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Presentation
Technological changes in the field of communication are affecting the current advertising context. Digital society has brought great changes in all areas, primarily for communication and particularly for the advertising communication.
The proliferation of channels (local and universal, general and thematic, print, electronic, online, etc.), together with the multiplication of sources of information (companies, corporations, NGO, institutions ...) has led to a progressive increase in advertising or communicative messages.

In this context there is a substantial change in the way advertisers target their messages to consumers. Social media and the Internet are the natural evolution of the advertising and distribution methods and are powerful tools to control and quantify advertising spending. Advertisers require more data and new metrics, the branding gets a new force and there is perceived need for new strategies and online mixed channels.

This monographic covers the state of research from different approaches (theoretical, social-historical, journalistic, creative, social networks, production, business,  public reception) to offer a broad overview of the status of the issue, trough different lines of research: Communication Theories in the transmedia context; New forms of advertising in cross-media scenarios, Personal branding and the figure of the journalist as a personal brand360º Strategic Innovation in production; Creative Designs for new platforms; Social Design and cooperative platforms (social movements); Market research and public (audiences and consumers) in the transmedia context. Innovative Business Strategies and New Models; Social networks as regulators of the mass media.

This monographic collects contributions from experts in different fields of knowledge who usually research the advertising sphere from their respective disciplines and they were able to watch new trends consequence of changes provoked by the impact of new technologies.

In this context, the volume begins with a presentation of the main results of a research project about social branding. It´s a contribution of several researchers belonging to CETAC.Media (Communication Sciences and Technologies Research Center) from the University of Aveiro in Portugal, under the title Information and Communication in a Networked Infosphere - a Review of Concepts and Application in Social Branding. This article proposes a global review of the impact that information, communication and its technologies of supporting have in human life, within the context of the current “infosphere”. This work offers a guiding to set in a context the power of the new social approaches on the use of information and communication technologies (ICT) promoting new working models in the organisations. It´s particularly interesting the discussion on some future trends regarding with the impact of new technologies in this specific field of knowledge.

In relation with this perception of the virtual and the change that begins to detect, there is a research of the University of Vigo that studies Digital press and social networks in the 2.0 activity of the Galician children. Minors have become an important potential public to the networked entertainment market. They are digital native and their natural relationship with new technologies make that their presence in the net is higher than people of other ages. In relation with this, the mass media, the digital press specifically, is trying to attract the children attention with educational strategies to turn them in press´s readers and in this way increasing its users. However, there are other online services which are not designed to infancy, but they have the minor´s favor: an example is the social networks. In this way, this article deepens in the concept of infancy as digital user to analyze the results of a poll which was replied by children of 11/12 years old to check and compare the penetration level of the digital press and social networks in in children's media habits thanks to a sample of 2200 individuals.

The text which offers the investigation of the University of A Coruña under the title A new challenge for advertising on mobile devices: Social TV shows the current state of the advertising market in Spain that was affected by the global economic crisis and the saturation of the most traditional media. The subsequent digitization process has provoked a significant transformation in the more traditional advertising strategies under the aim of adapting to a new context, more interactive and digital. 

On its behalf, the contribution of the research group belonging to the CEU Cardenal Herrera University, A bit of rock&love. Creative resources used by brands in mobile advertising, focuses on the field of new communication strategies employed by brands in the Digital Age. In the global context of advertising saturation, it would be necessary the searching of new creative ways to be close to consumers, more and more demanding. Thanks to a content study of the Cannes-Lion-2014 Festival campaigns, in the mobile category specially through apps, the article identifies the creative resources which correspond with the postulate ‘rock&love’ in the advertising communication.

Then, the article Inbound Marketing in LinkedIn for the brand management it´s a research developed in the University Carlos III of Madrid that focuses on provisions that offers LinkedIn to encourage the Inbound Marketing in the brand management. This study, which was done with thoroughness, explores the specific uses of different tools that have gone developing, as well as determines the principles on which assent the communication through this social network to get attention creating value, with the objective of building loyalty of users who will turn in prescribers at the same time.

The contribution of Networks and social movements, ¿is it a collective action or viral marketing?, realised at the University of Murcia, enters us in the last years’ social movements and their role performance in today´s society that is immersed in the ICT with the forecast that offers the 2.0 web communication. Definitely, it´s a study focusing on the marketing structure for social movements and their start-up. 

Finally, we close this monographic with the presentation of a recent research done in the University of Vigo, Communication strategy for job placement trough Facebook. Employment groups. It´s a study that considers Facebook as a tool for the job placement under the assumption that groups created depending on the type of employment in this social network could be as a collaborative platform. 

Under the statement Technological changes in the advertising context: Dynamics and trends in Research, the ICONO 14 magazine presents this monographic in which a large group of researchers from different national and international academic centers collaborated with their contributions to exchange perspectives and therefore, enriching the scientific knowledge in Communication sciences field, specially, in the advertising communication in the Digital Age context.
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