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2. Theoretical background 
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3. Methodology 
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Table 1. Overview of the structure and contents of the first and second wave of the Delphi 
method applied. 

First wave contents Second wave contents 

 

Commercial management of brands and 

relationship with communication and consumers 

 

 

Communication trends in the brand-commercial-

consumer relationship.  

Effects of advertising on commercial brands. 

Content and format in commercial brand 

communication. 

Influence of consumers on the management and 

creation of messages. 

Platforms and specific topics for discussion 

with target audiences. 

Criteria for detecting opinion leaders. 

Strategies for recommendation or 

prescription. 

Source: Own elaboration. 
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Table 2. Panels from the first Delphi wave.  

PANEL 1: Academia and experts in research (5 experts) 

PANEL 2: Experts from the corporate world (2 experts) 

PANEL 3: Experts from the world of marketing and advertising (5 experts) 

PANEL 4: Media agencies and experts on media planning (5 experts) 

Source: Own elaboration. 

Table 3. Panels from the second Delphi wave. 

PANEL 1: Academia and experts in research (5 experts) 

PANEL 2: Experts from the corporate world (1 expert) 

PANEL 3: Experts from the world of marketing and advertising (3 experts) 

PANEL 4: Media agencies and experts on media planning (4 experts) 

Source: Own elaboration.   
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Table 4. Experts in Focus Group, and Topics 

Focus Group participants Field of expertise: leaders from: 

 Professionals and experts from the world of 

communication and brands 

 Professionals media 

 Professionals and experts in the new 

information and communication 

technologies(ICTs) 

 General print  media 

 Media specialized in communication, 

advertising, branding , CSR 

 Audiovisual media 

 New technologies 

 Video games 

 Social media, blogs and networks 

Source: Own elaboration.   

Table 5. Structure and content overview of the three Focus Groups 

The group script focused on aspects related to company communication with their audiences and 

the contents they generate.  

The aspects that the companies want to convey 

What interests audiences 

Evolution of media in brand communication 

Specialized media agenda on brand and branding subjects 

Transparency on media and companies 

Rankings value and its influence 

New trends in communication 

The link between product and corporate brands 

The brands need of creating contents 

Source: Own elaboration.   

4. Analysis 

4.1. Delphi Method: New discourses in brand communication 
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4.2. Focus Groups: New discourses in brand communication 
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5. Discussion 
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