sidered a form a silent advertising “whose primary
objective is to attract the attention of customers
and be the main window of communication towards
the consumer” (Rodriguez, 2014). From the stand-
point of brand management, it could be limited to
a brand creation strategy prior to the marketing
communication itself.

One example of this can be found in the project
EnsaimadArt that seeks to give traditional packag-
ing of pastries known as ensaimadas mallorquinas
a new visual content. The idea is the reformulate
the image of the product in order to give it a more
contemporary look via the inclusion of pieces from
contemporary artists and designers in the pack-
aging. Nevertheless, the characteristic octagonal
package will remain in order to create a new as-
sociation with the traditional image that the con-
sumer has of the product.

It is the same strategy that Mouton Rothschild has
been using since 1945, when it began to commis-
sion famous artists for the label design of each har-
vest. Jean Cocteau (1947), George Braque (1955),
Salvador Dali (1958), Joan Miré (1969), Marc Cha-
gall (1970), Kandinsky (1971), Pablo Picasso (1973),
Andy Warhol (1975), Francis Bacon (1990), Antoni
Tapies (1995) and Miquel Barceld (2012) are just a
few of the artists that have contributed to creating
an authentic museum on wine bottles®.

Image 11. Traditional packaging of ensaimada mallor-
quina (left) next to a EnsaimadArt packaging with a de-
sign by Javier Mariscal, internationally known for being
the designer of Cobi, the mascot of the 1992 Olympic Ga-
mes in Barcelona. Source: http://www.alacartaparados.
es/wp-content/ uploads/2012/10/javier_mariscal.jpg
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Image 12. Mouton Rothschild label designed by Miquel
Barceld for the 2012 harvest. Source: http:// www.thear-
tistlabels.com/mouton/labels/2012.jpg
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4.2.2. Artification

The next step in the integration of art with the pro-
duct/brand, that uses it like an advertising resou-
rce, consists of artification strategies that present
the product likening it with being an artwork in
itself. The idea is to give it an artistic identity. At
this point, you can consider the existence of a ma-
nagement strategy of the brand image via adverti-
sing communication. For example, the company De
Beers, has used art in the promotion of its image,
transmitting the idea that diamonds, like paintings,
are unique pieces of art. Along the same lines, the
campaign of Nescafé Dolce Gusto “the modern art
of coffee” -another slogan with the word “art”-
, emphasizes the innovative design of the coffee
maker, showing the TV commercial several classic
artworks conversing among themselves, qualifying
the coffee maker as a work of modern art and con-
fusing it with the new star piece of the collection16.
Furthermore, the brand has launched various limi-
ted editions on the market with coffee maker de-
signs inspired in the work of contemporary artists
like Roy Lichtenstein and Frida Kahlo, positioning
it for the consumer as an accessible way to bring
“modern art” into their homes.

Image 13. Frida Piccolo Model by Nescafé Dolce Gusto ins-
pired in the artwork of Frida Kahlo. Source :http:// mamae-
jecutiva.net/www/wp-content/uploads/2014/05/319.jpg

4.2.3. Publiart

The third category among the types based on the
form of advertising content correspond to publiart,
understood as a “new advertising genre because
no other better expression could be found to give
these new adverts that seem less and less like
commercial messages and more like artwork” (Gu-
rrea, 1998: 169).

This is art created exclusively for promoting a pro-
duct so that the product stops being treated like
a work of art itself and starts being proposed as
an object of artistic treatment. In this case, brand
management broadens and goes beyond adverti-
sing communication itself. A paradigmatic example
is the strategy used by the brand Absolut when it
commissioned Andy Warhol, as first of a series of
recognized artists in the interpretation in the form
of illustration of its popular bottle. In 1986, the ar-
tist participated in the creation of different graphic
pieces for the brand, initiating the movement na-
med Absolut Art. As a consequence, it is the ad-
vertising piece that is elevated to the category of
artwork'” and not the product, which differentiates
this type of artification.

Image 14. Illustration by Andy Warhol for Absolut Vo-
dka (1986). Source: http://spritmuseum.se/wp-content/
uploads/2015/01/absolut-warhol-wb.gif



To this same category belong fashion films, short
movies or digital videos by recognized directors
that feature famous models and actors/actresses
that name brands in fashion began to use as viral
marketing strategy with the intention of generating
content for the brand (Ramos-Serrano and Pineda,
2009) and to which more and more brands from
other sectors are using, like the cosmetics and car
industries (Del Pino and Castelld, 2015). Their ar-
tistic quality makes them deserving of considera-
tion as publiart.

4.2.4. Branding Art

The last step is the implementation of an artis-
tic focus of brand management via corporate art,
branding art. Once such example is the proposal
MTNG Experience of the shoe brand Mustang that
has transformed its headquarters in Elche (Alican-
te), fusing the workspace with an art gallery -Mus-
tang Art Gallery (MAG)- destined to the promotion
and dissemination of contemporary art. Along the
same lines, the sanitation brand Roca has crea-
ted five brand experience spaces -Roca Barcelona
Gallery, Roca Madrid Gallery, Roca Lisbon Gallery,
Roca Shanghai Gallery and Roca London Gallery-
in which brand products are exhibited like pieces
of art. The brand aims to provide the public with a
visual and interactive experience so that via van-
guard exposition facilities they can put on display
all those elements related to the bath world. It is
an innovative concept in which the same space is
a showroom that that serves as store window for
all of the brand’s most emblematic products, while
at the same time holding social, cultural, and ex-
hibition activities related to company values, like
energy efficiency, saving, sustainability, design and
innovation. The result is that art is implemented
in the brand’s strategic management, substituting
what in traditional management is no more than
the launching of a point of sale, with the creation
of a site of social and cultural gathering for visitors
whose activity focused on the promotion of art and
culture reverts into the generation of brand value.
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Image 15. Inside the vanguard Roca London Gallery
where brand name products share exposition space with
pieces of art. Source: http://fancycribs. com/wp-content/
uploads/2011/10/Roca-London-Gallery-by-Zaha-Hadid-
Architects-9.jpg
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5. Conclusions

The highly competitive current market together
with a new type of consumer who is more deman-
ding, more informed, more active, multi-screen
and more and more skeptical of the discourse of
conventional advertising to which he is overexpo-
sed, require brands to look for differentiation via
innovative management strategies that increase
value perceived by the consumer, given the uni-
formity in the physical and functional features of
products. In this context, it is necessary to have a
relevant communication that is useful and emotio-
nal, with which the consumer can become invol-
ved. Thus, the inclusion of references to art in the
commercial brand communication is proposed as a
valid way of creating a link with the consumer. The
relationship between art and advertising has lasted
throughout the years and grows closer and closer,
so that compared to the critical vision of those who
deny an artistic dimension of advertising, there are
more and more defenders of an integrative vision
that supports the confluence of art and advertising
in a shared space in which both feed off each other.

Shown empirically the influence of visual art in the
favorable perception and evaluation of consumer
products whose advertising includes it (art trans-
fusion effect), more and more brands turn to this
strategy. The different formulas used in the imple-
mentation of visual art as an advertising resource
can be classified in eleven different types based
on the form of expression of the art in the text and
image, as well as the form of content it has, un-
derstood as the type of relationship, from the brand
management point of view, established between
the reference to art and the product/ brand that
uses it in its communication.

The abundant casuistry that exists, as well as the
constant renovation of advertising strategies pro-
pose challenges in terms of the taxonomy of the
use of artin commercial communication, that make
this a classification of elemental classification, yet
valid, because it opens new channels of research
for future development.

Notes

1. The model proposed by Shannon and Weaver (1948) attempts
to determine the cheapest, fastest and surest way to codify a
message, without the present of any noise to complicate its
transmission.

2. The term was coined by sociologist Alvin Toffler in 1980 in
his book The Third Wave to define the consumer of the future,
a person in which the roles of producer and consumer of infor-
mation converge.

3. Term coined by theorist Gilbert Cohen-Seat to call a pheno-
menon that defines, in essence, as urban and contemporary,
despite the term mass culture to which it is linked enjoys the
privilege of imprecision, of not defining what is “mass” or what
is “culture” (Eco, 2009: 27-28). Nevertheless, what we find in
this collection of images is the structure of “cultural existence”
that fit into three levels —High-Cult, Mild-Cult and Low-Cult for
authors like McDonald, Greenberg and Bell—, that coexist with
other intermediate strata and between those in which the conta-
mination is mutual (Brihuega, 2006: 402). “An interstice of a spa-
ce that has grown in the gaps, in the “in between” of disciplines
and practices” (Brea, 2009: 22).

4. The most iconic example in Spanish advertising history is that
of the Anis del Mono label. In 1897, Vicente Bosch organizes the
first poster contest for the brand of anise, in which some of the
best painters of the time participated. Ramon Casas won with
his poster Mona y mono. An incursion of art in advertising that
would end up doing the opposite, when Diego Rivera included
the bottle of anise in Naturaleza muerta con balalaika (1913). A
year later, Juan Gris used the Anis del Mono label as the main
theme of his work, La botella de anis (1914], just as Pablo Picas-
so did in Botella de Anis del Mono, vaso de anis y naipe (1915).

5. What is emphasized is western culture’s very trite distinction
between the untouchable areas of “art” culture and the despica-
ble areas of “advertising”. A proposal in according to which art
is part of high culture, an already outdated concept, that refe-
rences the artistic and literary world of the educated, governing,
and wealthy classes (Firat and Venkatesh, 1995; Vilasuso, 2013).

6. “Advertising can simulate what is art, but it can never hide
the fact that it is advertising, given that it belongs to a genre, the
self-affirmation is consubstantial to it. Not manifesting itself as
such is characteristic of propaganda, not of advertising” (Equi-
zabal, 1999: 32).

7. Since Republican Rome art has been given an accessory
function, that of satisfying a need of social recognition of cer-
tain social classes, especially that of the free (Gémez-Vila, 1996:
421).

8. Considered the largest advertising archive worldwide, it is
constantly being updated, adding new registers to its list daily.
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9. With more than 120,000 pictorial works from throughout his-
tory classified by museum, author, style and them. Its website is
one of the noted didactic tools on painting in Spain. The comple-

te list of artists suggested can be seen at http://pintura.aut.org/

10. Coloribus (http://es.coloribus.com/) classifies adverts inclu-
ded in its archives in the following advertising categories: TV,
print, outdoor, ambient, online, viral, direct marketing, promo-
tion, design and logotypes, radio.

11. The new formulas of what is called non-conventional adver-
tising or below the line advertising can be found at Sanchez, J.
and Pintado, T. (2010). Nuevas tendencias de la comunicacidn,
Madrid: Editorial Esic.

12. If Saussure is the father of modern linguistics, then its theo-
retical-formal maturity is due to Louis Hjelmslev, who in Prole-
gomena to a Theory of Language (1943) proposes a theory that
resulted in the development of a new, more general linguistics
with a more epistemological focus.

13. On October 8, 2014, a new assortment of Ferrero specialties
was presented at the Museo Thyssen-Bornemisza de Madrid,
Ferrero Golden Gallery. For Philippe Steyaert, Ferrero’'s Spanish
Director, “Ferrero Golden Gallery unites exclusive recipes ins-
pired in the world of art that bring together innovation, design
and elegance”.

14. Juan Carlos Argiello, known as Muelle, was the first Spa-
nish graffiti artist. Creator of a signature style called “estilo
flechero”, he began to paint in 1981 and influenced an entire
generation of pioneer Spanish graffiti artists (Reyes, 2012: 62).

15. The complete collection of Mouton Rothschild labels is
made up of a total of 67 labels. Whether or not due to the value
contributed by the art in the form of labels that accompany the
product, Chateau Mouton-Rothschild 1945 is one of the world's
most expensive wine bottles. Its price is listed around 23,000
dollars each.

16. The campaign was launched in 2013 and can be seen at:
https://www.youtube.com/watch?v=dlat-HdFpXE

17. From 1986 to 2004, Absolut Vodka has developed a collabo-
ration with artists around the world for the creation of various
graphic campaigns for the brand accumulating a total of 850
commissioned works of art considered part of Swedish cultu-
ral heritage and that are exhibited at the Spritmuseum in Stoc-
kholm.
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The book New Ecology of Media
and Community Development is
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rio, Argentina) and is one of the
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In each chapter, New Ecology of
Media and Community Develop-
ment presents diverse contents
and points of view coming from
countries like Brazil, Colombia,
Mexico, Portugal and USA, that
allow the reader to gain knowled-
ge and see its practical applica-
tion via examples and topics re-
lated to studies done on the new
ecology of communication media.
All this is carried out using the
new business models and consi-
dering the contemporary social
communication scene.

In the first chapter, Brazilian
researcher M. Cicilia Peruzzo
Krohling carries out a contex-
tualization of the discussion on
community development in the
configuration of a new media eco-
logy. According to the researcher,
the advance of cyberculture has
brought awareness to the various
ways to consolidate processes of
information, develop knowledge
and communication and empower
a new society. The chapter “Cha-
llenges Popular and Community
Communication Face in Cyber-
culture: Approaching a Proposal
of Emerging Local Knowledge
Community” introduces the de-
bates and the reflections of the
following chapters.

Meanwhile, Octavio Islas uses the
first lines of the book’s second
chapter to point out the important
ideas of Marshall McLuhan. In

“McLuhan, a Complex Thinker”,
the researcher also explains what
ecology of media is via authors
like Neil Postman, Paul Levinson
and Robert Logan. In this chapter,
Islas makes pertinent reflections
about the speed at which infor-
mation circulates on multiple
screens allowing the convergen-
ce between old and new media.
Along these same lines, of emer-
ging communication processes
and
chapter titled “Transmedia Na-
rrative and Its Influence on Com-

languages, the following

munication Processes”, Vicente
Gosciola of Brazil analyzes the
transmedia narrative as a strate-
gy to create journalistic products
that reach connected audiences
that are not satisfied with a sole
form of communication media,
but often simultaneously use
multiple media platforms.

In the following chapter, “Macro-
tendencies of the Digital Cultu-
re”, Jorge Alberto Hidalgo Toledo
adds to the previous chapters’
reflections by presenting and lis-
ting the possibilities of the digital
world that emerge via the adapta-
bility processes of contemporary
society. According to the Mexican
researcher, the new media con-
vert invisible people into visible
citizens, and in this way, bring
change to the morale, customs
and behavior of the human beings
in a society.

Portuguese researcher Nidia Sa-
lomé Morais, San Juan Bautista
and Fernando Ramos show the
results of a survey on the use
of communication technologies



in pedagogical processes in the
chapter “Use of Communication
Technologies in Learning: A Stu-
dy with Professors and Students
in the Portuguese Public High
School System”. It was possible
for the researchers to observe
the frequency of use in the lear-
ning management systems and in
the interpersonal communication
technologies, both by the profes-
sors as well as the students.

Discussions on notions of hyper-
text, hypermedia and interactivity
are found in “Interfaces and Na-
rratives of E-learning Spaces: a
Case Study of the Educative We-
bsite Campus Sapo”. In this ar-
ticle, Luciana Rend presents an
investigation that consolidates
discussions initiated in the pre-
vious chapter by the Portuguese
researchers. This chapter offers
suggestions for its improvement
and topics for further research on
the study of interactive interfaces
in the field of education for social
development.

In the chapter titled “Tedium is
the Message? Communication
and Creation with New Social
Networks”, Professor and Media-
Ecologist Robert K. Blechman
presents the experimentation in
the production of books of fiction,
discussing communication theo-
ries that are interactively pro-
duced The author presents new
theories related to the new eco-
logy of communication media and
introduces concepts on a docu-
mentary model mostly unexplo-
red by other researchers in the
audiovisual field.

“Digital Public Television in Brazil
in Favor of Tele-community Jour-
nalism” is the next chapter in the
book. The discussion proposed
by Brazilians Francisco Machado
Filho and Mayra Fernanda Ferrei-
ra provides information about the

development of a television for-
mat open educational resources.
Using the title “Superman and
His Potential for Open Educatio-
nal Resources (OER)”, the chap-
ter is based on the theories of the
new communicational narratives
and clearly shows the reader that
people can learn on their own
time via videos available on You-
Tube.

Using multiple locations, resear-
chers from different countries,
theories and practices present
the reader of New Ecology of Me-
dia and Community Development
with the identities, challenges
and opportunities that shape the
new ecosystem of communica-
tion media. In the last chapter,
“Community,
Journalism on Technology: a De-
bate on the Reform of the Link
Estado”,
Andressa Kikuti refers to the dis-
cussion on the role of journalism
in the community, and in the de-
velopment and knowledge of the
new ecology of media based on
emerging technologies, via the
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use of Twitter. Hence, the resear-
cher joins the research project on
new media ecosystems, creativity
and literature.

In the next chapter, researcher
Denis Ren¢ presents the results
of his experimental research with
transmedia
the chapter “Citizen Participa-

documentaries. In

tion in the Galician-Portuguese
Transmedia Documentary”.

That promotes the community via
interactive digital television. The
researchers conduct a study on
digital television in Brazil and its
limitless possibilities. In the fo-
llowing chapter, Brazilian resear-
chers Andrea Cristina Versuti and
David Daniel Alves da Silva pre-
sent a transmedia study on how
the Superman franchise supports
education and the community by
way of.
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Cybermetrics Measuring the Web

Enrique Orduna-Malea and Isidro Aguillo.
(2014). Cybermetrics. Measuring the Web.
Barcelona: Editorial UOC - El profe-sional
de la informacion.

192 pp.ISBN: 978-84-9064-233-7.

“Measure what is measurable;
and make measurable what is
not so”. This quote by Galileo is
still valid in the ongoing debate
about colleges and universities
and their role in society as hig-
her education
that are continuously subject to
performance indicators and eva-
luations using different tools, fo-
llowing the logic of production and
impact of the traditional scientific
publications circuit; where if you
are not on Google, you don’t exist.

establishments

To this end, the discipline of cy-
bermetrics, described by Isidro
Aguillo and Enrique
Malea in their work, is proposed
as a tool that can be used to ob-

Orduna-

jectively quantify the reach of a
college (or other establishment]
by studying the links to and from
its website. This is done because
the websites of these schools are
playing an evermore important
role in academic establishments
achieving their mission, in terms
of serving as spaces for dissemi-
nation on the internet. Several
international rankings are eva-
luating their global presence and
visibility, being a differentiating
factor in a highly competitive en-
vironment.

Its methodology is based on the
same overall measurement and
valuation scheme general used
in bibliometric studies to provi-

de quantitative analysis of the
citations and references among
authors, but this time applied
to the entire internet, or, as the
authors prefer to call it, the web.
The definition of cybermetrics gi-
ven to us in the text makes note
of the semantic disquisitions that
the term has had since the first
years of the internet, defining it
today as the study and characte-
rization of the web, based on the
analysis of its constitutive ele-
ments (especially those related
to its creation, structure, topo-
graphy, diffusion, interrelations,
evolution, usage and impact] via
quantitative techniques used in
social research.

These aspects are presented,
from general down to specifics,
in the main chapters of the book,
in which cybermetrics are explai-
ned from three angles. First is the
descriptive, defining its scope of
action, its focal points, units of
analysis and the main indicators
are identified, such as size, men-
tion, use and satisfaction, among
others. This is where the number
of pages indexed in the search
engines or the amount of men-
tions on social networks as a sign
of popularity becomes important.

The second is the instrumental,
which mentions the main instru-
ments used to measure the pre-
sence of and establishes para-
meters, based on the study of the
audience and fundamentally in
the positioning in search engines
or search engine optimization
(SEQ). Lastly, the third section
of the book refers to applied cy-

bermetrics, the point where this
technique connects with the ne-
cessities of social research and
is illustrated with examples of
its use on the college scene, on
social media, in corporate world
and by the people of today.

Despite being written using very
technical and academic langua-
ge, this last section holds one of
the main strengths of this work:
revealing the practical applica-
tions of the technique, providing
specific case examples and links
to useful online tools for all tho-
se who are not familiar with the
material. In the case of the stu-
dy of the college websites, se-
veral different
are mentioned for its application
and heuristic-systemized models
based on the number of links to
individual or personal pages, we-
bsites, directories and domains,
determining which have the most
inlinks being synonymous with
quality, due to linking being a sign
of recommendation. This crite-
ria was the one that gave Google
its initial success, thanks to the

methodologies

measuring of the importance of
website pages using the algo-
rithm PageRank.

Another important aspect that
can be measured is the size of
the domain, which is done via
its indexing in search engines.
However, it's difficult to inquire
given the vastness of college we-
bsites and the differences detec-
ted among the various engines,
and thus today, the use of a sole
search engine isn’t a reliable way
to calculate real size. One exam-
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ple of this type of measurements,
evermore important in evaluating
academic impact, is the Ranking
Web of Universities, whose edi-
tor and creator is Aguillo himself.
Carried out since 2004 by Spain’s
Consejo Superior de Investiga-
ciones Cientificas (CSIC), Webo-
metrics, name that this ranking
is also known by, evaluates more
than 25,000 websites of higher
learning establishments twice a
year. Together with external links,
it also includes the presence or
position based on the total num-
ber of pages indexed in the main
search engine; excellence, accor-
ding to the number of academic
works published in main interna-
tional journals, using data pro-
vided by Scimago Journal Rank;
access, according to the total
amount of documents indexed by
Google Scholar On this last factor,
a question must be raised about
the quantity versus quality ratio
and what correlation really exists

between a school's level and how
many Word, PDF or PowerPoint
files it publishes, points that the
book does not clarify. All things
considered, the factors used
to create this ranking allude to
promoting electronic publishing
of academic production and, no-
netheless,
access, which speaks of the co-
llege or university’s overall per-

strengthening open

formance.

Another weakness of cyberme-
trics as a technique is that it does
not incorporate qualitative varia-
bles related to usage, traffic, va-
luation or user participation on
websites. These are metrics that
social media do provide. Another
important topic discussed in this
text is the emergence of the so-
cial network in the colleges’ com-
munication strategies and the
high value that is being assigned
to the academic and professional
uset of these platforms. This has
led to the emergence of altme-
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trics (short for alternative me-
trics). Its initial success is due to
its use of statistics coming from
various sources like blogs, Face-
book, Twitter, LinkedIn, YouTube,
social bookmarking sites like

Delicious and CiteULike, and re-
ference managers like Mendeley
and Zotero, to create a new way to
measure article readership. It's at
this point that the next challenge
for authors arises, cybermetrics
and the academic establishments
themselves: how to effectively
systemize social networks and
their own Scientific or Academic
(ASNS),
such as ResearchGate and Aca-
demia.edu, that combined have
more than 26 million users, gi-
ving researchers a more direct
platform for knowledge diffusion.

Social Network Sites
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