�WR�FRPSUHKHQG�WKH�VWDWH�RI�WKLV�FRPSOH[�PDWWHU�

,W�LV�D�IDFW�WKDW�WR�JDLQ�SRSXODULW\��LW�LV�LPSRUWDQW�WR�NHHS�SXEOLF·V�DSSUHFLDWLRQ�DQG�OR\DOW\��1HYHUWKHOHVV��
WR�FRQYH\�D�JRRG�LPDJH�YDOXH�ZLWKLQ�D�FRQWH[W�RI�JOREDO�HFRQRPLF�FULVLV�DQG�HQYLURQPHQWDO�FROODSVH�
DQG�WRWDOO\�GRPLQDWHG�E\�VRFLDO�PHGLD��GHYHORSLQJ� LQWHJUDO�VWUDWHJLHV� UHJDUGLQJ�PDUNHWLQJ��35��DQG�
UHSXWDWLRQ�DQDO\VLV��LV�UHTXLUHG��/LNHZLVH��RIIHULQJ�GLIIHUHQW�DQG�VSHFLDO�FRQWHQWV�WR�VDWLVI\�WKH�GHPDQGV�
DQG�QHHGV�RI� UHVLGHQWV� LV�DOVR� LPSRUWDQW��DOWKRXJK�� WKLV� LV� VRPHWLPHV�D� OLWWOH�ELW� LGHDOLVWLF�� %HVLGH� WKLV��
UHVSHFWLQJ�WKH�H[SHULHQFH�WKDW�SXEOLF�DOUHDG\�KDV��DV�D�GLJLWDO� LQIRUPDWLRQ�FRQVXPHU�LV�GHÀQLWHO\�WKH�
essential point. 

7KH�DFWLYLW\�RI�SURPRWLQJ��SRVLWLRQLQJ�DQG�PDQDJLQJ�WKH�UHSXWDWLRQ�LV�VRPHWKLQJ�WKDW�SULYDWH�FRPSDQLHV�
KDYH�EHHQ�GRLQJ�IRU�D�ORQJ�WLPH�DQG�LW�KDV�EHHQ�LQ�WKLV�SULYDWH�VSKHUH�ZKHUH�FUHDWLRQ��GHYHORSPHQW�
DQG�EUDQG�PDQDJHPHQW�DQG�UHSXWDWLRQ�KDYH�HPHUJHG��$SROR�et al., 2017). At the local level, people 

create associations to the city brand and value these associations in the same way.

7KLV�SDSHU�IRFXVHV�RQ�D�VSHFLÀF�FDVH�RI�VWXG\��WKH�LPSOHPHQWDWLRQ�RI�D�SODFH�EUDQGLQJ�FRPSHWLWLYH�
VWUDWHJ\�LQ�WKH�FDVH�RI�6DQWD�&UX]�GH�7HQHULIH��:H�DVVXPH�WKDW�SXEOLF�FRPPXQLFDWLRQ�LQ�ORFDO�FRQWH[WV�
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VWDQG�DV�D�SRZHUIXO�WRRO�LQ�JRYHUQPHQW·V�KDQGV�ZKLFK�DOORZ�H[SODLQLQJ��MXVWLI\LQJ�DQG��FRQVHTXHQWO\��
OHJLWLPL]LQJ�WKH�SROLWLFDO�GHFLVLRQV�DVVXPHG�LQ�HDFK�JRYHUQPHQWDO�SHULRG��0RUH�VSHFLÀFDOO\��WKH�DLP�LV�
WR�LGHQWLI\�DQG�DQDO\]H�WKH�FXUUHQW�FRQGLWLRQV�SUHYDLOLQJ�LQ�WKH�LVODQG·V�FDSLWDO�FLW\�DORQJ�ZLWK�SRVVLEOH�
collaborations between stakeholders.

,Q�WKLV�FRQWH[W��VRFLDO�QHWZRUNV�DQG�QHZ�IRUPV�RI�XQFRQYHQWLRQDO�PHGLD�SOD\�D�VWDUULQJ�UROH�LQ�FKDQJLQJ�
WKH�FRPPXQLFDWLRQ�SDUDGLJP�RI� ORFDO� LQVWLWXWLRQV�� ,Q� IDFW�� LQWHUHVW� LV� JURZLQJ�GXH� WR� WKH�GLPLQLVKLQJ�
HIIHFWLYHQHVV�RI�WUDGLWLRQDO�PHGLD�VWUDWHJLHV��XUEDQ�PDUNHWLQJ�RU�DGYHUWLVLQJ��7KLV�LV�HVSHFLDOO\�WKH�FDVH�
ZKHQ�WKH�REMHFWLYH�LV�WR�DYRLG�FRQIXVLRQ�EHWZHHQ�WKH�EUDQGLQJ�RI�WKH�FLW\�DQG�WKH�VLPSOH�FUHDWLRQ�RI�
D�YLVXDO�WHUULWRU\��$FFRUGLQJ�WR�WKH�:RUOG�7RXULVP�2UJDQL]DWLRQ��81:72���:RUOG�7RXULVP�JUHZ�E\�����LQ�
������UHDFKLQJ�������PLOOLRQ�HXURV�WUDYHOHUV�WZR�\HDUV�HDUOLHU�WKDQ�H[SHFWHG�

7KH� ORQJ�WHUP� HVWLPDWH� SXEOLVKHG� LQ� ����� SUHGLFWHG� ���� ELOOLRQ� LQWHUQDWLRQDO� WRXULVW� DUULYDOV� E\� �����
KRZHYHU� WKH� VWURQJ�HFRQRPLF�JURZWK�� WKH�PRUH�DIIRUGDEOH�DLU� WUDYHO�� WHFKQRORJLFDO� FKDQJHV�� QHZ�
EXVLQHVV�PRGHOV�DQG�WKH�VLPSOLÀFDWLRQ�RI�YLVD·V�SURFHVVLQJ�KDYH�DFFHOHUDWHG�JURZWK�LQ�UHFHQW�\HDUV�

:LWKLQ� WKLV� FRQWH[W� RI� LQFUHDVLQJ� WRXULVW� PRYHPHQW� DQG� XUEDQ� SURFHVV�� FLW\� EUDQGLQJ� OLWHUDWXUH� LV�
H[SHULHQFLQJ�D�SURSRUWLRQDO�JURZLQJ�LQWHUHVW�ZLWKLQ�VFKRODUV�DQG�SUDFWLWLRQHUV�WKDW�ÀQG�RXW�LQ�WKH�WRXULVP�
ÀHOG�� WKH� LQVWUXPHQW� WR�PDQDJH�DQG�FRPPXQLFDWH� WKH� FLW\·V� FRPSHWLWLYH�DGYDQWDJHV��0HDQZKLOH��
LW� LV�FOHDUO\�REVHUYHG�WKDW�WKH�FRQFHSW�RI�FLW\��XUEDQ�DQG�SODFH�EUDQGLQJ�DUH�XVHG� LQWHUFKDQJHDEO\�
DQG�GXH�WR�WKDW�DFDGHPLFV�DUH�PDNLQJ�HIIRUWV�WR�FODULI\�WKH�WHUPV��+HQFH��FLW\�EUDQGLQJ�LV�D�FRPSOH[�
SKHQRPHQRQ�DQG�D�FRKHUHQW�FRQVHQVXV�DPRQJ�VFKRODUV�ZKR�NHHS�WKHRUHWLFDO�GLVWLQFWLRQV�EHWZHHQ�
GLIIHUHQW�WHUPV�DFFRUGLQJ�WR�WKHLU�XVDJH��LV�QHHGHG�

,Q�WKH�ODVW�GHFDGH��PRUH�DQG�PRUH�SXEOLF�DGPLQLVWUDWLRQV��HVSHFLDOO\�FLW\�FRXQFLOV��DUH�VKRZLQJ�LQWHUHVW�
LQ�GHSOR\LQJ� WKLV� W\SH�RI�SURFHVV�QRW�RQO\�ZLWK�SURPRWLRQDO� LQWHQWLRQV��EXW�DOVR�DV� WKH�ÀUVW�RSWLRQ� IRU�
economic promotion and local development. This aspect becomes essential in order not to limit the 

H[WUDRUGLQDU\�SRVVLELOLWLHV�WKDW�WKH�HIIHFWLYH�GHSOR\PHQW�RI�D�EUDQG�JLYHV�WR�D�WHUULWRU\��'H�6DQ�(XJHQLR�
and Ginesta, 2020).

´7KH�SHRSOH�RI�$PVWHUGDP�DUH�$PVWHUGDPµ��7KH�EUDQG�FRQYH\V�ERWK�WKH�GLYHUVLW\�RI�SHRSOH�ZKR�OLYH�
WKHUH��VXFK�DV�SULGH��WUXVW��FKRLFH�DQG�VXSSRUW�IURP�WKH�FLWL]HQV�WKHPVHOYHV��.DYDUDW]LV���������0RUHRYHU��
WKH�FLW\�EUDQG�ZLOO�EH�WKH�QDPH�RI�WKH�FLW\��LQ�DGGLWLRQ�WR�WKH�ORJR��LI�WKH\�H[LVW���DVVRFLDWHG�ZLWK�D�JURXS�
RI�DWWULEXWHV�WKDW��SHUFHLYHG�E\�WKH�WDUJHW�DXGLHQFH��ZLOO�FDXVH�SRVLWLYH�RU�QHJDWLYH�UHDFWLRQV��,W·V�EHHQ�
IUHTXHQWO\�REVHUYHG�WKDW�LI�D�FLW\�WUHDWV�WKH�EUDQG�DV�D�PHUH�QDPH��LW�WKHQ�IDLOV�LQ�WKH�VWUDWHJ\��VR�WKH�
FKDOOHQJH�RI�EUDQG�QDPH�LV�WR�FUHDWH�D�VHULHV�RI�GHHS�SRVLWLYH�DVVRFLDWLRQV�WKDW�UHÁHFW�LWV�SURPLVH�DQG�
this is the one of the focuses of city brand literature. 

2QH�RI�WKH�PRVW�UHFHQW�DQG�DPSOH�FRQWULEXWLRQV�LV�WKH�VXPPDU\�PDGH�E\�2JX]WLPXU�DQG�$NWXUDQ��������
WKDW�� HYHQ�DVVXPLQJ� WKH� OLPLWDWLRQ�RI�DQDO\]LQJ�RQO\� LQWHUQDWLRQDO� SXEOLFDWLRQV�� WKH� VWXG\�JHQHUDWHG�
VHYHUDO�FRQFOXVLRQV�� ,Q�IDFW�� LW�H[SORUHV�WKH�DUWLFOHV�SXEOLVKHG�EHWZHHQ������������ LQ�VFKRODUO\� MRXUQDOV�
XVLQJ�� LQGXFWLYH�PHWKRGV�RI� WKHPDWLF�DQDO\VLV�� 7KH�XVDJH�RI� VHFRQGDU\� VRXUFHV� VXFK�DV�GRFXPHQWV��
statistics and other researches are also popular methods for data collection and the outcome of these 

LQYHVWLJDWLRQV� DUH� VSUHDG� LQ� FRQFHSWXDO� SDSHUV�� ,QWHUYLHZV� LQ� GHSWK� DUH� XVHG� DV� ZHOO�� HVSHFLDOO\� LQ�
TXDOLWDWLYH�VWXGLHV�FRQFHUQLQJ�VSHFLÀF�H[SHULHQFHV�RU�FDVH�VWXGLHV�

7KH�PDLQ�VWUHDP�VWDWHV�WKDW�FLW\�EUDQGLQJ�FDQ�EH�FODVVLÀHG�XQGHU�IRXU�UHVHDUFK�DUHDV������&LW\�EUDQGLQJ�
FRQFHSW��SURFHVVHV�DQG�PHDVXUHPHQW������EUDQGLQJ�VWUDWHJLHV������VRFLDO�XUEDQLVP�DQG�����EUDQGLQJ�
FXOWXUH�DQG�WRXULVP��)RU�WKHVH�GHOLPLWHG�H[WHQWV�RQ�FLW\�EUDQGLQJ�FRQFHSW�DQG�GXH�WR�LWV�LQWHUGLVFLSOLQDU\�
FKDUDFWHU��LW�LV�SRVVLEOH�WR�PDNH�WZR�GLIIHUHQW�DSSURDFKHV��PDUNHWLQJ�RULHQWHG�DQG�SODQQLQJ�RULHQWHG��
7KH�ÀUVW�RQH�LV�VHYHUHO\�FULWLFL]HG�E\�DFDGHPLFV�WKDW�FRQVLGHU�WKLV�VODQW�DV�VXSHUÀFLDO�DQG�IDU�IURP�UHDOLW\��
These two distinct approaches and the short-term promotion-oriented practices of urban policy-makers 

DUH�WKH�PDLQ�UHDVRQV�IRU�QRW�JHQHUDWLQJ�D�UREXVW�WKHRU\�LQ�FLW\�EUDQGLQJ�OLWHUDWXUH��7KHUHIRUH���D�PRUH�
KROLVWLF� YLHZSRLQW�� FRPELQLQJ�PDUNHWLQJ� DQG� SODQQLQJ�RULHQWHG� DSSURDFKHV�� LV� QHHGHG�� �2JX]WLPXU�
and Akturan, 2015: 368).

)ROORZLQJ�WKLV�SDWK��UHFHQW�VWXGLHV��.DYDUDW]LV��PDNH�DQ�LQWHUHVWLQJ�UHÁHFWLRQ�DERXW�WUDQVIHUULQJ�PDUNHWLQJ�
NQRZOHGJH� WR� WKH� RSHUDWLRQDO� HQYLURQPHQW� RI� FLWLHV� DQG� GHYHORS� D� WKHRUHWLFDO� IUDPH� VWXG\LQJ� WKH�
ÁXHQFLHV�IURP�FLW\�PDUNHWLQJ�WR�FLW\�EUDQGLQJ��$FFRUGLQJ�WR�KLP�WKH�EDFNJURXQG�LQ�ZKLFK�PDUNHWLQJ�
became accessible to city administrators was provided by the rise of what he calls ‘entrepreneurial 

FLW\·��DQG�WKH�PDUNHWLQJ�RI�SODFHV�KDV�EHHQ�RQH�RI�WKH�GHÀQLQJ�IHDWXUHV�RI�WKH�HQWUHSUHQHXULDO�PRGHV�RI�
XUEDQ�JRYHUQDQFH�WKDW�KDYH�FRPH�WR�SURPLQHQFH�VLQFH�WKH�����V��7KLV�LV�WKH�FDVH�RI�+HOVLQNL��WKH�FDSLWDO�
RI�)LQODQG��ZKLFK�VKRZV�ZLWK�LWV�QHZ�EUDQG�FRQFHSW�WKDW�FLW\�EUDQGLQJ�DQG�XUEDQ�HQWUHSUHQHXULDOLVP�
FDQ�EH�SDUW�RI� WKH� VDPH�FRQFHSW�E\�EULQJLQJ� WRJHWKHU� LQ� WKH� UHODWHG�PDUNHWLQJ� VWUDWHJ\�´GLIIHUHQW�
DFWRUV�WR�UHWKLQN�XUEDQ�JRYHUQDQFH�LQ�WHUPV�RI�H[SHULPHQWDWLRQ�DQG�HPSRZHUPHQW�RI�WKH�VHOIµ��-RNHOD��
�������������7KLV�LV�WKH�PRGHO�WKDW�ZH�H[SHFW�ZKLOH�ZH�UHYLVH�LQ�6DQWD�&UX]�&LW\�
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&LW\�EUDQGLQJ�SURYLGHV�WKH�EDVLV�IRU�GHYHORSLQJ�SROLF\�WR�SXUVXH�HFRQRPLF�GHYHORSPHQW�DQG��IROORZLQJ�
.DYDUDW]LV�SHUVSHFWLYH�� LW� VHUYHV�DV�D�FRQGXLW� IRU�FLW\� UHVLGHQWV� WR� LGHQWLI\�ZLWK� WKHLU�FLW\�� ,Q� WKLV� VHQVH��
WKH�UHOHYDQFH�DQG�WKH�QHHG�IRU�D�IUDPHZRUN�GHVFULELQJ�DQG�FODULI\LQJ�WKH�SURFHVVHV�LQYROYHG�LQ�FLW\�
EUDQGLQJ�DUH�HTXDOO\�VWURQJ�IRU�WZR�UHDVRQV��D��IDFLQJ�LQFUHDVLQJ�FRPSHWLWLRQ�IRU�UHVRXUFHV��LQYHVWPHQW�
DQG�WRXULVP�DQG�E�� IRU�DGGUHVVLQJ�XUJHQW� VRFLDO� LVVXHV� OLNH� VRFLDO�H[FOXVLRQ�DQG�FXOWXUDO�GLYHUVLW\�� 7KH�
IUDPHZRUN�IRFXVHV�RQ�WKH�XVH�RI�FLW\�EUDQGLQJ�DQG�LWV�SRWHQWLDO�HIIHFWV�RQ�FLW\�UHVLGHQWV�DQG�WKH�ZD\�
UHVLGHQWV� DVVRFLDWH� ZLWK� DQG� H[SHULHQFH� WKHLU� FLW\� ������� S�� ����� /LNHZLVH�� WKH� FRPSOH[LW\� RI� XUEDQ�
GHYHORSPHQW�VKRZV�WKDW�WKHUH�DUH�VR�PDQ\�RYHUSRZHULQJ�IDFWRUV�WKDW�FDQ�UHGXFH�KRSHV�RI�EUDQGLQJ�
H[SHFWDWLYH��XQOHVV� LW� LV�DQ�HIIHFWLYH�SROLF\�LQVWUXPHQW�ZLWK�D�ORW�RI�SRWHQWLDO�IRU�FLWLHV��+RVSHUV���������
$FWXDOO\��WKHUH�DUH�VXFFHVVIXO�H[DPSOHV�OLNH�WKH�FDVH�RI�7XULQ�ZKHUH�GHHSHQLQJ�WKH�UROH�SOD\HG�E\�XUEDQ�
EUDQGLQJ�SROLFLHV��KHOSHG�WR�PRGLI\�LWV�IRUPHU�LPDJH�RI�DQ�LQGXVWULDO�FLW\��E\�QRW�RQO\�SURPRWLQJ�WKH�FLW\�
LPDJH�EXW�DOVR�LQ�UHIXVLQJ�VRPH�SDUWLFXODU�XUEDQ�UHSUHVHQWDWLRQV��0HKDQ��������

2Q� WKH� RWKHU� KDQG�� %UDXQ� ������� LGHQWLI\� HLJKW� IDFWRUV� WKDW� LQFOXGH� FLW\� UHVLGHQW·V� SHUVSHFWLYH�� DV�
WKH\�EHOLHYH� WKDW� LW�ZRXOG� KHOS�PDUNHWLQJ�SURIHVVLRQDOV� WR�DYRLG�PLVWDNHV�SUHYLRXVO\�PDGH�ZLWK� WKH�
LQWURGXFWLRQ�RI�FLW\�PDUNHWLQJ��7KH�ÀUVW�IRXU�IDFWRUV�DUH�JRYHUQDQFH�LVVXHV�UHODWLQJ�WR�VKDSLQJ�WKH�FLW\�
brand within the broader political framework of the city to reinforce the importance of the city brand 

LQ�UHODWLRQ�WR�WUDGLWLRQDO�FLW\�SROLFLHV��$W�WKH�VDPH�WLPH��WKH�VWUDWHJLF�EUDQGLQJ�FKRLFHV�RI�FLW\�PDUNHWHUV�
FRXOG�KDYH�D�GLUHFW�LPSDFW�RQ�WKH�SROLWLFDO�GHFLVLRQ�PDNLQJ�SURFHVV�DV�ZHOO��7KH�ODVW�IRXU�IDFWRUV�DUH�
LQWULQVLFDOO\�OLQNHG�WR�WKH�FRQFHSW�DQG�DSSOLFDWLRQ�RI�EUDQGLQJ�LWVHOI��+HQFH��FLW\�EUDQGLQJ�UHTXLUHV�WKH�
FRPELQDWLRQ�RI�PDUNHWLQJ�H[FHOOHQFH�ZLWK�WKH�VHQVLWLYLW\�RI�RSHUDWLQJ�LQ�D�SROLWLFDO�HQYLURQPHQW��%UDXQ��
2012: 257).

$QGUHD� ,QVFK� VKDUHV�ZLWK� .DYDUDW]LV� WKH� IRFXV� RQ� UHVLGHQWV� DQG� VWDWHV� LQ� .HLWK�'LQQLH·V� ERRN� FDOOHG�
&LW\�EUDQGLQJ� WKDW©�DSDUW� IURP� WKH�HFRQRPLF�DGYDQWDJHV�RI� XUEDQ�FRQFHQWUDWLRQ�� FLWLHV� RIIHU� WKHLU�
UHVLGHQWV�PDQ\�VRFLDO�DQG�HPRWLRQDO�EHQHÀWV��LQFOXGLQJ�RSSRUWXQLWLHV�WR�VKDUH�LQIRUPDWLRQ��IRUP�FORVH�
VRFLDO�ERQGV��DQG�WR�HQJDJH�LQ�D�UDQJH�RI�DFWLYLWLHV�PDWFKLQJ�WKHLU�LQWHUHVWV�ª�)XUWKHUPRUH��VKH�LQVLVWV��
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).

$W�WKLV�SRLQW��WKH�PRVW�FKDOOHQJLQJ�LVVXH�RI�FLW\�EUDQGLQJ�LV�WR�FRPPXQLFDWH�ZLWK�WKH�PXOWLSOH�VWDNHKROGHUV�
LQ�D�UHOHYDQW��FRQVLVWHQW�DQG�FRKHUHQW�ZD\��&LWLHV�WKDW�WU\�WR�FDSWXUH�WKHLU�FRPSOH[LW\�LQ�D�VLQJOH�EUDQG�
SURPLVH��RIWHQ�IDLO�DQG�WKH�ULVN�RI�EHFRPLQJ�YDJXH��ZHDN��RU�HYHQ�PHDQLQJOHVV�LV�KLJK��,QVFK�������������

6LQFH�UHVLGHQWV�DUH�WKH�HVVHQFH�RI�WKH�FRPPXQLW\�LW�LV�FOHDU�WKDW�WKH\�VKRXOG�EH�LQYROYHG�LQ�GHWHUPLQLQJ�
WKH�FLW\·V�ORQJ�WHUP�HFRQRPLF��VRFLDO�DQG�HQYLURQPHQWDO�GLUHFWLRQ��,Q�IDFW��WKH�PDMRULW\�RI�DFDGHPLFV�
are convinced that the effectiveness of city brands depends on the support and commitment of local 

UHVLGHQWV��ORFDO�EXVLQHVV�RSHUDWRUV�DQG�FRPPXQLW\�JURXSV��$W�WKH�VDPH�WLPH��LW�LV�DOVR�FUXFLDO�WR�HQJDJH�
SRWHQWLDO� UHVLGHQWV� ZKR� VHOI�LGHQWLI\� ZLWK� WKH� FLW\� DQG� VSHFLÀFDOO\� WKRVH� VWDNHKROGHUV� WKDW� QDWXUDOO\�
GHIHQG�WKH�EUDQG�VXFK�DV�FLW\�DXWKRULWLHV��WRXULVP�DJHQFLHV�DQG�FKDPEHUV�RI�FRPPHUFH��LQ�GHYHORSLQJ�
DQG�LPSOHPHQWLQJ�WKH�VWUDWHJ\�DV�SDUW�RI�WKH�FR�FUHDWLYH�SURFHVV��,QVFK��������

2Q�WKH�RWKHU�KDQG��DQG�UHJDUGLQJ�VRFLDO�SDUWLFLSDWLRQ��LW�LV�DOVR�LPSRUWDQW�WR�UHPDUN�WKDW�DFFRUGLQJ�WR�
WKH�DUWLFOH�����E��RI�WKH�6SDQLVK�&RQVWLWXWLRQ�DQG�VHYHUDO�6SDQLVK�ODZV��HYHU\RQH�KDV�WKH�ULJKW�WR�DFFHVV�
SXEOLF�LQIRUPDWLRQ��$OO�FRQWHQW�RU�GRFXPHQWV��UHJDUGOHVV�RI�WKH�IRUPDW��KHOG�E\�DQ\�WRZQ�KDOO�DQG�WKRVH�
that have been prepared or acquired as such, are considered public information.

0DQ\�DXWKRUV�DJUHH�WKDW�DUWLFXODWLQJ�D�VKDUHG�YLVLRQ�IRU�WKH�FLW\·V�IXWXUH�LV�WKH�VWDUWLQJ�SRLQW�IRU�FUDIWLQJ�
WKH�FLW\�EUDQG�VWUDWHJ\�EHFDXVH�LI�WKH\�DUH�GHYHORSHG�EHKLQG�FORVHG�GRRUV�DQG�GR�QRW�UHDFK�RXW�WR�
WKH� UHTXLUHG� UDQJH�RI� VWDNHKROGHUV�� WKH� VWUDWHJ\�ZLOO� IDLO�� 7KHUHIRUH�� WKH�FXUUHQW�GLVFXVVLRQV� OLH�RQ� WKH�
SDUWLFLSDWLRQ�RI�FLWL]HQV�LQ�JRYHUQDQFH�SURFHVVHV�DV�KLJKOLJKWHG�LQ�WKH�XUEDQ�JRYHUQDQFH�ZRUNV��'XH�WR�
WKLV��UHFHQW�OLWHUDWXUH�H[DPLQHV�WKH�GLIIHUHQW�UROHV�WKDW�UHVLGHQWV�SOD\�LQ�WKH�IRUPDWLRQ�DQG�FRPPXQLFDWLRQ�
RI�SODFH�EUDQGV�DQG�H[SORUHV� WKH� LPSOLFDWLRQV� IRU�SODFH�EUDQG�PDQDJHPHQW�� ,Q� IDFW��´UHVLGHQWV�DUH�
ODUJHO\�QHJOHFWHG�E\�SODFH�EUDQGLQJ�SUDFWLFH�DQG�WKHLU�SULRULWLHV�DUH�RIWHQ�PLVXQGHUVWRRG��HYHQ�WKRXJK�
WKH\�DUH�QRW�SDVVLYH�EHQHÀFLDULHV�EXW�DUH�DFWLYH�SDUWQHUV�DQG�FR�SURGXFHUV�RI�SXEOLF�JRRGV��VHUYLFHV�
DQG�SROLFLHVµ��%UDXQ�et al., 2013).

$QRWKHU�OLQH�RI�VWXG\�DVVHUWV�WKDW�EUDQGLQJ�D�FLW\�WKURXJK�FXOWXUH��KLVWRU\��HYHQWV�DQG�HQWHUWDLQPHQW�DUH�
VRPH�RI�WKH�LQFUHDVLQJO\�JURZLQJ�WUHQGV�LQ�WKLV�ÀHOG��&XOWXUH�LQ�WKH�IRUP�RI�FXOWXUDO�IDFLOLWLHV�DQG�HYHQWV��
DUFKLWHFWXUH�DQG�XUEDQ�KLVWRU\�SOD\V�DQ�LPSRUWDQW�UROH�LQ�IRUPLQJ�DQG�VKDUSHQLQJ�WKH�FLW\�LPDJH��WKXV�
EHFRPHV�D�VWUDWHJLF�WRRO�IRU�WKH�RQHV�ZKR�DUH�EHQHÀWLQJ�IURP�WKH�SRVLWLYH�UHÁHFWLRQV�RI�D�FLW\�EUDQG�
�.DYDUDW]LV��������/XFDUHOOL�DQG�%HUJ���������)RU�LQVWDQFH��WKH�FDVH�RI�%DUFHORQD�ZLWK�D�YHU\�VXFFHVVIXO�
FXOWXUDO�EUDQGLQJ�VWUDWHJ\��WKH�SXEOLF�DFWLYLW\�DURXQG�WKH�ÀOP�Vicky Cristina Barcelona (2007) and the 

DVVRFLDWLRQ�EHWZHHQ�WKH�ÀOP�PDNHU·V�SUHVWLJH��:RRG\�$OOHQ�DQG�%DUFHORQD�FLW\��7KH�ÀOP�LV�SUHVHQWHG�
DV� DQ� H[DPSOH� RI� ´FLQHPDWLF� DGYHUWLVLQJµ�� DQG�SXEOLF� SDUWLFLSDWLRQ� LQ� LWV� SURGXFWLRQ�ZDV� SDUW� RI� D�
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SODFH�EUDQGLQJ�VWUDWHJ\�EDVHG�RQ�WKH�FXOWXUDO� LQGXVWU\�DQG�XUEDQ�KHULWDJH��SDUWLFXODUO\�DUFKLWHFWXUDO�
PRGHUQLVP��=DPRUDQR��������

$V�ZH�FDQ�VHH�WKHUH�DUH�PDQ\�DQG�FRPSOH[�DSSURDFKHV�LQ�SODFH�RU�FLW\�EUDQGLQJ�UHVHDUFK��DQG�SHRSOH�
NQRZ�DQG�XQGHUVWDQG� WKH�FLW\� WKURXJK� WKHLU�RZQ�SHUFHSWLRQV�DQG� WKRVH�SHUFHSWLRQV�DUH�SURFHVVHG�
WKURXJK�WKH�LPDJH�WKDW�WKH�FLW\�RIIHUV�WKHP��7KHUHIRUH��ZH�VXJJHVW�XVLQJ�D�FRPELQDWLRQ�RI�PHWKRGV�WR�
WU\�WR�UHYHDO�WKH�EUDQG�HOHPHQWV�WKDW�UHVLGH�LQ�DQ�LQKDELWDQW·V�PLQG�

���0HWKRGRORJ\

,Q�WKLV�DUWLFOH�ZH�VWXG\�WKH�LPSRUWDQFH�WKDW�6DQWD�&UX]�GH�7HQHULIH�&LW\�FRXQFLO�JLYHV�WR�FLW\�EUDQG��35�
VWUDWHJLHV�DQG�FLW\�UHSXWDWLRQ�EXLOGLQJ�DV�D�QHZ�ÀHOG�WR�GHYHORS��E\�DQDO\]LQJ�LWV�WDFWLFV��ZD\V�RI�GRLQJ�
DQG�FRPPXQLFDWLRQ�FKDQQHOV�PDQDJHPHQW�WR�SODFH�WKH�FLW\�EUDQG��

In order to address the aspects mentioned above about the value of the brand for cities and places, this 

VFLHQWLÀF�FRQWULEXWLRQ�SUHVHQWV�WKH�UHVXOWV�RI�D�FDVH�VWXG\�EDVHG�RQ�FRQWHQW�DQDO\VLV�DQG�DQ�LQGXFWLYH�
DSSURDFK�RI�WKHPH�LGHQWLÀFDWLRQ�YLD�WKHPDWLF�DQDO\VLV��GLVFXVVHG�IURP�DQ�DSSOLHG�SHUVSHFWLYH�DQG�DV�
D�UHVXOW�RI�WKH�H[SHULHQFH�JDLQHG�IURP�VHYHUDO�NQRZOHGJH�WUDQVIHU�SURMHFWV� OHG�E\�WKH�DXWKRUV��7KLV� LV�
EHFDXVH�ZH�DJUHH�ZLWK�*URXQGHG�7KHRU\��*ODVHU�DQG�6WUDXVV��������ZKLFK�VWDWHV�WKDW�VFLHQWLÀF�WUXWK�DOVR�
UHVXOWV�IURP�WKH�DFW�RI�REVHUYDWLRQ�DQG�HPHUJLQJ�FRQVHQVXV�LQ�D�FRPPXQLW\�RI�REVHUYHUV�LQ�DFFRUGDQFH�
ZLWK�WKH�VHQVH�WKDW�WKH\�JLYH�WR�WKHLU�REVHUYDWLRQ�

,Q� WKLV� XQGHUVWDQGLQJ�SURFHVV� DQG�GXH� WR� WKH� FRPSOH[� SKHQRPHQRQ� VWXGLHG�� VHYHUDO� DQG�GLIIHUHQW�
QDWXUH� DVSHFWV� FRQYHUJH�� +HQFH�� WR� H[SODLQ� WKRVH� LVVXHV� WKDW� KDYH� EHHQ� SRRUO\� DGGUHVVHG� DQG�
consequently, there are no substantial theories available, Glaser and Strauss proposed this theory as 

D�ZD\�RI�DSSURDFKLQJ� VRFLDO� UHDOLW\� LQ�D�GLIIHUHQW�ZD\�� ,Q�RSSRVLWLRQ� WR� WKH�K\SRWKHWLFDO�GHGXFWLYH�
DSSURDFKHV��*ODVHU�DQG�6WUDXVV�GHÀQHG�WKLV�WKHRU\�DV�DQ�´LQGXFWLYH�DSSURDFK�LQ�ZKLFK�LPPHUVLRQ�LQ�
WKH�GDWD�VHUYHV�DV�D�VWDUWLQJ�SRLQW�IRU�WKH�GHYHORSPHQW�RI�D�WKHRU\�DERXW�D�SKHQRPHQRQµ��*XLOOHPHWWH��
2006: 33).

:H�VWDUWHG�ZLWK�D�V\VWHPDWLF�UHYLHZ�RI�WKH�H[LVWLQJ�ELEOLRJUDSK\�LQ�WKH�ÀHOG�RI�FLW\�EUDQGLQJ�SXEOLVKHG�
LQ�WKH�PDLQ�VFLHQWLÀF�MRXUQDOV�RI�7RXULVP�DQG�&RPPXQLFDWLRQ��7KH�WUDQVGLVFLSOLQDU\�QDWXUH�RI�WKH�VXEMHFW�
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.

4XDOLWDWLYH� UHVHDUFK�� XVLQJ� SDQHO� GLVFXVVLRQ� DQG� LQ� GHSWK� LQWHUYLHZV�ZLWK� ORFDO� VWDNHKROGHUV�� SXEOLF�
administration opinion leaders and entrepreneurs in private sector was also carried out. In addition to 

WKH�LQWHUYLHZV��WKLV�LQYHVWLJDWLRQ�XVHV�GRFXPHQWV�VWXG\�LQ�RUGHU�WR�LGHQWLI\�6:27�RI�7KH�+HDUW�RI�7HQHULIH�
VORJDQ��DV�WKH�FLW\�EUDQGLQJ�FODLP�RI�6DQWD�&UX]�FLW\��

7KH�FXUUHQW�SURMHFW� IRFXVHV�RQ� WKH� LPSOHPHQWDWLRQ�RI�D�SODFH�EUDQGLQJ�FRPSHWLWLYH� VWUDWHJ\� LQ� WKH�
FDVH�RI�6DQWD�&UX]�GH�7HQHULIH��0RUH�VSHFLÀFDOO\��WKH�DLP�RI�WKLV�UHVHDUFK�ZDV�WR�LGHQWLI\�DQG�DQDO\]H�
WKH�FXUUHQW�FRQGLWLRQV�SUHYDLOLQJ�LQ�WKH�LVODQG·V�FDSLWDO�FLW\�DORQJ�ZLWK�SRVVLEOH�FROODERUDWLRQV�EHWZHHQ�
VWDNHKROGHUV��0RUHRYHU��WKH�REMHFWLYH�LV�WR�DVVHV�WKHVH�FRQGLWLRQV�DQG�WKH�HIÀFLHQW�DUWLFXODWLRQ�RI�WKH�
cooperation between the parts involved.

,Q�DGGLWLRQ��ZH�XVHG�GHGXFWLYH�DQDO\VLV�GHYHORSHG�RQ�WKH�EDVLV�RI�WKH�UHVHDUFKHU·V�WKHRUHWLFDO�LQWHUHVW�
and we compared contents of various interviews and observation episodes with the theoretical 

FRQFHSWV�UHVXOWLQJ�IURP�WKH�HIIRUW�WR�LGHQWLI\�WKH�IXQGDPHQWDO�LVVXHV�

7KH�SURFHVV�RXWOLQHG�LQWHQGV�WR�GHVFULEH�WKH�IXOO�FRPSOH[LW\�RI�6DQWD�&UX]�EUDQGLQJ��ZKLFK�VWHPV�WR�D�
JUHDW�H[WHQW� IURP� WKH�QHHG� WR� VLPXOWDQHRXVO\�DGGUHVV� WKH�QHHGV�RI�GLIIHUHQW� VWDNHKROGHUV� WKDW�ZHUH�
deeply interviewed.

���&DVH�6WXG\��6DQWD�&UX]�GH�7HQHULIH·V�7RZQ�+DOO

7KHUH�KDV�EHHQ�PXFK�VNHSWLFLVP�DERXW�6DQWD�&UX]·V�SROLFLHV�WRZDUGV�SODFH�PDUNLQJ��DV�WKH\�KDYH�EHHQ�
FULWLFL]HG�DV�DQ�XQUHDOLVWLF�RU�XQLQWHOOHFWXDO�DWWHPSW��$FKLHYLQJ�DQ�LQWHUGLVFLSOLQDU\�SURFHVV�DQG�QRW�MXVW�
PDUNHWLQJ�FDPSDLJQ� KDV�EHHQ�D�FRQWLQXRXV� FKDOOHQJH� WR� 6DQWD�&UX]·V� DXWKRULWLHV� WKDW� KDYH�EHHQ�
UHVSRQVLEOH�IRU�WKH�PDQDJHPHQW�RI�FLW\�EUDQG�VLQFH�������,Q�IDFW��VLQFH�WKH�ODVW�WZR�GHFDGHV�GLIIHUHQW�
FLW\�EUDQGLQJ�LQLWLDWLYHV�DQG�FRQFHSWV�KDYH�EHHQ�GHYHORSHG�E\�FLW\�FRXQFLO��EXW�PRVW�RI�WKHP�ZHUH�
SROLWLFDO�FDPSDLJQV�ZLWK�OLPLWHG�VWDNHKROGHUV�IRFXV��7KLV�LV�SUREDEO\�WKH�UHDVRQ�ZK\�YHU\�OLWWOH�DWWHQWLRQ�
KDV�EHHQ�GHGLFDWHG�WR�EUDQGLQJ�LQ�6DQWD�&UX]�LQ�6SDQLVK�DFDGHPLF�OLWHUDWXUH��ZKLFK�LV�QRW�VXUSULVLQJ��
JLYHQ�WKH�FLW\·V�OLPLWHG�H[SHULHQFH�LQ�FLW\�EUDQGLQJ�
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�����6DQWD�&UX]��FDSLWDO�RI�WKH�LVODQG

6DQWD�&UX]�GH�7HQHULIH�LV�WKH�FDSLWDO�RI�WKH�ODUJHVW�LVODQG�RI�WKH�&DQDU\�DUFKLSHODJR�DQG�LV�ORFDWHG�LQ�
the northeast. The municipality covers an area of 150.56 square meters and has a population of 209.984 

LQKDELWDQWV��7KLV�SRSXODWLRQ�LV�GLVWULEXWHG�XQHYHQO\�WKURXJKRXW�WKH�PXQLFLSDOLW\�GXH�WR�WKH�IDFW�WKDW�D�
ODUJH�DUHD� LV�FRQVWLWXWHG�E\� WKH�KLJKODQG�PRXQWDLQV�RI� WKH�0DFL]R�GH�$QDJD��ZKHUH� WKH�GHQVLW\�RI�
SRSXODWLRQ�LV�YHU\�ORZ�EHFDXVH�RI�WKH�RURJUDSKLF�GLIÀFXOWLHV�WR�HVWDEOLVK�SRSXODWHG�DUHDV��

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

ZLOG�YHJHWDWLRQ��DQG�EHORQJHG�WR�WKH�0HQFH\DWR��&DQDULDQ�NLQJGRP��RI�$QDJD��UXOHG�E\�WKH�0HQFH\�
�&DQDULDQ� NLQJ�� %HQHKDUR�� 7KH�SUH�+LVSDQLF� KLVWRU\� RI� WKH�FLW\� LV� FKDUDFWHUL]HG�E\� WKH� OHJDF\�RI� WKH�
*XDQFKHV��DERULJLQDO�LQKDELWDQWV�RI�WKH�&DQDU\�,VODQGV��DQG�E\�VRPH�IRUHLJQ�H[SHGLWLRQV�WKDW�UHDFKHG�
WKH�FRDVW��7KH�&DVWLOLDQV�DUULYHG�LQ�������HVWDEOLVKLQJ�WKHLU�EDVH�FDPS�LQ�6DQWD�&UX]�GXULQJ�WKH�FRQTXHVW�
of the island, which lasted until 1496, the year in which Tenerife was incorporated to the Crown of Castile. 

$�KHWHURJHQHRXV� VRFLHW\�EHJDQ� WR� IRUP�DW� WKH�HQG�RI� WKH� ÀIWHHQWK�FHQWXU\�� FRPSRVHG�RI� VROGLHUV��
VDLORUV��PHUFKDQWV�DQG�HYHQ�*XDQFKHV�� 7KH�ÀUVW� VTXDUH�DQG�QHZ�GHIHQVLYH�FDVWOHV�ZHUH�EXLOW�DORQJ�
WKH�FRDVW� LQ� WKH� VHFRQG�KDOI�RI� WKH� VL[WHHQWK�FHQWXU\��DV� 6DQWD�&UX]� LQKDELWDQWV� QHHGHG� WR�GHIHQG�
WKHPVHOYHV�DJDLQVW�IUHTXHQW�FRUVDLU�DQG�SLUDWH�DWWDFNV��LQFOXGLQJ�%HUEHU��*DOOLF�DQG�(QJOLVK�SLUDWHV��

7KH�ÀUVW�H[SDQVLRQ�RI�6DQWD�&UX]�WRRN�SODFH�LQ�WKH�HLJKWHHQWK�FHQWXU\�DV�D�UHVXOW�RI�QXPHURXV�IDFWRUV��
2QH�RI�WKHP�ZDV�WKH�QHZ�UHVLGHQFH�RI�WKH�JHQHUDO��ZKR�PRYHG�IURP�WKH�FLW\�RI�/D�/DJXQD�WR�WKH�FDVWOH�
RI�6DQ�&ULVWREDO��7KLV�FKDQJH�LQ�WKH�FDSLWDO·V�ORFDWLRQ�EURXJKW�DERXW�D�QHZ�DGPLQLVWUDWLYH�GLPHQVLRQ��
7KH�JURZLQJ�SRSXODWLRQ�VRRQ�VWDUWHG�WR�GHPDQG�VHUYLFHV�DQG�OHLVXUH�DUHDV��

7KH�7ZHQWLHWK�FHQWXU\�EURXJKW�PRGHUQL]DWLRQ�DQG�D�GHPRJUDSKLF�ERRP��DOORZLQJ�WKH�FLW\�WR�H[WHQG�LWV�
OLPLWV�DQG�EHFRPH�WKH�JUHDW�FLW\�WKDW�LW�LV�WRGD\��,W�DOVR�H[SDQGHG�JHRJUDSKLFDOO\��UHVXOWLQJ�LQ�DPELJXRXV�
ERUGHUV�DV�WKH�JURZWK�RI�XUEDQ�DJJORPHUDWLRQV�RI�QHLJKERULQJ�PXQLFLSDOLWLHV�OHDG�WR�WKH�IRUPDWLRQ�RI�
WKH�PHWURSROLWDQ�DUHD�RI�7HQHULIH�� LQWHJUDWHG�WRGD\�� LQ�DGGLWLRQ� WR�6DQWD�&UX]�DQG�/D�/DJXQD��E\�(O�
5RVDULR�DQG�7HJXHVWH��$W�WKH�HQG�RI�WKH�WZHQWLHWK�FHQWXU\��WKHVH�IRXU�PXQLFLSDOLWLHV�DFFRXQWHG�IRU�PRUH�
WKDQ� KDOI� ������ RI� WKH� LVODQG·V� SRSXODWLRQ�� UHYHDOLQJ� WKH� GLVSURSRUWLRQDWH� GHPRJUDSKLF�PDJQLWXGH�
H[LVWHQW�RQ�WKH�LVODQG��$V�WKH�FDSLWDO��WKH�KHDUW�RI�WKH�PXQLFLSDOLW\�RI�6DQWD�&UX]�KDV�H[HUWHG�D�VSHFLDO�
DWWUDFWLRQ�IURP�D�UHVLGHQWLDO�DQG�HFRQRPLF�SRLQW�RI�YLHZ��DOZD\V�IDYRUHG�E\�WKH�FOHDU�SRSXODWLRQ�JDS�
WKDW�H[LVWV��

7KH�UHSHUFXVVLRQ�WKDW�WKH�GHFHQWUDOL]DWLRQ�RI�DFWLYLWLHV�WRZDUGV�DGMDFHQW�PXQLFLSDOLWLHV�LV�KDYLQJ��DQG�
WKH� VWURQJ� WRXULVW� DQG� HFRQRPLF� GHYHORSPHQW� WDNLQJ� SODFH� LQ� VRXWKZHVW� DUHDV� RI� WKH� LVODQG�� KDYH�
FDXVHG�WKH�PRGHUDWLRQ�RI�WKH�SRSXODWLRQ·V�JURZWK�LQ�WKH�&LW\�RI�6DQWD�&UX]�

�����$QWHFHGHQWV��FKDOOHQJHV�DW�EUDQGLQJ�6DQWD�&UX]

$V�LW�FDQ�EH�VHHQ��6DQWD�&UX]�ZDV�WUDGLWLRQDOO\�D�FRPPHUFLDO�DQG�DGPLQLVWUDWLYH�FLW\�WKDW�OHIW�WKH�WRXULVWLF�
SURÀW�WR�EH�GHYHORSHG�E\�WKH�QRUWK�RU�WKH�VRXWK�RI�WKH�LVODQG�� ,Q�IDFW��WKH�HIIRUWV�WR�SURPRWH�WRXULVP�
ZHUH�VK\O\�PDGH�ZLWK�VRPH�DFWLRQV�IRU� LQWHUQDO�WDUJHW��E\�DWWHQGLQJ�VRPH�ORFDO�SURPRWLRQDO�HYHQWV��
IDLUV�RU�PHHWLQJV��0RUHRYHU��DOWKRXJK�KRVWLQJ�RQH�RI� WKH�ZRUOG·V�PRVW� LPSRUWDQW�&DUQLYDO� IHVW�� WKHUH�
ZDV�QR�DFFRPPRGDWLRQ�SODWIRUPV�UHDG\�WR�UHFHLYH�WRXULVWV��H[FHSW�WKH���WUDGLWLRQDO�WUDGH�KRWHOV��WKH�
majority of international visitors use to stay in the south or the north of the island. Carnival is the most 

SRSXODU�IHVWLYLW\�LQ�6DQWD�&UX]�DQG�WKH�PRVW�SDUWLFLSDWLYH�RI�WKRVH�KHOG�RQ�WKH�&DQDU\�,VODQGV��,Q�������LW�
ZDV�GHFODUHG�´)LHVWD�RI�,QWHUQDWLRQDO�7RXULVW�,QWHUHVWµ��DQG�LQ�������LW�HQWHUHG�WKH�*XLQQHVV�:RUOG�5HFRUG�
%RRN�DV�WKH�ODUJHVW�JDWKHULQJ�RI�SHRSOH�LQ�DQ�RXWGRRU�SOD]D�WR�DWWHQG�D�FRQFHUW�ZLWK�PRUH�WKDQ���������
people. 

+RVWLQJ�ODUJH�HYHQWV�OLNH�&DUQLYDO�SOD\�D�YLWDO�UROH�QRW�RQO\�LQ�WKH�UHJHQHUDWLRQ�RI�6DQWD�&UX]�FLW\��EXW�
DOVR�LQ�VLJQLÀFDQWO\�FRQWULEXWLQJ�WR�LWV�EUDQGLQJ��7KLV�LV�EHFDXVH�&DUQLYDO��DV�D�PHJD�LQWHUQDWLRQDO�HYHQW��
VWDUWV�EUDQGLQJ�FDPSDLJQV�WKDW�KHOS�WR�SRVLWLRQ�WKH�EUDQG��:KLOH�VRPH�HYHQWV�DWWUDFW�RQO\�SDUWLFXODU�
DXGLHQFHV��6DQWD�&UX]�&DUQLYDO�IHVW�MRLQV�WKH�HQWLUH�SRSXODWLRQ�RI�WKH�FLW\�WRJHWKHU�ZLWK�YLVLWRUV�DQG�WKLV�
attracts the national media´s attention.

2Q�WKH�RWKHU�KDQG��6DQWD�&UX]�)LOP�&RPPLVVLRQ��DQRWKHU�SXEOLF�UHVRXUFH�ZLWK�WRXULVWLF�DLPV��KDV�EHHQ�
GHYHORSHG�WR�DVVLVW�ZLWK�ÀOP�SHUPLWV�� ORFDWLRQV��DQG� LW�SURYLGHV� LQIRUPDWLRQ�RQ�FUHZ��HTXLSPHQW�DQG�
VXSSRUW�VHUYLFHV�IRU�IHDWXUH�ÀOPV��FRPPHUFLDOV��WHOHYLVLRQ��DQG�VWLOO�SKRWRJUDSK\�VKRRWLQJV��,Q�DGGLWLRQ�WR�
LWV�SHUPLWV�DQG�DGPLQLVWUDWLYH�PDQDJHPHQW��6DQWD�&UX]�)LOP�&RPPLVVLRQ��RIIHUV�D�GLYHUVLW\�RI�ORFDWLRQV��
LQFOXGLQJ�PDMHVWLF�UHGZRRG�IRUHVWV��ZLQGLQJ�PRXQWDLQ�URDGV��FKDUPLQJ�UXVWLF�WRZQV��D�KLVWRULF�QDUURZ�
JDXJH�UDLOURDG�DW�5RDULQJ�&DPS�5DLOURDGV��ROG�9LFWRULDQ�QHLJKERUKRRGV��FRORUIXO�VHDVLGH�YLOODJHV��WKH�
6DQWD�&UX]�%HDFK�%RDUGZDON��OXVK�DJULFXOWXUDO�ÀHOGV��GUDPDWLF�FRDVWDO�EOXIIV��DQG����PLOHV�RI�FRDVWOLQH��
DOO�ZLWKLQ�MXVW�D�IHZ�KXQGUHG�VTXDUH�PLOHV��6DQWD�&UX]�)LOP�&RPPLVVLRQ�DOVR�DVVLVWV�SURGXFWLRQ�FRPSDQLHV�
ZLWK�D�ZLGH�UDQJH�RI�ORGJLQJ�DQG�GLQLQJ�RSWLRQV�IRU�HYHU\�EXGJHW�
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�����6DQWD�&UX]�0DVWHU�SODQ�IRU�WRXULVP�DQG�FLW\�EUDQG�GHYHORSPHQW

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, 

WUDGLWLRQV��WKH�VHD�DQG�JDVWURQRP\���

E��&RRSHUDWLRQ��KDUPRQ\�DQG�FRRUGLQDWLRQ�EHWZHHQ�WKH�GLIIHUHQW�DJHQWV�WKDW�FRQYH\�LQ�6DQWD�&UX]�
tourism sector. 

F��([SHUWLVH��WKH�FRPSHWHQFH�RI�WRXULVP�DJHQWV�WR�PRGHUQ�WLPHV��WUDLQLQJ�DQG�UHF\FOLQJ�

G�� 6DWLVIDFWLRQ�� WKH� TXDOLW\� RI� UHVRXUFHV� LV� QRW� HQRXJK� QRZDGD\V�� LW� LV� QHFHVVDU\� D� VWHS� IRUZDUG� WR�
innovation.

$FFRUGLQJ�WR�WKH�LGHDV�PHQWLRQHG�DERYH��D�WRXULVP�0DVWHU�3ODQ�VKRXOG�LQWHJUDWH�LQ�WKH�VDPH�IUDPHZRUN�
DQG�ZLWKLQ� D� FRQVHQVXDO� DQG� RUGHUO\�PDQQHU�� WKH� VWUDWHJLF� RSHUDWLRQDO� SODQV� RI� WKH�PRVW� UHOHYDQW�
HQWLWLHV�DQG�LQVWLWXWLRQV�LQ�D�XQLTXH�DQG�SUDFWLFDO�VWUDWHJ\�WKDW�LGHQWLI\�WKH�UROH�RI�HDFK�HQWLW\�

,Q�6SDLQ��6WUDWHJLF�7RXULVP�3ODQV�KDYH�LPSRVHG�WKHPVHOYHV�DV�WKH�DGPLQLVWUDWLYH�UHIHUHQFH�LQVWUXPHQWV�
IRU�PDQDJHPHQW� WHUULWRULHV� WKDW�KDYH� WRXULVP�DV� WKHLU�HFRQRPLF�SLOODUV�� 7KHVH�SODQV��JHQHUDOO\��KDYH�
FOHDU�REMHFWLYHV��JXLGHOLQHV�DQG�DFWLRQV�WKDW�PXVW�EH�FDUULHG�RXW�ZLWKLQ�D�VSHFLÀF�VFKHGXOH��,Q�6DQWD�
&UX]·V�FDVH�D�FRUH�JURXS�RI�EXVLQHVVPHQ�DQG�UHVLGHQW�SRSXODWLRQ��WRJHWKHU�ZLWK�ORFDO�DGPLQLVWUDWLRQ��
DUH�FRPPLWWHG�WR�LPSXOVH�WRXULVP�DV�DQ�LQWHJUDWLQJ�HFRQRPLF�DFWLYLW\�ZLWKLQ�GLIIHUHQW�SURGXFWLYH�PRGHO��
7KLV�SRVWXUH� LV� IUDPHG� LQ�D�GLIÀFXOW�HFRQRPLF� VLWXDWLRQ�RI�SXEOLF�EXGJHWV�FRQWDLQPHQW�DQG�ÀQDQFLDO�
GHFUHDVH�LQ�SULYDWH�VHFWRU��VR�WKH�SULQFLSOHV�RI�DXVWHULW\��HIÀFLHQF\�DQG�PD[LPXP�DGGHG�YDOXH�DUH�WKH�
most important elements to be considered.

7KH�SODQ�KDV�DV�LWV�PDLQ�REMHFWLYH�WR�DFW�DV�D�UHIHUHQFH�IUDPH�IRU�WRXULVP�GHFLVLRQ�PDNLQJ��ERWK�LQ�WKH�
SXEOLF�DQG�SULYDWH�VLGH�RI�6DQWD�&UX]�FLW\�DQG�GXH�WR�WKDW��LW�IRFXVHV�RQ�WKH�FRPSHWLWLYH�LPSURYHPHQW�
of the tourist destination. A collaborative process has been opened, for its development, one that 

FRQVLGHUV�WKH�FLW\�DV�DQ�LQWHJUDO�V\VWHP�LQYROYLQJ�DOO�DFWRUV�DQG�VHFWRUV�

:LWK� WKH� DLP� RI� WRXULVP� EHFRPLQJ� WKH� EDFNERQH� RI� WKH� VRFLR�HFRQRP\� RI� 6DQWD� &UX]� FLW\�� WKH�
VWUDWHJLF� SODQ� FRQVLGHUV� WKDW� H[HUFLVLQJ�D� OHDGHUVKLS� SRVLWLRQ� DQG�SXVKLQJ� LQWHU� VHFWRULDO� LQWHJUDWLRQ�
LV� IXQGDPHQWDO� IRU� VXFFHVV�� DV� ZHOO� DV� WKH� FUHDWLRQ� RI� SODWIRUPV� WR� GHYHORS� LQLWLDWLYHV� WKDW� LPSURYH�
UHVLGHQW·V�TXDOLW\�RI�OLIH�DQG�WRXULVW·V�H[SHULHQFHV��7R�DFKLHYH�WKLV�JRDO�WKH�SODQ�RXWOLQHV�WKDW�WKH�WRXULVP�
V\VWHP�VKRXOG�EH�FRQFHLYHG�DV�D�OHYHU�IRU�HFRQRPLF�UHYLWDOL]DWLRQ��DUFKLWHFWXUDO�UHFRYHU\��FRQVHUYDWLRQ�
DQG�HQKDQFHPHQW�RI�H[LVWLQJ�JRRGV�DQG�UHVRXUFHV�

,Q�WKLV�VHQVH��WKH�VWUDWHJLF�SODQ�SURPRWHV�LWVHOI�DV�WKH�VWDUWLQJ�SRLQW�RI�6DQWD�&UX]�&LW\�%UDQG�E\�GHÀQLQJ�
WKH�IROORZLQJ�DLPV�

��7R�VWDUW�D�FROODERUDWLYH�RSHQ�SURFHVV�DPRQJ�DOO�DFWRUV�RI�WKH�LVODQG·V�FDSLWDO�FLW\��ZLWK�DQ�DFWLYH�DQG�
FRQVWDQW�UHÁHFWLRQ�DSSURDFK�ZKLFK�DOORZV�6DQWD�&UX]�WR�SRVLWLRQ�LWVHOI�DV�D�VROLG�WRXULVW�GHVWLQDWLRQ�LQ�
WKH�FRPLQJ�WZR�\HDUV��

�� 7R� SURYLGH� DQ� LQVXODU�XUEDQ� WRXULVP� UHIHUHQFH� PRGHO� LQ� WKH� $WODQWLF� WKDW� KHOSV� WR� LQFUHDVH�
accommodation rates in the city. 

�� 7R� LPSURYH� ORFDO� SRSXODWLRQ·V� TXDOLW\� RI� OLIH� E\� H[WHQGLQJ� DQG� PDNLQJ� UHVLGHQWV� DZDUH� RI� WKH�
LPSRUWDQFH�RI�WRXULVP�DQG�LWV�UHDO�EHQHÀWV�

$W�WKH�VDPH�WLPH��WKH�VWUDWHJLF�SODQ�DOVR�GHWHUPLQHV�NH\�OLQHV�IRU�FLW\�GHYHORSPHQW

��6DQWD�&UX]��EHLQJ�7HQHULIH·V�FHQWUDO�QRGH�RI�WUDQVSRUWDWLRQ�DQG�FRPPXQLFDWLRQV�

��0RELOLW\�DQG�DFFHVVLELOLW\�EHWZHHQ�FLW\�FHQWHU�DQG�QHLJKERUKRRGV�IURP�WKH�FLW\
��2SHQLQJ�WKH�FLW\�WR�WKH�VHD�
��6XSSRUWLQJ�SRUW�EXVLQHVV�EHLQJ�FRPSDWLEOH�ZLWK�RSHQLQJ�WKH�FLW\�WR�WKH�VHD�

• Commercial and services

��8SGDWLQJ�VDOHV�DQG�WUDGH�DFWLYLWLHV
��&RQVROLGDWLQJ�UHDO�HVWDWH�VHUYLFHV
- Tourism and health services 

��6ROLGDULW\��,QWHJUDWLRQ�DQG�VRFLDO�FRKHVLRQ

• Cultural and international events city.

• Natural site. 
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�����6DQWD�&UX]�7RZQ�+DOO·V�3UHVV�2IÀFH�

7KLV� PXQLFLSDO� HQWLW\� KDV�� OLNH� DOPRVW� HYHU\� 6SDQLVK� WRZQ� KDOO�� D� VSHFLÀF� GHSDUWPHQW� GHGLFDWHG� WR�
ZRUNLQJ�ZLWK�WKH�PHGLD��7KH�SUHVV�RIÀFH�LV�PDGH�XS�RI�D�GLUHFWRU�RI�FRPPXQLFDWLRQV�DQG�D�WHDP�RI���
MRXUQDOLVWV�ZKR�GLVWULEXWH�WKH�ZRUN�EDVHG�RQ�WKH�WRSLFV�DQG�FRXQFLOV��7KH�SUHVV�RIÀFH�LV�LQ�FKDUJH�RI�WKH�
GLVVHPLQDWLRQ�RI�QHZV�JHQHUDWHG�E\�WKH�7RZQ�+DOO�WKURXJKRXW�WDVNV�VXFK�DV�VHQGLQJ�RXW�SUHVV�UHOHDVHV�
WR� WKH�PHGLD��RUJDQL]LQJ� LQWHUYLHZV�DQG� VSHFLDO� IHDWXUHV��DV�ZHOO�DV� WKH�SXEOLFDWLRQ�RI�QHZV�DUWLFOHV�
RQ�WKH�ZHEVLWH��ORFDO�UDGLR�DQG�WHOHYLVLRQ�SURJUDPV��7KH�W\SH�RI�ZRUN�FDUULHG�RXW�LQ�WKH�SUHVV�RIÀFH�LV�
IUDPHG�ZLWKLQ� WKH� WUDGLWLRQDO�3UHVV�DJHQW�PRGHO�GHVFULEHG�E\�*UXQQLQJ�DQG�+XQW� ��������ZKHUH� WKH�
ÁRZ�RI�FRPPXQLFDWLRQ��DOWKRXJK�EL�GLUHFWLRQDO��FRQFHQWUDWHV�LWV�HIIRUW�LQ�SURYLGLQJ�PRUH�VXSSRUW�WR�WKH�
SHUVRQ�LVVXLQJ�WKH�LQIRUPDWLRQ��$OVR��WKH�UHSHUFXVVLRQV�RI�WKH�SUHVV�UHOHDVHV�SXEOLVKHG�LQ�WKH�ORFDO�PHGLD�
are closely monitored. 

,Q�WKLV�FRQWH[W�RI�WHFKQRORJLFDO�GHYHORSPHQW��DQG�JLYHQ�WKH�ZLGHVSUHDG�JURZWK�RI�DGYHUWLVHPHQW�LQ�
WKH�PHGLD��DV�ZHOO�DV�WKH�YRUDFLRXV�FRPSHWLWLRQ�DPRQJ�LQVWLWXWLRQDO�DQG�SULYDWH�EUDQGV�WU\LQJ�WR�DWWUDFW�
WKH�DWWHQWLRQ�RI�WKH�SXEOLF��WKH�7RZQ�+DOO�RI�6DQWD�&UX]�GH�7HQHULIH�KDV�LPSOHPHQWHG�D�SLRQHHU�V\VWHP�
LQ�6SDLQ��$SDUW�IURP�WKH�SUHVV�RIÀFH��D�VSHFLÀF�GHSDUWPHQW�KDV�EHHQ�FUHDWHG�WR�GHDO�ZLWK�FRUSRUDWH�
FRPPXQLFDWLRQ�DQG�UHODWLRQV�ZLWK�WKH�FLWL]HQV��

7KH�PDLQ�JRDO�RI� WKLV�QHZ�EXUHDX� LV� WR�EHFRPH�D�UHVRXUFH�WKDW� IDFLOLWDWHV�FRPPXQLFDWLRQ�EHWZHHQ�
WKH�7RZQ�+DOO�DQG�LWV�FLWL]HQV��7R�GR�VR��D�FRPELQDWLRQ�RI�FRPPXQLFDWLRQ�VWUDWHJLHV�DQG�UHVRXUFHV��WKDW�
DUH�FORVHU� WR� LQVWLWXWLRQDO�PDUNHWLQJ� WKDQ� WR� WUDGLWLRQDO�SUHVV�PDQDJHPHQW�� KDYH�EHHQ�DSSOLHG�� 7KH�
DYDLODEOH�WHFKQRORJLFDO�UHVRXUFHV�KDYH�DOVR�EHHQ�WDNHQ�LQWR�DFFRXQW�ZLWK�WKH�PRGHO�RI�6PDUW�&LWLHV�DV�
DQ�REMHFWLYH��$PRQJ�WKH�WDVNV�WKDW�WKLV�QHZ�GHSDUWPHQW�KDV�SXW�LQWR�SODFH�\RX·OO�ÀQG��

��&RUSRUDWH�VRFLDO�PHGLD�JXLGHOLQHV

• City Brand development and launch 

��)DFLOLWDWH�SXEOLF�LQIRUPDWLRQ�WKURXJK�WKH�LQVWLWXWLRQDO�WUDQVSDUHQF\�SRUWDO

��5HVRXUFH�RSWLPL]DWLRQ�GXULQJ�LQVWLWXWLRQDO�FDPSDLJQ�PDQDJHPHQW�

��'HVLJQ�RI�FRPPXQLFDWLRQ�VWUDWHJLHV�IRU�FLWL]HQ�DZDUHQHVV

��&UHDWLRQ�RI�D�XQLÀHG�FRUSRUDWH�LPDJH�

��,PSOHPHQWDWLRQ�RI�WHFKQRORJLFDO�WRROV�WKDW�IDFLOLWDWH�PXOWL�GLUHFWLRQDO�FRPPXQLFDWLRQ�ZLWK�FLWL]HQV�

7KHVH� DFWLRQV� PDUN� WKH� URDG� PDS� RI� WKH� GHSDUWPHQW·V� JRDOV� WR� HVWDEOLVK� D� ÁXLG� FRPPXQLFDWLRQ�
EHWZHHQ�WKH�LQVWLWXWLRQ�DQG�WKH�FLWL]HQV��%ULGJLQJ�WKLV�JDS�LV�SRVVLEOH�WKDQNV�WR�WKH�LPSOHPHQWDWLRQ�RI�
WHFKQRORJLFDO� LQQRYDWLRQ� WRROV�� VXFK�DV�� WKH�PRGHUQL]DWLRQ�RI� WKH�FRPPXQLFDWLRQ�FKDQQHOV�ZLWK� WKH�
FLWL]HQV�� ,Q� WKLV� VHQVH�� WKH�7RZQ�+DOO·V� WHFKQRORJLFDO� LQIUDVWUXFWXUHV�KDYH�DOO�EHHQ� UHQHZHG��$�VSHFLDO�
VHFWLRQ�KDV�EHHQ�FUHDWHG�RQ�WKH�ZHEVLWH�HQDEOLQJ�WKH�SXEOLF�WR�REWDLQ�VSHFLÀF�LQIRUPDWLRQ�DERXW�WKH�
PXQLFLSDOLW\�� IDFLOLWDWLQJ� WKH�H[HUFLVH�RI� LQVWLWXWLRQDO� WUDQVSDUHQF\�DQG�FLWL]HQ�SDUWLFLSDWLRQ�ZKLFK�ZLOO�
lead to promote innovation in the city. 

�����&LW\EUDQG�DQG�WRXULVP�UHSRVLWLRQLQJ��WKH�PDUNHWLQJ�SODQ

7KH�PHDVXUHPHQWV�WDNHQ�DFFRUGLQJ�WR�WKH�ORFDO�WRXULVP�SROLFLHV�DUH�MRLQ�LQ�RQH�GRFXPHQW�WKDW�GHYHORSV�
WKH�IROORZLQJ�DFWLRQV��

,Q�ÀUVW�SODFH��WKH�GHÀQLWLRQ�RI�WKH�WRXULVWLF�RIIHU�LQ�RUGHU�WR�LPSURYH�LWV�SRVLWLRQLQJ�LQ�WKH�PDUNHW�KDYLQJ�
DOZD\V�D�XQLTXH�VHOOLQJ�SRLQW��PLOG�ZHDWKHU�DOO�\HDU�URXQG��VDIHW\�DQG�(XURSHDQV�VWDQGDUGV�VHUYLFHV��7KLV�
FDQ�LPSO\�WKH�IROORZLQJ�WRXULVW�SURGXFWV�GHYHORSPHQWV��ZKLFK�DUH�QRW�H[FOXVLYH�IURP�RWKHUV�WKDW�FRXOG�
EH�GHÀQHG�

�6DQWD�&UX]�DV�D�PHHWLQJ�SRLQW��IRU�EXVLQHVV�DQG�FRQJUHVVHV�

��6DQWD�&UX]�DV�D�FXOWXUDO�H[SHULHQFH

��6DQWD�&UX]�DV�D�VFDOH�IRU�FUXLVH�VKLSV

��6DQWD�&UX]�DV�D�SODFH�WR�HQMR\�1DWXUH�7RXULVP��$QDJD�)RUHVW�5HVHUYH��

��6DQWD�&UX]�DV�D�6SRUWLYH�WRXULVP

��6DQWD�&UX]�DV�D�VHQLRU�WRXULVP�GHVWLQDWLRQ
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)ROORZLQJ� WKLV� SDWK� WKDW� PHDQV� WKH� UHDFWLYDWLRQ� RI� WKH� FLW\�� WKH� +LVWRULF� &HQWUH� RI� 6DQWD� &UX]� ZDV�
GHFODUHG�E\�WKH�*RYHUQPHQW�RI�WKH�&DQDU\�,VODQGV�DV�D�7RXULVW�,QWHUHVW�=RQH�DQG�WKLV�LPSOLHV�WKDW�LW� LV�
DOORZHG�WR�RSHQ�VKRSV��OHLVXUH�DUHDV�DQG�UHVWDXUDQWV�RXWVLGH�WKH�JHQHUDO�UHJLPH�RI�EXVLQHVV�KRXUV�E\�
FRRUGLQDWLQJ�VFKHGXOHV�DQG�UHVSRQVLELOLWLHV�

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 

7HQHULIH�D�IRFXV�RI�EXVLQHVV�DWWUDFWLRQ��DGGLQJ�YDOXH�WR�WKH�FLW\�

$QRWKHU�LPSRUWDQW�HOHPHQW�IRU�SRVLWLRQLQJ�LV�WKH�LPSURYHPHQW�RI�URDG�VLJQV��ZKLFK�KDV�EHHQ�DUWLFXODWHG�
WR�EULQJ�WKH�PDLQ�WRXULVW�DQG�FRPPHUFLDO�FHQWHUV�FORVHU�WR�WKH�FLW\��$OVR��WKH�VLJQDOV�JXLGH�WKH�WRXULVW��
LGHQWLI\LQJ�WKH�PDLQ�SRSXODU�DWWUDFWLRQV��PXVHXPV�DQG�FXOWXUDO��DV�ZHOO�DV�KLVWRULFDO�DQG�VFLHQWLÀF�RIIHU��
This action has been combined with the improvement of pedestrian sidewalks for local residents as well 

as visitors.

2UJDQL]LQJ�PRQWKO\�LWLQHUDQWV�IDLUV�VXFK�DV�&RPH�WR�6DQWD�&UX]·V��DUH�LQLWLDWLYHV�FRQFHLYHG�IRU�FRPPHUFLDO�
UHYLWDOL]DWLRQ��UHVWRUDWLRQ�DQG�OHLVXUH�DFWLYLWLHV�IRU�DOO�DXGLHQFHV�DQG�WKH\�WDNH�SODFH�RQ�WKH�ÀUVW�6XQGD\V�
RI�HDFK�PRQWK�ZLWKLQ�WKH�DUHD�RI�WKH�FLW\·V�JUHDW�WRXULVW�LQÁX[��

5HIHUULQJ�WR�VWLPXOXV�GHPDQG��WKH�FLW\�FRXQFLO�WRJHWKHU�ZLWK�HPSOR\HU�DVVRFLDWLRQV�RUJDQL]HG�DQG�VKDUH�
FRVWV� IRU� DGYHUWLVLQJ� VHDVRQ� FDPSDLJQV� MRLQLQJ�ERWK� LQWHUHVWV�� SXEOLF� DQG�SULYDWH�� 7KHVH� FDPSDLJQV�
focus promotions at key points such as the airports, the port, local hotels and public transport vehicles 

�EXVHV�� WUROOH\�FDU�� WD[LV��� ,Q�PDQ\�FDVHV�� WKHVH�DGYHUWLVLQJ�FDPSDLJQV� VKRZ�D� IULHQGO\�DQG�SHDFHIXO�
LPDJH�RI�WKH�FLW\�DQG�YLVXDOO\�QLFH�

�����6DQWD�&UX]�&LW\�JUDSKLF�GHVLJQ��WKH�UROH�RI�ORJR�DQG�FODLP

%XLOGLQJ�FRPPXQLWLHV�DQG�FXOWLYDWLQJ�UHODWLRQVKLSV�DPRQJ�WKHVH�JHRJUDSKLFDO�DQG�YLUWXDO�FRPPXQLWLHV�
LV�DQ�HPHUJLQJ�GLPHQVLRQ�RI�WKH�EUDQGLQJ�SURFHVV��6DQWD�&UX]��7KH�KHDUW�RI�7HQHULIH�EUDQGLQJ�SURJUDP�
VWDUWHG� LQ� ����� ZLWK� WKH� DLP� RI� JDWKHULQJ� DQG� XQLWLQJ� FRPPLWWHG� LQGLYLGXDOV� ZKR� DUH� ZLOOLQJ� WR� GR�
VRPHWKLQJ�IRU�6DQWD�&UX]�FLW\�DQG�WR�PDNH�LW�D�EHWWHU�SODFH�WR�OLYH�DQG�WR�SURPRWH��7KLV�GULYH�ZDV�WKH�
NH\�PHVVDJH�VSUHDG�E\�WKH�0DMRU�RI�WKH�&LW\�&RXQFLO�ZKR� OHDGHG�VHYHUDO�DZDUHQHVV�FDPSDLJQV�WR�
FOHDQ�WKH�FLW\��VXFK�DV�6DQWD�&UX]�*UDIÀWL�²�IUHH�LQLWLDWLYHV�DQG�UHPRYLQJ�LOOHJDO�SRVWHUV�WKURXJKRXW�WKH�
capital.

7KHVH�SURSRVDOV�DUH�IURP�WKH�ERWWRP��XS�UDWKHU�WKDQ�D�PDUNHWHU·V�DSSURDFK�WKDW�FRXOG�IRUFH�DQ�DUWLÀFLDO�
EUDQG�FRQFHSW�XSRQ�WKH�FLWL]HQV�DQG�LWV�FLW\��0RUHRYHU��WKHVH�FLYLF�DQG�SDUWLFLSDWRU\�LQLWLDWLYHV�KDYH�
EHHQ�HVVHQWLDO�IRU�EUDQGLQJ�WKH�FLW\�DQG�KHOSHG�WR�UHGHÀQH�WKH�EUDQG�DV�D�KRPH�WR�VKDUH�

2QH�RI� WKH� ÀUVW�DFWLRQV� WDNHQ�ZDV� WKH�GHYHORSPHQW�RI�D�GHWDLOHG�EUDQG�JXLGHERRN� IRU� 6DQWD�&UX]�
WKDW�RXWOLQHV�WKH�YLVXDO�HOHPHQWV�RI�WKH�RIÀFLDO�ORJR�DQG�KRZ�LW�RXJKW�WR�EH�XVHG�E\�DOO�WKH�HPSOR\HHV�
DQG�LQVWLWXWLRQV�WKDW�EHORQJHG�WR�WKH�FLW\�FRXQFLO��7KLV�JXLGHOLQH�LV�IUHHO\�DYDLODEOH�RQ�WKH�FLW\�FRXQFLO·V�
ZHEVLWH��7KHQ��WKH�LGHQWLÀFDWLRQ�RI�WKH�EUDQG�YDOXHV�WRRN�SODFH��EDVHG�RQ�RUJDQLF�DQG�LQGXFHG�YDOXHV�
VXFK�DV�DUFKLWHFWXUDO�KHULWDJH��WKH�VHD��$QDJD�)RUHVW�UHVHUYH��WKH�EHDFK�DQG�FXOWXUDO�DWWUDFWLRQV��DOO�RI�
WKHP�LQWHJUDWHG�LQ�WKH�EUDQG�

)LJXUH����2ÀFLDO�%UDQG�6DQWD�&UX]�GH�7HQHULIH

6RXUFH��KWWSV���ZZZ�HOFRUD]RQGHWHQHULIH�FRP�

6DQWD�&UX]�LV�WKH�SRLQW�RI�GHSDUWXUH�DQG�DUULYDO�DQG�WKH�SODFH�ZKHUH�GHFLVLRQV�DUH�PDGH�DQG�D�PRUH�
XUEDQ�RIIHU��7KH�FHQWUDO�´$µ�LV�UHSODFHG�E\�DQ�LQYHUWHG�KHDUW�DV�DQ�DUURZKHDG�DQG�DQRWKHU�RQH�HTXDOO\�
IDFHG�JHQHUDWLQJ�D�VSHHFK�DERXW�FHQWUDOLW\��GLDORJXH��LQWHUDFWLRQ��SRLQWLQJ�RXW�WKDW�WKHUH�LV�WKH�FHQWHU�
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RI�7HQHULIH�RU�WKH�NLORPHWHU���RI�WKH�LVODQG��5HJDUGLQJ�WKH�IRQW�VL]H�RI�WKH�ZRUGV�LQ�WKH�ORJR�LV�FRQVLGHUDEO\�
ELJ�DQG� LW� LV�EXLOW� LQ�FDSLWDO� OHWWHUV�� 7KH�VL]H� UHIHUV� WR� WKH�SRLQW�RI�HPSKDVLV�ZKLOH�KHUH� LW� LV�6DQWD�&UX]�
EHLQJ�D�NLQG�RI�¶FDSLWDO·�ZKHUH�QDWXUH�DQG�RFHDQ�VWDQGV�EHKLQG��7KHUH�VHHPV�WR�EH�DQ�DVVRFLDWLRQ�
ZLWK�WKH�FHQWUDO�SRZHU�RI�WKH�FLW\�EHLQJ�D�FRPPHUFLDO�FDSLWDO�WKURXJKRXW�WKH�KLVWRU\��&RPPHQWLQJ�RQ�
WKH�FRORU�SUHIHUHQFH��WKH�EDVLF�VKDGH�RI�WKH�ORJR�LV�WXUTXRLVH�EOXH�DQG�JUHHQ��EOXH�LV�D�QDWXUDO�FRORU�
WKDW�UHSUHVHQWV�WKH�VHD�DQG�WKH�VN\��LW�KDV�D�FDOPLQJ�HIIHFW��*UHHQ�UHIHUV�WR�$QDJD��WKH�JUHHQ�OXQJ�RI�
the island.

,Q�PDQ\�FXOWXUHV�EOXH�LV�VLJQLÀFDQW�LQ�UHOLJLRXV�EHOLHIV�EXW�QRW�LQ�6SDQLVK�RQH��,Q�WKH�ORJR�D�VSHFLÀF�WRQH�
RI�EOXH�WXUTXRLVH��LV�FKRVHQ�ZKLFK�KDV�D�FRQQRWDWLRQ�WKDW�WKH�ORJR�QRW�RQO\�UHSUHVHQWV�WKH�FLW\�RI�6DQWD�
&UX]�EXW�DOVR�WKH�&DQDULHV��DV�D�IRUWXQDWH�DUFKLSHODJR�VXUURXQGHG�E\�WKH�VHD�DQG�ZLWK�VRIW�ZHDWKHU�
DOO�\HDU�URXQG��7KH�PHDQLQJ�PLJKW�EH�H[WUDFWHG�FRQVLGHULQJ�WKH�WRXULVWLF�SRVLWLRQ�RI�WKH�&DQDULHV�LQ�WKH�
WRXULVWLF�LPDJLQDU\�RI�WKH�(XURSHDQ�8QLRQ�DV�LW·V�RQH�RI�WKH�PRVW�GHPDQGHG�GHVWLQDWLRQV��

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.

�����&RUSRUDWH�JRRG�SUDFWLFHV�JXLGHOLQHV�IRU�VRFLDO�PHGLD�

'XULQJ� WKH� ODVW� \HDUV�� GLJLWDO� VRFLDO� QHWZRUNV� KDYH� XQGHUJRQH� D� UDSLG� SURFHVV� RI� LPSODQWDWLRQ� LQ�
WKH� SXEOLF� DGPLQLVWUDWLRQV� DQG� KDYH� EHFRPH� DQ� HVVHQWLDO� LQIRUPDWLRQ� H[FKDQJH� FKDQQHO� IRU� WKH�
development of a compromised society. In this sense, local public administrations have also started 

XVLQJ� WKHVH� WHFKQRORJLHV� WR� LPSURYH� WKH� FRPPXQLFDWLRQ� ZLWK� WKHLU� FLWL]HQV� DQG� SURPRWH� D� PRUH�
accessible institution. In order to do so it is necessary to apply a cohesive communication policy, with a 

FOHDU�VWUDWHJ\�DQG�GHÀQHG�REMHFWLYHV�RI�ZKDW�LV�H[SHFWHG�IURP�VRFLDO�PHGLD�SUHVHQFH��'HOSRQWL�DQG�
5RGUtJXH]���������

,Q�RUGHU�WR�FKHFN�LI�6DQWD�&UX]� LPSOHPHQWHG�WKH�PHQWLRQHG�VWUDWHJ\��WDNLQJ�LQWR�DFFRXQW�WKDW�WKHUH�
DUH� QR�SUHFLVH� RSHUDWLQJ�JXLGHOLQHV� IRU� WKH� H[LVWLQJ� VRFLDO�PHGLD� OLQNHG� WR� WKH� LQVWLWXWLRQ�� D� VSHFLÀF�
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 

D�PRUH�HIIHFWLYH�FRPPXQLFDWLRQ� VWUDWHJ\�ZLWK� WKH�FLW\·V� UHVLGHQWV��DWWHQGLQJ� WR� WKHLU� FRQFHUQV�DQG�
FRPPHQWV� UHJDUGLQJ�PDQDJHPHQW�� 7KH�XVH�RI�DQ� LQFOXVLYH��QRQ�VH[LVW� ODQJXDJH�WKDW�DOORZV�D�PRUH�
KRUL]RQWDO�GLDORJXH�ZLWK�VRFLDO�PHGLD�IROORZHUV�KDV�DOVR�EHHQ�DSSOLHG��

1RERG\�GLVDJUHH�FRQVLGHULQJ�6RFLDO�PHGLD�DV�IXQGDPHQWDO�SODWIRUPV�LQ�FUHDWLQJ�YLUWXDO�FRPPXQLWLHV�
DQG�ZHEVLWHV�DUH�WKH�SULPDU\��PRVW�SRSXODU�DQG�REOLJDWRU\�WRRO� LQ�EUDQGLQJ�SODFHV�� ,W�QRW�RQO\�KHOSV�
WR�LQFUHDVH�SODFH�DZDUHQHVV�RU�IDPLOLDULW\��EXW�DOVR�WR�VKDSH�FLW\·V�LPDJH��'HOSRQWL���������6DQWD�&UX]�
ZHEVLWH�LQFOXGHV�JHQHUDO� LQIRUPDWLRQ�RI�WKH�FLW\��D�SKRWR�JDOOHU\��FLW\�FRXQFLOV�SURMHFWV�DQG�SODQV��DV�
ZHOO�DV�DFFRPPRGDWLRQ�LQIRUPDWLRQ�DQG�PDSV��7KURXJK�WKLV�ZHEVLWH��6DQWD�&UX]�GHYHORSV�LWV�EUDQG�E\�
SUHVHQWLQJ�WKH�V\VWHP�RI�LGHQWLÀFDWLRQ��ORJR��DGYHUWLVLQJ�FODLP���WKH�FLW\·V�RIIHU��DWWUDFWLRQ�OLVWV��FDOHQGDU�
RI�HYHQWV�DG�PDSV���EHKDYLRU��QHZV��SODQV��SROLFLHV��SURMHFWV���DV�ZHOO�DV�LQWHUDFWLQJ�FKDQQHOV�DV�VRFLDO�
PHGLD�RU�WKH�FLWL]HQV�LQER[�

�����7HFKQRORJLFDO�LQQRYDWLRQ�DQG�LQVWLWXWLRQDO�WUDQVSDUHQF\�

,Q�RUGHU�WKDW�FLWL]HQV�FDQ�DFFHVV�DOO�WKH�LQIRUPDWLRQ�QHFHVVDU\�WR�H[HUFLVH�WKH�ULJKW�RI�DFFHVV�WR�SXEOLF�
information, the Town Hall has created a prominent section on the website where all the information is 

added in accordance with the law. 

7HFKQRORJLFDO�SURJUHVV�LV�HVVHQWLDO�LQ�RUGHU�WR�GHYHORS�WUDQVSDUHQF\�DQG�DGPLQLVWUDWLYH�PRGHUQL]DWLRQ��
OHDGLQJ�WR�EHWWHU�DQG�JUHDWHU�DFFHVV�WR�LQIRUPDWLRQ�E\�WKH�FLWL]HQVKLS��'HOSRQWL�DQG�5RGUtJXH]���������
In this sense, the Town Hall has implemented several systems for every department that facilitate this 

UROH�DQG� LQWHUDFWLRQ�ZLWK� WKH�FLWL]HQ�� VXFK�DV� WKH�HOHFWURQLF� VLJQDWXUH� V\VWHP�WKDW� IDFLOLWDWHV� WKH�ÁRZ�
RI� LQIRUPDWLRQ�ZLWKLQ� WKH� DGPLQLVWUDWLRQ��2QO\� LQ� ������ ������� HOHFWURQLFDOO\� VLJQHG�GRFXPHQWV�ZHUH�
DFKLHYHG�� ,Q� DGGLWLRQ�� WKH�2IÀFH�RI�9LUWXDO� 5HJLVWUDWLRQ� �259(� IRU� LWV� DFURQ\P� LQ� 6SDQLVK�� KDV�EHHQ�
LPSOHPHQWHG��H[FKDQJLQJ�PRUH�WKDQ��������HOHFWURQLF�UHJLVWUDWLRQV�ZLWK�RWKHU�DGPLQLVWUDWLRQV��

7KH�LPSOHPHQWDWLRQ�RI�HOHFWURQLF�LQYRLFHV�DOVR�HQDEOHV�D�EHWWHU�NQRZOHGJH�RI�SXEOLF�H[SHQGLWXUH�DQG�
LQYHVWPHQW�LQ�GLIIHUHQW�SURMHFWV��'XULQJ�������DURXQG�������HOHFWURQLF�LQYRLFHV�ZHUH�SUHVHQWHG�

,Q�WKLV�VDPH�OLQH�RI�DGPLQLVWUDWLYH�VLPSOLÀFDWLRQ�DQG�EHLQJ�HQYLURQPHQWDOO\�UHVSRQVLEOH��LW�ZDV�GHFLGHG�
WKDW�FHUWLÀFDWHV�ZHUH�QR� ORQJHU�JRLQJ� WR�EH� LVVXHG�XVLQJ�SDSHU� IRUPDW��'XULQJ� MXVW�RQH�\HDU� ��������
������½�ZHUH�VDYHG�ZLWK�PRUH�WKDQ�������FHUWLÀFDWH�H[FKDQJHV�ZLWK�RWKHU�DGPLQLVWUDWLRQV��

7KHVH�DUH� MXVW� VRPH�H[DPSOHV� RI� WKH� YDULRXV�DFWLRQV� LQ� WHFKQRORJLFDO� LQQRYDWLRQ�EHLQJ�FDUULHG�RXW��
PDNLQJ� LW� SRVVLEOH� WR� DGYDQFH� DQG� UHDFK� FRUSRUDWH� FRPPXQLFDWLRQ� JRDOV� DQG� UHODWLRQVKLSV� ZLWK�
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ORFDO�FLWL]HQVKLS�E\�RSHQ�GDWD�DQG�ZLWK� WKH� LGHD�RI�FUHDWLQJ�D� VPDUW�FLW\�DWPRVSKHUH�� WKDW�HQVXUHV�
SURJUHVVLYH�FRPSOLDQFH�ZLWK� WKH� ODZ�RQ� LQVWLWXWLRQDO� WUDQVSDUHQF\��DFFHVV� WR�SXEOLF� LQIRUPDWLRQ�DQG�
JRRG�JRYHUQDQFH��$OO�WKHVH�DVSLUDWLRQV�DUH�SDUW�RI�WKH�FLW\�EUDQG�SURPLVH�

���5HVXOWV�GLVFXVVLRQ�

&RQVLGHULQJ�GLIIHUHQW�SHUVSHFWLYHV�RQ�FLW\�EUDQGLQJ�VFLHQWLÀF�OLWHUDWXUH�DQG�WKH�UHYLHZ�RI�FDVH�VWXGLHV�
IURP�RWKHU�FLWLHV�KHOSHG�WR�HVWDEOLVK�WKHRUHWLFDO�FRQWULEXWLRQV�DQG�WR�XQGHUVWDQG�WKH�HYROYLQJ�WKH�VWDWH�
RI�WKH�DUW��ZKLFK�FRQWULEXWHG�WR�PHHW�WKH�SURSRVHG�REMHFWLYHV��:H�VXFFHHGHG�DVVHVVLQJ�WKH�FXUUHQW�
FRQGLWLRQV�SUHYDLOLQJ�LQ�WKH�EUDQGLQJ�RI�WKH�LVODQG·V�FDSLWDO�DORQJ�ZLWK�SRVVLEOH�HIÀFLHQW�FROODERUDWLRQV�
between stakeholders. 

'LIÀFXOWLHV�UHODWHG�WR�YDULRXV�GLVFLSOLQDU\�DSSURDFKHV��WHUPLQRORJLHV��DQG�XQFOHDU�PHDVXUHPHQWV�KDYH�
FKDUDFWHUL]HG�WKH�PDMRU�GLIÀFXOWLHV�LQ�DFFRPSOLVKLQJ�WKLV�VWXG\��+RZHYHU��DQDO\]LQJ�WKH�LGHQWLÀFDWLRQ�RI�
RQH�FLW\�IURP�RWKHUV�FRPELQLQJ�LWV�QDPH�DQG�FKDUDFWHULVWLFV�WKDW�PDNH�LW�XQLTXH�DQG�H[FOXVLYH�LV�ZKDW�
we focus on in this case study.

$IWHU� REVHUYLQJ� WKH� EHKDYLRU� RI� FRUSRUDWH� FRPPXQLFDWLRQ� DQG� WDNLQJ� LQWR� DFFRXQW� WKDW� DIWHU� WKH�
HFRQRPLF�FULVLV�RI�������RUJDQL]DWLRQV�XQGHUVWRRG� WKH�YDOXH�RI�FRPPXQLFDWLRQ�DQG�3XEOLF�5HODWLRQV�
�$OPDQVD� 0DUWtQH]� DQG� )HUQiQGH]� 6RXWR�� ������� LW� LV� FOHDU� WKDW� LW� LV� D� VHFWRU� WKDW� KDV� D� JURZLQJ�
FRQVLGHUDWLRQ�ZLWKLQ�WKH�GLIIHUHQW�HQWLWLHV��,W�VHHPV�DOVR�FOHDU�WKDW�WKH�GHÀQLWLRQ�DQG�WKH�XVH�RI�D�V\PERO�
FUHDWHG�IRU�EUDQGLQJ�6DQWD�&UX]�FLW\�GRHV�QRW�RQO\�KHOSHG�WR�UHFRJQL]H�WKLV�SDUWLFXODU�SODFH��EXW�DOVR�LW�
IDYRUHG�WKH�HIIRUWV�IRU�VWUHQJWKHQLQJ�D�FRPPRQ�FLWL]HQ�DZDUHQHVV�DERXW�WKH�FLW\��DV�ZHOO�DV�SURPRWLQJ�
LWV�WRXULVW�DSSHDO�WR�H[WHULRU�LQYHVWRUV�DQG�YLVLWRUV��

2QH�RI�WKH�PRVW�LQWHUHVWLQJ�DVSHFWV�RI�WKLV�VWXG\�LV�ZKDW�DFWXDOO\�WDNHV�SODFH�LQ�7HQHULIH�PD\�UHÁHFW�WKH�
result of tourist transformation patterns in other Canary Islands as well as in other Atlantic African Coast 

GHVWLQDWLRQV� WKDW� IROORZ� LWV� VWHSV��$W� WKH�VDPH�WLPH��ZH�HPSKDVL]H�WKH�QHHG�WR� LQYHVWLJDWH�D�JUHDWHU�
QXPEHU�RI�PHGLXP�VL]HG�LVODQGV�LQ�IXWXUH�LQYHVWLJDWLRQV�WR�YHULI\�RXU�ÀQGLQJV�

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

ZLWK�UHIHUHQFH�WR�FXUUHQW�DQG�SRWHQWLDO�WRXULVWV��UHJDUGOHVV�RI�WKHLU�SODFH�RI�UHVLGHQFH��DQG�DVVRFLDWHG�
ZLWK�WDQJLEOH�DQG�LQWDQJLEOH�FLW\�DWWUDFWLRQV�WKDW�6DQWD�&UX]�KDV�WR�RIIHU��

)RFXVLQJ� RQ� WKH� DFWLRQV� GLUHFWHG� WR� WKH� UHVLGHQW� SXEOLF� RU� WR� WKRVH� PRUH� FRQQHFWHG� WR� WKH� FLW\�
�QHLJKERUV��JURXSV��SRVVLEOH�LQYHVWRUV��HWF����LW�LV�SRVVLEOH�WR�FRQFOXGH�WKDW�WKH�VHYHUDO�FRPPXQLFDWLRQ��
35�DQG�PDUNHWLQJ�DFWLRQV�SXW�LQWR�SODFH�SRVLWLYHO\�ZRUNHG�WR�IDPLOLDUL]H�WKH�LQWHUHVWHG�JURXSV�ZLWK�WKH�
SKLORVRSK\�EHKLQG�WKH�QHZ�EUDQG��7R�DFKLHYH�WKLV�JRDO��WKH�FRUSRUDWLYH�FRPPXQLFDWLRQ�RIÀFH�ZRUNHG�
RQ�SURPRWLQJ�WKLV�FLW\�EUDQG�LQ�UHVLGHQW�DXGLHQFHV��LQ�RUGHU�WR�JHW�WR�NQRZ�LW�DQG�PDNH�WKHP�IHHO�LW�DV�
WKHLUV��DFFRUGLQJ�WR�WKH�YDOXHV�DQG�DWWULEXWHV�WKDW�GHÀQH�LW��

$SDUW�IURP�WUDGLWLRQDO�DGYHUWLVLQJ�FDPSDLJQV�WKDW�LQFOXGH�DGV�LQ�QHZVSDSHUV��UDGLR�DQG�WHOHYLVLRQ��VWUHHW�
PDUNHWLQJ�DQG�GLJLWDO�PDUNHWLQJ�FDPSDLJQV�ZHUH�DOVR�SRVLWLYHO\�FDUULHG�RXW��&OHDU�H[DPSOHV�ZRXOG�EH�
WKH�SODFHPHQW�RI�ELOOERDUGV�RQ�WKH�PRWRUZD\��DLUSRUWV�DQG�SODFHV�ZLWK�KLJK�SRSXODWLRQ��

,Q�DGGLWLRQ��D�FRUSRUHDO�VFXOSWXUH�RI�WKH�EUDQG�ORJR�ZDV�SODFHG�LQ�WKH�DUHD�ZLWK�WKH�KLJKHVW�WRXULVW�LQÁX[��
7KLV�VFXOSWXUH�LV�XVHG�DV�WKH�FLW\·V�HPEOHP��DQG�ERWK�ORFDOV�DQG�WRXULVWV�WDNH�VHOI�SLFWXUHV�RI�DQG�VKDUH�
them on social media. 

$OWKRXJK� WKH�DERYH�SRVLWLYH� UHVXOWV�� LW� LV� DOVR�SRVVLEOH� WR�ERGH� WKDW�DV� ORQJ�DV�EUDQGLQJ� 6DQWD�&UX]�
&LW\�WXUQV� LQWR�FDPSDLJQ�GULYHQ�UDWKHU�WKDQ�SROLF\�GULYHQ�WKH�SURFHVV�DQG�HQJDJHV�D�ZLGH�UDQJH�RI�
VWDNHKROGHUV�DQG�LQWHUHVW�JURXSV��WKH�FLW\�EUDQG�FRXOG�EHFRPH�YDJXH�DQG�ZDNHQ��

���&RQFOXVLRQV

)LQGLQJV�IURP�WKH�FDVH�VWXG\�VXJJHVW�WKDW�RUJDQL]LQJ�EURDG�VWDNHKROGHU�SDUWLFLSDWLRQ�LQ�WKH�EUDQGLQJ�
SURFHVV�RQ�VLWH�LV�DQ�XQDYRLGDEOH�QHFHVVLW\�LQ�WLPHV�RI�JOREDOL]DWLRQ��DQG�SURPRWLQJ�WKH�WHUULWRU\�RQ�WKH�
EDVLV�RI�WKDW�EUDQGLQJ��LV�QRW�DQ�LVVXH�OHVV�

2QO\�FRRUGLQDWLQJ�RUJDQL]DWLRQ�WKDW�VWUDWHJLFDOO\�RYHUVHDV�WKLV�SURFHVV�DQG�FUHDWLQJ�V\QHUJLHV�EHWZHHQ�
WKH�,VODQG�UHJLRQ�EUDQG�ZLWK�FLW\�EUDQG�DQG�QRW�RQO\�IRFXVLQJ�RQ�HFRQRPLF�LQWHUHVWV��WKH�SURMHFW�ZLOO�
VXFFHHG��&XOWXUDO� DQG� VRFLDO� JRDOV� VKRXOG� EH� DOVR� FRQVLGHUHG�� HVSHFLDOO\� LQ� GHYHORSLQJ� FLW\� EUDQG�
communities.

:H� FDQ� DOVR� QRWH� WKDW� DIWHU� REVHUYLQJ� WKH� FDVH� DQG� LQWHUSUHWLQJ� VWDNHKROGHUV� SRLQWV� RI� YLHZ�� WKH�
SXUSRVH�RI�6DQWD�&UX]�GH�7HQHULIH�FLW\�LQ�KDYLQJ�LWV�RZQ�EUDQG�KDV�OHG�LW�WR�LGHQWLI\�DQ�HOHPHQW�RI�WKRVH�
FKDUDFWHULVWLFV�WKDW�ZLOO�KHOS�LQ�WKH�IXWXUH�WR�DFKLHYH�D�JUHDWHU�VRFLDO�FRKHVLRQ�DQG�FRQQHFWLRQ�EHWZHHQ�
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QHLJKERUV�DQG�FLWL]HQV�ZLWK�WKHLU�SODFH�RI�UHVLGHQFH��$�SRVLWLYH�DWWLWXGH�WRZDUGV�WKH�FLW\��DV�ZHOO�DV�D�
EHWWHU�FRH[LVWHQFH�EHWZHHQ�LQKDELWDQWV�DQG�DQ�LPSXOVH�LQ�EXVLQHVV��FXOWXUH�DQG�ZRUN�LV�DOVR�H[SHFWHG�
by stakeholders, as a result. 

)XWXUH� VWXGLHV� ZLOO� WHOO� KRZ� IDU� 6DQWD� &UX]·V� FRUSRUDWH� FRPPXQLFDWLRQV� RIÀFH� ZLOO� JHW� LQ� WHUPV� RI�
LPSOHPHQWLQJ�DQG�FRRUGLQDWLQJ� WKH�FLW\�EUDQGLQJ�SURMHFW��EXW� WKH� WKHRU\�DQG�SUDFWLFH�RI�EUDQGLQJ�
FLWLHV�LQ�(DVW�DQG�6RXWK�(XURSH�DUH�ODJJLQJ�IRUZDUG�WKRVH�RI�WKH�&HQWUDO��:HVW�DQG�1RUWKHUQ��WKDW�RIWHQ�
serve as a benchmark for the rest or the world. 

)LQDOO\��DOWKRXJK�ORFDO�DFDGHPLFV�ZHUH�VNHSWLFDO�DERXW�WKH�ODXQFK�RI�WKH�EUDQG�RI�WKH�FLW\�RI�6DQWD�
&UX]�� WKH� LQWHUQDWLRQDO� SRVLWLRQ� RI� WKH� FLW\� LV� GLIIHUHQW�� VLQFH� LW� LV� FRQVLGHUHG�RQH�RI� WKH�PRVW� OLYDEOH�
FLWLHV�LQ�WKH�&DQDU\�,VODQGV�DQG�WKH�EUDQG�DFKLHYHV�D�VHJPHQWDWLRQ�E\�FRQVLVWHQF\�DQG�REMHFWLYHV�IRU�
GHYHORSLQJ�SROLFLHV�WKDW�SOD\�DQ�LPSRUWDQW�UROH�LQ�WKH�SROLWLFDO��HFRQRPLF�DQG�FXOWXUDO�VSKHUHV�

6. Contributions

Contributions Name

&RQFHSWLRQ�DQG�GHVLJQ�RI�WKH�VWXG\ 3DWULFLD�'HOSRQWL�	�$OPXGHQD�%DUULHQWRV�%iH]

Documentary research 'DYLG�&DOGHYLOOD�'RPtQJXH]

Data collection 3DWULFLD�'HOSRQWL�	�$OPXGHQD�%DUULHQWRV�%iH]

Analysis and critical interpretation of data 'DYLG�&DOGHYLOOD�'RPtQJXH]�	�3DWULFLD�'HOSRQWL

Review and validation of versions $OPXGHQD�%DUULHQWRV�%iH]�	�'DYLG�&DOGHYLOOD�'RPtQJXH]
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6KRUW�YLGHR�FRQWHQW�LQ�WKH�EUDQG�VWUDWHJ\��$QDO\VLV�RI�WKH�XVH�RI�7LN7RN�E\�WKH�
Prado Museum

6KRUW�YLGHR�FRQWHQW�HQ�OD�HVWUDWHJLD�GH�PDUFD��$QiOLVLV�GH�XVR�GH�7LN7RN�SRU�HO�
Museo del Prado

'DWHV�_�5HFHLYHG���������������5HYLHZHG���������������,Q�SUHVV���������������3XEOLVKHG������������

Resumen
En una sociedad marcada por la cuestión 
GLJLWDO� \� OD� SDQGHPLD�PXQGLDO� SRU� &29,'�����
los museos han experimentado la necesidad 
de incorporarse a nuevas plataformas 
sociales, donde se encuentran los públicos 
más jóvenes. El contexto ha propiciado una 
LQWHQVLÀ�FDFLyQ� GHO� XVR� GH� HVWRV� FDQDOHV�� DVt�
FRPR� XQD� UHFRQÀ�JXUDFLyQ� GH� ODV� HVWUDWHJLDV�
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 
SDUD�HO�TXH� VH�HODERUD�XQD�À�FKD�DG�KRF��/RV�
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 
FRQHFWDU�GH�IRUPD�PiV�HÀ�FLHQWH�FRQ�HO�SDWUyQ�
de consumo de la red social.

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

$EVWUDFW
,Q� D� VRFLHW\� PDUNHG� E\� WKH� GLJLWDO� LVVXH� DQG�
WKH� JOREDO� SDQGHPLF� E\� &29,'����� PXVHXPV�
KDYH�H[SHULHQFHG�WKH�QHHG�WR� MRLQ�QHZ�VRFLDO�
SODWIRUPV� ZKHUH� WKH� \RXQJHVW� DXGLHQFHV�
DUH�� 7KLV� FRQWH[W� KDV� OHG� WR� DQ� LQWHQVLÀ�FDWLRQ�
of the use of these channels, as well as a 

UHFRQÀ�JXUDWLRQ� RI� FRPPXQLFDWLRQ� VWUDWHJLHV�
LQ� WKH� GLJLWDO� HQYLURQPHQW� E\� PXVHXPV�� 7KLV�
UHVHDUFK� DQDO\VHV� KRZ� WKH� 0XVHR� 1DFLRQDO�
del Prado uses the TokTok platform within its 

EUDQG� VWUDWHJ\� DQG� VWXGLHV� LWV� SURGXFWLRQ� RI�
short video content, a characteristic format of 

this social network. To this end, a case study was 

conducted in which a structured interview with 

SHUVRQQHO� IURP� WKH�PXVHXP·V� FRPPXQLFDWLRQ�
and social networks area was preformed, as 

well as a content analysis for which an ad hoc 

DQDO\WLFDO�JXLGH�ZDV�SUHSDUHG��7KH�UHVXOWV�VKRZ�
WKDW� WKH� QDUUDWLYH� VWUXFWXUH�DQG� WKH� ODQJXDJH�
used are always adapted to the public and 

WKH�SODWIRUP�ZLWK� ULJRXU�DQG� UHVSHFW��XVLQJ�DQ�
LQIRUPDO� UHJLVWHU� ZLWK� WKH� DLP� RI� WUDQVPLWWLQJ�
NQRZOHGJH� ZKLOH� VWLOO� FRQQHFWLQJ� PRUH�
HIÀ�FLHQWO\�ZLWK�WKH�FRQVXPSWLRQ�SDWWHUQ�RI� WKH�
social network.

.H\ZRUGV
7RXULVW� FRPPXQLFDWLRQ�� EUDQG� VWUDWHJ\�� VKRUW�
YLGHR� FRQWHQW�� 7LN7RN�� 0XVHR� 1DFLRQDO� GHO�
Prado 

6iQFKH]�$PERDJH��(���7RXUDO�%UDQ��&���0HPELHOD�3ROOiQ��0���	�&UHVSR�3HUHLUD��9����������6KRUW�YLGHR�FRQWHQW�LQ�WKH�EUDQG�VWUDWHJ\��
$QDO\VLV�RI�WKH�XVH�RI�7LN7RN�E\�WKH�3UDGR�0XVHXP��Revista Mediterránea de Comunicación/Mediterranean Journal of Communication, 
13��������������KWWSV���ZZZ�GRL�RUJ����������0('&20�������
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���,QWURGXFWLRQ

7RXULVP�KDV�H[SHULHQFHG�FRQVLVWHQW�JURZWK�DQG�SURIRXQG�GLYHUVLÀFDWLRQ��WR�WKH�SRLQW�WKDW�LW�KDV�EHFRPH�
RQH�RI�WKH�IDVWHVW�JURZLQJ�HFRQRPLF�VHFWRUV�LQ�WKH�ZRUOG��DFWLQJ�DV�D�GULYLQJ�IRUFH�RI�VRFLRHFRQRPLF�
SURJUHVV��$PRQJ�WKH�GLIIHUHQW�W\SHV�RI�WRXULVP��FXOWXUDO�WRXULVP�LV�UHFRJQL]HG�DV�RQH�RI�WKH�PRVW�LPSRUWDQW�
IRUPV�RI� WRXULVW� WUDIÀF� LQ� WKH�ZRUOG��SDUWLFXODUO\� LQ� (XURSH� �1LHPF]\N�� ������� ,W� KDV�JUHDW�FDSDFLW\� IRU�
HFRQRPLF�GHYHORSPHQW� �0HVWDQ]D�	�5HYLOOD�� �������ZKLFK�FRPSDQLHV��FRPPXQLWLHV�DQG� LQGLYLGXDOV�
DOLNH�KDYH�HDFK�WDSSHG�LQWR�WR�JHQHUDWH�HPSOR\PHQW��HVSHFLDOO\�LQ�WKH���st�FHQWXU\��/RUG��������

&XOWXUDO� WRXULVP� LV� GHÀQHG�DV� DQ\� WRXULVW� DFWLYLW\� LQ�ZKLFK� WKH� HVVHQWLDO�PRWLYDWLRQ� RI� WKH� YLVLWRU� LV� WR�
OHDUQ�� GLVFRYHU�� H[SHULHQFH� DQG� FRQVXPH� WDQJLEOH� DQG� LQWDQJLEOH� FXOWXUDO� SURGXFWV� DW� D� SDUWLFXODU�
GHVWLQDWLRQ��,W�LQFOXGHV�HYHU\WKLQJ�IURP�DUW�DQG�DUFKLWHFWXUH��KLVWRULFDO�DQG�FXOWXUDO�KHULWDJH�WR�FXOLQDU\�
KHULWDJH�� OLWHUDWXUH��PXVLF��FUHDWLYH� LQGXVWULHV�DQG�OLYLQJ�FXOWXUHV��ZLWK�WKHLU� UHVSHFWLYH� OLIHVW\OHV��EHOLHIV�
DQG�WUDGLWLRQV��81:72��������

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

FXOWXUDO�WRXULVP��GXH�WR�WKHLU�SRZHU�RI�DWWUDFWLRQ��'HSHQGLQJ�RQ�WKH�XVHU·V�H[SHULHQFH��ZH�FDQ�GLVWLQJXLVK�
EHWZHHQ�WZR�W\SHV�RI�PXVHXPV��2Q�WKH�RQH�KDQG�DUH�PXVHXPV�IRFXVHG�RQ�VWRULQJ�DQG�FRQVHUYLQJ�
GLIIHUHQW�ZRUNV�DQG�REMHFWV�RI�YDOXH��VXFK�DV�DUW�PXVHXPV��IRU�H[DPSOH��2Q�WKH�RWKHU�KDQG�DUH�WKRVH�
PXVHXPV�ZKRVH�PDLQ�REMHFWLYH�LV�IRFXVHG�RQ�WKH�YLVLWRU·V�FRJQLWLYH�H[SHULHQFH��VXFK�DV�LQ�WKH�FDVH�RI�
VFLHQFH�PXVHXPV��6X�	�7HQJ���������$V�UHVRXUFHV�IRU�FRQVXPSWLRQ��PRUH�WKDQ�DJHQWV�RI�FRQVHUYDWLRQ��
PXVHXPV�RIIHU�H[SHULHQFHV�EDVHG�RQ�D�FHUWDLQ�WRSLF��VXSSRUWHG�E\�LQWHUSUHWDWLRQ�VWUDWHJLHV�GHVLJQHG�
WR� LQIRUP�DQG�JHQHUDWH� LQWHUHVW� RQ� WKH�SDUW� RI� WKH� YLVLWRU� �3UHQWLFH�� ������� 7KLV� IXQFWLRQ�RI�PXVHXPV�
DV�VHWWLQJV�IRU�H[SHULHQFHV��DV�RSSRVHG�WR�EHLQJ�PHUH�VLWHV�GHGLFDWHG�WR�FRQVHUYDWLRQ��KDV� OHG�WR�D�
UHYROXWLRQ�LQ�PXVHRORJ\��GXH�WR�LWV�IXQFWLRQV�RI�HGXFDWLRQ��HQWHUWDLQPHQW�DQG�LQWHUDFWLRQ�ZLWK�WKH�YLVLWRU��
ZKLFK�KDYH�EHFRPH�LQFUHDVLQJO\�PRUH�QRYHO�DQG�FUHDWLYH��5RSSROD��������6X�	�7HQJ��������%HOHQLRWL�
	�9DVVLOLDGLV��������

$V�EXVLQHVVHV��PXVHXPV�KDYH�DOVR� UHGHÀQHG� WKHLU�PDUNHWLQJ�DQG�FRPPXQLFDWLRQ� VWUDWHJLHV� LQ�RUGHU�
to be competitive and to successfully position themselves in the market, which allows them to reach a 

ODUJHU�QXPEHU�RI�YLVLWRUV��,Q�WKLV�VHQVH��WKH�GLJLWDO�FRQWH[W�DQG�WKH�,QWHUQHW�KDYH�FUHDWHG�QHZ�RSSRUWXQLWLHV�
DQG�FKDOOHQJHV�IRU�FXOWXUDO�RUJDQL]DWLRQV�LQ�JHQHUDO��DQG�WKH�DUWLVWLF�VHFWRU�LQ�SDUWLFXODU��6SHFLÀFDOO\��WKH�
VRFLDO�PHGLD�KDV�PDGH�LW�D�NH\�IDFWRU�LQ�KRZ�FXOWXUDO�RUJDQL]DWLRQV�FRPPXQLFDWH�ZLWK�WKHLU�DXGLHQFH�
DQG�WDNH�SDUW�LQ�WKH�PDUNHWLQJ�VWUDWHJ\��$PDQDWLGLV��HW�DO�������

7KH� &29,'���� SDQGHPLF� KDV� DFFHOHUDWHG� D� WUHQG� WKDW� ZDV� DOUHDG\� SUHVHQW� DPRQJ� (XURSHDQ�
PXVHXPV��VXFK�DV�WKH�FUHDWLRQ�RI�FRQWHQW�WKURXJK�WKH�VRFLDO�PHGLD��7($�$(&20���������$PRQJ�RWKHU�
DFWLRQV��GXULQJ� WKH�PDLQ� ORFNGRZQ�SHULRG� LQ� (XURSH� �0DUFK�0D\�������� WKH�PXVHXPV�RSHQHG� WKHLU�
GRRUV�YLUWXDOO\��SUHVHQWLQJ�WKHLU�H[KLELWV�WR�WKH�ZRUOG��JHQHUDWLQJ�LQWHUHVW�DQG�SURYLGLQJ�HQWHUWDLQPHQW�WR�
possible future visitors who, due to national and international restrictions on movement, could not travel 

WR�VHH�WKHP�DW�WKDW�WLPH��*UHW]HO��HW�DO���������

$PRQJ�WKHP�ZDV�WKH�3UDGR�1DWLRQDO�0XVHXP��ZKLFK�KHOG�WKH�WKLUWHHQWK�SODFH�LQ�WKH�UDQNLQJ�RI�WKH�
WRS�(XURSHDQ�PXVHXPV�YLVLWHG��ZLWK�D�WRWDO�RI�����������SHRSOH�YLVLWLQJ�SHU�\HDU��DQG�D�GDLO\�DYHUDJH�
DWWHQGDQFH�RI��������7($�$(&20���������7KH�3UDGR�VWRRG�RXW�QRW�RQO\�IRU�KDYLQJ�SHUIRUPHG�LPSRUWDQW�
work from a social, educational and entertainment perspective on social networks such as Facebook, 

,QVWDJUDP� DQG� 7ZLWWHU�� EXW� DOVR� IRU� LWV� HPHUJHQFH� RQ� WKH� 7LN7RN� SODWIRUP�� ZLWK� LQQRYDWLYH� FRQWHQW�
FUHDWLRQ��,W�LV�WKH�RQO\�6SDQLVK�PXVHXP�LQ�WKH�(XURSHDQ�UDQNLQJ��7($�$(&20��������WR�KDYH�DQ�RIÀFLDO�
SURÀOH�RQ�WKH�VRFLDO�PHGLD�SODWIRUP��DV� WKH�RQO\�RWKHU�6SDQLVK�PXVHXP� LQFOXGHG� LQ� WKH� UDQNLQJ�� WKH�
5HLQD�6RItD�0XVHXP��VWLOO�GRHV�QRW�KDYH�DQ�RIÀFLDO�SURÀOH�RQ�7LN7RN��7KLV�QHZ�EUDQG�VWUDWHJ\�XQGRXEWHGO\�
IRFXVHV�RQ�D�\RXQJ�DXGLHQFH��FRQVXPHUV�RI�VKRUW�YLGHRV�RQ�WKH�VRFLDO�QHWZRUN�

%DVHG�RQ�WKLV�� WKH�DLP�RI� WKLV� UHVHDUFK� LV� WR�DQDO\]H�KRZ�WKH�1DWLRQDO�3UDGR�0XVHXP�XVHV�WKH�7LN7RN�
SODWIRUP�DV�SDUW�RI�LWV�EUDQG�VWUDWHJ\�DQG�WR�VWXG\�LWV�SURGXFWLRQ�RI�VKRUW�YLGHR�FRQWHQW��WKH�FKDUDFWHULVWLF�
format of this social network.

���0XVHXP�PDUNHWLQJ�DQG�VKRUW�YLGHR�FRQWHQW�RQ�7LN7RN

0XVHXPV�SHUIRUP�WKHLU�IXQFWLRQV�LQ�D�KLJKO\�FRPSHWLWLYH�PDUNHW�HQYLURQPHQW��LQ�ZKLFK�WKH\�PXVW�IDFH�
competitive situations and, on occasion, downward trends in the number of visitors. As a result, over the 

ODVW�WZR�GHFDGHV��WKH�QHHG�KDV�HPHUJHG�WR�LPSOHPHQW�PDUNHWLQJ�WHFKQLTXHV�LQ�WKH�PXVHXP�VHFWRU��
FDVWLQJ�DVLGH�F\QLFDO� YLHZV�RI�EUDQG�EXLOGLQJ� LQ� IDYRU�RI�GHYHORSLQJ�EUDQGLQJ� VWUDWHJLHV�DSSOLHG� WR�
QRQ�SURÀW�DQG�RIWHQ�SXEOLF�FXOWXUDO�FHQWHUV��VXFK�DV�PXVHXPV��%HOHQLRWL��7VRXUYDNDV�	�9DVVLOLDGLV���������
,Q�WKLV�FRQWH[W��ZLWK�WKLV�QHHG�LQ�WHUPV�RI�EUDQG�FUHDWLRQ��UHVHDUFK�KDV�EHHQ�SURPRWHG�RQ�WKH�SRVLWLYH�
LPSOLFDWLRQV�RI�WKH�XVH�RI�PDUNHWLQJ�WHFKQLTXHV�E\�PXVHXPV��.\ODQGHU�	�6WRQH��������� ,Q�WKLV�UHJDUG��
&ROH��������DOOXGHV�WR�WKH�SRVLWLYH�FRQWULEXWLRQ�RI�PDUNHWLQJ�WR�WKH�VXUYLYDO�RI�PXVHXPV�E\�KLJKOLJKWLQJ�
WZR�IXQGDPHQWDO�DVSHFWV��2Q�WKH�RQH�KDQG�LV�LWV�PDUNHW�RULHQWHG�FDSDFLW\�WR�VWXG\�WDVWHV��SUHIHUHQFHV�
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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 

ÀQDQFLDOO\�YLDEOH�

,Q�JUHDWHU�GHWDLO�ZLWK�UHJDUGV�WR�PDUNHWLQJ�VWUDWHJLHV��WKH�PXVHXP·V�EUDQG�LV�FUXFLDO�DQG�QHFHVVDU\�LQ�
RUGHU�WR�VWUHQJWKHQ�LWV� LGHQWLW\�DQG�KLJKOLJKW� LWV�FKDUDFWHULVWLFV��DPRQJ�ZKLFK�DUH�WKH�ZRUNV� LW�KRXVHV��
LWV�DUWLVWV�DQG�WKH�DUFKLWHFWXUH�RI�WKH�PXVHXP��'DO�)DOFR��)HGHULFD�	�6WDYURV�9DVVRV���������,Q�DGGLWLRQ��
RWKHU�DXWKRUV�VWDWH�WKDW�D�PXVHXP�ZLWK�D�UHFRJQL]HG�EUDQG�KDV�WKH�FDSDFLW\�QRW�RQO\�WR�SRVLWLRQ�WKH�
PXVHXP� LWVHOI� LQ� WKH�PLQGV�RI� WRXULVWV�� LW�DOVR�KDV� WKH�SRZHU� WR�GR�VR� IRU� WKH�GHVWLQDWLRQ� LQ� WKH�JOREDO�
WRXULVP�PDUNHW��5RGQHU��3UHHFH�	�&KDQJ��������

:LWK�UHJDUG�WR�EUDQG�PDQDJHPHQW��WKH�FRQFHSW�RI�PDUNHWLQJ�FRPPXQLFDWLRQ�WRROV�LV�HVVHQWLDO��.HOOHU��
�������,Q�WKLV�VHQVH��WKH�XVH�RI�VRFLDO�QHWZRUNV�E\�WKH�PXVHXPV�QRW�RQO\�SURYLGHV�SURÀWDEOH�DQG�GLUHFW�
FRPPXQLFDWLRQ�ZLWK�WKH�DXGLHQFH��LW�DOVR�H[SDQGV�WKH�PXVHXP�H[SHULHQFH�EH\RQG�WKH�OLPLWV�RI�WLPH�
DQG�SODFH��9DVVLOLDGLV��&KULV�	�=RH�&KDULV�%HOHQLRWL���������%XGJH���������/LNHZLVH��WKLV�SUDFWLFH�LQFUHDVHV�
WKH� OR\DOW\�RI�YLVLWRUV� WR� WKH�PXVHXP�DQG� LWV�SRVLWLRQLQJ� LQ� WKH�PDUNHW�� WKDQNV� WR� WKHH�ZRUG�RI�PRXWK 

�H:20�� �&ROODGRQ��*ULSSD�	� ,QQDUHOOD�� ������� LQ� RWKHU�ZRUGV�� WKDQNV� WR� WKH� FRQWHQW� JHQHUDWHG� E\�
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 

RQ� JHQHUDO� FRQWHQW� VRFLDO� QHWZRUNV� �/LWYLQ� HW� DO������� +HUQiQGH]�0pQGH]��0XxR]�/HLYD� 	� 6iQFKH]�
)HUQiQGH]��������%XKDOLV��/ySH]�	�0DUWtQH]�*RQ]iOH]���������$V�YDULRXV�DXWKRUV�KDYH�VWXGLHG�LQ�UHFHQW�
\HDUV�� XVHU�JHQHUDWHG� FRQWHQW� KDV� D� FRQVLGHUDEOH� LQÁXHQFH� RQ� WKH� FKRLFH� RI� D� WRXULVW� GHVWLQDWLRQ�
�2OLYHLUD��$UDXMR�	�7DP��������

,Q�JHQHUDO��D�VXPPDU\�RI�WKH�EHQHÀWV� IRU�PXVHXPV�RI�XVLQJ�VRFLDO�QHWZRUNV� LV�DV� IROORZV��PDLQWDLQLQJ�
SRWHQWLDO� FRQWDFW�ZLWK� WKH�SXEOLF�� DWWUDFWLQJ�DGGLWLRQDO� DXGLHQFHV�� DGYHUWLVLQJ� WKHLU� FROOHFWLRQV�DQG�
HYHQWV�� SURYLGLQJ� LQIRUPDWLRQ�DERXW� WKHLU� VFKHGXOHV�DQG� WHPSRUDU\�H[KLELWV�� JHWWLQJ� WKH�FRPPXQLW\�
LQYROYHG�DQG�ÀQDOO\��VWUHQJWKHQLQJ�FRPPXQLFDWLRQ�EHWZHHQ�YLVLWRUV�DQG�WKH�LQVWLWXWLRQ��*RQ]iOH]���������
:LWK�UHJDUG�WR�WKH�ODWWHU�EHQHÀW��LW�LV�LPSRUWDQW�WR�DGG�WKDW�WKH�VRFLDO�QHWZRUNV�PDNH�LW�SRVVLEOH�WR�EROVWHU�
FRPPXQLFDWLRQ�ZLWK�YLVLWRUV�ZKLOH�IDFLOLWDWLQJ�WKH�HPHUJHQFH�RI�LQERXQG�PDUNHWLQJ�VWUDWHJLHV�WKDW�KHOS�
ZLWK�WKH�SURFHVV�RI�FUHDWLQJ�DQG�PDLQWDLQLQJ�WKH�EUDQG�

8QOLNH�WUDGLWLRQDO�RXWERXQG�PDUNHWLQJ��LQERXQG�PDUNHWLQJ�LV�LQWHQGHG�WR�DWWUDFW�FRQVXPHUV�E\�RIIHULQJ�
YDOXH� FRQWHQWV�� UHOHYDQW� H[SHULHQFHV� DQG� QRQ�LQWUXVLYH� DGYHUWLVLQJ� �/HKQHUW�� *RXSLO� 	� %UDQG�� ������
WKURXJK�EORJV��SRGFDVWV��H�ERRNV��H�QHZVOHWWHUV��ZHE�SDJHV��VHDUFK�HQJLQHV��VRFLDO�PHGLD�PDUNHWLQJ�
DQG�FRQWHQW�PDUNHWLQJ��DPRQJ�RWKHU�RSWLRQV� �'DNRXDQ��%HQDEGHORXDKHG�	�$QDELU��������-LPpQH]��
$OOHV�	�)UDQFR��������� ,Q� UHFHQW�\HDUV��ZLWK� WKH�DLP�RI�FRXQWHULQJ�WKH�VDWXUDWLRQ�RI�DGYHUWLVLQJ� LQ� WKH�
WUDGLWLRQDO�PHGLD�� FRPSDQLHV� KDYH� RSWHG� IRU� LQERXQG�PDUNHWLQJ�EDVHG� VWUDWHJLHV� LQ� RUGHU� WR� EXLOG�
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.

0RUH�VSHFLÀFDOO\��FRQWHQW�PDUNHWLQJ�LV�LQWHQGHG�WR�FUHDWH�FRQWHQWV�GHVLJQHG�VSHFLÀFDOO\�WR�DWWUDFW�D�
FHUWDLQ� W\SH�RI�FOLHQW��FDSWXULQJ� WKHLU�DWWHQWLRQ��ZLQQLQJ� WKHLU� OR\DOW\�DQG�XOWLPDWHO\�FRQYHUWLQJ� WKHP�
LQWR�D�EUDQG� LQÁXHQFHU��6RHJRWR�	�6LPERORQ��������'X�3OHVVLV��������� ,Q�GRLQJ�VR��EUDQGV�FUHDWH�DQG�
GLVWULEXWH� LQIRUPDWLRQDO�RU�HQWHUWDLQPHQW�FRQWHQW� IUHH�RI�FKDUJH��SDUWLFXODUO\�RQ� WKH�VRFLDO�QHWZRUNV��
ZKLFK�LV�FRQVXPHG�YROXQWDULO\�DQG�VXEFRQVFLRXVO\�E\�WKH�XVHUV��%\�GLVWULEXWLQJ�WKLV�FRQWHQW�RQ�D�ZLGH�
variety of platforms, the companies create brand awareness and credibility with their online community 

RI�FOLHQWV��:DOO�	�6SLQX]]L��������

7KH�FRQWHQW�VKDUHG�RQ�WKH�VRFLDO�QHWZRUNV�FDQ�FRPH�LQ�GLIIHUHQW�IRUPDWV��6SHFLÀFDOO\��YLGHR�LV�LQFUHDVLQJO\�
PRUH�SRSXODU�DQG�LV�EHFRPLQJ�RQH�RI�WKH�PDLQ�WRROV�ZLWKLQ�WKH�GLJLWDO�VWUDWHJ\�RI�EXVLQHVVHV��,Q�IDFW������
RI�*HQHUDWLRQ�=�DQG�0LOOHQQLDOV�UHSRUW�ZDWFKLQJ�LQFUHDVLQJO\�PRUH�YLGHRV�RQ�VRFLDO�QHWZRUN�DSSOLFDWLRQV��
HVSHFLDOO\�VLQFH�WKH�RQVHW�RI�WKH�&29,'����SDQGHPLF��6WDWLVWD������D��

0RUH�VSHFLÀFDOO\��VKRUW�YLGHRV�DUH�D�FOHDU� UHÁHFWLRQ�RI� IDVW�SDFHG�PRGHUQ� OLIH��7KH�JURZLQJ�WUHQG�WR�
FRQVXPH�FRQWHQW�TXLFNO\�DQG� LQ� VKRUW� IRUPDWV�KDV� WULJJHUHG� WKH�GHYHORSPHQW�RI�SODWIRUPV� WR� VKDUH�
YLGHRV�� VXFK� DV� ,QVWDJUDP�� 6QDSFKDW� DQG� PRUH� UHFHQWO\�� 7LN7RN�� FRQWH[WV� LQ� ZKLFK� WKH� VKRUW� YLGHR�
FRQWHQWV� DUH� FXUUHQWO\� WDNLQJ� RQ�DQ� XQSUHFHGHQWHG�DQG�SURPLQHQW� UROH�� 7KH� LQFUHDVH� LQ� WKHLU� GDLO\�
XVH�LPSOLHV�WKDW�WKHVH�SODWIRUPV�DUH�DOVR�XVHG�LQ�WRXULVW�FRQWH[WV��:DQJ���������VXFK�DV�LQ�WKH�FDVH�RI�
museums.

,Q� WKH� FDVH�ZH� DUH� FRQVLGHULQJ�� 7LN7RN� LV� D� SODWIRUP� IRFXVHG� RQ� VKDULQJ� VKRUW� YLGHRV� �WKH� VWDQGDUG�
references recommended to users are 15 seconds, 60 seconds or 3 minutes). This social network has 

EHFRPH�D�WUXH�SKHQRPHQRQ�ZRUOGZLGH��DV�WKH�SODWIRUP�WKDW�KDV�JURZQ�WKH�PRVW�GXULQJ�WKH�SHULRG�
EHWZHHQ� ����� DQG� ������ FRLQFLGLQJ� ZLWK� WKH� HUD� RI� JUHDWHVW� UHVWULFWLRQV� RQ�PRELOLW\� DV� SDUW� RI� WKH�
PHDVXUHV�WR�FRPEDW�WKH�&29,'����SDQGHPLF��ZLWK�DQ�LQFUHDVH�RI������6WDWLVWD������E���,Q�0D\�RI�������
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LW�ZDV�WKH�PRVW�IUHTXHQWO\�GRZQORDGHG�DSSOLFDWLRQ�LQ�WKH�ZRUOG��QRW�LQFOXGLQJ�YLGHR�JDPHV��DQG�ZDV�
installed more than 111.9 million times (SensorTower, 2020). The predicted numbers of TikTok users around 

WKH�ZRUOG�DUH�DOVR�YHU\�VDWLVIDFWRU\�IRU�WKH�FRPLQJ�\HDUV��ZLWK�ÀJXUHV�WKDQ�FRXOG�H[FHHG�����PLOOLRQ�E\�
2025 (Statista, 2021b).

'LIIHUHQW� DXWKRUV�� DPRQJ� WKHP� 6XiUH]�ÉOYDUH]� DQG� *DUFtD�-LPpQH]� ������� LGHQWLI\� HQWHUWDLQPHQW��
VRFLDOL]DWLRQ�DQG�FUHDWLYH�VHOI�H[SUHVVLRQ�DV�WKH�PDLQ�PRWLYDWRUV�RI�WKH�FRQVXPSWLRQ�DQG�SURGXFWLRQ�RI�
FRQWHQWV�RQ�7LN7RN�E\�WKH�QDWLYH�GLJLWDO�JHQHUDWLRQ��IRU�ZKRP�GLJLWDO�WHFKQRORJLHV�DUH�D�QDWXUDO�SDUW�RI�
their world, and which they access every day from different devices.

7KH�XVHUV�RI�WKLV�SODWIRUP�KDYH�D�YDULHW\�RI�WHPSODWHV��ÀOWHUV�DQG�YLVXDO�HIIHFWV��DV�ZHOO�DV�DQ�LQFRUSRUDWHG�
PXVLF�OLEUDU\��IRU�WKH�FUHDWLRQ�RI�YLGHRV��7KH�PRVW�SRSXODU�FDWHJRULHV�DUH�DXGLR�SHUIRUPDQFHV��GDQFH�
DQG�SDURGLHV�RI�PXVLFDO�FOLSV��6X��%DNHU��'R\OH�	�<DQ��������� ,Q�DGGLWLRQ��WKH�YLGHRV�FUHDWHG�FDQ�EH�
consumed on the same platform or reposted on other social network channels, such as Wechat, Weibo 

DQG�,QVWDJUDP�

6LQFH�7LN7RN�KDV�HGLWLQJ�WRROV�ZLWK�VKRUW�OHDUQLQJ�FXUYHV��LW�HQFRXUDJHV�WKH�SUROLIHUDWLRQ�RI�XVHU�JHQHUDWHG�
FRQWHQWV� �'X�� /LHFKW\�� 6DQWRV� 	� 3DUN�� ������ ZLWK� JUHDW� SURGXFWLRQ� YDOXH�� $W� WKH� VDPH� WLPH�� LW� XVHV�
UHFRPPHQGDWLRQ�DOJRULWKPV�WR�DOORZ�YLHZHUV�WR�HDVLO\�ÀQG�YLGHRV�RI�LQWHUHVW�WR�WKHP��/X��;LQJ�	�=KLFRQJ�
/X��������

It is also necessary to refer to the verticality of the videos, since TikTok uses a full screen format that 

GLVWDQFHV�XVHUV� IURP�RWKHU�VWLPXOL� IURP�WKH�GHYLFH��VXFK�DV�QRWLÀFDWLRQV��EDWWHU\� OHYHO�� WLPH�DQG�GDWH�
information, etc. It boasts itself as an ideal format to attract and isolate distractions to the consumers-

users unrelated to the consumption of the content itself. In addition to these conditions, we must add 

WKDW�WKLV�FKDUDFWHULVWLF�XVH�RI�WKH�SODWIRUP�LQYROYHV�D�FRPSOH[�SURFHVV�RI�DWWHQWLRQ�WR�DQG�SURFHVVLQJ�RI�
LQIRUPDWLRQ�E\�WKH�UHFLSLHQWV��GXH�WR�WKH�FRQGHQVHG�DQG�UDSLG�QDWXUH�RI�WKH�PHVVDJH��%DXWLVWD��GH�OD�
&DVD�	�5XL]��������

7LN7RN�WKXV�UHSUHVHQWV�D�QHZ�WRRO�WKDW�PXVHXPV�DUH�VWDUWLQJ�WR�XVH�WR�EXLOG�WKHLU�EUDQGV��6X��%DNHU��'R\OH�
	�<DQ���������VLQFH�DPRQJ�RWKHU�DSSOLFDWLRQV��LW�KHOSV�FUHDWH�D�FRQWH[W�LQ�ZKLFK�D�UHODWLRQVKLS�LV�EXLOW�
ZLWK�WKH�XVHUV�FXVWRPHUV�EDVHG�RQ�OHVV�IRUPDO�DQG�PRUH�HQWHUWDLQLQJ�SURSRVDOV��ZLWKRXW�DEDQGRQLQJ�WKH�
FRUSRUDWH�DQG�DGYHUWLVLQJ�LPDJH��,Q�WKLV�VHQVH��WKH\�WHQG�WR�RSW�IRU�DXGLHQFH�VXSSRUW�ZLWKRXW�VDWXUDWLQJ�
WKHLU�SURÀOH�ZLWK�WUDGLWLRQDO�DGYHUWLVLQJ�IRUPXODV��%DXWLVWD��GH�OD�&DVD�	�5XL]��������

���0HWKRGRORJ\

7KH�DLP�RI�WKLV�UHVHDUFK�LV�IRFXVHG�RQ�DQDO\]LQJ�KRZ�WKH�3UDGR�1DWLRQDO�0XVHXP�XVHV�WKH�7LN7RN�SODWIRUP�
ZLWKLQ�LWV�EUDQG�VWUDWHJ\�DQG�WR�VWXG\�LWV�SURGXFWLRQ�RI�VKRUW�YLGHR�FRQWHQW��WKH�FKDUDFWHULVWLF�IRUPDW�RI�
WKLV�VRFLDO�QHWZRUN��DQG�WKHUHIRUH�LW�ZDV�GHFLGHG�WR�FRQGXFW�D�FDVH�VWXG\��$FFRUGLQJ�WR�&ROOHU���������
FDVH� VWXGLHV�FDQ�EH�XVHG�DV�DQ�H[SORUDWRU\� WRRO��EXW�DOVR� WR�YHULI\�DQG�EXLOG� WKHRULHV��DSSURDFKLQJ�
the actors in such a way that makes it possible to successfully understand and interpret their actions. 

/LNHZLVH��&ROOHU��������	�<LQ��������VWDWH�WKDW�FDVH�VWXGLHV�DUH�D�YDOXDEOH�WRRO�LQ�RWKHU�GLVFLSOLQHV�LQ�WKH�
6RFLDO�6FLHQFHV��HVSHFLDOO\�IRU�VWXGLHV�RI�D�WRXULVWLF�QDWXUH��%UDPZHOO�	�/DQH��������

0HWKRGRORJLFDO� WULDQJXODWLRQ� LV� WKH� VWUDWHJ\� FKRVHQ� WR� FDUU\� RXW� WKH� UHVHDUFK�� 7KH� SULQFLSOH� RI�
PHWKRGRORJLFDO�WULDQJXODWLRQ��DFFRUGLQJ�WR�5XL]���������DOORZV�XV�WR�FKHFN�ZKHWKHU�WKH�GDWD�REWDLQHG�
WKURXJK�WKH�GLIIHUHQW�VRXUFHV�RI�LQIRUPDWLRQ�DUH�UHODWHG�WR�RQH�DQRWKHU��L�H���LI�WKH�HIIHFWV�H[SORUHG�LQ�WKH�
WDUJHW�SKHQRPHQRQ�RI�WKH�VWXG\�FRQYHUJH�IURP�GLIIHUHQW�SHUVSHFWLYHV��$PRQJ�WKH�GLIIHUHQW�W\SHV�RI�
WULDQJXODWLRQ��PHWKRGRORJLFDO�WULDQJXODWLRQ�SURPRWHV�WKH�XVH�RI�VHYHUDO�FROOHFWLRQ�PHWKRGV�LQ�WKH�VDPH�
study. This is the case of our study, in which interviews and content analysis are both employed with 

WKH�DLP�RI�LQFUHDVLQJ�WKH�FUHGLELOLW\�DQG�YDOLGLW\�RI�WKH�UHVHDUFK�UHVXOWV��1REOH�	�+HDOH���������7KH�XVH�
RI�GLIIHUHQW�PHWKRGRORJLHV�LQ�WKH�VDPH�VWXG\�KDV�EHFRPH�D�FRPPRQ�SUDFWLFH�LQ�FRQWHPSRUDU\�VRFLDO�
VFLHQFHV��)RUQL�	�*UDQGH��������

)URP� D� TXDOLWDWLYH� SHUVSHFWLYH�� D� VWUXFWXUHG� LQWHUYLHZ� LV� DGPLQLVWHUHG� WR� WKH� PDQDJHUV� RI� WKH�
FRPPXQLFDWLRQ�DQG�VRFLDO�QHWZRUNV�WHDP�DW�WKH�3UDGR�1DWLRQDO�0XVHXP��$FFRUGLQJ�WR�DXWKRUV� OLNH�
6WUDXVV�DQG�&RUELQ���������TXDOLWDWLYH�UHVHDUFK�LV�DQ\�W\SH�RI�UHVHDUFK�WKDW�SURGXFHV�ÀQGLQJV�WKDW�DUH�
QRW�UHDFKHG�E\�PHDQV�RI�VWDWLVWLFDO�SURFHGXUHV�RU�RWKHU�PHDQV�RI�TXDQWLÀFDWLRQ��7KHVH�DXWKRUV�VWDWH�
WKDW�TXDOLWDWLYH�PHWKRGRORJ\�FRQVLVWV�RI�PRUH� WKDQ�RQH� UHVHDUFK�PHWKRG�� VXFK�DV�FRQWHQW�DQDO\VLV��
GLVFRXUVH�DQDO\VLV��LQWHUYLHZV��REVHUYDWLRQ��GLVFXVVLRQ�JURXSV��HWF�

7KH�PRVW�DSSURSULDWH�LQWHUYLHZ�W\SRORJ\�WR�DFKLHYH�WKH�REMHFWLYH�SURSRVHG�LQ�WKH�SUHVHQW�UHVHDUFK�LV�
WKH�VWUXFWXUHG�LQWHUYLHZ��7KLV�W\SH�RI�LQWHUYLHZ�PDNHV�LW�SRVVLEOH�WR�DJJUHJDWH�DQG�TXDQWLI\�WKH�UHVXOWV�
LQ�D�VLPSOH�PDQQHU��$FFRUGLQJ�WR�%HOO���������LW�FDQ�KDYH�GLIIHUHQW�IRUPV��VXFK�DV�D�TXHVWLRQQDLUH�RU�D�
list to be completed by the interviewer, in order to save time and ensure that all pertinent topics are 

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

DQG�VRFLDO�QHWZRUN�GHSDUWPHQW�DW�WKH�3UDGR�1DWLRQDO�0XVHXP��DQG�WKDW�ZHUH�DQVZHUHG�E\�D�WHDP�
PDQDJHU�RQ�$XJXVW�����������UHJDUGLQJ�WKUHH�JHQHUDO�DUHDV�

• Channels of communication in which the museum is present.

• 7KH�GLJLWDO�FRPPXQLFDWLRQ�VWUDWHJ\�GXULQJ�WKH�&29,'����SDQGHPLF�
• 7LN7RN��RIÀFLDO�SURÀOH�FUHDWLRQ��FRQWHQW�W\SRORJ\�DQG�WKH�LPSDFW�WKDW�KDV�EHHQ�JHQHUDWHG�

,Q�WHUPV�RI�FRQWHQW�DQDO\VLV��DQG�FRYHULQJ�WKH�TXDQWLWDWLYH�SHUVSHFWLYH��WKLV�LV�GHÀQHG�E\�3LxXHO�5DLJDGD�
������� DV� WKH� VHW� RI� LQWHUSUHWLYH� PHWKRGV� DSSOLHG� WR� FRPPXQLFDWLYH� SURGXFWV� �PHVVDJHV�� WH[WV� RU�
discourses), based on measurement techniques (either quantitative or qualitative) that are intended 

WR�GHYHORS�RU�SURFHVV�UHOHYDQW�GDWD�RQ�VDLG�SURGXFWV��'HSHQGLQJ�RQ�WKH�SXUSRVH�RI�WKH�UHVHDUFK��WKH�
FRQWHQW�DQDO\VLV�FDQ�EH�H[SORUDWRU\��GHVFULSWLYH�DQG�RU�H[SODQDWRU\�

$FFRUGLQJO\������YLGHRV�ZHUH�DQDO\]HG�WKDW�ZHUH�SRVWHG�E\�WKH�3UDGR�1DWLRQDO�0XVHXP�VLQFH�LW�EHJDQ�
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. &RQWHQW�FDWHJRULHV��WKHPDWLF��

D��0DVWHUSLHFHV�FXULRVLWLHV��FRQVLGHUHG�ZKHQ� WKH�RIÀFLDO�PXVHXP�SODWIRUP�PDQDJHUV�
FKRRVH�UHIHUHQFH�ZRUNV�DERXW�ZKLFK�WKH\�H[SODLQ�GLIIHUHQW�FXULRVLWLHV�

E��5HVWRUDWLRQ��FRQVLGHUHG�ZKHQ� WKH�RIÀFLDO�PXVHXP�SODWIRUP�PDQDJHUV�SRVW� YLGHRV�
H[SODLQLQJ�WKH�UHVWRUDWLRQ�SURFHVVHV�RI�YDULRXV�ZRUNV�

F�� (YHQWV�� WKLV� UHIHUV� WR� FRQWHQW� WKDW� LV� JHQHUDWHG� LQ� WKH� FRQWH[W� RI� WKH� LQWHUQDWLRQDO�
GD\V�FHOHEUDWLQJ�YDULRXV�VSHFLÀF�WKHPHV��,QWHUQDWLRQDO�7RXULVP�'D\��IRU�H[DPSOH��RU�
FHOHEUDWLRQV�RUJDQL]HG�E\�WKH�PXVHXP�LWVHOI��FHOHEUDWLRQ�RI�WKH����WK�DQQLYHUVDU\�RI�
WKH�3UDGR�1DWLRQDO�0XVHXP��

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

UHIHUV�WR�QHZ�PXVHXP�RIIHULQJV�SURYLGHG�WR�WKH�SXEOLF��VXFK�DV�WKH�RSHQLQJ�RI�D�QHZ�
KDOO��WKH�VWDUW�RI�D�QHZ�H[KLELW�RU�WKH�VFKHGXOH�IRU�DQ�HYHQW��IRU�H[DPSOH�

H��4XHVWLRQV��WKH�FRQWHQW�LV�FRQVLGHUHG�WR�PDWFK�WKLV�W\SRORJ\�ZKHQ�D�TXHVWLRQ�SUHYLRXVO\�
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. 0XVLF�SURYLGHG�E\�WKH�SODWIRUP��FRQVLGHUHG�ZKHQ�WKH�DXGLR�XVHG�FRUUHVSRQGV�WR�D�
WKHPH�VRQJ�WKDW�LV�DGGHG�XVLQJ�WKH�PXVLFDO�GDWDEDVH�SURYLGHG�E\�7LN7RN��,Q�WKLV�FDVH��
WKH�FKRVHQ�VRQJ�DOVR�ZRUNV�DV�DQ�HOHPHQW�IRU�LQGH[LQJ�WKH�FRQWHQW�DQG�LQWHUDFWLQJ�
ZLWK�WKH�VSHFLÀF�EXWWRQ�WR�DFFHVV�DOO�WKH�YLGHRV�RQ�WKH�SODWIRUP�RQ�ZKLFK�XVHUV�KDYH�
XVHG�WKH�VDPH�WKHPH�VRQJ�

b. 0XVLF�SURYLGHG�E\�WKH�PXVHXP��FRQVLGHUHG�ZKHQ�WKH�DXGLR�KDV�EHHQ�XSORDGHG�WR�
the platform by the users themselves, in this case the museum.

c. 2ULJLQDO�DXGLR��FRQVLGHUHG�ZKHQ�D�QDUUDWRU�RU�YRLFH�RYHU�LQWURGXFHV�LQIRUPDWLRQ�LQ�D�
YLGHR��SRVVLEO\�DW�WKH�VDPH�WLPH�DV�D�WKHPH�VRQJ�

4. Interaction:

a. /LNHV��WKH�QXPEHU�RI�OLNHV�UHFHLYHG�E\�HDFK�SRVW�LV�FRXQWHG�

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 

SURÀOHV�LV�UHFRUGHG�

���+DVKWDJV��WKH�NH\�ZRUGV�DUH�VSHFLÀHG�WKDW�WKH�SURÀOH�PDQDJHUV�XVH�WR� LQGH[�HDFK�YLGHR�
SRVWHG�VR�WKDW�ZKHQ�XVHUV�FOLFN�RQ�LW��WKH\�FDQ�DFFHVV�DOO�WKH�SURÀOH�SRVWV�RU�WKRVH�RI�RWKHU�
users who have used the same relational keywords.
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4. Results

�����7KH�SHUVSHFWLYH�RI�WKH�SURWDJRQLVWV��DQ�LQWHUYLHZ�ZLWK�WKH�FRPPXQLFDWLRQ�DQG�VRFLDO�QHWZRUN�
PDQDJHUV�DW�WKH�3UDGR�1DWLRQDO�0XVHXP

7KH� LQWHUYLHZ�ZDV�FRQGXFWHG�ZLWK� VWDII� IURP�WKH�FRPPXQLFDWLRQV�DQG�VRFLDO�QHWZRUN�PDQDJHPHQW�
GHSDUWPHQW� DW� WKH� 3UDGR� 1DWLRQDO� 0XVHXP�� 7KH�PXVHXP� KDV� YDULRXV� FKDQQHOV� RI� FRPPXQLFDWLRQ�
DQG� GLVVHPLQDWLRQ� LQ� WKH� GLJLWDO� HQYLURQPHQW�� VXFK� DV� LWV� RIÀFLDO� ZHEVLWH�� LWV� RIÀFLDO� SURÀOHV� RQ� WKH�
VRFLDO�QHWZRUNV��LW� LV�SUHVHQW�RQ�7ZLWWHU��)DFHERRN�� ,QVWDJUDP�DQG�7LN7RN���DV�ZHOO�DV�RQ�<RX7XEH�DQG�
6SRWLI\��DQG�ÀQDOO\��WKH�FRPPXQLFDWLRQV�WHDP�DOVR�FUHDWHV�QHZVOHWWHUV�IRFXVHG�RQ�LWV�DUHD�RI�FXOWXUDO�
GLVVHPLQDWLRQ��,Q�HDFK�RI�WKHP��WKH�NH\V�WR�DOO�EUDQG�DFWLRQV�DUH�´KXPDQLW\�DQG�VLQFHULW\�LQ�GHDOLQJ�ZLWK�
WKH�FRQWHQWV��WKH�LQFUHDVLQJO\�PRUH�DFWLYH�SDUWLFLSDWLRQ�RI�WKH�SXEOLF��GHDOLQJ�ZLWK�UHOHYDQW�WRSLFV�WR�
VRFLHW\�DQG�GRLQJ�VR�ZLWK�ULJRU�DQG�UHVSHFW�µ�DV�LQGLFDWHG�E\�WKH�FRPPXQLFDWLRQ�DQG�QHWZRUNV�WHDP�

,Q�ZKDW�ZH�FDQ�FDOO� WKH� ´&29,'�FRQWH[Wµ�� LW� FDQ�EH� VHHQ�KRZ� WKH�GLJLWDO� FRPPXQLFDWLRQ� VWUDWHJ\�
RI� WKH�3UDGR�1DWLRQDO�0XVHXP�KDV�EHHQ�VWUHQJWKHQHG�DV�D� UHVXOW�RI� WKH�FRPPLWPHQW� WR� LQWHQVLI\� LWV�
SUHVHQFH�RQ�WKH�GLIIHUHQW�GLJLWDO�SODWIRUPV�ZKHUH�LW�KDV�RIÀFLDO�SURÀOHV��DV�ZHOO�DV�WKH�LPSOHPHQWDWLRQ�
RI�QHZ�VSDFHV��VXFK�DV�WKH�PXVHXP·V�RIÀFLDO�DFFRXQW�RQ�7LN7RN��$�JRRG�H[DPSOH�RI�WKLV�LV�WKH�LQFUHDVH�
LQ�KXPDQ�UHVRXUFHV�LQ�WKH�VRFLDO�QHWZRUN�PDQDJHPHQW�GHSDUWPHQW��DV�FRQÀUPHG�E\�WKH�WHDP�LWVHOI��
where the staff has increased from one to two people.

7KH�3UDGR�1DWLRQDO�0XVHXP�REYLRXVO\�KDV�QRW�HOXGHG�WKH�LPSDFW�RI�WKH�ZRUOGZLGH�&29,'����SDQGHPLF��
2Q�0DUFK����������LW�FORVHG�LWV�GRRUV�WR�WKH�SXEOLF�DQG�GLG�QRW�UHFHLYH�DQ\�YLVLWRUV�WR�LWV�IDFLOLWLHV�XQWLO�
-XQH���RI�WKDW�VDPH�\HDU��D�FORVXUH�RQO\�VXUSDVVHG�E\�WKDW�ZKLFK�RFFXUUHG�GXULQJ�WKH�&LYLO�:DU��0XVHR�
Nacional del Prado, 2021). From this moment on, the communication and networks team indicates that 

´WKH�LQVWLWXWLRQDO�ZHE�SDJH�DQG�WKH�VRFLDO�QHWZRUNV�KDYH�EHHQ�WKH�PXVHXP·V�JUHDW�DOOLHV�LQ�UHDFKLQJ�
WKH�SXEOLF�µ%HDULQJ�ZLWQHVV�WR�WKLV�LV�WKH�PRUH�WKDQ�����OLYH�EURDGFDVWV�YLD�,QVWDJUDP�SURGXFHG�IRU�LWV�
more than 800,000 followers and the increase in its Facebook community, where 113,000 new users 

KDYH�H[SDQGHG�WKH�PXVHXP·V�SUHVHQFH�RQ�WKH�VRFLDO�QHWZRUN�E\������VLQFH�WKH�VWDUW�RI�WKH�SDQGHPLF�

:RUWK\�RI�VSHFLDO�PHQWLRQ�LV�WKH�FUHDWLRQ�RI�WKH�PXVHXP·V�RIÀFLDO�SURÀOH�RQ�7LN7RN��DV�LWV�FRPPXQLFDWLRQ�
VWUDWHJ\�RQ�D�GLJLWDO� OHYHO�ZDV� UHFRQÀJXUHG� LQ� UHVSRQVH� WR� WKH�H[FHSWLRQDO� VLWXDWLRQ�FDXVHG�E\� WKH�
SDQGHPLF��$FFRUGLQJ�WR�WKHP��WKH�LGHD�HPHUJHG�DV�D�ZD\�WR�´FHOHEUDWH�PXVHXP�ZHHN�RQ�7LN7RNµ��,W�
ZDV�D�GHFLVLRQ�EDVHG�RQ�D�FOHDU�REMHFWLYH��DV�WKH�FRPPXQLFDWLRQ�WHDP�SRLQWV�RXW�´:H�ZHUH�VHHNLQJ�
WR�WUDQVPLW�NQRZOHGJH�DQG�D�SDVVLRQ�IRU�DUW�WR�D�\RXQJ�DXGLHQFH�µ

7KH�FRQWHQW�WKDW�WKH�3UDGR�1DWLRQDO�0XVHXP�JHQHUDWHV�RQ�7LN7RN�VHHNV�́ WR�KHOS�RWKHUV�HQMR\�DQG�EHWWHU�
XQGHUVWDQG�WKH�ZRUNV�RI�DUW�DQG�KRZ�D�PXVHXP�OLNH�WKH�3UDGR�ZRUNV�µ)XUWKHUPRUH��RQH�RI�WKH�NH\V�WR�
WKH�PDWHULDO�SRVWHG�LV�WKDW�´VSHFLDOLVWV�IURP�GLIIHUHQW�DUHDV�WDON�DERXW�ZKDW�WKHLU� MRE�LV�µ�WKXV�JLYLQJ�D�
IDFH�WR�WKRVH�ZKR�PDNH�WKH�PXVHXP�RSHUDWLRQV�SRVVLEOH��$�ODUJH�SDUW�RI�WKH�YLGHRV�DUH�IRFXVHG�RQ�
´VKRZLQJ�WKH�FROOHFWLRQ�LQ�D�PRUH�LQIRUPDO�PDQQHUµ�DQG�RQ�´UHVSRQGLQJ�WR�TXHVWLRQV�VHQW�LQ�E\�XVHUV�µ

1HWZRUN�GHSDUWPHQW�PDQDJHUV�LQGLFDWH�WKDW�WKH�3UDGR·V�RIÀFLDO�SURÀOH�RQ�7LN7RN�́ FRQQHFWV�WKH�PXVHXP�
WR�D�\RXQJ�DXGLHQFH�WKDW�ZDV�YHU\�GLIÀFXOW�WR�UHDFK�E\�RWKHU�PHDQV�µ7KH\�VWDWH�WKDW�WKLV�\RXQJ�JURXS�
´LV�DQ�DXGLHQFH� WKDW� LV� LQWHUHVWHG� LQ� WKH�FRQWHQW�ZH�SRVW�DQG�DVN� WKHLU�TXHVWLRQV� WKURXJK�PHDQV�RI�
LQWHUDFWLRQ�VXFK�DV�WKH�FRPPHQWV�µ

,Q�JHQHUDO� VWUDWHJLF� WHUPV�� WKH�RQOLQH�DQG�RIÁLQH�RIIHULQJV�FRPSOHPHQW�RQH�DQRWKHU� IURP� WKH�SRLQW�
RI�YLHZ�RI�WKH�PXVHXP·V�FRPPXQLFDWLRQ�DQG�QHWZRUNV�WHDP��VLQFH�´WDNLQJ�LQWR�DFFRXQW�WKH�3UDGR·V�
LQWHUQDWLRQDO�YRFDWLRQ��LW�LV�LQFUHDVLQJO\�VHUYLQJ�D�W\SH�RI�DXGLHQFH�IRU�ZKRP�LW�ZRXOG�EH�GLIÀFXOW�WR�HQMR\�
DQ�RQ�VLWH�YLVLW��IRU�H[DPSOH��GXH�WR�JHRJUDSKLFDO�FLUFXPVWDQFHV�µ

�����5HVXOWV�RI�WKH�TXDQWLWDWLYH�DQDO\VLV��WKH�XVH�RI�7LN7RN�E\�WKH�3UDGR�1DWLRQDO�0XVHXP

7KLV� VWXG\� DQDO\]HG� WKH� HQWLUH� DXGLRYLVXDO� SURGXFWLRQ� RI� WKH� RIÀFLDO� 3UDGR�1DWLRQDO�0XVHXP�SURÀOH�
on the TikTok social network that has been shared since its creation in June of 2020 until July 2021. 

$OWRJHWKHU������YLGHRV�KDYH�EHHQ�VWXGLHG�

������&DOHQGDU�RI�WKH�SRVWV

)LUVW�RI�DOO��ZLWK�UHJDUG�WR�WKH�WLPLQJ�RI�WKH�SRVWV��LW�VKRXOG�EH�LQGLFDWHG�WKDW��WR�GDWH��WKH�3UDGR�1DWLRQDO�
0XVHXP�KDV�QHYHU�SRVWHG�PRUH�WKDQ�WHQ�YLGHRV�SHU�PRQWK��DV�FDQ�EH�VHHQ�LQ�)LJXUH����:LWK�WKLV�LQ�PLQG��
6HSWHPEHU�DQG�2FWREHU������ZHUH�WKH�PRVW�SUROLÀF�SHULRGV��ZLWK�WKH�ODUJHVW�QXPEHU�RI�PRQWKO\�YLGHRV��
ZKLOH�WKH�PRQWKV�ZLWK�WKH�OHDVW�DXGLRYLVXDO�PDWHULDO�SRVWHG�RQ�7LN7RN�RFFXU�RQ�VL[�RFFDVLRQV�
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�)LJXUH����&DOHQGDU�RI�SRVWV�RQ�WKH�3UDGR�1DWLRQDO�0XVHXP·V�RIÀ�FLDO�7LN7RN�FKDQQHO�GXULQJ�WKH�SHULRG�
RI�VWXG\

6RXUFH��DXWKRU·V�RZQ�ZRUN

������7RSLFV��LQWHUDFWLRQ�DQG�DXGLR�DFFRPSDQ\LQJ�WKH�YLGHRV�SRVWHG�E\�WKH�3UDGR�0XVHXP�RQ�7LN7RN

7KH�����YLGHRV�SRVWHG�E\�WKH�3UDGR�1DWLRQDO�0XVHXP�GXULQJ�WKH�SHULRG�RI�VWXG\�KDYH�EHHQ�RUJDQL]HG�
LQWR���GLIIHUHQW�WKHPDWLF�FDWHJRULHV��DV�VKRZQ�LQ�)LJXUH���

)LJXUH����/LVW�RI�WKH�QXPEHU�RI�YLGHRV�E\�WRSLF��LQWHUDFWLRQ�DQG�W\SH�RI�DXGLR�XVHG�E\�WKH�3UDGR�1DWLRQDO�
0XVHXP�RQ�7LN7RN

6RXUFH��DXWKRU·V�RZQ�ZRUN
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7KH�FDWHJRU\�´PDVWHUSLHFHV�DQG�FXULRVLWLHVµ�LV�WKH�RQH�ZLWK�WKH�ODUJHVW�QXPEHU�RI�SRVWV��ZLWK�D�WRWDO�RI�
����7DEOH���VKRZV�DQ�H[DPSOH�RI�WKUHH�YLGHRV�UHSUHVHQWLQJ�WKH�À�UVW�FDWHJRU\�RI�WRSLFV��´PDVWHUSLHFHV�
DQG�FXULRVLWLHVµ�� ([DPSOH���FRUUHVSRQGV� WR� WKH�YLGHR� WKDW�REWDLQHG� WKH�PD[LPXP� LQWHUDFWLRQ� LQ� WKH�
FDWHJRU\��ZLWK�D�WRWDO�RI��������UHDFWLRQV��OLNHV��FRPPHQWV�DQG�VKDUHV���,Q�WKLV�FDVH��WKH�SRVW�´KRZ�WR�
view the work El Lavatorioµ�VKRZV�D�VKRUW�YLGHR�����VHFRQGV��LQ�ZKLFK�D�PXVHXP�HPSOR\HH��ZLWK�YRLFH�
RYHU�DQG�RULJLQDO�DXGLR��FRPPHQWV�RQ� WKH�ZRUN�E\� -DFRSR� 7LQWRUHWWR��SRLQWLQJ�RXW� VRPH�FXULRVLWLHV�
DERXW�LW��VXFK�DV�WKH�SRLQW�IURP�ZKLFK�WKH�SDLQWLQJ�VKRXOG�EH�YLHZHG�DFFRUGLQJ�WR�LWV�FUHDWRU�

([DPSOH�QXPEHU���DOVR�VKRZV�D����VHFRQG�YLGHR�FRQWDLQLQJ�DQ�H[SODQDWLRQ�RI�WKH�VLJQDWXUHV�RI�GLIIHUHQW�
SDLQWHUV��ZLWK�YRLFH�RYHU�DQG�RULJLQDO�DXGLR��ZLWK�WKH�GLIIHUHQFH�WKDW�LQ�WKLV�FDVH��VKRUW�VHJPHQWV�RI�WH[W�
DUH�XVHG�PDNH�WKH�H[SODQDWLRQ�HDVLHU�WR�IROORZ��7KLV�W\SH�RI�UHLQIRUFHPHQW�VWDUWV�WR�EH�XVHG�LQ�SRVWV�DIWHU�
$SULO���������DQG�LW�LV�YHU\�XVHIXO�WR�IROORZ�WKH�H[SODQDWLRQ�DQG�HYHQ�WR�XQGHUVWDQG�WKH�YLGHR�ZLWKRXW�WKH�
need for audio.

)LQDOO\�� H[DPSOH� QXPEHU� �� VKRZV� WKH�ZRUN� ´La familia de Carlos IVµ� LQ� ��� VHFRQGV�� LQ�ZKLFK� DXGLR�
SURYLGHG�E\�WKH�7LN7RN�SODWIRUP�LV�XVHG�DV�D�PXVLFDO�EDFNJURXQG�

7DEOH����([DPSOHV�RI�VKRUW�YLGHR�FRQWHQW�LQ�WKH�´PDVWHUSLHFHV�DQG�FXULRVLWLHVµ�FDWHJRU\

([DPSOH����YLGHR�LQ�WKH�´PDV�
WHUSLHFHµ�FDWHJRU\��KRZ�WR�
YLHZ�´(O�ODYDWRULRµ�����������

([DPSOH����YLGHR�LQ�WKH�´PDV�
WHUSLHFHµ�FDWHJRU\��:KHUH�LV�

WKH�VLJQDWXUH"

([DPSOH����YLGHR�LQ�WKH�´PDV�
WHUSLHFHµ�FDWHJRU\��/D�IDPLOLD�

de Carlos IV, Goya, 1800

85/�RI�WKH�YtGHR�
KWWSV���ELW�O\��P4SNXV

85/�RI�WKH�YtGHR��
KWWSV���ELW�O\��:1&QOG

85/�RI�WKH�YtGHR��
KWWSV���ELW�O\��*Z-1IE

6RXUFH��DXWKRU·V�RZQ�ZRUN

$QRWKHU�FRQWHQW�FDWHJRU\�WKDW�DOVR�KDV�D�KLJK�OHYHO�RI�LQWHUDFWLRQ�ZLWK�HDFK�YLGHR�LV�WKDW�GHGLFDWHG�WR�
LQIRUPDWLRQ�DERXW�́ UHVWRUDWLRQµ�ZRUN��ZKLFK�DFFRXQWV�IRU�D�WRWDO�RI����YLGHRV��ZLWK�DQ�DYHUDJH�LQWHUDFWLRQ�
UDWH�RI������������LQFOXGLQJ�OLNHV��VKDUHV�DQG�FRPPHQWV��,Q�WKLV�FDWHJRU\��WKH�PXVHXP�UHVWRUHUV�H[SODLQ�
WKHLU�ZRUN��VXFK�DV�LQ�WKH�SRVW�´:K\�GR�ZH�WDNH�[�UD\V�RI�ZRUNV�RI�DUW"µ�KWWSV���ELW�O\��'','Z5). In this 

PDQQHU��OLWWOH�E\�OLWWOH��7LN7RN�XVHUV�ZKR�IROORZ�WKH�3UDGR�1DWLRQDO�0XVHXP�GLVFRYHU�DQG�À�QG�RXW�DERXW�
WKH�PXVHXP�VWDII�DQG�WKHLU�ZRUN��LQ�WKLV�FDVH�LQ�WKH�DUHD�RI�UHVWRUDWLRQ��7KHVH�YLGHRV�HDVLO\�PDQDJH�WR�
FDSWXUH�WKH�DWWHQWLRQ�RI�XVHUV��VLQFH�WKH\�FRQFHUQ�SURFHVVHV�WKDW�DUH�JHQHUDOO\�QRW�ZHOO�NQRZQ�E\�WKH�
JHQHUDO�SXEOLF��DUH�YHU\�SDLQVWDNLQJ�DQG�GHOLFDWH��DQG�DW�WKH�VDPH�WLPH�DUH�SHUIRUPHG�RQ�SULFHOHVV�
ZRUNV�RI�KLVWRULFDO� LPSRUWDQFH�� ,Q� WKLV�FDWHJRU\�DUH�DOVR�YLGHRV�ZLWK� WKH� VDPH�SXUSRVH��EXW�ZLWK� WKH�
SHFXOLDULW\�WKDW� LQVWHDG�RI�KDYLQJ�RULJLQDO�DXGLR�ZLWK�WKH�H[SODQDWLRQ��WKH\�XVH�PXVLF�IURP�WKH�7LN7RN�
platform itself to accompany the video on the topic of restoration.

7KH�FDWHJRU\�́ HYHQWVµ��ZKLFK�FRQVLGHUV�WKH�FRQWHQW�WKDW�LV�JHQHUDWHG�ZLWKLQ�WKH�FRQWH[W�RI�LQWHUQDWLRQDO�
GD\V�FHOHEUDWLQJ�VSHFLÀ�F�WKHPHV�RU�FHOHEUDWLRQV�RUJDQL]HG�E\�WKH�PXVHXP�LWVHOI��LQFOXGHV�QLQH�SRVWV��
7KH�YLGHRV�LQ�WKLV�FDWHJRU\�XVH�DOO�WKUHH�SRVVLEOH�DXGLR�W\SHV��WKDW�EHORQJLQJ�WR�WKH�SODWIRUP��RQ�WZR�
RFFDVLRQV��� RULJLQDO� DXGLR� �LQ� WKUHH�SRVWV�� DQG�PXVLF� IURP� WKH�PXVHXP� �LQ� IRXU� RI� WKH� YLGHRV���2QH�
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H[DPSOH�RI�FRQWHQW�LQ�WKLV�´HYHQWVµ�FDWHJRU\�DUH�WKH�SRVWV�UHIHUULQJ�WR�WKH�UHKHDUVDO�E\�GDQFHU�(GXDUGR�
*XHUUHUR�WR�FHOHEUDWH�LQWHUQDWLRQDO�WRXULVP�GD\��KWWSV���ELW�O\��<NXXRM��DQG�DOVR�WKDW�FHOHEUDWLQJ�*D\�
3ULGH�'D\��KWWSV���ELW�O\��PS[,43���ZLWK�D�GXUDWLRQ�RI����DQG����VHFRQGV��UHVSHFWLYHO\�

,Q�WHUPV�RI�RWKHU�WRSLFV�DGGUHVVHG�LQ�WKLV�VWXG\��PHQWLRQ�VKRXOG�EH�PDGH�RI�WKH�´SURPRWLRQDOµ�WRSLF��
ZKLFK�FRQVLVWV� RI� VL[� YLGHRV�� 7KH� YLGHRV� LQ� WKLV� FDWHJRU\�� WKH�GXUDWLRQ�RI�ZKLFK�DYHUDJHV�DURXQG� ���
seconds, is intended to show works or places in the museum accompanied by music provided by the 

7LN7RN�SODWIRUP��RU�RULJLQDO�PXVLF� IURP� WKH�3UDGR�1DWLRQDO�0XVHXP��ZLWK� WKH� LQWHQW�RI�FDSWXULQJ� WKH�
DWWHQWLRQ�RI�XVHUV��2QH�H[DPSOH�RI�WKLV�LV�WKH�À�UVW�SRVW�PDGH�E\�WKH�PXVHXP�RQ�7LN7RN��HQWLWOHG�´'LVFRYHU�
7KH�*DUGHQ�RI�(DUWKO\�'HOLJKWV�E\�%RVFRµ��KWWSV���ELW�O\��\Z�=�6��

,Q�RWKHU�YLGHRV��PXVHXP�HPSOR\HHV�DQVZHU�TXHVWLRQV�DVNHG�E\� IROORZHUV�� 7KHVH�DUH�JURXSHG� LQ� WKH�
´TXHVWLRQVµ�FDWHJRU\��,Q�WKLV�FDVH��WKHUH�DUH�À�YH�YLGHRV�WKDW�FRQVWLWXWH�D�UHODWLYHO\�UHFHQW�DFWLRQ��WKH�À�UVW�
ZDV�SRVWHG�RQ�0DUFK�����������$OO�WKH�YLGHRV�WKDW�DQVZHU�TXHVWLRQV�IROORZ�WKH�VDPH�SDWWHUQ��7DEOH�����,Q�
YLGHRV�ZLWK�DQ�DYHUDJH�GXUDWLRQ�RI�EHWZHHQ����DQG����VHFRQGV��PXVHXP�VWDII�LQ�WKH�IRUHJURXQG�DQVZHU�
TXHVWLRQV�DVNHG�SUHYLRXVO\�E\�IROORZHUV��DQ�LPDJH�RI�WKH�TXHVWLRQ�FDQ�EH�VHHQ�LQ�WKH�WRS�OHIW�PDUJLQ���
H[SODLQLQJ�WKHLU�ZRUN�DW�WKH�PXVHXP��%HVLGHV�DQVZHULQJ�WKH�TXHVWLRQ�FOHDUO\�DQG�FRQFLVHO\��WKHUH�DUH�
IUHTXHQWO\� OLWWOH�KXPRURXV�WRXFKHV�WR�WKH�H[SODQDWLRQ��7KLV� IRUPDW� LV�TXLWH�DWWUDFWLYH�WR�WKH�PXVHXP·V�
IROORZHUV��FRQVLGHULQJ�WKDW�LW�VFRUHV�DQ�DYHUDJH�RI��������LQWHUDFWLRQV�SHU�YLGHR��PDNLQJ�LW�WKH�VHFRQG�
KLJKHVW�UDQNLQJ�FDWHJRU\��DV�FDQ�EH�VHHQ�LQ�)LJXUH���

7DEOH����([DPSOH�RI�VKRUW�YLGHR�FRQWHQW�LQ�WKH�´TXHVWLRQVµ�FDWHJRU\

([DPSOH�RI�D�YLGHR�LQ�WKH�´TXHVWLRQVµ�FDWHJRU\��
:K\�GR�ZH�WDNH�[�UD\V�RI�WKH�ZRUNV"

85/�GHO�YLGHR��KWWSV���ELW�O\���\L,E*

6RXUFH��DXWKRU·V�RZQ�ZRUN�

)LQDOO\�� WKH� ´ZRUN�DW� WKH�PXVHXPµ�FDWHJRU\� UHIHUV� WR�SRVWV� UHODWHG� WR� WHFKQLFDO�ZRUN�SHUIRUPHG�E\�
PXVHXP�VWDII��DQG�LW�LQFOXGHV�RQO\�WZR�YLGHRV�RI����VHFRQGV�HDFK��2QH�H[DPSOH�RI�WKLV�FRQWHQW�LV�WKH�
YLGHR�HQWLWOHG�´+RZ�LV�WKH�FRORU�RI�DQ�H[KLELWLRQ�FKRVHQ"µ�KWWSV���ELW�O\��PWD%R2��

4.2.3. Hashtags 

(DFK�YLGHR�LV�LQGH[HG�E\�PHDQV�RI�hashtags�RU�ODEHOV�FUHDWLQJ�QDUUDWLYH�VWUXFWXUHV�IRFXVHG�RQ�WKHPHV��
,Q�WKH�����YLGHRV�DQDO\]HG��WKHUH�DUH�����KDVKWDJV��VRPH�RI�ZKLFK�DUH�UHSHDWHG�PDQ\�GLIIHUHQW�WLPHV��
,I�ZH�FRQVLGHU�WKH� LQWHQVLW\�ZLWK�ZKLFK�WKHVH�KDVKWDJV�DUH�XVHG��PHDVXULQJ�WKH�UHSHWLWLRQ�RI�XVH�� WKH�
WKUHDGV�RQ��DUW��LQ�VHYHUDO�ODQJXDJHV���OHDUQZLWK7LN7RN�DQG��SUDGRPXVHXP�VWDQG�RXW��DV�FDQ�EH�VHHQ�
LQ�)LJXUH���



340

�)LJXUH����:RUG�FORXG�ZLWK�WKH�KDVKWDJV�PRVW�FRPPRQO\�XVHG�LQ�WKH�DQDO\]HG�SRVWV

6RXUFH��DXWKRU·V�RZQ�ZRUN

���'LVFXVVLRQ�DQG�&RQFOXVLRQV

%DVHG�RQ�WKH�IRUHJRLQJ��WKHUH�LV�OLWWOH�GRXEW�WKDW�PXVHXPV�SOD\�D�YLWDO�UROH�LQ�WKH�HFRQRP\�DQG�WRXULVP��
FRQVWLWXWLQJ�D�VLJQLÀFDQW�XQLW�RI�FXOWXUDO�WRXULVP�

,QFUHDVLQJ�FRPSHWLWLRQ��WHFKQRORJLFDO�DGYDQFHV�DQG�WKH�QHHG�WR�UHRULHQW�WKH�RIIHULQJ�WRZDUGV�FXVWRPHU�
QHHGV� KDYH� IRUFHG� PXVHXPV� WR� RIIHU� QHZ� H[SHULHQFHV� EDVHG� RQ� HGXFDWLRQDO� DQG� HQWHUWDLQPHQW�
DFWLYLWLHV�� DV� ZHOO� DV� WR� UHGHÀQH� WKHLU� FRPPXQLFDWLRQ� DQG� EUDQG� VWUDWHJLHV� �%HOHQLRWL�� 7VRXUYDNDV� 	�
Vassiliadis, 2017). Furthermore, the proliferation of mobile applications to share short videos, like TikTok, 

KDV�OHG�WR�QHZ�IRUPV�RI�HQWHUWDLQPHQW�DQG�LQIRUPDWLRQ�H[FKDQJH�SUDFWLFHV�WKDW�DUH�LQFUHDVLQJO\�XVHG�
E\�ERWK�VRFLHW\�LQ�JHQHUDO��DQG�E\�EXVLQHVVHV��0DMGRXOLQH��-LDQJ�	�$OLUH]D��������

,Q�WKLV�VHQVH��DQG�ZLWK�WKH�DLP�RI�FDSWXULQJ�WKH�DWWHQWLRQ�RI�D�\RXQJ�DXGLHQFH�DFFXVWRPHG�WR�XVLQJ�
HOHFWURQLF�GHYLFHV�DQG�WKH�VRFLDO�PHGLD��PXVHXPV�KDYH�YLUWXDOL]HG�WKHLU�RIIHULQJ��DOORZLQJ�HGXFDWLRQDO�
DFWLYLWLHV�WR�EH�GLYHUVLÀHG�DQG�RSWLPL]LQJ�VHUYLFHV�ZLWK�LQFUHDVLQJO\�PRUH�VSHFLÀF�LQIRUPDWLRQ��*RQ]iOH]��
2016).

7KH� UHVXOWV� RI� WKLV� UHVHDUFK� VKRZ� WKDW� WKH� 3UDGR� 1DWLRQDO�0XVHXP� LV� ZRUNLQJ� LQ� GLIIHUHQW� GLUHFWLRQV��
GHPRQVWUDWLQJ�LWV�FRQFHUQ�WR�FRQQHFW�ZLWK�LVVXHV�DQG�FLUFXPVWDQFHV�LQ�WKH�VRFLHW\�LQ�ZKLFK�LW�EHORQJV��
DQG�DWWHPSWLQJ�WR�UHFRQÀJXUH�DQG�HQULFK�LWV�EUDQG�VWUDWHJ\�LQ�RUGHU�WR�UHDFK�GLIIHUHQW�DXGLHQFHV��WDNLQJ�
LQWR�FRQVLGHUDWLRQ�KRZ�WKH\�KDYH�FKDQJHG�WKH�FRQWHQW�FRQVXPSWLRQ�KDELWV�RQ�GLIIHUHQW�SODWIRUPV�

7KH�LPSDFW�RI�WKH�&29,'����SDQGHPLF�RQ�PXVHXP�DFWLYLW\�KDV�VSXUUHG�WKH�H[SDQVLRQ�RI�WKH�KXPDQ�
UHVRXUFHV�GHGLFDWHG�WR�PDQDJLQJ�UHODWLRQVKLSV�ZLWK�WKHLU�DXGLHQFHV��DV�VKRZQ�E\�WKH�LQFUHDVH�LQ�WKH�
VWDII�LQ�FKDUJH�RI�PDQDJLQJ�WKH�VRFLDO�QHWZRUNV�XQGHU�WKH�FRPPXQLFDWLRQ�DQG�QHWZRUNV�GHSDUWPHQW��
However, it will be necessary to update this research at a later date, in order to determine whether the 

LQFUHDVH�E\�RQH�RU�WZR�SHRSOH�LQ�VRFLDO�QHWZRUN�SODWIRUP�PDQDJHPHQW�LV�HQRXJK�RI�D�FRPPLWPHQW�WR�
ERRVW�WKH�GLJLWDO�FKDQQHOV�WKDW�FRQQHFW�WKH�PXVHXP�WR�D�VRFLHW\�WKDW�LV�GLYHUVH�DQG�FRQVWDQWO\�HYROYLQJ�
LQ�WHUPV�RI�FRQWHQW�FRQVXPSWLRQ��LQ�WKH�FRQWH[W�RI�WKH�QHZ�QRUPDO�IROORZLQJ�&29,'�
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7HFKQLFDO�$VVRFLDWH�(GLWRUV

-HV~V�6HJDUUD�6DDYHGUD��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

7DWLDQD�+LGDOJR�0DUt��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

/D\RXW

Alejandro Bernabéu-Serrano, Universidad de Alicante, España.

-HV~V�6HJDUUD�6DDYHGUD��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

,QWHUQDWLRQDO�(GLWRULDO�%RDUG�

0DUWRQ�'HPHWHU��%XGDSHVW�&RUYLQXV�8QLYHUVLW\��+XQJUtD�

/XLVD�$JDQWH��8QLYHUVLGDGH�GR�3RUWR��3RUWXJDO�

$QD�-RUJH��8QLYHUVLGDGH�&DWyOLFD�3RUWXJXHVD��3RUWXJDO�

(OLDQD�1DJDPLQL��&HQWUR�(VWDGXDO�GH�(GXFDomR�7HFQROyJLFD�3DXOD�6RX]D��%UDVLO�

/LQGVH\�'U\OLH�&DUH\��*ODVJRZ�&DOHGRQLDQ�8QLYHUVLW\��5HLQR�8QLGR�

,QJULG�=DFLSD�,QIDQWH��8QLYHUVLGDG�&HQWUDO��%RJRWi��&RORPELD�

'LYLQD�0HLJV��8QLYHUVLGDG�GH�OD�6RUERQD��&RODERUDGRUD�HQ�81(6&2��)UDQFLD�

-RVp�$OEHUWR�*DUFtD�$YLOpV��8QLYHUVLGDG�0LJXHO�+HUQiQGH]��(VSDxD�

0DULFHOD�/ySH]�2UQHODV�� ,QVWLWXWR�GH� ,QYHVWLJDFLyQ�\�'HVDUUROOR�(GXFDWLYR��8QLYHUVLGDG�$XWyQRPD�GH�
%DMD�&DOLIRUQLD��(QVHQDGD��0p[LFR�

(OLVD�+HUJXHWD��,0&�)+�.UHPV��$XVWULD�



0HWLQ�dRODN��&\SUXV�,QWHUQDWLRQDO�8QLYHUVLW\��&KLSUH�

/tGLD�GH�-HVXV�2OLYHLUD�/RXUHLUR�GD�6LOYD��8QLYHUVLW\�RI�$YHLUR��3RUWXJDO�

&KDUOHV�0F$XOH\��6RQRPD�6WDWH�8QLYHUVLW\��&DOLIRUQLD��(VWDGRV�8QLGRV�

*XVWDYR�,RYLQR��8QLYHUVLGDG�&DWyOLFD�GH�6DOWD��$UJHQWLQD�

-XDQ�0RQVHUUDW�*DXFKL��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

$QD�6HGHxR�9DOGHOOyV��8QLYHUVLGDG�GH�0iODJD��(VSDxD�

0DUtD�GHO�&DUPHQ�4XLOHV�6ROHU��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

$'9,625<�%2$5'�

'UD��,EWLVVDP�$EDUDU��8QLYHUVLWp�+DVVDQ�,,�GH�&DVDEODQFD��0DUUXHFRV�

'U��,JQDFLR�$JXDGHG�*yPH]��&DWHGUiWLFR�GH�OD�8QLYHUVLGDG�GH�+XHOYD��(VSDxD�

'U�� &DUORV� $UDRV�8ULEH�� 3UHVLGHQWH� GHO� &RQVHMR� GH� &LHQFLDV� 6RFLDOHV� GH� OD� $JHQFLD� $FUHGLWDFLyQ��
3URIHVRU�GH�OD�8QLYHUVLGDG�GH�6DQWLDJR�GH�&KLOH��86$&+���&KLOH�

'U��$OEHUWR�$UGqYRO�$EUHX��8QLYHUVLGDG�GH�/D�/DJXQD��(VSDxD�

'U��0LJXHO�(]HTXLHO�%DGLOOR�0HQGR]D��&iWHGUD�GH�&RPXQLFDFLyQ�GH�OD�81$'��&RORPELD�

'UD��0LKDHOD�%DQHN�=RULFD��8QLYHUVLW\�RI�=DJUHE��&URDFLD�

'U��'HPHWULR�(QULTXH�%ULVVHW�0DUWLQ��&DWHGUiWLFR�GH�OD�8QLYHUVLGDG�GH�0iODJD��(VSDxD�

'UD��0DUtD�9LFWRULD�&DUULOOR�'XUiQ��3URIHVRUD�7LWXODU�GH�OD�8QLYHUVLGDG�GH�([WUHPDGXUD��(VSDxD�

'UD��)UDQFHVFD�&RPXQHOOR��/XPVD�8QLYHUVLW\��5RPD��,WDOLD�

Dra. Erlis dHOD��%HGsU�8QLYHUVLW\�&ROOHJH��7LUDQD��$OEDQLD�

'U��0HWLQ�dRODN, Cyprus International University, Chipre.

'U�� -RVp�0DQXHO� GH�3DEORV�� &DWHGUiWLFR� GH� 3HULRGLVPR� GH� OD� 8QLYHUVLGDG� GH� /D� /DJXQD�� 7HQHULIH��
España.

'UD�� ,VDEHO� GH�6DODV�1HVWDUHV�� &DWHGUiWLFD� GH� OD� 8QLYHUVLGDG� &DUGHQDO� +HUUHUD�&(8� GH� 9DOHQFLD��
España.

'UD��0DULMDQD�*UEHâD�=HQ]HURYL���=DJUHE�8QLYHUVLW\��&URDFLD�

Dra. Cristina del Pino Romero, Universidad Carlos III, España.

'U��&DUORV�GHO�9DOOH�5RMDV��'HFDQR�\�3URIHVRU�GH�OD�8QLYHUVLGDG�GH�/D�)URQWHUD��&KLOH�

'UD��3DWULFLD�'XUiQ�%UDYR��'LUHFWRUD�GH�OD�)DFXOWDG�GH�&LHQFLDV�GH�OD�&RPXQLFDFLyQ�GH�OD�8QLYHUVLGDG�
%HQHPpULWD�$XWyQRPD�GH�3XHEOD��0p[LFR�

'UD�� 0��GHO�&DUPHQ� )RQVHFD�0RUD�� &DWHGUiWLFD� GHO� 'HSDUWDPHQWR� GH� )LORORJtD� ,QJOHVD� GH� OD�
Universidad de Huelva, España.

'UD��0DUtD�$��*DELQR�&DPSRV��3URIHVRUD�HQ�OD�8QLYHUVLGDG�$XWyQRPD�GH�6DQ�/XLV�GH�3RWRVt��0p[LFR�

'U��ÉOYDUR�*DUFtD�GHO�&DVWLOOR�/ySH]��8QLYHUVLGDG�0LJXHO�+HUQiQGH]��(VSDxD�

'UD��,UHQH�*DUFtD�0HGLQD��&DOHGRQLDQ�*ODVJRZ�8QLYHUVLW\��5HLQR�8QLGR�

'U�� -RVp�$QWRQLR� *DUFtD�GHO�&DVWLOOR�5RGULJXH]�� &DWHGUiWLFR� GH� OD� 8QLYHUVLGDG� 0LJXHO� +HUQiQGH]��
España.

'UD��8UâD�*RORE�3RGQDU��8QLYHUVLW\�RI�/MXEOMDQD��(VORYHQLD�

'U��-RVp�/XLV�*RQ]iOH]�(VWHEDQ��3URIHVRU�7LWXODU�GH�OD�8QLYHUVLGDG�0LJXHO�+HUQiQGH]�GH�(OFKH��(VSDxD�

Dr. Ildefonso Grande-Esteban, Profesor Titular de la Universidad Pública de Navarra, España.

'UD��%HJRxD�*XWLpUUH]�6DQ�0LJXHO��3URIHVRUD�7LWXODU�GH�OD�8QLYHUVLGDG�GH�6DODPDQFD��(VSDxD�

'UD��&DULGDG�+HUQiQGH]�0DUWtQH]��3URIHVRUD�7LWXODU�GH�OD�8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

Dra. Amparo Huertas-Bailén, Profesora Titular de la Universidad Autónoma de Barcelona, España.

'UD�� 0DUtD�/XLVD� +XPDQHV�+XPDQHV�� 3URIHVRUD� 7LWXODU� GHO� 'HSDUWDPHQWR� GH� &LHQFLDV� GH� OD�
&RPXQLFDFLyQ���GH�OD�8QLYHUVLGDG�5H\�-XDQ�&DUORV��0DGULG��(VSDxD�

'UD��0DULH�1DWKDOLH�-DXIIUHW�&HUYHWWL��,QWHUQDWLRQDO�8QLYHUVLW\�RI�0RQDFR��0yQDFR�

'UD��0DULFHOD�/ySH]�2UQHODV��8QLYHUVLGDG�$XWyQRPD�GH�%DMD�&DOLIRUQLD��(QVHQDGD��0p[LFR�

'UD��&DUPHQ�/ySH]�6iQFKH]��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'UD��&DUPHQ�0DUWD�/D]R��8QLYHUVLGDG�GH�=DUDJR]D��(VSDxD�

'UD��'LYLQD�0HLJV��8QLYHUVLGDG�GH�OD�6RUERQD��&RODERUDGRUD�HQ�81(6&2��)UDQFLD�

'U��-XOLR�0RQWHUR�'tD]��&DWHGUiWLFR��8QLYHUVLGDG�,QWHUQDFLRQDO�GH�/D�5LRMD��(VSDxD�



'U��)UDQFLVFR�-DYLHU�0RUD�&RQWUHUDV��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'UD��&ODUD�0XHOD�0ROLQD��8QLYHUVLGDG�5H\�-XDQ�&DUORV�GH�0DGULG��(VSDxD�

'UD��$JQHV�1DLUQ��(0�/\RQ�%XVLQHVV�6FKRRO� LQ�)UDQFH�DQG�560�(UDVPXV�8QLYHUVLW\� LQ� WKH�1HWKHUODQGV��
Reino Unido.

'UD��3DWULFLD�1~xH]�*yPH]��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

'UD��/LGLD�GH�-HV~V�2OLYHLUD�/RXUHLUR�GD�6LOYD��8QLYHUVLW\�RI�$YHLUR��3RUWXJDO�

'U��*XLOOHUPR�2UR]FR��&8&6+�²�8'*�&DPSXV�%HOHQHV��0p[LFR�

'UD��0DUtD�$QWRQLD�3D]�5HEROOR��&DWHGUiWLFD��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

'U��3HGUR�3pUH]�&XDGUDGR��3URIHVRU�7LWXODU�GH�8QLYHUVLGDG�5H\�-XDQ�&DUORV��0DGULG��(VSDxD�

'U��-RVp�/XLV�3LxXHO�5DLJDGD��&DWHGUiWLFR�GH�OD�8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

'UD��0DUtD�7HUHVD�4XLUR]��GLUHFWRUD�GHO�,QVWLWXWR�GH�,QYHVWLJDFLyQ�GH�OD�8QLYHUVLGDG�GH�/LPD��3HU~

'U��5DIDHO�5HSLVR�&DEDOOHUR��8QLYHUVLGDG�,QWHUQDFLRQDO�GH�/D�5LRMD��(VSDxD�

'UD��-HVVLFD�5HWLV�5LYDV��$VVLVWDQW�3URIHVVRU��&DOLIRUQLD�6WDWH�8QLYHUVLW\�1RUWKULGJH��(VWDGRV�8QLGRV�

Dr. Juan Rey-Fuentes, Profesor Titular de Comunicación Audiovisual y Publicidad de la Universidad de 

Sevilla, España.

Dr. Paulo-José Ribeiro-Cardoso, Profesor Titular de la Universidade Fernando Pessoa de Porto (UFP), 

3RUWXJDO�

'UD��3DROD�5RGDUL��6,66$�6FXROD�,QWHUQD]LRQDOH�6XSHULRUH�GL�6WXGL�$YDQ]DWL�GL�7ULHVWH��,WDOLD�

'U��5D~O�5RGUtJXH]�)HUUiQGL]��3URIHVRU�7LWXODU�GH�OD�8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'U��)UDQFLVFR�-DYLHU�5XL]�GHO�2OPR��3URIHVRU�7LWXODU��8QLYHUVLGDG�GH�0iODJD��(VSDxD�

'U��;RVp�6RHQJDV�3pUH]��&DWHGUiWLFR�GH�OD�8QLYHUVLGDG�GH�6DQWLDJR��(VSDxD�

Dra. Rosa Torres Valdés, Universidad de Alicante, España.

'UD��/L]D�7VDOLNL��1DWLRQDO�DQG�.DSRGLVWULDQ�8QLYHUVLW\�RI�$WKHQV��*UHFLD�

'UD��1HUHD�9DGLOOR��)DFXOWDG�GH�&RPXQLFDFLyQ��8QLYHUVLGDG�6DQ�-RUJH��=DUDJR]D��(VSDxD�

'UD��1DGD�=JUDEOML��5RWDU��&URDWLDQ�6WXGLHV�8QLYHUVLW\��&URDFLD�

'U��0LJXHO�ÉQJHO�(VWHEDQ�1DYDUUR��8QLYHUVLGDG�GH�=DUDJR]D��(VSDxD�



5(9,(:(56�%2$5'�92/������,668(���������

The UHYLHZHUV�ERDUG�FRQVLVWV�RI�FROODERUDWRUV�RI�UHFRJQLVHG�FRPSHWHQFH�LQ�WKH�WRSLFV�RI�HYHU\�SDSHU��
5HYLHZHUV·� VHOHFWLRQ� LV� FRQGXFWHG� DFFRUGLQJ� WR� WKH� DIÀQLW\�� UHFRJQLWLRQ� DQG� UHVHDUFK� EDFNJURXQG�
criteria on the topics of the paper to be reviewed. Female and male doctors are always selected. 

6RPHWLPHV��RWKHU�KLJKO\�UHFRJQLVHG�SURIHVVLRQDOV�LQ�WKH�ÀHOG�ZHUH�LQYROYHG��7KH Mediterranean Journal 
of Communication holds several types of database�RI�GLIIHUHQW�H[SHUWV�LQ�WKH�ÀHOG��,W� LV�D�UHTXLUHPHQW�
WKDW�WKH�UHYLHZHU�GRHV�QRW�EHORQJ�WR�WKH�VDPH�LQVWLWXWLRQ�DV�WKH�DXWKRU�RI�WKH�DUWLFOH�WR�EH�UHYLHZHG��,Q�
DGGLWLRQ��DQ�DWWHPSW�LV�PDGH�WR�DYRLG�DQ\�FRQÁLFW�RI�LQWHUHVW��

The� UHYLHZHUV·� ERDUG� GXWLHV are to ensure the quality of manuscripts to be published in the journal 

DQG�H[SODLQ�SURSHUO\�WKH�HYDOXDWLRQ�GHFLVLRQV�RI�WKH�DUWLFOH��7KH�HGLWRULDO�ERDUG�FRQGXFWV�D�WUDFNLQJ�
SURFHVV�RI�HYHU\�UHYLHZHU�HVWDEOLVKLQJ�D�TXDOLW\�SURFHVV in the manuscripts review to ensure compliance 

ZLWK� GHDGOLQHV�� PDLQWHQDQFH� RI� DQRQ\PLW\�� H[SODQDWLRQ� RI� WKH� GHFLVLRQV� DQG� LQIRUPDWLRQ� IRU� WKH�
DXWKRU��&ROODERUDWLRQV�DUH�FHUWLÀHG�DQQXDOO\�DIWHU�WKH�UHYLHZ�SURFHVV��:H�H[SUHVV�RXU�JUDWLWXGH�WR�WKH�
FROODERUDWLQJ� UHYLHZHUV� IRU� WKHLU� ULJRURXV�DQG�FRPPLWWHG�ZRUN��:H�KLJKOLJKW� WKHLU�GLGDFWLFDO� VXSSRUW�
FRQFHUQLQJ�DPHQGPHQWV�WR�WH[WV�WR�EH�SXEOLVKHG�LQ�WKH�MRXUQDO��7KHLU�FRQWULEXWLRQV�DUH�DOZD\V�YDOXDEOH�
DQG�KLJKO\�DSSUHFLDWHG�E\�WKH�DXWKRUV��6RPH�RI�WKHP�KDYH�FROODERUDWHG�LQ�UHYLHZLQJ�PRUH�WKDQ�RQH�
WH[W��

The reviewers of the current issue are presented as follows: 

'U��/HRSROGR�$EDG��&(8�6DQ�3DEOR��(VSDxD�

'UD��1DWDOLD�$EXtQ�9HQFHV��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD��

'U��'DYLG�$ODPHGD�*DUFtD��8QLYHUVLGDG�3RQWLÀFD�GH�6DODPDQFD��(VSDxD��

'UD��1DGLD�$ORQVR�/ySH]��8QLYHUVLGDG�GH�9DOHQFLD��(VSDxD��

'UD��6DJUDULR�0DULD�%HUQDG�&RQGH��8QLYHUVLGDG�GH�=DUDJR]D��(VSDxD�

'UD��0DUtD�ÉQJHOHV�%ODQFR��8QLYHUVLGDG�5H\�-XDQ�&DUORV��(VSDxD�

'UD��*HPD�%RQDOHV�'DLPLHO��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

'UD��$UDFHOL�&DVWHOOy�0DUWtQH]��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'U��5RGULJR�&HWLQD�3UHVXHO��+DUYDUG�8QLYHUVLW\��((�88�

'UD��&DUPHQ�&RVWD�6iQFKH]��8QLYHUVLGDG�GH�/D�&RUXxD��(VSDxD�

'UD��&DUPHQ�&ULVWyIRO�5RGUtJXH]��8QLYHUVLGDG�GH�0iODJD��(VSDxD��'U��5DIDHO�&DQR�7HQRULR��

'UD��&ULVWLQD�GHO�3LQR�5RPHUR��8QLYHUVLGDG�&DUORV�,,,�GH�0DGULG��(VSDxD�

'UD��(OHQD�)HUQiQGH]�%ODQFR��8QLYHUVLGDG�3RQWLÀFD�GH�6DODPDQFD��(VSDxD�

'U��'DQLHO�*DUFtD�5RVDOHV��($/'(�%XVLQHVV�6FKRRO��España. 

'UD��$QD�*DUFtD�$UUDQ]��8QLYHUVLGDG�5H\�-XDQ�&DUORV��(VSDxD�

'��3DWULFLD�*DVFyQ�9HUD��8QLYHUVLGDG�GH�=DUDJR]D��(VSDxD

'UD��%HJRxD�*yPH]�1LHWR��8QLYHUVLGDG�LQWHUQDFLRQDO�GH�/D�5LRMD��(VSDxD��

Dr. Rolando Guevara. Universidad Nacional Autónoma. 0p[LFR�

'U��-RQDWKDQ�+DUG\��8QLYHUVLW\�RI�WKH�$UWV�/RQGRQ��Reino Unido.

'UD��7DWLDQD�+LGDOJR�0DUt��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'U��/XLV�0DxDV��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

'UD��&DUPHQ�0DUWD�/D]R��8QLYHUVLGDG�GH�=DUDJR]D��(VSDxD�

'UD��1RHPt�&DUPHQ�0DUWtQ��8QLYHUVLGDG�GH�9DOODGROLG��(VSDxD�



'UD��0DUtD�<RODQGD�0DUWtQH]�6RODQD��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD��

'UD��%HDWUt]�GHO�&DUPHQ�0DUWtQH]�,VLGRUR�

'U��-XDQ�3DEOR�0DWHRV�$EDUFD��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG�

'UD��%ODQFD�0LJXpOH]�-XDQ��8QLYHUVLGDG�GHO�3DtV�9DVFR��(VSDxD�

'U��0LJXHO�ÉQJHO�1LFROiV��8QLYHUVLGDG�GH�0XUFLD��(VSDxD��

'UD��0DULiQ�1~xH]�&DQVDGR��8QLYHUVLGDG�GH�9DOODGROLG��(VSDxD�

'UD��3DWULFLD�1~xH]�*yPH]��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD��

3DWULFLD�3DORPDUHV��6iQFKH]��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'UD��0DUtD�3LODU�3DVWRU��&HQWUR�OLQJ�tVWLFR���&(/�HG�H[�/HWWRUL��,WDOLD�

'UD��%HJRxD�3pUH]�&DOOH��8QLYHUVLGDG�GH�=DUDJR]D��(VSDxD

Dr. Álvar Peris Blanes. Universidad de Valencia. España. 

'UD��0DULOp�3UHWHO��&(8�6DQ�3DEOR��(VSDxD�

'UD��0DULQD�5DPRV�6HUUDQR��8QLYHUVLGDG�GH�6HYLOOD��(VSDxD�

'UD��&HOLD�5DQJHO��(6,&��8QLYHUVLGDG�&RPSOXWHQVH�GH�0DGULG��(VSDxD�

'UD��,VDEHO�5RGULJR�0DUWtQ��8QLYHUVLGDG�GH�9DOODGROLG��(VSDxD��

'UD��(VWKHU�0DUWtQH]�3DVWRU��8QLYHUVLGDG�5H\�-XDQ�&DUORV��(VSDxD��

'UD��0DUtD�GHO�&DUPHQ�6iQFKH]�9L]FDtQR��8QLYHUVLGDG�GH�%UDWLVODYD��(VORYDTXLD�

'U��-HV~V�6HJDUUD�6DDYHGUD��8QLYHUVLGDG�GH�$OLFDQWH��(VSDxD�

'UD��5HEHFD�6XiUH]�ÉOYDUH]��8QLYHUVLGDG�5H\�-XDQ�&DUORV��(VSDxD�

Dra. Victoria Tur-Viñes. Universidad de Alicante. España.
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7KH�0HGLWHUUDQHDQ�-RXUQDO�RI�&RPPXQLFDWLRQ���5HYLVWD�0HGLWHUUiQHD�GH�&RPXQLFDFLyQ�LV�DFFHSWHG�
LQ� 6FRSXV� �������DQG� LQFOXGHG� LQ� WKH� (PHUJLQJ� 6RXUFH�&LWDWLRQ� ,QGH[� �(6&,��RI�&ODULYDWH� IURP�������
ZKHUH�WKH�UDQNLQJ�(6&,�RI�&RPXQLFDU�-RXUQDO��������JLYHV�LW��nd position in Spain and 20th in the world 

XQGHU�&RPPXQLFDWLRQ�FDWHJRU\��4���,)���������� ,W� LV�D�MRXUQDO� LQFOXGHG�LQ�'LDOQHW�0HWULFV����������th in 

6SDLQ��4�����������th�LQ�,EHUR�$PHULFD�5(',%��&6,&��UDQNLQJ�DQG��th�DPRQJ����LQ�*RRJOH�6FKRODU�0HWULFV�
LQ�WKH�ÀHOG�RI�&RPPXQLFDWLRQ�� ,W�KDV�WKH�TXDOLW\� ODEHO�RI�)(&<7��������������$FFRUGLQJ�WR�WKH�FULWHULD�
E\�$QHFD��1DWLRQDO�$JHQF\�IRU�4XDOLW\�$VVHVVPHQW�DQG�$FFUHGLWDWLRQ�� LQ������IRU�6RFLDO�6FLHQFHV� LQ�
QDWLRQDO�DFFUHGLWDWLRQ�SURFHVVHV�IRU�DVVRFLDWH�DQG�IXOO�SURIHVVRUV��WKH�MRXUQDO�LV�RQ�/HYHO����
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1XPEHU�RU�FRQWULEXWLRQV�UHFHLYHG������RQO\�IRU�DUWLFOHV�LQ�WKH�6SHFLDO�LVVXH�DQG�0LVFHOODQHRXV�VHFWLRQV��

Articles published: (31) 26 articles, 3 editorials and 2 reviews. 

Articles rejected: 38.

5HMHFWLRQ�UDWH��SHUFHQWDJH�RI�DUWLFOHV�UHMHFWHG�RYHU�WKH�WRWDO�RI�SDSHUV�UHFHLYHG���������

$FFHSWDQFH�UDWH��SHUFHQWDJH�RI�DUWLFOHV�DFFHSWHG�RYHU�WKH�WRWDO�RI�SDSHUV�SXEOLVKHG����������

$YHUDJH�ZDLWLQJ�WLPH�����GD\V�

3HUFHQWDJH�RI�UHVHDUFK�VWXGLHV�SXEOLVKHG��PLQLPXP������������

3HUFHQWDJH�RI�VWXGLHV�ÀQDQFHG�E\�FRPSHWLWLYH�SXEOLF�LQLWLDWLYHV������

$YHUDJH�QXPEHU�RI�UHYLHZHUV�SHU�SDSHU�������:KHQ�FRQÁLFWLQJ�UHYLHZ�UHSRUWV�ZHUH�REWDLQHG��D�WKLUG�
UHYLHZHU�ZDV�FDOOHG�XSRQ��%RWK�H[WHUQDO�DQG�LQWHUQDO�UHYLHZHUV�DUH�HQWDLOHG�

5($6216�)25�5(-(&7,21�

1RQ�VFLHQWLÀF�VWUXFWXUH�DQG�DSSURDFK�

3ODJLDULVP�

/DFN�RI�FRLQFLGHQFH�ZLWK�WKH�WKHPH�RI�WKH�MRXUQDO�

3UHYLRXV�SXEOLFDWLRQ�LQ�FRQJUHVV�

Simultaneous submission. 

3XEOLVKHG�OHVV�WKDQ�WZR�\HDUV�DJR�

,1)250$7,21�$%287�7+(�$87+256�

Total number of authors: 75.

$YHUDJH�FR�DXWKRUVKLS�LQGH[��WRWDO�QR��RI�DXWKRUV�QR��RI�DUWLFOHV�SXEOLVKHG�������

&R�DXWKRUVKLS�LQGH[����DXWKRU������������DXWKRUV������������DXWKRUV���������\���DXWKRUV��������

Female authors: 49 (65,3%).

0DOH�DXWKRUV�������������

Doctor authors: 70 (97,3%).

Non doctors: 5 (6,7%).

(',725,$/�,1%5((',1*�

1XPEHU�RI�DXWKRUV�EHORQJ�WR�WKH�HGLWRULDO�RU�DGYLVRU\�ERDUG�����������

1XPEHU�RI�DXWKRUV�ZKR�GR�QRW�EHORQJ�WR�WKH�HGLWRULDO�RU�DGYLVRU\�ERDUG��PLQLPXP������������������

,167,787,21$/�,1%5((',1*�

1XPEHU�RI�DXWKRUV�RI�WKH�8QLYHUVLW\�RI�$OLFDQWH��PD[LPXP����������������

$87+256·�,17(51$7,21$/�23(11(66�

1XPEHU�RI�QRQ�6SDQLVK�DXWKRUV������������0p[LFR������&RORPELD������)UDQFLD������3RUWXJDO������/LWXDQLD�
(1), Ecuador (1).

Number of Spanish authors: 68 (90,7%).



6&,(17,),&�62&,(7<�3$571(56

6&,(17,),&�75$16)(5
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