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Keynotes



Strategic Diplomacy: Global Advocacy and Local Engagement

Scott C. Ratzan
Global Health and Social Impact Vice President

Today’s effective leader requires a global mindset with skills, tools and inno-
vative approaches.  

Strategic Diplomacy offers an approach for advancing relationships with 
influential external parties including non-business counterparts such as 
governments at multiple levels, NGOs, academic institutions, civil society 
groups and others  .  As Strategic diplomacy embodies corporate affairs 
activities, shared value, social responsibility  and collective action orienta-
tions and multisectoral engagement, such effective, ethical, and impactful 
approaches present great promise  for addressing challenges for society at 
large including public health, climate change, health security, non commu-
nicable disease, development, violence prevention  and other addressable 
and seemingly intractable challenge at the global and local level.

The lecture includes some basic theoretical/conceptual background inclu-
ding communication, negotiation, public relations, and international relations 
in support of a new orientation of strategic diplomacy for the modern orga-
nization.  Examples, opportunities and ideas to advance the UN Sustainable 
Development Goals with multilevel multisectoral partnerships in a sustaina-
ble way for social and behavior change will be presented.  Specific exam-
ples amongst women and children’s health, road safety, reduction of harmful 
alcohol (e.g. Smart drinking) and advancements building from related areas 
of public diplomacy, corporate diplomacy, health diplomacy and sports diplo-
macy applications will be shared with opportunity for discussion.
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Social Responsibility or Global Responsibility: Looking at the Role of 
Corporations on the World Stage Today and in the Future

Paul Fadil
IABD President

As organizations continue to play a major role on the world stage, there has 
always been an unsettled strategic choice between global consensus versus 
regional variation. This strategic direction has been driven by many varia-
bles: cultural compatibility; national governments; and profit.  However, as 
the world begins to fragment and countries begin to retreat inward instead 
of continuing their policies on the global stage, one must now wonder, can 
organizations re-stoke the fire of cooperation for the greater world good?  
Can organizations continue to work together, competitively and coopera-
tively, understanding that the entire “pie” is what’s important, not just their 
piece of it? Can American corporations “Make the Planet Great Again” 
instead of just America?  The obstacles that these organizations will incur 
and how they traverse them is of great interest as we look into the future.  I 
see the modern athletic world as providing a solid framework to launch a 
new multinational, organizational paradigm, where corporations work both 
competitively and cooperatively for the “greater global good.”  There will 
be some natural paradoxes in this relationship.  For example, viewing your 
competition as both competitor and ally.  However, it is being done very 
successfully in athletic industries that understand that protecting the whole 
is more important than protecting their share.  Based on this shared interest, 
the globalization that has taken place in business, which has raised the 
standard of living for many countries and their societies, may just influence 
recent nationalistic policies that push their countries toward more isolatio-
nist positions.   
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Developing the Blanquerna - Emerson partnership

Greg Payne, Enric Ordeix, Phillip Glenn
Emerson College
Blanquerna School of Communication and International Relations - URL
Emerson College

The partnership between Blanquerna and Emerson has flowered, with 
annual summits, conferences, student exchanges, and educational travel 
opportunities. In 2016-2017, the first faculty exchanges took place. We will 
discuss the experience of participating in a faculty exchange and consider 
both the benefits and the challenges for individual sand institutions. We’ll 
look ahead to initiatives that promise to expand opportunities for faculty 
and student exchanges and interconnections. We’ll consider creative ideas 
that will help realize the potential of this strong, global communication 
partnership.

Industry 4.0: opportunities for communication and technology

Joan F. Fondevila, Jordi Botey
Blanquerna School of Communication and International Relations - URL

Industry 4.0 gives opportunities for communication and technology. It pro-
motes communications sustainability, thanks to energy saving and the grow-
th of teleworking. Indicators of success in applying the concept of industry 
4.0 in rural and urban environments are connectivity, IoT (Internet of Things), 
Do It Yourself (telecommuting) and Cost effectiveness.
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Sochi as Sports Diplomacy: The Gold Standard in Contradictions 

Sabrina Thulander
University of Edinburgh

The 2014 Sochi Winter Olympics were the most expensive Games in mo-
dern history, promising regional revival, infrastructure investment and impro-
vement of quality of life for the city’s residents. How, then, did the promise 
of this installment of the world’s most celebrated sporting event turn into an 
international nightmare for Russia? This paper analyzes the content of Rus-
sian state rhetoric and information output in comparison to the international 
reception measured by news media, public polling and official responses 
from NGOs to identify differences in communications and diplomatic prac-
tices that led to the disappointing global perception of the Games. Three 
flaws in strategic communication are identified: an overwhelmingly state 
led approach, lack of a cohesive narrative, and lack of tailored messaging 
towards foreign audiences. This paper addresses how each of these three 
flaws in strategic communication is evident at the international, national 
and local levels, and how, when confronted with negative preconceptions in 
its international audience, Russia’s commitment to symbolic values rather 
than normative values dealt the deathly blow to the success of the Games. 
The result of these flaws in strategic communication suggests that there is 
a fundamental incompatibility with the Olympic values, largely aligned with 
Western hegemonic values, and Russian values and pursuit of former levels 
of greatness. Combined with diplomatic and political differences, these 
discrepancies highlight that the Olympic Games are not a suitable platform 
for Russia to assert power. Finally, this paper addresses the larger question 
of whether soft power and diplomacy tools in countries that do not embrace 
Olympic values or protections such as freedom of speech and freedom of 
press, can be leveraged to the same extent and success as countries that 
do adhere to those values and protections. 
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The role of symbolic consumption in the construction of professional identity

Eduard Vidal
Blanquerna School of Communication and International Relations - URL

Identity is defined as a symbolic project. It is a selected mental label (Reed, 2004) that 
a person builds through a coherent personal storytelling (Bauman, 2007; Thompson, 
1995). This label defines a person at an individual, relational and collective level (Brewer, 
2001). Nowadays, the professional position is probably one of the most enduring and 
salient identities that a person can have (Brewer & Gardner, 1996). In the postmodern 
society, consumption has a vital function in the identity construction process, because 
it is based on the brands’ meaning transfer to the satisfaction of the self-physiological 
needs (Levy, 1959). So, the personal identity is mainly shaped as a consumer (Belk, 
1988; Dittmar, 1992; Wattanasuwan, 2005), using the symbolic consumption as a tool 
to provide a sense of being (Baudrillard, 1981; Cushman, 1990; Giddens, 1991; Holt, 
2002; McCracken, 1988; Solomon, 1983).  So, due to the misrepresentation of the crea-
tive’s professional identity suffered in our society because of the stereotyped image pre-
sented in the mass media and also the lack of studies in the academia about this topic, 
we decided to focus our research in learning how junior creatives build its professional 
and personal identity. In-depth interviews were conducted with junior creatives, in order 
to explore how they construct their professional identity through symbolic consumption 
(assigning new meanings beyond brands). We identified three key meanings that the 
junior creatives look for: symbolic rituals to show creative skills’ acknowledgement, being 
always up-to-date and assuming a “creative pose” to enhance social differentiation.

Rediscover Rosarito Public Diplomacy Project: A Decade of Building Bridges at 
the Grass Roots Level

Gregory Payne,  Enric Ordeix, Raul Reis
Emerson College
Blanquerna School of Communication and International Relations - URL
Emerson College

Discussion of a decade of grass roots public diplomacy efforts aimed to bridge the 
cultural divide between the U.S. and Mexico with specific examples of Emerson College 
projects involving students, faculty and alumni.  These include specific strategic diplo-
macy efforts involving art, film, sport and gastro-diplomacy, storytelling and education, 
and how the Rediscover Rosarito project has been documented in scholarly and popular 
publications and media as a case study in crisis communication and nation branding. 
Examples of collaboration with other universities from Chile, Catalonia, and the U.S. 
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Oscar Talks In Emerson La: The Academy Awards Effect From An 
European Perspective

Judith Colell, Francesc Vilallonga
Blanquerna School of Communication and International Relations - URL

How the Academy awards affect the European film market? Does it affect 
the exhibition of European films? It’s evident that the awards, and not 
only the Oscar affects the exhibition and the audience. But it affects also 
the style of films? Can we talk about a stylistic influence  of the Academy 
awards in the European films?

Trends and Global Opportunities in Graduate Education: Growing the 
Emerson/Blanquerna Relationship

Jan Roberts-Breslin
Emerson College

The form and function of graduate education is changing. There is a 
demand for more flexible programs and experiences that focus on current 
issues and skills. Global experiences, once primarily in the realm of under-
graduate education, are becoming an important offering in graduate study. 
Proposed joint ventures of Emerson College and Blanquerna University 
illustrate these developments.

Educational Opportunities through Cross-Cultural Public Diplomacy 

Peter Hall
Emerson College

The current political climate in the US prominently displays the rhetoric of 
hard power, discouraging the need for grassroots soft power diplomacy in 
education. Examining the grassroots public diplomacy projects of Emerson 
College over the past decade, with involvement as both a student, instruc-
tor and advisor, I will show the value of soft power approaches to public 
diplomacy through student based projects and experiences in Mexico, Chile, 
Iceland and Barcelona. These types of hands on educational experiences 
are more important than ever in today’s changing world. 

Tuesday, October 10th | Pannel 2



Sustainable Cities, Sustainable Products:
Radical Challenges to Human Behaviour

Cristian Ducu, Diana Trifu
Centre for Advanced Research in Management and Applied Ethics

In the last decade, the concepts of sustainable development and corpo-
rate social responsibility went through great transformations: from the Rio 
Declaration to the Paris Agreement, from individual initiatives of certain 
companies or municipalities to global Sustainable Development Goals, 
from environmental and/or social impact assessment to EU requirements 
to report on various non-financial types of impact etc. A new paradigm has 
gained more and more traction, aiming to provide a more comprehensive 
and integrative approach to the idea of responsibility. But despite this claim, 
many of the transformations are still disparate: for instance, those who 
discuss what a sustainable city is deal either with sustainable building/green 
building, or waste cycle (including circular economy), but not with changing 
our entire behaviour as consumers and citizens. 
Our paper focuses on bridging the vision of a sustainable city with human 
consumption and sustainable products. We posit that a truly comprehensive 
paradigm needs to address the connection between municipal spaces and 
policies, organisational strategies and products, and human behaviour. The 
methodology employed in our research is based mainly on a gap analysis 
applied to various theories, standards, and practices regarding sustainability. 
We conclude that in order to move to a sustainable city paradigm in all its 
complexity, we need to challenge human behaviour in general; and, in part, 
this can happen by rethinking products and their life cycles as well as con-
sumption practices. The concept of “circular economy”, put forward by the 
European Commission, is merely a conceptual proposal in this direction, but 
one that comes with virtually no tool, mechanism or real initiative to support 
the concept. Contrary to this, we determined that affirmative actions are 
the only ones able to make a difference on medium-term in order to make 
sustainable cities a reality.
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How To Do Better In Spreading The Gospel Nowadays? A Proposal 
From The Cultural Diplomacy Perspective

Carlos Cascante-Serratosa. 
Managing Partner, Impulse Business Consulting S.L.

This essay realizes how Cultural Diplomacy is raising in importance in our 
times, giving a leading role to the society through influencers, celebrities, 
culture and religion public figures, gastronomy, cinema, music, etc.; it is 
complementing, often very effectively, rather than replacing formal Diplomacy. 
Although the Cultural Diplomacy term has been established recently, it has 
existed as a practice since many centuries ago. For instance, Saint Francis of 
Assisi, in 1229, when going to meet and pray the Gospel to the Muslim Sultan 
al-Kamil and his army in Egypt, can be considered an early “cultural diplomat”. 
He interacted with a different culture, as an informal ambassador, like an 
array of traders, explorers, teachers and artists did also in the past. He earned 
respect from the Muslim Sultan and even gained his friendship. Because of 
that, the Franciscan Friars were allowed to stay at the Holy Land sites. From 
this inspiring example, far back in history, used as a vehicle for this paper, 
the author wonders if Cultural Diplomacy could become a more common 
approach among the Christian believers, to better spread the core values of 
the Gospel nowadays. And to find out how, he considers first some relevant 
achievements of Cultural Diplomacy. From this basis, he suggests a strategy 
of Cultural Diplomacy to do better in spreading the core values of the Gospel 
and gain legitimacy among the publics in our times. With this aim, the author 
initially identifies the main obstacles found by the Christian endeavors; then, 
to overcome them, he analyzes the potential role of Fiction in both capturing 
the attention and persuading. And, as a conclusion, he finally proposes to en-
hance its usage when dealing with the present challenge of communicating 
the Gospel values grounded in the experience of Christian Faith to the publics 
all over the world.
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Emotional Dividend

Sergi Salvo. La Caixa

It is clear and logical that investors always look for the highest profitability 
of their inversions, but this profitability can come in different ways. The 
first one of course is the monetary profit and the second one is what we 
can call de emotional dividend. There are different kind of investors, from 
institutional to individuals, and every one of them has different needs 
and expects different results from their investment. Focused on individual 
investors we will find out what different ways do we have to offer them an 
attractive emotional dividend with the objective of keep their investment 
grade in our company while using CaixaBank as example.
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Student Perspectives of the 2017 Rediscover Rosarito Public Diplo-
macy Project – Immigration and Border Issues

Remi Jacob, Amelia Semprebon, Isabella Saporito, Meghan Bratton
Emerson College

Emerson students highlight their summer 2017 activities in the on-going 
Rediscover Rosarito Public Diplomacy Project in Rosarito Beach, Mexico, 
with specific examples and insights on the challenges and successes of 
such grass roots activities and the immersive cultural competencies gained 
from such global experiences.

Video on demand, Prime Time Audiencies and the Media Planning

Marc Polo
Blanquerna School of Communication and International Relations - URL

The main objective of this research is to analyze the impact of the video on 
demand in the prime time’s audiences in Spain. The appearance of different 
television channels over the last few years has led to a fragmentation of the 
audience in terms of the television offer and the particular interests of each 
individual among the audience, which has reached the maximum expression 
since the moment that the viewers can choose the content that they want, 
whenever they prefer.
The catalyst for this evolution in the television consumption is the technolo-
gy in general and internet in particular, which together offer the necessary 
devices so that the consumer of audiovisual content can access them in the 
fastest and most comfortable way.
The research is supported by quantitative elements such as the analysis of 
the audiences obtained by the main television programs in Spain between 
the years 2002 and 2015, and it is complemented with relevant qualitative 
evaluations that include the contributions of professionals who represent 
the main companies of the sector.
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Gastronomy as a key communication strategy for destinations. Some 
thoughts

Glòria Vallès
Wine Style Travel

Gastronomy is a distinctive and strategic element in defining the image and 
the brand of a destination, and it can also be a main reason to visit a region 
or a country, together with culture and nature. That is why Gastro Diplomacy 
is becoming very important in the strategy of many destinations such as 
Australia, Thailand or Peru. Gastro Diplomacy is the use of Public Diplomacy 
to promote culture exchange through food. An example would be all the 
Italian restaurants we can find everywhere in the world, and the promotion 
of Tuscany as a wine and food destination. Both contribute to promote the 
Italian culture worldwide, and create an exchange of their cultural traditions.
One of the best way to bring all this heritage to markets is through Food 
and Wine Tourism, which the World Food Travel Association defines as “The 
pursuit and enjoyment of unique and memorable food and drink experien-
ces, both far and near”. People who travel for food usually are more willing 
to interact with locals, learn about the culture, taste new flavors and spend 
more money than the average for their trip. Money that usually goes directly 
to the local community, creating a positive circle with social impact, a brand 
build on quality and sustainability.

Catalan brands in International perspective

Joan Cuenca
Blanquerna School of Communication and International Relations - URL

The present paper is about brands in International perspective. The main 
idea is to present some Catalan brands which, in this moment, are interna-
tional. They are in different parts of the world. They are in different coun-
tries. Paper has three parts.
First of them is a little review about what we think it is a brand. The se-
cond part contains some ideas that companies need to know for to make 
good decisions when they decide to have a presence abroad. And paper 
includes a study case of one clothing brand very famous which decided to 
sell abroad. In the third and last part paper, paper exposes five trends that 
brands nowadays take into account.
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Accidental exposure to non like-minded news through social media: 
Opposing voices in echo-chambers’ news feed

Jaume Suau, Pere Masip, Carlos Ruiz
Blanquerna School of Communication and International Relations - URL

After Brexit and USA elections there are fears about the possible emergen-
ce of a post-truth era in which citizens disregard factual evidence, as far 
as what is published is consistent with their political beliefs. These debates 
are strongly connected to the effect of social networks in a hybrid media 
system. Basing on the fact that like-minded individuals might be posting 
information according to their political believes, there is a certain risk of 
reducing citizens’ exposure to politically adverse news content, creating ‘eco 
chambers’ of political affinity (Bakshy et al., 2015; Pariser, 2011). Several 
authors (Dahlgren, 2013; Papacharissi, 2010) have already warned about 
the risks that these ‘solo spheres’ might have for democracy, as a public 
sphere needs spaces where to find ‘the others’ (Mouffe, 2013).
This paper presents results of a research conducted in agreement with 18 
leading Spanish online news media, based on a survey (N= 6625) among 
their registered users. Results highlight the importance for Spanish audien-
ces of accidental exposure and participatory formats enabled by social ne-
tworks as inhibitors of selective exposure mechanisms. As news’ consump-
tion is becoming more ‘social’, our research points out the fact that social 
networks like Facebook show a higher level of homophylia, more likely to 
have contacts from different ideological positions rather than closed ‘eco 
chambers’. Moreover, results points towards the fact that a higher use of 
social social networks is associated with a higher exposure to non like-min-
ded news content. 
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Challenges of Organizational Legitimacy 

Alicia Blanco, Camilo Prado, Francisco Díez-Martín 
Rey Juan Carlos University

The legitimacy of organizations is not a new concept, but it has never 
been given much attention as at this time. Using the concept of legitimacy 
responds to a more current and comprehensive idea that goes beyond the 
traditional concepts of corporate reputation, business ethics or corporate 
social responsibility.
The success of business action has been measured in many ways but over 
all of them it always plans the overall vision of the survival of the organiza-
tion. Financial and economic objectives can be important but good results 
are not enough if the organization does not survive in time.
According to Institutional Theory, organizations survive because they achieve 
legitimacy. The legitimacy allows: to access to capital, provide new business 
opportunities, create financial opportunity, affect the competition for resour-
ces, solve social problems better, affect other performance measures (such 
as the value of initial public, stock prices or stock market risk), and generate 
stakeholder support. Since Meyer and Rowan (1977), institutionalists have 
argued that legitimacy enhances organizational survival. This has also been 
endorsed by the Organizational Ecology, claiming that legitimacy increased 
survival rates.
This research develops the essential theoretical aspects that allow better 
understanding of organizational legitimacy. It continues with the analysis 
of the academic bibliography which allows identifying what is known and 
deducing those other questions that are pending analysis. After that, it 
proceeds to develop the application of organizational legitimacy to various 
fields and economic sectors.
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Tenets of Diversity in Public Diplomacy would be the title 

Brenda Wrigley 
Emerson College

An international relations and public diplomacy become more challenging 
in these turbulent times, core principles of diversity and inclusion are more 
important than ever. Professor Wrigley developed Six Tenets of Diversity in 
Public Relations and Public Diplomacy and has since refined them to reflect 
successful communication practices in the current world climate. These 
principles ask communication professionals to take the lead in fostering 
inclusion despite forces that wish to limit discourse and marginalize voices 
of dissent.
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Bridging Cultural Gaps through Immersive Educational Experiences: 
A Student Perspective on the 2016 Emerson US Nepal Embassy 
Election Project 

Kyle Neill
Emerson College

Emerson College, in partnership with the United States Department of 
State, brought over six journalist from Nepal for the US Nepal Embassy 
Emerson Election Project (EEP). Emerson is internationally recognized for its 
innovations in the fields of Communication and the Arts. Recently, Emer-
son’s Communication Studies department was ranked third in the nation 
behind University of California and U Penn. 
For three weeks surrounding last year’s US presidential election Emerson 
hosted six Nepalese journalists, Sunita Pahari, Achyut Aryal Nabin Khatiwa-
da, Girish Bhattarai, Pashupati Budhathoki, and Manoj Dahal. During their 
three week, the journalists shadowed at radio and TV news organizations 
in Boston and swing states such as New Hampshire and Ohio. The journa-
lists were also part of the press core at a Clinton campaign event in New 
Hampshire and attended a Trump rally a few days later. 
As a student leader on the project, I had a unique vantage point that 
allowed me to see the challenges and benefits of immersive cross cultural 
experiences, for both students and practicing journalists. 
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LEGITIMACY and CSR: theoretical framework 
and research methodologies

Giorgia Miotto, Alicia Blanco
Blanquerna School of Communication and International Relations - URL
Rey Juan Carlos University

An institution acquires legitimacy when it operates in an appropriate and desira-
ble approach, closely to the perceptions and needs of the social system (Such-
man, 1995), and gets the acceptance by the society because it complies with 
its values, rules and meanings (Deephouse & Carter, 2005; Khurana & Nohria, 
2008). Legitimacy is an element of vital importance for the survival of the orga-
nizations, because it ensures access to the necessary resources to survive and 
grow (Alajoutsijarvi, Juusola, & Siltaoja, 2015; Ashforth & Gibbs, 1990; Deephou-
se & Carter, 2005; Khurana & Nohria, 2008; Patriotta, Gond, & Schultz, 2011; 
Scherer, Palazzo, & Seidl, 2013). According to the Institutional Theory, stakehol-
ders assess the impact of businesses and expect organizations to help to solve 
the major social, economic and environmental problems (Porter & Kramer, 2011; 
Waddock, 2008). This concept is linked to the isomorphism: companies adapt 
their strategies, structures, and practices to the society’s needs and expectations 
(Deephouse & Carter, 2005). Considering their huge power, nowadays corpora-
tions are expected to contribute to environmental and social issues solving. Many 
organizations have adopted Social Responsibility and Sustainable Development 
as a strategy to achieve legitimacy and to ensure their future (Castelló & Lozano, 
2011; Scherer et al., 2013). However, today being responsible and sustainable 
is not enough. It is necessary to communicate CSR policies to stakeholders and 
involve them in the CSR strategy, maintaining a coherent and consistent conver-
sation with all of them (Castelló & Lozano, 2011). In short, the “corporate moral 
legitimacy must be reproduced: by placing corporations into public communica-
tion network” (Palazzo & Scherer, 2006, p. 82). 
The objective of this paper is to define a theoretical framework on the use of 
CSR communication strategies as a tool for legitimacy and stakeholder invol-
vement. These strategies are implemented through two different tactics: from 
one side, by publishing unidirectional corporate communications and, at the 
other side, establishing a dialogue with stakeholders about CSR. To define the 
theoretical framework, we carried out a scholars’ literature review about CSR and 
legitimacy. Afterward, we propose two research methodologies. To analyse what 
companies communicate about CSR to achieve legitimacy, we propose a content 
analysis methodology, for example, of the top 50 Business Schools Sustainability 
Reports. To investigate the stakeholders’ involvement, we propose a netnografic 
analysis of the content, related to CSR topics, published in social networks by the 
companies and their users’ reactions.
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Legitimacy in the Spanish Public Universities

Cristina del Castillo, Alicia Blanco, Encarnación González
Rey Juan Carlos University, Vigo University

The competitive environment that organizations face in the market has caused 
legitimacy to be considered as a crucial asset for their performance. Research 
on legitimacy has proven its role in the survival and success of organizations and 
how legitimate entities have better access to resources. Public Universities are 
constantly competing for economic resources from the Government as well as 
for talented students, prestigious professors and employees. Furthermore, this 
sector is being affected by the increasing pressure from its stakeholders and 
society in terms of meeting their expectations regarding high scores in quality 
rankings and employability ratios. Under these circumstances, legitimacy of 
Public Universities can be considered as a relevant intangible asset to achieve 
its social and economic objectives in the medium and long term. The aim of this 
paper is to analyze the importance of legitimacy in the Spanish Public Universi-
ties following the stakeholder theory, where different stakeholders’ perspectives 
(students, professors, support personnel, managers, political parties and society) 
are taken into consideration depending on the relevance that each one of them 
could have for the subject under study. To follow this objective, we will review the 
literature on organizational legitimacy, identifying its dimensions and the most 
suitable methodologies to measure it within the Education Sector, as well as the 
strategies that could be implemented to manage legitimacy in the organizations 
of this sector.
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Governing the media: Web analytics in newsrooms

Josep Lluís Micó, Santiago Justel, Enric Ordeix
Blanquerna School of Communication and International Relations - URL

We live in a data rich environment, an environment where numbers, data, 
math and analysis should be the foundation of our decisions (Kaushik, 
2010). Also in journalism? Audience data has reached news organisations 
and is here to stay. Following the flood of changes that were introduced at 
the beginning of the millennium, the internet still retains some surprises. 
Web analytics has become a central activity in newsrooms. It consists of all 
those software tools whose purpose is the collection, storage and presenta-
tion of audience data sourced by a specific organisation from the interaction 
between audiences, clients or users and the World Wide Web (Maldonado, 
2009: 27). Professionals themselves recognise that weight has been given 
to this relevant and determining data, one that has been consolidated since 
the start of the decade, and that, although secondary to the selection of 
news items, is a weight that affects their position in the hierarchy and their 
organisation on the front page. Public interest or what the public is interes-
ted in? Our proposal explores that question, studying the way in which web 
analytics has modified the work of journalists.

Praising the fallen heroes: Storytelling in US war presidential
rhetoric, from Johnson to Obama

Pere Franch
Blanquerna School of Communication and International Relations - URL

My study proposes a dual concept of storytelling in political communication: 
first, the global story that lies behind the presidential rhetoric aimed at justif-
ying war; and second, the use of a specific technique consisting of inserting 
particular, personal stories into the speeches in order to communicate specific 
messages to the audience. The findings confirm, firstly, that war storytelling 
helps make that burden understandable and acceptable, reinforcing the 
political myth of America’s duty to preserve freedom thereby reaffirming its 
collective identity. It is a reductionist narrative, as all wars are presented as ha-
ving the same causes and goals. Secondly, the presidential use of storytelling 
is confirmed to have increased exponentially from the Vietnam War era. The 
results also show that, in their war rhetoric, there is no substantial distinction 
between George W. Bush and Barack Obama, despite their ideological and 
political differences.
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Immersive Advocacy Campaigns at the Local Level

Matthew Mogavero
Emerson College

This presentation will discuss tackling problems and needs of localities and 
municipalities by taking advantage of a community’s assets and institutions, 
seizing opportunities from new technologies, forming partnerships and coali-
tions at the grassroots level, and the advocate’s role in immersing themselves 
in the respective community in order to not only efficiently communicate the 
campaign at hand, but to empower those within the community to tell their 
stories and to build long-term power. Two case studies will be presented. The 
first case highlights the Emerson College Nonprofit Communication Manage-
ment program’s partnership with Operation L.I.P.S.T.I.C.K. This case will be used 
to provide quality examples of the inner-workings of such campaigns. Operation 
L.I.P.S.T.I.C.K. is a nonprofit organization that works to prevent the straw purcha-
sing of guns with inner city neighborhoods. Headquartered in Boston, they also 
have implemented programs in California and New York.  The final case study 
will provide background about the efforts and organizing of stakeholders in 
Peabody, Massachusetts to convert an old warehouse into a community theater 
and creative space for the arts. The work of partnerships between local officials, 
service-based organizations, and community networks will be reviewed.

European populist left communicative style. A definition attempt

Marçal Sintes, Andreu Casero 
Blanquerna School of Communication and International Relations - URL
Universitat Jaume I

Now populism arouses great interest among scholar and also among citizens. 
Of course populism is not a new phenomenon. In our communication we will 
try to carry out a conceptual approach to populism and, more specifically, its 
communicative style. We will focus on left-wing populism, characteristic of Latin 
America but also of southern Europe, of the Mediterranean Europe. The com-
municative style can be described through different elements: the rhetorical 
construction of “the people”; anti-elitism; the exclusion of other groups, and the 
narrative of crisis. The big difference between right and left populism has to be 
found in whom they exclude and include and because of what factors. The right 
populism (or exclusionary) excludes the different on socio-cultural basis. On the 
other hand, left populism includes the poor on socio-economical basis..
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Diplomacy in Wikipedia Communities

Abhishek Suryawanshi
Emerson College

Wikipedia is a free online encyclopedia with the aim to allow anyone to edit 
articles. Wikipedia is the largest and most popular general reference work 
on the Internet and is ranked the fifth-most popular website. Wikipedia is 
having around 18 billion page views and nearly 500 million unique visitors 
each month. Everything is written and maintained by volunteers across the 
globe.
Wikipedia is having huge volunteer editor base. Every day, more than 
70,000+ volunteers come online to collaborate on world’s biggest ency-
clopedia. Anyone can edit Wikipedia and anything can be added, Wikipedia 
is still used as one of the primary source of information by millions! Wiki-
pedia uses diplomacy techniques to solve conflicts and edit-wars! Editors 
talk to each other and administrators are elected to resolve conflicts. It is a 
well-designed system to minimize vandalism and channelize volunteers time. 
People can edit, participate and get elected in online elections anonymous-
ly. ‘Assume good faith’ is main policy using which everyone communicates 
with each other.
Even after 15 years, Wikipedia is growing strong and open-source diplo-
macy has shaped digital space and gave rise to free knowledge sharing in 
299+ languages.
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Co-creation of brand value: The new source of competitive advantage

Carmen Lahoz, Josep Rom
Blanquerna School of Communication and International Relations - URL

The dominant theory behind branding considers that brand building was The 
dominant theory behind branding considers that brand building was exclusi-
vely a matter for marketing managers and it had to be built top-down. Howe-
ver, new technologies and the new empowered consumer have switched the 
paradigm and incorporated the consumer as an important element into the 
brand building process. Therefore it is not possible to understand the brand 
building process without considering that consumers also build the brand 
and the relational or social process involved. 
Although it has been claimed that the “customer is always a co-creator of va-
lue”, the brand value co-creation has been almost neglected and no thorough 
conceptual exploration has been made on what this really means and what 
implications for customers and firms follow from this. 
This research takes a different approach and aims to establish a compre-
hensive understanding of brand value including not just the output of the 
marketing activities generated by the company (top-down approach) but also 
the value co-created by the consumers (bottom-up perspective). In following 
this approach, branding is understood not as something done to consumers, 
but rather as something they participate in. Therefore it is crucial to unders-
tand the final output of the process since the evaluation of the brand is in 
the consumer’s mind.
Qualitative research with practitioners has been undertaken to validate the 
framework and to provide insights on how companies can approach the 
brand value co-creation process. This research has also been used to explore 
the link between competitive advantage and the co-creation of brand value 
to provide a strategic weapon not just to the marketing department, but also 
to the company as a whole. 
The research identifies important differences between the academic re-
search on brand value co-creation and its applicability to current branding 
strategies. 
The value of this work lies in the holistic overview of the brand value co-crea-
tion process, the creation of a framework to guide practitioners in their daily 
work and the validation of this framework through a relevant sample of 
branding experts. 
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The public image of Jordi Labanda; the key of success in illustration 
as a creative activity

Laura Camerino, Cilia Willem, Josep Rom, Nina Suriñach
Universitat de Vic
Universitat de Barcelona
Blanquerna School of Communication and International Relations - URL

This paper focus on the analysis of both the artistic trajectory and the public 
image of the illustrator Jordi Labanda. It will thus attempt to pin down the 
keys of his early breakthrough as an illustrator as well as the reasons that 
have made his profile, work and label prevalent up until today. It is hard to 
grasp the relevance of Jordi Labanda just by analyzing the pictorial space 
of his work. As a subject matter, he is a character, an artistic firm and a label. 
Thus, it is only possible to locate the main keys of his sustained success as a 
relevant name of commercial illustration by studying his profile through a va-
riety of perspectives. In this sense, this paper introduce the concept of public 
image to the reader whilst discussing a set of variables of success, fame and 
social prestige both within the artistic and the commercial arenas. Subse-
quently, the study go on to re-examining both the chronological stages of his 
work and its particularities, with special focus on the impact and popularity 
reached in each period.
In order to delimit the object of this study to the fullest -and after having set 
up a wide theoretical and contextual framework- the study focus on a quali-
tative research method consisting of: exploratory interviews, a scrutiny of both 
press and Facebook content on his figure, and an in-depth interview followed 
by a lecture delivered by Jordi Labanda himself, in which he offers a thorough 
outline of his own professional career. All these sources of information are 
the pillar of the methodological design of the paper, providing the reader with 
an accurate portrait of both the illustrator’s public image and the different 
variables of his success. The personal testimony of the researcher -as well 
as her work position as a team member of Jordi Labanda’s studio- have 
an enormous significance for the outcome of the investigation. It provides 
first-hand information that complement and contrast all the previous work on 
the illustrator’s figure, work and label. Thus, from an internal standpoint, this 
project concludes that Labanda did not get where he is by mere chance, but 
as a consequence of a unique capacity to observe and assimilate his social 
environment, to which he has adapted and seized for more than two deca-
des. This paper therefore open the doors of the so-called ‘Labanda universe’, 
extensively discussed over the years as a way to assemble an organized ex-
planation of the Labanda phenomenon -a cornerstone of today’s public image 
management techniques within the commercial illustration sector.
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The Power of Political Image: Justin Trudeau, Instagram, 
and Celebrity Politics

Vincent Raynauld, Mireille Lalancette,
Emerson College
Université du Québec à Trois-Rivières

This paper explores dynamics of image management and its impact on 
leadership in a context of digital permanent campaigning and celebrity 
politics in Canada. Studies have shown that images can play a critical role 
when members of the public are evaluating politicians (Bittner 2011; Arbour 
2014). Specifically, voters are looking for specific qualities in political leaders, 
including honesty, intelligence friendliness, sincerity, and trustworthiness, 
when making their electoral decision (King 2002). Image management 
techniques can help create the impression that politicians possess these 
qualities. Heads of governments using social media to capture attention 
through impactful images or videos on an almost daily basis seems like a 
new norm (Marland 2012). Specifically, this paper takes interest in Justin 
Trudeau’s use of Instagram to during the first year immediately following his 
election on October 19, 2015. Through a hybrid quantitative and qualitative 
approach, we examine how Trudeau and his party convey a specific image to 
voters in a context of permanent and increasingly personalized campaigning. 
We analyze his use of Instagram to promote his governing style, how his per-
sonal life is used to support Liberal Party of Canada ideas, and how celebrity 
culture codes are mobilized to discuss policy issues like environment, youth, 
and technology. This analysis sheds light on the effects and implications of 
image-management in Canada. More generally, it offers a much-needed look 
at image-based e-politicking and contributes to the academic literature on 
social media, permanent campaigning, as well as celebrity and politics in 
Canada.
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