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Abstract

This paper delves into the existence of obvious changes in the
way of understanding brand communication in Spain. To this
end, we drew from an initial theoretical framework, based on a
bibliographic review of the brand concept, from the point of
view of communication, social trends and brand experience.
Furthermore, we proposed a qualitative analysis method, in
which groups of experts in communication participated. both in
focus groups and in questionnaires, following the Delphi
method. The results obtained were cross-referenced in order to
analyze the coincidences and differences stemming from the
use of both techniques. The main conclusion that may be drawn
is the existence of two strands of opinion regarding brand
communication, namely, a renewal-oriented vision and an
adaptive vision: while the adaptive vision understands that
agents, structures and processes are shaped to accommodate
the digital world, the renewal-oriented vision states that brands
and media have built a new playing field, thus defining new
rules. Adaptive vision favors the observation of targeting
capabilities to reach different profiles or groups, while the the
renewal-oriented vision finds it preferable to speak of
customization, and ad hoc content, as it assumes the existence
of a new model that defines the new communicative reality.

Keywords
Brand communication, target audiences, new trends, Delphi,
Focus Group.

1. Introduction

The landscape of brand communication from corporations and
institutions has been certainly changing in the past few years due to the
emergence of new media and their groundbreaking way to reach the
user/consumer. In this sense, we believe that it is necessary to delve in
the study of such landscape and the paradigm that it is creating, and
that it's not yet completed.

The current situation of mass media, brands, companies and
consumers is complex, multivariate and difficult to understand, and
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consequently its analysis shouldn't be addressed from just one methodology or scientific
perspective, but different methods should be mixed in order to achieve possible valid
conclusions. However, almost all of the investigations of greater academic or proffesional
impact about features related to brands have used cualitative primary sources as tools to
delve in attitudes, perceptions and opinions of the individuals. Their use is justified because
they allow to study the brand actuality, media and consumers in their natural context,
empirically and within a totalizing and integrating approach. That is why we have chosen
cualitative techniques in the present study, as we will explain later.

The paper is structured as follows. Firstly, we review the existing literature related to
the subject of this study, focusing on brand communication, new communication
discourses, brand exprerience, brand value and awareness, confidence and loyalty to the
brand. Secondly, we explain the methodology followed in the present study (Delphi and
Focus Group). Thirdly, we analyse the results obtained, and finish the paper discussing the
results.

This paper is part of a research project funded by the Spanish Ministry of Economy and
Competitiveness, that shows on the one hand the urgent need of markets and organizations
to define and reestablish their position in the media stage, and on the other hand the
changes occurring in the social context through the definition of the new paradigm that is
being consolidated in the market of media and their effect in the management of the
communication and interaction of corporations and organisations, with particular attention
to the creation and management of contents that influence how and what stakeholders
expect about brand discourse.

2. Theoretical background

The concept of brand communication refers to all those communications that affect the
perception and assessment of significant aspects of brands. In recent years, companies have
changed their communication relationship with brands: "new approaches indicate that
organizations should be concerned about creating value for the consumer, since this value
will be associated with generating loyalty behaviors and, as result, positive effects on
corporate profits" (Rodriguez, Camero & Gutiérrez, 2002).

Ultimately, companies look not only for a differentiated proposal, but also social
acceptance and legitimation as social institutions. The aim is to stablish a connection with
audiences through values and relationships that lead to recommendation, support and, from
a commercial perspective, purchase intent (Villagra, Lopez & Monfort, 2015).

Thus, new communication discourses arise with the aim of reaching new consumers. A
consumer who is hard to control and is in constant change, as Gabriel and Lang, (2008)
point out: from a stable consumer to an unstable one. Cova and Cova (2014) go even further
and speak of three types of consumers: passive, active and creative.

Brand communication has become one of the main priorities for companies, as it
allows them to deliver new discourses to these new consumers. (Sebastian, Ayestaran &
Rangel, 2012).

The omnipresence of brands in the daily life of consumers is clear, and it has been
studied in terms of the awareness towards brands (Kapferer & Laurent, 1992), of trust
(Chaudhuri & Holbrook, 2001), and loyalty (Jacoby & Chesnut, 1978), which is associated to
higher levels of client satisfaction (Lambin, 2004). In turn, satisfaction is associated to
elements of the same level of performance, quality, price, appreciation and image (Aaker,
1996). Therefore, brand loyalty is considered one of the basic parts of brand value (Aaker,
19906; Keller, 1993), and it is positively related to consumer satisfaction expressed in highly
favorable attitudinal and behavioral levels to the brand (Colmenares & Saavedra, 2007).
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In addition, consumers may develop feelings of love towards brands; authors such as
Albert, Merunka and Valette-Florence (2008), explain that there may be a feeling of love,
when the beloved object is a possession or a brand, based on the relational paradigm where
consumers may assign human characteristics to brands (Aaker, 1997; Fournier, 1998).

Many companies offer brand experience to the consumer, as it is a key factor in the
development of brand loyalty. However, in spite of the importance attached by customers to
the brand, this is a subject that has not yet been analysed in detail. In this respect, recent
studies regarding brand communication in non commercial corporate activities in Spain
found that such brands are monitored closely by their target groups, taking into account
that companies are motivated by criteria relating to social discourse (ethic values, social
impact, environmental concerns, etc.). Companies like Mercadona, Iberdrola, Telefonica,
Inditex, BBVA, Santander, Acciona or Repsol show a development of similar discourses to
express their identity, but just some of them choose to define their ethical concerns
(Villagra & Loépez, 2013).

Nowadays, most companies offer brand experience to their customers, a key factor in
the development of brand loyalty. However, in spite of the importance attached by
customers to the brand, this is an overlooked subject. Researchers like Berry, Carbone and
Haeckel (2002), Meyer and Schwager (2007) or Shaw and Ivens (2005), tend to focus on
actions and management results rather than on consequences and customer experience.

Customer experience generates a set of interactions between clients and products, and
the reaction this triggers. This experience is strictly personal and involves the participation
of customers at different levels: rational, emotional, sensory, physical and spiritual (Gentile,
Spiller, & Noci 2007).

Other authors consider that customer experience encompasses the entire experience,
including the search, purchase, and consumption phases and, after purchasing the product,
the client's experience with the product itself (Verhoef et to the, 2000).

Brand value is proposed as a starting point for creating a set of measures that could be
applied in all markets and products. This value is structured in four dimensions of brand
equity: loyalty, perceived quality, association and awareness (Aaker, 1996). Therefore, these
measures must reflect the value of the brand assets and focus on its sustainable advantage.

This brand experience happen in many cases on social networks where consumers talk
to each other about companies, products and brands, sharing experiences about a particular
brand with the community and giving advice, praising or criticising a brand, or considering
other people's opinions (Castelld, Pino & Ramos, 2014).

Customer perception of brand value comes from many sources and it's based mainly on
rational and emotional ideas usually acquired through advertising, which may affect the
perception of the quality of a brand and influence the experience of it. In fact, a longer-
established brand should have had more time to develop brand value, and thus should have
an advantage over newer brands. However, this is not always true, as the brand with greater
equity generates significantly greater preferences and intentions of purchase (Cobb-
Walgren, Ruble & Donthu, 1995).

Marketing is a tool related to brand value. Authors such as Yoo, Donthu and Lee (2000)
argue that marketing elements are related to the dimensions of brand equity, in other
words, perceived quality, loyalty, association and awareness may generate and manage
brand value. True loyalty is positively related to consumer satisfaction expressed in highly
favorable attitudinal and behavioral levels towards brand (Colmenares & Saavedra, 2007).

Thus, marketing becomes a tool for brands, as Levy (1974) points out when he says that
a brand achieves a desirable reputation through the creation of an ideal blend of products,
attributes, tools, an intelligent use of resources and aesthetics.

In this sense, some brands have grown particularly sensitive to the need of socio-
psychological and aesthetic _hey are more than of the ed to

27

ISSN 2386-7876v © 2018 Communication & Society 31( 2), 25-38



