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Abstract
The advertising sector is immersed in a period of change in various ways, from a structural level to the type of insertions 
to be made in the media. Methodologically, the qualitative Delphi technique is applied herein, being the most recom-
mended prospective approach for such emerging research topics. It is concluded that the key factors that define the 
advertising sector are digital transformation and the business model, to include three years from now, personalization, 
automation, and programming. Social networks are rising to become the communication channel that most uses adver-
tising, and strategy stands out among the knowledge, skills, and competences that the advertising professional must 
obtain in the future.
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1. Theoretical framework
Advertising is evolving in both its content and form, resulting in the differentiation between traditional and new advertis-
ing media. Despite this distinction, the main objective of advertising remains the same: to publicize a product or service 
and make the consumer want it (Caro, 1994). Transience is increasing in new media, with a constant stream of ads on 
many platforms, where each brand struggles to unseat its competitors. 

Television, radio, and paper platforms are the conventional channels (“above the line”) used to publicize a product. 
The content, frequency, and time are agreed upon by companies without the intervention of consumers in this process 
(Geirinhas, 2014). However, these media have reached a certain saturation, with an average of 92 advertising impacts 
per adult throughout the day, resulting in reduced effectiveness towards the potential consumer (López-de-Aguile-
ta-Clemente; Torres-Romay, 2007). Viral marketing arose thanks to the Internet and social networks, where consumers 
themselves direct the campaign and explain the product or service (Vilpponen et al., 2006). 

In a broadband society (Fondevila-Gascón, 2013), technology increases the chance of engagement with consumers (Mir 
et al. 2015). For this reason, social networks are becoming the main asset for companies to reach the maximum number 
of people while incurring the minimum cost. The consumer delivers the message to potential customers, a state of affairs 
that offers both confidence and veracity (Brown et al., 2007). 

The digital transformation is extending to advertising. In fact, the comparison between the competencies and profes-
sional profiles in advertising and public relations reveals the innovative requirements to be implemented in the adver-
tising field (Fondevila-Gascón; Santana-López; Rom-Rodríguez, 2017). Consumers themselves make a product known 
through social networks such as Instagram, Twitter, YouTube, and Facebook, where brands work to control and improve 
their e-reputation by creating an association with a public figure. Brands contact such brand advocates, influencers, or 
brand ambassadors to sponsor a product or service. This business strategy can achieve the maximum visibility with a 
minimum investment (Castelló-Martínez; Del-Pino-Romero, 2015). 

By means of such “collaborations,” social media personalities manage to make this new advertising format their main 
source of income. Their followers become stakeholders in each of the products or services they use, from a face cream 
to running shoes, or even a service such as Waynabox, which consists of traveling for €150 to a place that is revealed 
two days before the departure date. Their public profiles act as a platform for hundreds of non-traditional ads, but with 
greater effect than conventional advertising due to the relationship created between followers and influencers (Gei-
rinhas, 2014).

The fastest and most efficient way to make a company go viral is by the prior selection of and subsequent collaboration 
with a group of influencers (Dye, 2000), as is the case of the company Abercrombie & Fitch, which recruits young and 
popular students who are normally affiliated to well-known college fraternities.

It is important to highlight the digital role of women, which, according to Phelps (2004), is more profitable. This is due 
to the continuous suggestion of advertising on Instagram or YouTube profiles, where the prior female predisposition to 
shopping becomes an opportunity for companies (Phelps, 2004). 

The phenomenon analyzed starts with blogs (Findlay, 2015), which emerged before networks such as Instagram and 
can thus be considered as a first form of social media (Maurya, 2011). Users trust the opinion of these bloggers if they 
want to buy a product (Kerr, 2012). Bloggers are often present on various networks (Instagram, Facebook, Twitter or 
YouTube). Paula Echevarría or Dulceida (Aida Domenech), both with a million and a half followers on Instagram in 2017, 
became personalities, and brands are eager to collaborate with them to increase their visibility.

1.1. Legal framework
The exercise of marketing and its possible manifestations are regulated by Law 7/2010 on Audiovisual Communication 
Services (BOE, 31 March 2010). It entered into force effective 1 May 2010, and its objective is to regulate audiovisual 
communication with state coverage, without prejudice to the rights reserved for autonomous communities or local 
entities (Article 1, Law 7/2010). 

If we look at Article 2.2., different types of audiovisual communication are distinguished: 

- television (broadcasting of audiovisual content on television with a set time and schedule), 
- television on demand (where the viewer can select the audiovisual content to consume on television based on a cata-

log, set time, and available schedules), 
- mobile television (where content can be consumed on a mobile device), 
- radio (consumption of audio content within a set time and schedule), 
- radio on demand (consumption of audio content that the listener can choose to consume within a catalog, set time, 

and available schedule), and 
- mobile radio (audio content that can be consumed on a mobile device). 
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Some definitions related to elements or key phrases of this research should be presented: 

Audiovisual programs
Are understood as television programs (sequences of images) or radio; 

Channel
Is understood as a set of television or radio programs manifested within a programming schedule and that cannot be 
altered by consumers; 

Independent producer
Is a person who assumes the initiative, coordination, and economic risk of the creation of their own audiovisual content 
(independently or commissioned by brands, without the need to be linked to them on a permanent basis); 

Sponsorship
Describes the situation where any public or private entity or person offers financing for audiovisual communication ser-
vices to promote its brand, company, image, activities, or products; and 

Product placement
Is any form of audiovisual communication where a brand, product, or service is included or inserted within a program.

Independent producer and sponsorship are concepts that could form the legal figure of the influencer within the new 
communication channels in Spain, such as YouTube, Instagram, Twitch, or Twitter, among others. However, as we can 
see, Law 7/2010 understands audiovisual communication as the set of television or radio programs. This creates a legal 
vacuum regarding the legal figure of the influencer, who does not use television or radio media. 

Article 6.5. establishes the right for commercial communication to be differentiated from other audiovisual content, 
according to current regulations. If we examine the rights of audiovisual communication service providers, and specifi-
cally the freedom mentioned in Section 1 of Chapter II, it can be noted that Articles 10, 11, and 12 regularly mention the 
concept of channel. 

If Law 7/2010 understands a channel as a set of television and radio programs, the new channels that reside on social 
networks, or in other words, influencers, are excluded from the range of advertising media covered by this law. Conse-
quently, the legal sphere of this audiovisual communication channel remains in limbo. 

Currently, the consumption of traditional media is decreasing, while the number of users of new communication platfor-
ms is constantly increasing (Martín-Ibáñez, 2010). 

Understanding influencers as a minority of individuals who influence a large number of relevant people for the crea-
tion of public opinion (Watts; Dodds, 2007), brands target them to act on digital platforms and achieve reliable metrics 
(Fondevila-Gascón et al., 2016). Classical works such as those of Merton (1957) and Weimann (1994) began to develop 
the concept of the person who influences the behavior of others, although it was Keller and Berry who popularized the 
concept of influencer in 2003. The difference between an influencer and a brand ambassador (Sussman, 2015) is that 
the latter is hired long-term by the brand, while the influencer’s relationship is short-term and informal. The influencer 
makes this condition profitable by dint of their followers: Cristiano Ronaldo had 88.2 million followers on Instagram at 
the beginning of 2017. TAG Heuer sent him a watch, and the player uploaded a photo onto Instagram with the hashtag 
of the company’s advertising campaign (The Data Team, 2016). This was a way to reach almost two and a half million 
people (number of “likes”), plus those who did not interact with the photo but saw it on their main board. 

It is important not to confuse audience with influence 
(Baer, 2016), since even if a celebrity has a high number 
of followers and visibility, this does not automatically 
translate into influence (Montaña-Blasco, 2016). Accor-
ding to Baer (2016), public trust varies as follows: 18% in 
influencers, 92% in brand ambassadors. Instagram has a 
profile of young users and trendsetters –with a higher percentage of female users– that enable another type of adverti-
sing with the aim of achieving increased recommendation and brand loyalty (Matos-Elices, 2016).

The extensive platform of YouTube includes what one could call the beauty vlog section. Young influencers record this 
type of video (Fischer, 2014), and the content of their channels can be summarized in videos such as “dress up with me” 
(routines of how they dress up to go out), “hauls” (videos of purchases/products sent), “makeup,” “looks” (combinations 
of clothes for different occasions), and “reviews” (opinion videos on different products), among others. Hauls are videos 
lasting approximately 10 minutes (although in some cases they can extend to 30 minutes), where influencers talk about 
their most recent makeup and clothing purchases (Jeffries, 2011).

The objective of Delphi was to determi-
ne the three key factors that define the 
state of the art of the advertising sector 
in 2019
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These well-known and sought-after hauls can sometimes 
hide so-called brand collaborations (Müller, 2015). Mü-
ller (2015) explains that it has become fashionable for 
low-cost online fashion brands (such as SheIn, Romwe, 
or Choies) to contact these youtubers, offering them an 
amount of money so that they can choose clothes from 
their website and in return commit to making a promo-
tional video for the brand. The problem with these collaborations is that the product that reaches the consumer is often 
different in color, texture, and size from that bought online (Marín-Camp, 2016).

Instagram, with millions of photos shared daily (Wally; Koshy, 2014), is another medium suitable for marketing, with 
50% of brands using it as an advertising medium (Miles, 2013). A common use of Instagram by accessories and fashion 
companies is to post under the hashtag #OOTD (outfit of the day), showing the combinations worn (Gurrieri; Cherrier, 
2013).

Collaborations on Instagram normally follow a pattern. First, influencers receive the products as a gift and then show 
them on their profiles. As they become more popular characters, they begin to receive income from showing those pro-
ducts. Unboxing consists of unpacking live the products received from the brands for their followers to see. One strategy 
that brands choose (in the case of Daniel Wellington) is to offer a promotional code to the influencer (Celada, 2016). 

The ranking of income from audiovisual and interactive entertainment consumption is led by the videogame sector 
(Tapia-Frade; López-Iglesias; González-Posada-Vaticón, 2009). Organizations are redirecting their advertising resourc-
es towards alternative media such as product placement, event marketing, or mobile marketing (Martí-Parreño; Cur-
rás-Pérez; Sánchez-García, 2012). There are also modalities to advertise a brand in video games, such as the integration 
of advertising with video games to create “advergames” that advertise a brand in an associative, illustrative, and demon-
strative way, or in-game advertising (integrated into an entertainment video game).

2. Methodology
The objective of this research is to identify the cornerstones of motivation and prospective trends in the field of commu-
nication and interactive advertising. To this end, a qualitative technique is chosen: Delphi, which probes specialists in a 
subject area on a study topic of certain complexity, with analytical depth and in a propositional way, to reach a consensus 
on the kaleidoscope of opinions collected (Landeta, 1999; Hsu; Sandford, 2007), although such agreement is not the 
ultimate goal (Dalkey; Helmer, 1963).

The group of experts was chosen after focusing the analysis on the new forms of interactive advertising on television, 
Internet, and digital media and real applications in HbbTV. A first questionnaire was prepared for a first round of in-
terviews, the questionnaire was tested among professionals and academics, the contact material was prepared, the 
questionnaire was sent online, and the fieldwork was monitored. The research took place between April and July 2019.

The profile of participants in the panel was professional and academic. The selection criteria were the accumulation of 
more than five years of experience, an established position (for example, leaders of advertising or media agencies, com-
panies, or associations, positions related to the advertising or technology sector, and members of academic institutions), 
and knowledge about the discipline and professional reality. The professionals carry out tasks related to the object of 
study, while the academics complement this vision based on their scientific knowledge. The number of participants 
was 34, which is large considering the HbbTV specialization, breaking down into 26 Spanish specialists, 5 from other 
European countries, and 3 from the rest of the world. Among the Delphi participants, 6 were academics and 28 were 
professionals (Tables 1 and 2). 

Table 1. Number of participants in the Delphi rounds

Invitations Acceptation 1st round 2nd round

Strategy 5 4 4 4

Research/Consulting 2 1 1 0

Media agency 6 5 5 4

Expert in digital TV 9 7 7 6

Technology park 2 2 2 2

Advertising agency 1 1 1 1

Scholars 6 5 5 4

Multinational advertiser 3 1 1 1

Total 34 26 26 22

Changes in the business model, in digital 
transformation, in the fragmentation of 
audiences, importance of analytics and 
profitability and quality of creativity are 
the items mentioned
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Table 2. Profile of the sample (total n = 26)

Professional profile Frequency Education Frequency

Academics 5 Professional diploma 3

Advertising professionals 12 Degree 12

Technology professionals 9 Master’s 1

Doctorate 10

Gender Frequency Age (years) Frequency

Male 18 30-39 5

Female 8 40-49 11

50-59 9

60 or more 1

Current position Frequency Type of organization Frequency

Professor 5 University 7

Management (president, CEO, board member, 
etc.) 9 Advertising/MK/Communication 

agency 7

Intermediate role (chief sales officer, chief com-
mercial officer, director of communications, 
project manager, etc.)

12 Media agency 5

Company 3

Association 2

Research institute 1

Media 1

Years of experience in 
current company Frequency Total years of commercial 

experience Frequency Country Frequency

1-4 8 5-9 1 Spain 18

5-9 6 10-14 4 France 1

10-14 2 15 or more 21 Belgium 1

15 or more 7 United Kingdom 1

Germany 1

USA 1

Singapore 2

Australia 1

The online questionnaire was tested with 12 people (6 advertising and information technology professionals and 6 
academics) to analyze the current advertising model, interactivity and advertising effectiveness, television advertising, 
and technology and advertising, plus an open section. The second exploratory phase was implemented in two rounds 
(Landeta, 1999; Okoli; Pawloski, 2004). 

Synthesis of the content analysis applied to the first questionnaire (Berelson, 1952; 1967) led to a second questionnaire, 
which was validated among 12 other people with profiles similar to the previous 12. The questionnaire was sent back 
to the panelists, with an explanation of the findings and a request that they rate their initial positions on the sample 
responses. Finally, a statistical analysis of the data was carried out.

3. Results
The goal of the Delphi process was to determine the three key factors that define the state of the art of the advertising 
industry in 2019, with a view to possible forward-looking trends.

The group of experts mentioned five items: changes in the business model, changes in digital transformation, changes in 
the fragmentation of audiences, the importance of analytics, and the profitability and quality of creativity.
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The item mentioned with the greatest relevance (top two boxes) 
in the answers was digital transformation, with 63.6% acceptan-
ce.1 This was followed by changes in the business model with 
54.4%. 

In the least important range (bottom two boxes), the quality of 
creativity stood out, with 54.5%. In an intermediate position, wi-
thout being polarized towards any extreme, we find the items 
“importance of analytics and profitability” and again “the quality 
of creativity,” both with 27%.

The phenomenon of advertising digitization is clearly established. 
Investment data favor the Internet option to the detriment of 
other alternatives, which is why the advertising sector provides 
leadership towards this digital change and thereby the corres-
ponding business model, which is tightly linked to the parallel 
phenomenon. In the case of the absolute wall model, digital jour-
nalism, the premium or freemium modes are examples of adap-
tion to the analog to digital model.

The evaluation of the changes in the business model by the group 
of experts (Table 3) revealed that 54.5% considered them to be 
important or very important, 4.5% as somewhat important, and 
40.9% as unimportant or not at all important.

The changes in digital transformation were evaluated by 63.6% of 
the group of experts as important or very important, by 18.2% as 
somewhat important, and by 18.2% as not very important or not 
at all important (Table 4).

The changes in audience fragmentation were evaluated by 31.8% 
of the group of specialists as important or very important, by 
27.3% as somewhat important, and by 40.9% as not very impor-
tant or not at all important (Table 5). 

In fact, the phenomenon of audience fragmentation has been 
going on for years, affecting analogue television at its time as well 
as other analogue media. This is why 31.8% of the participants 
in the Delphi process did not give too much prominence to this 
criterion.

Regarding the changes in the importance of analytics and profi-
tability (Table 6), 36.4% of the group of experts considered them 
to be important or very important, 27.2% as something important, and 36.4% as having minor or no importance at all. 
Therefore, there is a balance in these options. 

One possible cause is that the search for profitability has been established for years in the advertising environment. 
As this pragmatic prioritization is so widely accepted, as materialized in recent times through metrics such as cost per 
acquisition (CPA) or return on digital investment (digital ROI), it is not a novelty for managers. On the other hand, the 
moderate evaluation given to analytics is more surprising, perhaps being affected by its inclusion within the same epi-
graph. In Industry 4.0, Big Data, artificial intelligence, and the Internet of Things come together to facilitate the analytics 
of customer relationship management (CRM). This is a trend that appears intermittently in reports and market research, 
which makes this perception peculiar. 

Regarding the changes in the quality of creativity (Table 7), they were evaluated by 18.18% of the group of experts as 
important or very important, by 27.7% as somewhat important, and by 54.5% as of minor or no importance at all.

Another focus of the questions was the most relevant changes that will define advertising in the next three years. The items 
mentioned were the following: changes in personalization, changes in digitization, changes in measurement standardiza-
tion, changes in content co-creation between producers 
and consumers, and changes in automation and program-
ming.

The item mentioned in the top two boxes of the respon-

The item mentioned with greater rele-
vance in the responses was the digital 
transformation, with a 63.6% acceptance

Table 3. Assessment of changes in the business model of the 
advertising sector

Responses Percentage

Value 4 and 5 54.5%

Value 3 4.5%

Value 2 and 1 41.0%

Table 4. Assessment of changes in the digital transformation 
of the advertising sector

Responses Percentage

Value 4 and 5 63.6%

Value 3 18.2%

Value 2 and 1 18.2%

Table 5. Assessment of changes in the fragmentation of 
audiences in the advertising sector

Responses Percentage

Value 4 and 5 31.8%

Value 3 27.3%

Value 2 and 1 40.9%

Table 6. Assessment of changes in the importance of analytics 
and profitability of the advertising sector

Responses Percentage

Value 4 and 5 36.4%

Value 3 27.3%

Value 2 and 1 36.4%

Table 7. Assessment of changes in the quality of creativity in 
the advertising sector

Responses Percentage

Value 4 and 5 18.2%

Value 3 27.7%

Value 2 and 1 54.5%
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ses was personalization changes, with 52%, followed by changes 
in automation and programming with 46.6%.

In the least important range (bottom two boxes hereinafter), the 
changes in measurement standardization stood out with 50%, and the 
changes in co-creation of content between producers and consumers 
with the same percentage.

The changes in personalization were evaluated by the group of 
experts as important by 52.4%, somewhat important by 33.4%, 
not very important by 9.5%, and not important at all by 4.7% (Ta-
ble 8). The addressability of today’s advertising messages exp-
lains the primacy of personalization as a relevant change. In the 
dynamic of AdSense and programmatic buying of search engine 
marketing (SEM), messages that are individualized and presented 
at the right time are the cornerstone of agency strategies.

The changes in digitization (Table 9) were evaluated by the group 
of experts as important by 42.8%, somewhat important by 28.6%, 
and unimportant by 28.6%. Personalization goes hand in hand 
with digitization, since without it the work of CRM would be im-
possible. This explains the weight given to this criterion.

The changes in the standardization of the measurement (Table 10) 
were evaluated by the group of experts as important by 0%, ave-
rage by 27.3%, and of little or no importance at all by 72.7%. This 
assessment is curious, possibly being anchored in the atavistic con-
servatism of media agencies and, not so much, of advertisers. The 
GRP mindset still weighs heavily, based on these responses.

Changes in the co-creation of content between producers and 
consumers (Table 11) were also evaluated by the group of ex-
perts, with 13.6% considering them to be important, 18.2% as 
somewhat important, and 68.2% as having little or no important 
at all. Co-creative dynamics prevails in e-commerce and social 
networks, although its impact in advertising terms is not easy to 
make tangible. This would justify this pyrrhic assessment.

Regarding the changes in automation and programming (Table 
12), 46.6% of the group of experts considered then to be im-
portant, 13.4% as somewhat important, and 40% as of little or 
no importance at all. A certain polarization was observed in the 
answers, plausibly depending on the job carried out by the inter-
viewees.

In the Delphi process, the experts were asked about which com-
munication channels will be most frequently used by advertising. 
The following items were mentioned: social networks, patronage 
and sponsorship, television, and multimedia platforms. The item 
mentioned in the top two boxes of the responses was changes 
in social networks, with 59%. No other response item stood out 
above 40%. In the least important range, television stood out 
with 50%, and patronage and sponsorship with 40.9%

Social networks, which were understood as the communication 
channels used most frequently by advertising (Table 13), were 
evaluated by the group of experts as important by 59%, so-
mewhat important by 32%, and of little or no importance at all by 
9%. The trend towards insertions into social networks such as Ins-
tagram, Facebook, Twitter, or LinkedIn is reflected in this answer.

Table 8. Assessment of changes in the personalization of the 
advertising sector in the next three years

Responses Percentage

Value 4 and 5 52.4%

Value 3 33.4%

Value 2 and 1 14.2%

Table 9. Assessment of changes in digitalization of the 
advertising sector in the next three years

Responses Percentage

Value 4 and 5 42.8%

Value 3 28.6%

Value 2 and 1 28.6%

Table 10. Assessment of changes in the standardization of the 
advertising sector measurement within a horizon of three 
years

Responses Percentage

Value 4 and 5 0%

Value 3 27.3%

Value 2 and 1 72.7%

Table 11. Assessment of changes in the co-creation of content 
between producers and consumers within a horizon of three 
years. 

Responses Percentage

Value 4 and 5 13.6%

Value 3 18.2% 

Value 2 and 1 68.2% 

Table 12. Assessment of changes in the automation and 
programming within a horizon of three years

Responses Percentage

Value 4 and 5 46.6%

Value 3 13.4%

Value 2 and 1 40.0%

Table 13. Assessment of social networks as communication 
channels that will use advertising the most in 3 years

Responses Percentage

Value 4 and 5 59.0%

Value 3 32.0%

Value 2 and 1 9.0%

Table 14. Assessment of patronage and sponsorship as 
communication channels that will use advertising the most 
in 3 years

Responses Percentage

Value 4 and 5 0%

Value 3 27.3%

Value 2 and 1 72.7%
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The communication channels that will use advertising the most 
were evaluated by the group of experts, with 0% considering it 
as important, 27.3% as somewhat important, and 72.7% as of li-
ttle or no importance at all for patronage and sponsorship (Table 
14). In fact, except for cases of very defined thematic sections or 
websites of large events, sponsorship is giving way to other types 
of advertising.

Television was evaluated by the group of experts as the commu-
nication channel that will use advertising the most, with 13.6% 
considering it as important, 18.2% as somewhat important, and 
68.2% as of little or no importance at all (Table 15). In principle, 
this would imply a certain conditioning factor for HbbTV, althou-
gh the type of source of television content or interactivity was 
not qualified.

The communication channels that will use advertising the most 
were evaluated by the group of experts, with 27.7% considering 
it as important, 22.3% as somewhat important, and 50% as of litt-
le and no importance at all, for multimedia platforms (Table 16).

When asked what knowledge, skills, and competences the ad-
vertising professional of the future should acquire, the group of 
experts mentioned the following four items: digital competence, 
data analysis, strategy, and creativity.

The most relevant item mentioned in the responses was strate-
gy, with 72.72%. No other item exceeded 40%. The closest, with 
36.6%, was creativity.

In the range of least importance, no item exceeded 40%, which is 
determined as the threshold to highlight the results of the analy-
sis. It is noteworthy that the item closest to the mentioned per-
centage was also creativity with 31.8%, with the response there-
fore being polarized.

The knowledge, skills, and competences that the professional of the 
future must acquire (Table 17) were evaluated by the group of ex-
perts, with 45.3% considering it as important, 22.7% as somewhat 
important, and 32% as little or no importance at all, for digital com-
petence.

According to the data analysis, the knowledge, skills, and compe-
tences that the professional of the future must acquire were evalua-
ted by the group of experts, with 31.8% considering it as important, 
31.8% as somewhat important, and 36.4% as of little or no importan-
ce at all, for data analysis. Therefore, relevance is given to an essen-
tial activity in the prevailing database and CRM environment (Table 
18).

The knowledge, skills, and competences that the professional of the 
future must acquire were evaluated by the group of experts, with 72.7% considering it as important, 22.3% as somewhat 
important, and 5% as of little or no importance for strategy (Table 19).

Finally, the skills and competences that the professional of the future must acquire were evaluated by the group of ex-
perts, with 36.6% considering it as important, 9% as somewhat important, and 54.4% as of little or no importance at all, 
for creativity (Table 20). 

4. Conclusions
The results of this analysis reveal the accordance be-
tween the responses of the Delphi participants with 
different profiles (academics and professionals) and na-
tionalities (Spanish and European). The current perspective and that for three years ahead also did not reveal relevant 

In the minor range, the quality of creati-
vity stands out, with 54.5%

Table 15. Assessment of television as a communication 
channel that will use advertising the most in 3 years 

Responses Percentage

Value 4 and 5 13.6%

Value 3 18.2%

Value 2 and 1 68.2%

Table 16. Assessment of multimedia supports as 
communication channels that will use advertising the most 
in 3 years

Responses Percentage

Value 4 and 5 27.7%

Value 3 22.3%

Value 2 and 1 50.0%

Table 17. Assessment of digital competence understood as 
knowledge, abilities, and competences for advertising in 3 
years

Responses Percentage

Value 4 and 5 27.7%

Value 3 22.3%

Value 2 and 1 50.0%

Table 18. Assessment of data analysis as knowledge, skills, 
and competences for advertising in 3 years

Responses Percentage

Value 4 and 5 31.8%

Value 3 31.8%

Value 2 and 1 36.4%

Table 19. Assessment of strategy as knowledge, skills, and 
competences for advertising in 3 years

Responses Percentage

Value 4 and 5 72.7%

Value 3 22.3%

Value 2 and 1 5.0%

Table 20. Assessment of digital competence understood as 
knowledge, abilities, and competences for advertising in 3 
years

Responses Percentage

Value 4 and 5 27.7%

Value 3 22.3%

Value 2 and 1 50.0%
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changes. However, it is worth noting some answers that 
differed depending on the question, such as the impor-
tance of creativity (minor at present but important as 
a competence for professionals of the future). There is 
also agreement regarding the relevance of the digital transformation of social networks and automation, programming, 
and personalization of impacts, through television, a medium that is not expected to be the current leader in terms of 
investment. 

The tabulation of the responses highlights five items (changes in the business model, changes in the digital transforma-
tion, changes in the fragmentation of audiences, importance of analytics, and profitability and quality of the creativity) 
where the participants in this study give importance to factors such as digital transformation and changes in the business 
model. The little relevance given to factors such as creativity (in a sector such as advertising) is surprising, as is the as-
sumption of the dispersion of audiences (suggesting that it is considered an already consolidated phenomenon).

Regarding the most relevant changes that will define advertising in the next three years, five aspects can be mentio-
ned (changes in personalization, changes in digitization, changes in measurement standardization, changes in content 
co-creation between producers and consumers, and changes in automation and programming), of which the changes 
in personalization and changes in automation and programmatic stand out, whereas changes in measurement stan-
dardization and content co-creation between producers and consumers are considered to be not very relevant. These 
responses seem to indicate that the path towards which the advertising sector is tending places weight on the adequacy 
and segmentation of messages that must be adapted in terms of both their timing and content to the public, sending 
the right message at the right time, all thanks to the possibility of analysis and prediction of programming. In the same 
way, co-creation or standardization of measurement is not valued, with both factors being difficult to specify in scenarios 
such as e-commerce or social networks. 

Precisely, social networks are the communication channel considered to use advertising the most, far above the others 
mentioned (patronage and sponsorship, television, and multimedia platforms) and especially television, the medium 
to which least importance is given, which contradicts 
what is indicated annually in the summary prepared by 
Infoadex, where it is allocated around 40% of the invest-
ment (followed, of course, by the Internet). This indica-
tes that, even if its future is not good, its present is.

Finally, it should be noted that strategy is valued as the skill and competence that the advertising professional of the 
future must acquire, above others such as digital competence, data analysis, or creativity, the latter being mentioned in 
second place, which differs from the importance given to this factor at present, as mentioned in the first paragraph of 
the conclusions.

Note
1. The top two boxes (Ttb) responses are equal to the sum of responses that correspond to “very important” and “im-
portant,” while the bottom two boxes (Btb) correspond to “not important” and “not very important.” The consensus 
criterion implies a minimum of 40% for both variables.

5. References
Baer, Jay (2016). “Social media influencers versus brand advocates infographic”. Convince and convert.
https://www.convinceandconvert.com/content-marketing/social-media-influencers-versus-brand-advocates-infographic

Bel-Díaz, Marta (2016). Shopzilla octubre.  Moda y accesorios de webs chinas, YouTube.  
https://www.youtube.com/watch?v=cS88rs0_xgg

Berelson, Bernard (1952). Content analysis in communication researches. Glencoe III, Free Press. ISBN: 978 0 028412108

Berelson, Bernard (1967). “Content analysis”. In: Handbook of social psychology. Vol. I. New York: Lindzey.

Boletín oficial del Estado (BOE). Ley de comunicación audiovisual.
https://www.boe.es/buscar/act.php?id=BOE-A-2010-5292&p=20130605&tn=1

Brown, Jo; Broderick, Amanda J.; Nick, Lee (2007). “Word of mouth communication within online communities: Con-
ceptualizing the online social network”. Journal of interactive marketing, v. 21, n. 3, pp. 2-20.
https://doi.org/10.1002/dir.20082

Caro, Antonio (1994). La publicidad que vivimos. Madrid: Editorial Eresma. ISBN: 978 987 601 139 6

The advertising sector tends puts its wei-
ght on the adaptation and segmentation 
of the messages

The strategy is valued as the skill and 
competence that the advertising profes-
sional of the future



 352Profesional de la información (EPI)
Asociación Española de Investigación de la Comunicación (AE-IC)

Eva Santana-López; Jordi Botey-López; Nina Surinyac-Carandell; Pedro Mir-Bernal 

Castelló-Martínez, Araceli; Del-Pino-Romero, Cristina (2015). “La comunicación publicitaria con influencers”. Revista 
académica de marketing aplicado, n. 14, pp. 21-50.
https://doi.org/10.17979/redma.2015.01.014.4880

Celada, Marta (2016). “Daniel Wellington se alía con los influencers estas navidades”. BrandManic.

Dalkey, Norman; Helmer, Olaf (1963). “An experimental application of the Delphi method to the use of experts”. Mana-
gement science, v. 9, n. 3, pp. 458-467.
https://doi.org/10.1287/mnsc.9.3.458

Dye, Renee (2000). “The buzz on buzz”. Harvard business review, v. 78, n. 6, pp. 139-146.
https://store.hbr.org/product/buzz-on-buzz-hbr-onpoint-enhanced-edition/7966

Findlay, Rosie (2015). “The short, passionate, and close-knit history of personal style blogs”. Fashion theory: The journal 
of dress body and culture, v. 19, n. 2, pp. 157-178.
https://doi.org/10.2752/175174115X14168357992319 

Fischer, Tianna (2014). “Makeup, YouTube, and amateur media in the twenty-first century”. Crash/Cut, n. 3, pp. 1-8.
https://issuu.com/ucfilmsociety/docs/crashcut_3

Fondevila-Gascón, Joan-Francesc (2013). “Periodismo ciudadano y cloud journalism: un flujo necesario en la Sociedad 
de la Banda Ancha”. Comunicación y hombre, n. 9, pp. 25-41.
https://comunicacionyhombre.com/article/periodismo-ciudadano-cloud-journalism-flujo-necesario-la-sociedad-la-
banda-ancha

Fondevila-Gascón, Joan-Francesc; Crespo, Javier L.; Mir-Bernal, Pedro; Rom-Rodríguez, Josep; Santana-López, Eva; Bo-
tey-López, Jordi (2016). “Tendencias en métricas en medios sociales. Impacto en la publicidad”. En: Ingrid Zacipa-Infan-
te, Victoria Tur-Viñes y Jesús Segarra-Saavedra (coords.). Tendencias publicitarias en Iberoamérica. Diálogo de saberes y 
experiencias (pp. 155-170). Colección Mundo Digital. Alicante: Universidad de Alicante. ISBN: 978 84 608 3444 1
https://doi.org/10.14198/MEDCOM/2016/8

Fondevila-Gascón, Joan-Francesc; Santana-López, Eva; Rom-Rodríguez, Josep (2017). “Comparativa sobre las compe-
tencias y los perfiles profesionales en publicidad y RRPP en Barcelona”. En: Marta Perlado-Lamo-de-Espinosa y Carlos 
Cachán-Alcolea (coords.) y Mar Ramos-Rodríguez (ed.), Competencias y perfiles profesionales en el ámbito de la comu-
nicación. Madrid: Editorial Dykinson (pp. 79-90). ISBN: 978 84 91482086

Geirinhas, Guilherme-Guerra-Abrantes (2014). Social media: The new tool in firms’ marketing strategies. Lisboa: NOVA 
– School of Business and Economics.
https://run.unl.pt/bitstream/10362/14899/1/Geirinhas.G_2014.pdf

Gurrieri, Lauren; Cherrier, Helene (2013). “Queering beauty: fatshionistas in the fatosphere”. Qualitative market re-
search, v. 16, n. 3, pp. 276-295.
https://doi.org/10.1108/13522751311326107

Hsu, Chia-Chien; Sandford, Brian A. (2007). “The Delphi technique: Making sense of consensus”. Practical assessment 
research & evaluation, v. 12, article 10.
https://scholarworks.umass.edu/cgi/viewcontent.cgi?article=1177&context=pare

Jeffries, Laura (2011). “The revolution will be soooo cute: YouTube ‘hauls’ and the voice of young female consumers”. 
Studies in popular culture, v. 33, n. 2, pp. 59-75.

Keller, Edward; Berry, Jonathan (2003). The influentials: One American in ten tells the other nine how to vote, where to 
eat, and what to buy. New York: The Free Press. ISBN: 978 0 743227292

Kerr, Gayle; Mortimer, Kathleen; Dickinson, Sonia; Waller, David S. (2012). “Buy, boycott or blog exploring online con-
sumer power to share, discuss and distribute controversial advertising messages”. European journal of marketing, v. 46, 
n. 3-4, pp. 387-405.
https://doi.org/10.1108/03090561211202521

Landeta, Jon (1999). El método Delphi: Una técnica de prevención para la incertidumbre. Barcelona: Ariel. ISBN: 978 84 
34428362

López-de-Aguileta-Clemente, Carmen; Torres-Romay, Emma (2007). “Medios y soportes alternativos para una publici-
dad convencional: Publicidad «off the line»”. Pensar la publicidad, v. 1, pp. 117-130. 
https://revistas.ucm.es/index.php/PEPU/article/view/PEPU0707220117A



 353Comunicación y diversidad. Selección de comunicaciones del VII Congreso AE-IC  (València, 2020) 
ISBN: 978 84 120239 5 4

Prospective analysis of the advertising sector: reality and trends

Marín-Camp, Franc (2016). “La China SheInside lanza el anzuelo en Occidente: “¿desea conseguir ropa gratuita?”. Mo-
daEs. 28 de enero.
https://www.modaes.es/empresa/la-china-sheinside-lanza-el-anzuelo-en-occidente-desea-conseguir-ropa-gratuita.html

Martí-Parreño, José; Currás-Pérez, Rafael; Sánchez-García, Isabel (2012). “New advertising formats: advergames as a 
marketing communication tool”. Cuadernos de gestión, v. 12, n. 2, pp. 43-58.
https://doi.org/10.5295/cdg.100236jm

Martín-Ibáñez, Eva (2010). “Videojuegos y publicidad. Cómo alcanzar a las audiencias que escapan de los medios tradi-
cionales”. Telos, n. 82.
https://telos.fundaciontelefonica.com/archivo/numero082/videojuegos-y-publicidad-como-alcanzar-a-las-audiencias-
que-escapan-de-los-medios-tradicionales

Matos-Elices, María (2016). “Las empresas se pasan a los anuncios en Instagram”. Cinco días, 6 de abril.
https://cincodias.elpais.com/cincodias/2016/04/05/empresas/1459881606_479712.html

Merton, Robert K. (1957). Social theory and social structure. New York, NY: The Free Press. ISBN: 978 0 029211304

Miles, Jason G. (2013). Instagram power: Build your brand and reach more customers with the power of pictures. New 
York: McGraw-Hill. ISBN: 978 0 071827003

Mir, Pedro; Calderón, Reyes; Recalde, Mónica; Fondevila-Gascón, Joan-Francesc (2015). “Perspectivas. Cómo Internet 
transforma la gestión de la reputación”. Telos, n. 101.
https://telos.fundaciontelefonica.com/archivo/numero101/como-internet-transforma-la-gestion-de-la-reputacion

Montaña-Blasco, Mireia (2016). “Influencers y mucho más”. COMeIN, n. 60.
https://comein.uoc.edu/divulgacio/comein/es/numero60/articles/Article-Mireia-Montana.html

Müller, María-Luisa (2015). “YouTube y moda, una combinación de éxito”. El mundo, 9 de febrero.
https://www.elmundo.es/yodona/2015/02/09/54d7b7bcca4741e21f8b457a.html

Okoli, Chitu; Pawlowski, Suzanne D. (2004). “The Delphi method as a research tool: an example, design considerations 
and applications”. Information & management, v. 42, n. 1, pp. 15-29.
https://doi.org/10.1016/j.im.2003.11.002

Santana-López, Eva; Fondevila-Gascón, Joan-Francesc; Arteaga-Rico, Manuel-Jesús (2019). “Claves de las estrategias 
de branded content y marketing experiencial combinadas con la participación de influencers”. En: Sierra Sánchez, Javier 
y Lavín, José-María (pp. 189-200). ISBN: 978 84 48618186

Serrano, Inma (2017). Haul variado + regalos de reyes. A little too often.
https://www.youtube.com/watch?v=bSFkoJdBOMo&t=946s

Sussman, Bill (2015). “Influencers vs. ambassadors vs. advocates: Stop the confusion!”. Entrepreneur.
https://www.entrepreneur.com/article/249947

Tapia-Frade, Alejandro; López-Iglesias, Matías; González-Posada-Vaticón, Pablo (2009). “In-game advertising. Videog-
ames as an advertising device”. Pensar la publicidad, v. 3, n. 2, pp. 73-88.
https://revistas.ucm.es/index.php/PEPU/article/view/PEPU0909220073A

The Data Team (2016). “Daily chart: Celebrities’ endorsement earnings on social media”. The economist, October 17.
https://www.economist.com/graphic-detail/2016/10/17/celebrities-endorsement-earnings-on-social-media

Wally, Eman; Koshy, Swapna (2014). “The use of Instagram as a marketing tool by Emirati female entrepreneurs: an 
exploratory study”. In: 29th International business research conference. World Business Institute Australia, Australia, pp. 
1-19.
https://ro.uow.edu.au/dubaipapers/621

Watts, Duncan J.; Dodds, Peter-Sheridan (2007). “Influentials, networks, and public opinion formation”. Journal of con-
sumer research, v. 34, n. 4, pp. 441-458.
http://www.uvm.edu/pdodds/research/papers/others/2007/watts2007a.pdf




