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1.PRESENTATION
By José Antonio Llorente.

Some people may consider the concept of “brand journalism” as a 
contradictory expression. Some others might understand that brands 
cannot be doing journalism in its strict sense. A third group could think 
that journalism has always been part of corporate communication. In 
any case, it is worth questioning the statement with the arguments 
presented in this report.

In LLORENTE & CUENCA we deal with brand journalism not only as a 
possibility, but also as a need for the organizations' reputation, even 
more in the transition from mass communication towards network 
communication that we are currently living.

In the following pages, we present some of these arguments from the 
complementary points of view of two journalists. On the one hand, 
Ivan Pino, the Online Communications Director of our firm, proposes a 
definition of brand journalism based on six main points for the exercise 
of corporate communication. On the other hand, Mario Tascon, a 
member of our advisors network with experience in leading media such 
as ElPais.com or ElMundo.com, amongst others, shows us how this trend 
is developing at the international level.

We invite you to learn from and think about this ideas; and to share your 
thoughts in the professional forums, including media and social networks. 
For sure, there are grounds for an interesting debate.
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“The main goal won't be 
suggesting interesting 

stories to the journalists 
but responding suitably 

to their demands”

2. TOWARDS THE SIX POINTS 
OF BRAND JOURNALISM.
By Iván Pino

Nowadays, we know that social 
networks are very far from being 
a trend. At the present moment, 
the leading platforms are 
Facebook, Twitter or Linkedin, 
and tomorrow there might be 
others. We are not really talking 
about specific names, but 
rather about the deep changes 
that the Internet has led with 
its media and social networks, 
with its influence in the 
public communication system, 
and especially in corporate 
communications. 

The growth of both the users and 
the services through the social 
networks accounts, at least, for 
two circumstances determining 
business communication practices:

• On the one hand, it is 
fragmenting mass media 

audiences, making even 
more necessary for the 
companies to have their own 
communication channels, in 
order to communicate to their 
public and main interlocutors.

• On the other hand, it is allowing 
stakeholders —clients, 
workers, citizens, investors— 
to stop being passive recipients 
and to become active 
speakers; thus increasing 
transparency requirements 
to the companies, as well as 
responsibility and integrity.

These two factors lead us 
naturally to consider another 
way for communicating from 
organizations. In LLORENTE & 
CUENCA, this is what we have 
referred to as brand journalism. 

Journalism and communication

Communicators have always 
been doing journalism in 
order to transmit messages to 
target organizations. We have 
almost always been sources of 
information for the media, which 
are in charge of developing and 
transmitting the final contents 
to their audiences. 

This role as a source of information 
will still be essential when it comes to 
corporate communication, but with 
some nuances. The main goal won't 
be suggesting interesting stories 
to the journalists but responding 
suitably to their demands. 

Traditional links between 
companies and media will keep 
being essential to give answers 
in a hypertransparent world. 
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However, what happens if 
we wish to suggest a specific 
information? Now, the companies 
have the option to do it directly 
themselves, offering interesting 
contents to their public. This is 
where brand journalism appears. 

Audience segmentation and 
an increasing demand for 
transparency make essential 
for the companies to acquire 
a commitment, in first person, 
without intermediaries, proposing 
valuable contents to their key 
partners, including journalists. 

And we are not only talking 
about marketing contents. We 
address not only the client 
or the consumer, but all the 
interest groups for the company. 
We do not only create useful or 
surprising contents, tied to the 
commercial offer of the brand. 
We also elaborate stories showing 

the company's values from 
all its perspectives: integrity, 
innovation, leadership, finance, 
citizenship and work. 

Our concept of brand journalism 
is broad and exhaustive. In its 
definition we can find apparently 
contradictory ideas, which 
deserve a consideration, at 
least, in the following six points:

• Owned or external media: 
Which media are used by brand 
journalism? From our point of 
view, and starting from reputa-
tion management, companies 
should use owned media to 
communicate in first person, 
with truthfulness, towards in-
terest groups that are holding 
its development. This abilities 
were very limited before the 
spread of the internet, and are 
now open to a large number of 
possibilities, thanks to the me-
dia and social networks. 

To that extent, we consider 
earned media and paid media 
as an extension of the owned, 
strengthening the ability to 
spread and position contents1. 
For the latter, there is a possi-
ble field of collaboration with 
media and online platforms, 
being now in a redefinition 
process.

“Companies should 
use owned media 

to communicate in 
first person, with 

truthfulness, towards 
interest groups that are 

holding its development” 

1 We talk about « earned » media when 
our contents are openly shared and consi-
dered interesting by the users, who spread 
and generate a conversation around the 
issue. « Paid media » refers to other kind 
of sponsoring s in social networks and 
other online spaces, such as sponsored 
tweets or videos, banners addressed to a 
particular target through Linkedin or Fa-
cebook, sponsored ads in Google, etc.
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• Reputation more than 
notoriety: The goal of brand 
journalism is not to maximize 
the conversation about the 
brand, either to increase its 
visibility through the media 
and social networks. The 
purpose is more qualitative; 
to spread positive and 
relevant comments about 
the company, its emotional 
values, and each of its 
activities: commercial, 
employment, sectoral, 
institutional, social and 
financial.

Our field of activity is 
corporate reputation, 
defined as the “set of 
collective assessments 
raised by corporate behavior 
in different audiences 
[stakeholders] that motivate 
their behavior in support 
or opposition [to the 
organization]”2 .

To raise positive assessments, 
brand journalism must be 
based not so much on the 
dissemination of news but on 
storytelling, which is the most 
effective human creation for 
the communication of values 
and emotions.

In this logic, the most 
appropriate journalistic 
genre is not the sober and 
concise information of the 
press release, but the story 
or chronic, based on the 

narrative of events with a 
specific point of view. It is 
about an evolution from 
data and facts into stories 
and people. This is the 
idea behind the solutions in 
the IssueBlog CommSite by 
LLORENTE & CUENCA.

• Facts vs. Fiction:If the 
purpose of brand journalism 
is reputational, the stories 
that we develop can only 
be based on facts (true 
storytelling ).Like reputation 
itself, stories must arise 
from the actual experiences 
of stakeholders (from people 
who make them up) with the 
different activities of the 
company. There is no room 
for fiction, invention or 
falsehood.

In this regard, Bill Kovach 
and Tom Rosenstiel already 
gave us a good guide in 
their reference work “The 
elements of journalism”3. 
In their statement about 
the principles of journalism 
we find the following 
assertion: “The first duty of 
the journalist is truth”. An 
essential duty, leading the 
authors to define journalistic 
practice as a “discipline of 
verification”. 

As we conceive brand 
journalism, it must respect 
that discipline of verification, 
applying the guidelines 

2 CARRERAS, Enrique ; ALLOZA, Ángel and CARRERAS, Ana (2013), Corporate Reputation, 
Madrid, Lid Editorial Empresarial. 

3 KOVACH, Bill and ROSENSTIEL, Tom (2012) : Journalism Elements. All journalists should 
know and citizens should hope. Madrid, Aguilar.

 

.

“Brand journalism must 
be based not so much 
on the dissemination 

of news but on 
storytelling”
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recommended by Kovach and 
Rosenstiel, such as: 

 » Never add anything that 
is not there.

 » Never lie to the reader.

 » Be as transparent as you 
can about your methods 
and reasons.

 » Trust your own research.

 » Be professionally humble.

• Transparency versus 
Independence: Even with 
its discipline of verification, 
brand journalism still 
faces a major challenge: 
credibility. It is not a source 
or an independent media. 
Why no one will believe 
what a company tells about 
itself? It is difficult, and 
even more in such a context 
of widespread disbelief 
and skepticism about the 
institutions, companies and 
media. 

It is possible to overcome 
this difficulty but it requires 
from the companies 
a different attitude 
towards the treatment of 
corporate communication. 
A broader approach to 
transparency. A more natural 
coexistence with their own 
vulnerabilities. 

We believe that the 
management of mistakes 
and defects is already an 
essential part of business 
activities in an environment 
where information circulates 
openly through the networks 
and business sustainability 
depends on constant 
innovation. 

The recognition, correction 
or explanation of those 
imperfections build a 
more human company 
and, above all, more 
believable. To implement 
this approach, we can look 
at the Global Reporting 
Initiative (GRI)4, which has 
already faced the problem 
of company's credibility 
through sustainability 
reports. Specifically, they 
suggest two principles for 
its development: materiality 
and balance, which can 
be very useful in brand 
journalism: 

 » When defining the 
contents, they use the 
concept of materiality 
to select the topics 
that “reflect significant 
impacts of the company 
in the economy, society 
and the environment” 
or may “substantially 
influence the assessments 
and decisions of 
stakeholders”.

 

 4 GRI4 Sustainability Reporting Guidelines. https://www.globalreporting.org/resource-

library/GRIG4-Part1-Reporting-Principles-and-Standard-Disclosures.pdf

“The management 
of mistakes and 

defects is already 
an essential part of 

business activities in 
an environment where 
information circulates 

openly”
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 » They also consider the 
criterion of “balance” 
to assess the quality of 
the content: “The report 
should reflect both the 
positive and negative 
aspects of the results of 
the company, to allow a 
reasonable overall score”.

Applying both the discipline 
of verification as the 
materiality and balance 
criteria, in LLORENTE 
& CUENCA we deal with 
NetRelease and VisualResults 
solutions.

• Contents by relationships: 
People often speak of brand 

journalism as a tactic of 
content, within the broader 
concept of branded content 
or even as part of a content 
marketing plan. Anyway, 
it is considered that “the 
content is the King”, a topical 
expression in the world of 
online communication.

Without denying the 
importance of contents, we 
should not forget that little 
or nothing can be obtained 
from them without thinking 
before in relationships. Each 
content we publish is simply 
a claim to be in touch with 
our partners, an incentive 
to spark conversation 
with them, calling the 
interaction between them, 
with comments, forwarded 
contents, subscription, 
download, references, 
actions...

Some might think that this 
approach is far from the 
concept of journalism, even 
brand journalism. But the truth 
is that it is part of its nature. 
Before Facebook, even before 
Google, when there was 
nothing like a “fingerprint”, 
the master journalist Lorenzo 
Gomis explained:

“You can say that news is what 
will have more impact, what 
will make to say or do more 
things, what will last longer in 
the media where it has been 
published and gathered”5.

5 GOMIS, Lorenzo (1991) : Journalism 
Theory. How to shape the present. Bar-
celona, Paidós.

.
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From this perspective, all 
brand journalism projects 
should start from an active 
listening of the public 
addressed, to whom we wish 
to cause “repercussions” 
(impact). It has also to be 
approached with the goal 
of creating relationships 
or interactions that can 
last through time, either 
through networks, media 
or any environment where 
we can “collect files”. 
That's how we consider the 
LivingReport solution in 
LLORENTE & CUENCA.

• From media to transmedia: 
The above discussion leads us 
to the last distinctive quality 
of brand journalism, which is 
its transmedia character. The 
important thing is not the 
media, either if it is online 
or offline, but the content 

and the actors involved in 
the communication.

• It is efficient in terms of 
management to rely on 
digital media and platforms, 
with the Internet as a hub; 
but always with the goal 
of getting that content to 
our partners by any of the 
roads allowing us to open 
interactions with them: 
video, publication, object, 
event, game, app, news, 
networks, web, film...

• That is how we understand 
the concept of transmedia 
storytelling defined by Scolari6: 
“A kind of tale where the story 
unfolds across multiple media 
and communication platforms, 
and wherein a portion of 
consumers (users) assume 
an active role in the process 
of expanding".With this 
approach, we create the Viral 
Research solution in LLORENTE 
& CUENCA. 

3. MC = MC – (MY COMPANY 
= MEDIA COMPANY)

By Mario Tascón

A model of conventional 
communication (the journalistic) 
that seemed closed to groups 
of professionals working in 
headlines, radio or television, has 
blown up due to several factors: 
democratization of publication 
tools, extinction of traditional 

6  SCOLARI, Carlos A. (2012) : Transmedia 
Narratives. When the media tell about it. 
Deusto Ediciones. 

“All brand journalism 
projects should 

start from an active 
listening of the public 

addressed”
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intermediaries and the companies 
desire and ability to go straight to 
their stakeholders (shareholders, 
lobbys, customers, non-customers, 
employees and general public).

This last factor is the one 
developing all around the world 
what is called brand journalism. 
Companies often have found that 
the power and ability to reach 
society through the media is now 
depending on their attitudes and, 
in some cases, it is interesting for 
them to practice communication 
without intermediaries. 

The company's reputation is in 
many cases very high, and that 
gives a power even higher than 
the one many specialized media 
have had along history.

Unilever, multinational company 
specialized in household and 
food products, has just reached 
an agreement7 with the British 
newspaper The Guardian to 
create for them specific websites 
with interesting contents for 
the brand. There is a demand 
for reporters, also journalistic 
mechanics and narrative as the 
way to communicate, but not only 
in the media. Journalists have 
now a new role in the brands. 

The Guardian is not the only one. 
Also The Economist, The New 
York Times and even the WSJ 
have announced plans to make 
their journalistic skills and their 
way of working available to the 
companies, in order to develop 
for them “brand journalism”. 
Daily newspapers, strongly hit by 
the crisis, are now trying to start 
a business offering their savoir-
faire to the ones who used to buy 
their advertising spaces. 

Many multinational companies 
have pioneered this new concept. 
For example, since 2012, there is 
an economic newspaper headline 
in the net called The Financialist, 
sponsored by Credit Suisse. In 
Spain, BBVA have had sports 
websites with contents about the 
Football League; even Vodafone 
supports blogs with interesting 
contents such as Cooking Ideas, 
far from that traditional exercise 
where the brands used to talk 
straight about themselves. Now, 
interesting contents are promoted 

“There is a demand 
for reporters, also 

journalistic mechanics 
and narrative as the 

way to communicate, 
but not only in the 

media”

7 The Guardian (2014) "Guardian Labs 
officially launches with Unilever sustai-
nable living partnership".
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directly to the audience that is, 
in essence, the customer.

With the decline, throughout 
the last years, of the advertising 
budgets, and the rise of new 
analytical data models offered by 
digital media, many companies 
rather to produce contents 
directly themselves, in order to 
find out more about consumers' 
preferences, instead of paying for 
banners or advertising pages. This 
not only increases effectiveness, 
but also make costs much lower. 

The editor and founder of 
siliconvalleywatcher.com, Tom 
Forenski, a famous journalist 
formerly working for The 
Financial Times, predicted the 
phenomenon: “Every company is 
a media company”. The analyst 
issued his famous formula:

EC = MC
Every Company = Media Company

MC = MC
My company = Media Company

Any company, as well as any 
person, has become, with the 
spread of technologies and social 
networks, a proper media.

Brand journalism uses its credibility 
and influence in news (and, 
attention: also its own format) 
for a company to differentiate 
its market offer. With brand 
journalism, brands introduce 
themselves into the daily lives of 
their potential clients, dealing 
with the issues they have in 
common. They aspire to become 
the newspaper, the tv channel, 
the radio station or the website, 
addressed to their costumers.

Experts make a difference 
between this genre of 
communication from others 
where the message is not directly 
promotional. It's a way of looking 
at the issue.

Brand journalism has specific cha-
racteristics:

• It is based on the principles of 
traditional journalism and the 
“storytelling”, which is now a 
trend. We must remember that 
newspapers have traditionally 
been a mix of news, entertain-
ment and audiences education.

• It uses the main tools used by 
the media for the construction 
of interesting narratives ad-
dressed to its readers:

 » Websites

 » Mobile versions and Apps

 » Journalistic genres (stories, 
articles, reports, etc.).

“Any company, as 
well as any person, 

has become, with the 
spread of technologies 
and social networks, a 

proper media”



11

BRAND JOURNALISM AND CORPORATE REPUTATION

 » Blogs

 » Photos

 » Illustrations

 » Videos

 » Timelines

 » Data Visualization

 » Infographics and dia-
grams

 » Users Contents

 » Social Networks

• It formally uses the same 
resources as the media itself, 
and in a similar way, not like 
a campaign, either an ad. 
The shape is important in 
the messages. It must have, 
with any exception, the 
shape of news, newspaper, 
radio station.

• It creates stories/reports/ 
news based on data, balanced, 
well-told, well-written, 
convenient and convincing. 
In many cases and in many 
issues, the brand has as much 
credibility as a conventional 
media, sometimes even more. 
This has often been overlooked 
by the companies, which can 
be the best voices to spread 
certain very interesting for 
the audiences. 

• It is based on transparency, 
which is one of its main assets, 
although it doesn't play exactly 
with objectivity. Its belonging 
to a brand is clear, it even 

makes an ostentation of it. 
Thus, it meets the interests 
of the brand, but it has to 
seem to be believable, with a 
transparent proposal.

• It understands and uses 
the values of journalistic 
information, and knows it has to 
be relevant to its audiences. If 
it doesn't reach the public, or at 
least its attention, its useless. 

• It is, by definition, multimedia, 
omni-channel and multiformat, 
because the era of the old 
media is gone: we are in a new 
media ecosystem.

• It considers the readers as 
part of the media, part of 
the conversation. Both in 
the feedback reception and 
the creation of the stories 
themselves, based on what 
is now known as citizen 
journalism, or the creation of 
citizen “entertainment”.

• It connects journalism 
with the core elements of 
strategic communication and 
the companies marketing 
communication, that often 
have been isolated from 
each other.

Besides the above-mentioned 
example of The Financiallist, 
Coca-Cola has also changed its own 
corporate international website 
(Coca-Cola Company Journey). 
It now looks more like a fashion 
magazine, like Esquire, instead to 
the cover we could imagine for the 
Atlanta firm. Even The New York 
Times has defined the website 
as “a real news page”. The 

“Brand Journalism has 
been created to build 

reputation and affinity, 
not to sell products or 

services directly”
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team is made of 40 journalists, 
designers, photographers and 
graphic designers, an editorial 
office number that would be a 
dream for a lot of media. There 
are other companies creating 
journalistic products, ignoring 
their own identity, in order to 
become leaders in an area of 
knowledge:

• Ohmybusiness, blog, by 
Orange, about the latest 
technology trends.

• The Network, site, by Cisco, 
with technology news.

• Businesswithoutborders, 
, business without borders 
website, by HSBC, also 
including information from 
the agencies services.

• Freepress, news site, by 
Intel, focused on innovation 
and computer industry.

• Open Forum, American 
Express site with information 
addressed to entrepreneurs. 
It is one of the veterans. 
Launched in 2007, it has over 
200.000 Twitter followers.

• Proyecto Stratos,perhaps the 
most striking for the immense 
media coverage that got Felix 
Baumgartner's stratospheric 
jump, told, displayed and 
broadcasted worldwide, by the 
brand itself and, afterwords, by 
thousands of media, including 
televisions, that echoed the 
fact. Red Bull managed this 
story not as a branded content, 
but like a journalistic issue.

Brand Journalism has been 
created to build reputation and 
affinity, not to sell products or 
services directly, although the 
second is now easier, especially 
when doing the first through 
digital media.

We are not talking about paid 
ads, sponsorship or product 
placement. We are not talking 
about those boring advertising 
hidden under journalistic 
stories labeled as “delivered” 
by the newspapers. It has a 
very different mechanic and it 
approaches to the customers in a 
similar way to the one practiced 
by the newspapers, the media. 
Also, we need to consider 
that this has been developed 
in a time that changed the 
universe of communications, 
with social networks, blogs, 
and the decreasing influence of 
conventional headlines. In that 
context, we must follow these 
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new practices shown by the 
media as the more effective ways 
to connect with the audience.
Some of these ways are old 
friends (transparency, reliability, 
and good writing), but even 
the media themselves have lost 
them, a factor that has led them 
to their own crisis. Those who 
really want to practice brand 
journalism must understand 
what is required by the readers, 
in order to make this new 
communication to work. 

There is definitely an ethical 
controversy served among 
journalists themselves, who 
criticize this different use of 
their own weapon. In many 
cases the discussion comes 
out because the rise of this 
kind of contents is happening 
in the worse moment for the 
traditional media industries, 
with cutbacks and an exiguous 
production. 

In the end, as always, the judge 
will be the reader, the customer. 
It seems that transparency 
can work. By now, some of the 
ideas launched have already the 
approval of a new customer, 
who consumes information in a 
different way.

4. BRAND JOURNALISM 
SOLUTIONS.

LLORENTE & CUENCA has 
developed six solutions intended 
to evolve the basic tools of 
corporate communications, 
that must be adapted to a new 
context of a network society: 
open, global and hyperconected.

NetRelease

Is it possible to 
reformulate the 
traditional press 

release to generate contents that 
can thrill and connect to the users 
through storytelling?

Description: Evolution of the 
press release. Multimedia feature 
(pictures, infographics, videos, 
forums, interactive, downloadable 
and texts) in microsites adapted 
to mobile devices, intended to 
communicate values through 
human stories.

Benefits:

• SEO in internet browsers key 
terms

• Coverage in professional and 
social media.

• Positive review in social 
networks

IssueBlog

How can we share 
in the Internet 
the perspective 

of the company, with accurate 
information and convincing 
arguments, when facing a 
situation that could put in danger 
its reputation?

Description: Cabinet crisis tool. 
Social media intended for dynamic 
publishing of news and reviews, 
with multimedia formats related 
to social networks. Planned to 
serve as a source of information 
and conversation with influence in 

“Brand Journalism has 
been created to build 

reputation and affinity, 
not to sell products or 

services directly”
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situations risking the reputation 
of the company.

Benefits:

• Speed in message publication.

• Ability to reply in real time

• More versatility in 
spokesperson work. 

ViralResearch

How can we take 
advantage from 
our in order to 

create knowledge and become a 
market leader?

Description: Transmedia Platform 
intended to spread studies and 
reports: static infographics 
(JPG) or interactive ( HTML5), 
publication (PDF), application 
(APP), eMail distribution (BBDD), 
events with influential people, 
media news, coverage in social 
networks...

Benefits:

• Great brand visibility

• High multichannel notoriety

• Influencing key groups

VisualResults

How to present 
a company's 
financial results 

in an attractive and visual way, 
in order to enhance its products 
and its spread on the screens?

Description: Tool intended to 
present facts and data through 
interactive displays in multi-
device formats. Intended to 
explain any of the five accounts 
of the companies (or all of them). 
It also shows other aspects such 
as financial, governance, social, 
environmental and labor.

Benefits:

• Spreading audiences: 
citizens and shareholders.

• Targeting key messages

• Attracting influential target 
groups. 

• 
CommSite

How to evolve 
your corporate 
website or 
c ommun i ca t i on 

section reflecting effectively 
the new relationship with 
our audiences, based on 
transparency?

Description: It changes 
a corporate website or a 
pressroom in a brand journalism 
platform, intended to interact 
with skateholders, through a 
regular stories publication: 
authentic, human and visual.
Benefits:

• Creating brand trust.

• Increasing stakeholders 
commitment

• Generating credibility in 
case of critical situations.

“How can we present 
the annual report of 

the company generating 
interaction with our 

stakeholders and 
sharing our challenges 

with them?”
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LivingReport

How can we 
present the 
annual report 

of the company generating 
interaction with our 
stakeholders and sharing our 
challenges with them?

Description: Evolution of 
the annual report (financial, 
governance and sustainability) 
towards a relational platform, 
with dynamic, visual and 

narrative content, constantly 
updated, through a specific 
website, related to the 
company's social networks 
accounts. 

Benefits:

• Increasing social news 
visibility.

• Efficient memory edition.

• Creating a favorable 
fingerprint.

“How can we present 
the annual report of 

the company generating 
interaction with our 

stakeholders and 
sharing our challenges 

with them?”

For more information on Brand Journalism by LLORENTE & CUENCA, please contact us in 
periodismodemarca@llorenteycuenca.com
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d+i is a hub by LLORENTE & CUENCA, for 
Ideas, Analysis and Trends.

We live in a new macroeconomic and 
social context, and communication has to 
evolve.

d+i is a global combination of partnership 
and knowledge exchange, identifying, 
focusing and communicating new 
information models, from an independent 
perspective.

d+i is a constant ideas flow, looking to 
the future information and management 
trends.

Because nothing is black or white, there is 
something like d+i LLORENTE & CUENCA.  

www.dmasillorenteycuenca.com


