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Alcance / La necesidad de informacion, vulnerada en los Ultimos tiempos, ha
generado cierta desconfianza en el ambito mediatico y empresarial. La denominada ‘infodemia’
(Aleixandre-Benavent et al., 2020) ha supuesto, en los Ultimos tiempos, un acopio de
informacion dificilmente contrastable que, ademas, en muchos casos ha venido siendo poco
rigurosa o falsa. Este monografico pretende abordar la influencia de las denominadas fake
news en el impacto publicitario y mercadotécnico, afrontando las posibles consecuencias de
esta practica en el consumo, en la publicidad y en el marketing, en general. El objetivo central
de este cfp es poner de manifiesto y analizar las informaciones que han publicado empresas,
su competencia, seguidores o haters y que, de una u otra manera, han venido afectando al
devenir de marcas, productos, servicios y empresas en general.
Los posibles temas que se abordaran incluyen:

- Fake news y publicidad

- Followers y haters

- El papel de las redes sociales en la generacion de false news

- Estrategias de comunicacion publicitaria basadas en informes

- Branding y fake news

- Consumo y fake news

- Marketing y fake news

Need for information, which has been violated in recent times, has generated a certain distrust
in the media and business world. The so-called 'infodemia’ (Aleixandre-Benavent et al., 2020)
has meant, in recent times, a collection of hardly verifiable information that, in addition, in
many cases has been not very rigorous or false. This monograph aims to address the influence
of the so-called fake news in advertising and marketing impact, facing the possible
consequences of this practice in consumption, advertising and marketing in general. The main
objective of this CFP is to highlight and analyze the information published by companies, their
competitors, followers or haters and that, in one way or another, have been affecting the
future of brands, products, services and companies in general.
Possible topics to be addressed include:

- Fake news and advertising

- Followers and haters

- The role of social networks in the generation of fake news

- Report-based advertising communication strategies

- Branding and fake news
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- Marketing and fake news
- Consumption and fake news

Instrucciones de envio /
Se regiran segun la normativa de la revista.

They will be regulated according to the journal's regulations.
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