International Journal of Marketing, Communication and New Media

ISSN: 2182-9306. Vol. 9, N° 17, DECEMBER 2021

EDITORIAL

Digital, Marketing and Online Video Ads: Brand Studies.

Jorge Remondes *

1. INTRODUCTION

Digital marketing and online advertiding are researched domains that result in a variety
of articles with increasingly relevant results for science and organizations.

In this second regular issue of 2021 of the International Journal of Marketing,

Communication and New Media (IIMCNM), in three of the four articles, problems of

digital marketing, online advertsising and video ads are analyzed.

Digital marketing is one of the most sought-after trends by modern companies, currently
allowing innovation and new types of integration between channels (Cabrero, 2016,
p.13).

Investing in online advertising in social networks has several advantages (Miranda,
2018, p. 130): brand awareness; knowledge of the consumer profile; high segmentation;
generation of leads, traffic, conversions, and remarketing. Miranda (2018) also
mentions that in online advertising, namely on YouTube, one should look at the

creativity that accompanies the video as well as the segmentation.
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However, as Martinez-Costa; Serrano-Puche; Portillla and Sdnchez-Blanco (2019) state,
online advertising should adapt its languages and formats for mobile because mobile
devices are more used by young adults who are the generation of the future, and also
because the use of ad blockers is more frequent on computers than on mobile devices.

Feijoo-Fernandez; Sadaba-Chalezquer and Bugueno-Ipinza (2020) even highlight that
"The new audiences, compared to previous generations, do not reject advertising or
brands, but choose the advertising content in which they are genuinely interested" (p.3).
Having given this brief introduction, I invite the reader to read all the articles in this
issue to learn more about the results achieved in studies developed by researchers from

universities and research centres in Brazil, Algeria, Egypt and Saudi Arabia.

2. STRUCTURE

In the seventeenth Issue of the IIMCNM, the reader will have online access to four

research works about:

1. An Analysis of Tourist's Behavioural Intention in the Digital Era: Using a
Modified Model of the Reasoned Action Theory;

2. The Digital Marketing in the Consumer Relations Connection;

3. An Experimental Investigation of the Impact of Different Advertising Formats
on Children’s Attitudes” Towards Sports Brands;

4. Advertising Review: The Portrayal of Muslim Women Athletes in YouTube Ads.

The papers evaluated by double blind review system belong to authors who have
presented the results of their studies that fit in the scientific areas of the IIMCNM; so,

they were accepted for publication in this international scientific journal.
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