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Abstract 
 

This article analyses the presence of influencer marketing in business communications strategies in the new 
economy, based on the results of an exploratory investigation carried out in accordance with the 
methodology of the Grounded Theory. 
The categorisation of the information, obtained from the elaboration of the case studies of three digitally 
native brands (Wallapop, Westwing and Fotocasa), shows that influencer marketing actions are part of their 
360º communications strategy. 
Actions with influencers are developed in a synergistic way with other advertising and public relations 
actions, both on and offline. In terms of their approach, they follow Marston's strategic planning model, 
which consists of four phases: research, planning, execution and evaluation. In this sense, its particularities 
include the decision-making based on data, as well as the empowerment of the user and the brands' 
agents. 
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Introduction 

 

Word-of-mouth marketing has always had a great influence on public opinion and consumers and, therefore, 

plays a key role in the field of communication due to the added credibility it provides. 

The arrival of the Internet and, above all, the emergence of social networks and the omnipresence of mobile 

communication has lead to an increase in the effect of word of mouth (Trusov et al., 2009), as well as in the 

number and variety of agents, including so-called influencers (Brown and Hayes, 2008). Based on this 

scenario, brands analyse, on the one hand, how to turn their own users into brand ambassadors (Weiss, 2014) 

and, on the other, how to reach them through their agents via influencer marketing strategies which, in turn, 

achieve virality (Rushkoff, 1994; Jurvetson and Draper, 1997; Berger and Milkman, 2012) for their messages. 
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In this new interconnected context (Castells, 2001), digitalisation transforms society and the world of business 

(Moreno, 2016), the birth place of the so-called new economy, a widely accepted concept since the director of 

Wired magazine, Kevin Kelly (Kelly, 1999), began to use it to define the new business ecosystem: 

 

The new economy has three specific characteristics: it is global, it supports the intangible—ideas, 

information and relationships—and is highly interconnected. These three attributes generate a new 

type of market and society, which have their origins in the electronic networks that are present 

everywhere. 

Kelly, 9 January 1997 

 

One of the clearest descriptions of this concept of new economy was made by sociologist Manuel Castells 

during the inaugural lecture of the UOC's doctorate program on the society of information and knowledge: 

 

The new economy is not the economy of the companies that produce or design the Internet, it is that 

of the companies that work with and via the Internet. That is the new economy and that is what is 

taking place all over the world. It is true that the development of the uses of the Internet begins in 

those high-tech companies and Internet equipment and software creation companies that apply the 

technology to their own organisation, but, from there, it spreads rapidly to all types of companies, 

creating a new model of business organisation. 

Castells, 2001 

 

In fact, although the new economy has been progressing for two decades, the concept continues to be used, 

both in the academic sphere and in the media, to differentiate it from the pre-interconnection scenario and 

enable the contextualisation of recent phenomena such as that of the virtual currency, bitcoin (Stegăroiu, 

2018). 

As the unstoppable process of transformation of the economy and society accelerates, extends and becomes 

normalised, the new typology of organisations that make up the new economy, which encompasses more and 

more sectors, takes on an increasingly collaborative character (Alonso and Miranda, 2016). These companies, 

some of them emerging (startups) and others already established, are led by digital natives and are gaining 

more and more ground in all sectors and areas of society, as Hallam points out in The Social Media Manifesto: 

“The new generation of business leaders is digitally native, that is, they have never experienced life without an 

internet connection, and it is easy to see that the future of business will neither be offline or online: it will be 

integrated.” (Hallam, 2013: 146) 

In this sense, people born in this new interconnected world, known as digital natives, are growing and 

acquiring more and more prominence in the fields of business and communication. Digital natives (Prensky, 

2001) are people and companies that have always lived in this changing environment. 

In the same way that people born in the digital context display common characteristics that have been 

encompassed in the concept of digital natives, digitally native companies also have them. These are the so-
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called startups, a concept that was first defined by Blank: “A startup is a temporary organisation used to 

search for a repeatable and scalable and business model.” (Blank, 2013: 58) 

Eric Ries, creator of the Lean Startup method, provides a second definition of the concept of startup, widely 

accepted in the academic field, which considers it “a human institution designed to create a new product or 

service under conditions of extreme uncertainty”. (Ries, 2012: 14) According to Ries, the key to the 

functioning of startups is what he calls ‘the minimum viable product’, that allows for the launching of 

successive versions of a product to be able to measure its impact before completing its development: “The 

first step is to enter the construction phase as quickly as possible with a minimum viable product (MVP). An 

MVP is a version of a product that allows for a complete cycle of the build-measure-learn feedback loop with 

minimal effort and development time.” (Ries, 2012: 16) 

Communications management in startups has been the subject of much debate within the ecosystem of the 

entrepreneurial world. Thus, in 2010, the term ‘growth hacker’ (Ellis, 2010; Holiday, 2014; Patel and Taylor, 

2014; Ellis and Brown, 2018) appeared for the first time in Sean Ellis' blog Startup Marketing to define the new 

profile of a startup's communications manager, a multi-disciplinary position whose role is to generate growth: 

“A growth hacker is a person whose main objective is growth. (...) They must possess the creativity to 

discover unique ways of boosting growth, in addition to testing or evolving techniques developed by other 

companies.” (Ellis, 2010) 

In accordance with Ellis' original approach (2010), Riobóo considers that growth hacking, which arose from the 

need of emerging companies for accelerated growth with the minimum possible investment, has become the 

new marketing: 

 

Growth hacking is new marketing applied to the digital economy. It feeds on analytical thinking, 

experimentation, web metrics, social networks and, of course, the creativity of its professionals. 

Traditional advertising campaigns are being replaced by innovative and low cost alternatives. In this 

case, the investment does not consist of huge advertising budgets, but of time, experimentation, 

creativity and perseverance. But the faster the better. Like so many great ideas, growth hacking grew 

out of a need: that of the entrepreneurs who wanted to grow quickly but did not have the financial 

muscle to carry out traditional marketing campaigns. To counteract it, they developed techniques that 

allowed them to acquire customers in the fastest and most economical way possible, but without 

neglecting a basic foundation: that the product or service satisfy a real need of the consumer. With 

this as a starting point, it is about setting marketing objectives and experimenting with new 

techniques and tools and continuously measuring progress to find the optimal formula for acquiring 

and retaining customers. 

Riobóo, 2016 

 

One of the keys to growth hacking is decision-making based on data. As Avinash Kaushik, one of the most 

renowned experts in the field, points out, there is an immense field of possibilities to make intelligent decisions 

in marketing and communication based on the analytical study of data: 
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We have access to a large number of free tools that we can use to assure our decisions on the web. 

These range from the tactical to the strategic, but they are all based on data. These decisions range 

from the content that must be included and on which page, the way to buy the right set of keywords 

for our search marketing campaigns, the way to find the audience with the correct demographic and 

psychographic profile for our business, to the ways of delighting visitors when they access our 

website. 

Kaushik, 2010: 13 

 

With the aim of reflecting on the role that influencer marketing plays in the communications strategy of brands 

belonging to the new economy, this investigation adopts an exploratory approach, opting for the Grounded 

Theory methodology applied to case studies, to be able to study two recent phenomena that are not often 

addressed in the academic field: influencer marketing and the new economy's communications strategy. 

This article describes the communication strategies developed in the interconnected context of the new 

economy in Barcelona (Spain)—the European hub with the fifth highest number of startups (Catalonia Trade & 

Investment, 2017), with more than 1,200 emerging technology companies (Atómica, 2017) and headquarters 

of the Mobile World Congress—and based on the hypothesis of the existence of a 360º approach, descendant 

of integrated marketing communications. 

The results of this research come from the case studies of three successful digitally native brands (Prensky, 

2001) based in Barcelona (Wallapop, for buying and selling second-hand products; Westwing, for home 

decoration; and Fotocasa, for renting and selling property), with data collected through triangulation during 

the last three years and analysed by means of the Grounded Theory (Strauss and Corbin, 1967) methodology. 

The conclusions of the study show that their strategic planning consists of the four phases of the RACE model 

(Marston, 1963), but with the particularities derived from their growth hacker (Ellis, 2010) approach. 

 

 

Referential Framework 

 

From Word of Mouth to Influencer Marketing 

 

At the beginning of the last century, one of the historical leaders of advertising, Pere Prat Gaballí, already 

pointed out the great effect that advertising made by people in their environment has on consumers (Prat 

Gaballí, 1917). Along the same lines, the phenomenon of opinion leaders was widely studied by leading 

authors in the field of communication and marketing. Among them, Katz and Lazarsfeld (1955) stand out, with 

their two-step flow of communication theory, which analyses the influence exerted by opinion leaders, as 

explained by Moragas: 
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It is an analysis based on a sociometric survey on the influences received by a group of women 

(Decatur, Illinois) in their decision making on diverse topics, such as outings to the cinema, fashion, 

domestic consumption and public affairs, ultimately discovering that different people influence 

different things. By investigating the people who have received advice or information, and then 

subsequently interviewing those who have been identified as influential and then, in turn, those who 

have influenced influential people and how they received the information (...) the idea of the now 

famous two step flow of communication formula was discovered and further developed. Two steps of 

influence: from the media to opinion leaders and from opinion leaders to people in the community. 

(...) The messages circulate towards the great mass of the population through the filter and 

commentary of opinion leaders. 

Moragas, 2011: 82 

 

Everett Rogers was one of the first to introduce the concept of early adopters, to define those pioneering users 

who “tend to purchase products or services, especially of a technological nature, before they become mass 

market”. (Fundéu, 14 September 2011) Rogers also examined the role of interpersonal relationships in the 

propagation of messages in his Diffusion of Innovations theory (1962), which analyses how, over time, an idea 

or product gains momentum and diffuses through a specific population or social system. 

According to Trusov, Bucklin and Pauwels, word-of-mouth marketing is, in essence, older than public relations 

and advertising, and its effectiveness consists of consumers sharing their opinions, preferences or experiences 

with others (Trusov et al., 2009). 

In the 2.0 world, people who act as agents or opinion leaders, defined by the term ‘influencers’, proliferate. In 

this sense, the Word of Mouth Marketing Association (WOMMA) defines ‘influencer’ as a person who has a 

greater than average scope or impact in a relevant market (WOMMA, 2010) and ‘influencer marketing’ as the 

process of identifying and communicating with influencers in support of a business objective (WOMMA, 2010). 

When in the 1960s, American sociologist Everett Rogers, in his Diffusion of Innovations theory (1962), 

analysed how interpersonal relationships between individuals of different profiles can enhance the propagation 

of ideas and trends, he laid the theoretical foundations of what we now define in marketing as influencers. 

According to Brown and Hayes (2008), influencer marketing arises from the need to influence the decision 

making of the target audience, taking into account that the number of agents has been expanded and 

diversified in the digital world. 

Another model of influencer marketing goes back to Katz and Lazarsfeld's two-step flow of communication 

(1955), in their book Personal Influence: The Part Played by People in the Flow of Mass Communications, from 

which the term ‘opinion leader’ was popularised to define people who exert influence over others. 

Influencer marketing has made a notable dent in the communication strategy of brands. In their study 

Working with Influencers (2016), ADECEC makes a series of recommendations to brands, among which they 

emphasise the importance of delimiting influencers according to their own objectives and establishing long-

term strategies in relation to them. The influencer phenomenon is not exempt from debate, as noted by Micó 
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(Vázquez et al., 2016) or Sánchez (17 March 2017) in pointing out that influencers have taken a very short 

time to enter the commercial apparatus. 

Influencer marketing analysis has also recently incorporated the concept of micro-influencer, which, according 

to Marketing Roadmaps, is someone who actively uses their social channels to influence their environment 

and, therefore, can be taken into account in communications strategies, adding the small actions of many 

influential people, organised around a single message (Marketing Roadmaps, 18 April 2017). To amplify this 

effect, Weiss recommends empowering fans and users so they can become brand ambassadors: 

 

Invite the most positive and enthusiastic followers and those with influence and personal connections 

to use their power to become brand ambassadors who spread your message and engage proactively 

with your target consumers. Train your fan base. Allow opinion makers to determine how they want 

to share information and act as ambassadors at events. 

Weiss, 2014: 16 

 

Among the effects that are achieved with an influencer marketing strategy, virality stands out. It was first 

pointed out as a communications phenomenon by Rushkoff (1994), in his book Media Virus, in which he 

explained that if a message (understood metaphorically as a biological virus) reaches a susceptible user, that 

user will be “infected” and then be able to “infect” more susceptible users. 

The widely accepted concept of viral marketing was coined by Jurvetson and Draper (1997). Since then, the 

factors that facilitate virality have been analysed continuously. Among the most accepted theories in this 

regard is the one developed by Berger and Milkman (2012), who pointed out the complex relation between 

emotion and social transmission.  

 

 

Influencer Marketing in Communications Strategies 

 

Influencer marketing is one of the fields of action that ADECEC (2008) includes in so-called marketing 

communication, which includes the set of public relations techniques used by marketing to achieve its 

objectives (Estanyol et al., 2016: 41). However, according to De Aguilera (2016), marketing communication 

encompasses the new techniques that are on the border between advertising and public relations, such as 

branded content, influencer marketing and content marketing. 

As García Carballo points out, the raison d'être of marketing communication lies in that “users reject any type 

of message that is of a purely commercial nature, with the characteristics of advertising messages and, 

therefore, organisations resort to public relations, especially through social networks.” (García Carballo, 2012: 

145) 

As we will see in the conclusions of this research, in addition, influencer marketing is not addressed in an 

isolated way, but is part of a communications strategy, that is, “an orientation of intervention, or an approach 

of action for a problem that is to be solved, or for a particular project to be carried out,” (Xifra, 2007: 10) 
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which is also addressed in an integrated manner, in line with the conception of Integrated Marketing 

Communications (IMC), that coordinates actions of diverse disciplines, such as marketing, publicity and public 

relations, to take advantage of synergies and gain coherence (Schultz and Kitchen, 2000; Kliatchko, 2005; 

McGrath, 2005; Schultz and Patti, 2009).  

With the emergence of the Internet and social networks, the IMC concept has evolved towards 360º 

communication (Véliz, 2006; Pintado and Sánchez, 2009; Sánchez, 2012). 

When planning this strategy, the available academic literature collects hundreds of models that are, in 

essence, coincident (Bernays, 1923; Marston, 1963; Steinberg, 1975; Black, 2004; Long and Hazelton, 1987; 

Cutlip and Center, 2001; Matilla, 2008; L’Etang, 2009; Wilcox et al., 2012). As stated by Matilla (2007), the 

capital reference point is the spiral model constructed by Marston (1963) under the acronym RACE, a process 

made up of four stages: research, action planning, communication, and evaluation. 

In the field of the new economy, the management of communications strategies has been one of the main 

subjects of debate. Thus, in 2010, the term growth hacker (Ellis, 2014; Holiday, 2014; Patel and Taylor, 2014) 

appears for the first time in the Sean Ellis' Startup Marketing blog to define the new professional profile 

characterised by having the creativity to discover unique ways of boosting growth, in addition to testing or 

evolving previously tested techniques (Ellis, 2014). 

 

 

Methodology 

 

As indicated in the referential framework, word-of-mouth marketing is a long-term phenomenon. However, the 

rise of influencer marketing has taken an exponential leap with the emergence of social networks and, thus, 

we can consider its inclusion in communications strategies as a recent phenomenon, especially in the new 

economy sector (Kelly, 1999), which is also in itself another scarcely studied area of knowledge. 

Therefore, the research presented in this article has an exploratory character and a qualitative approach 

(Taylor and Bogdan, 1984; Ruiz, 2012), and opts for the methodology of analysis of the Grounded Theory, 

which allows for the development of a theory based on data that has been collected and analysed 

systematically. This approach has been applied in social sciences, and especially in studies related to 

communications in recent phenomena (Serrano, 2017; Cassany, 2016; Estanyol, 2014; Tucker-McLaughlin and 

Campbell, 2012). 

The definition of this methodology comes from Strauss and Corbin: 

 

The Grounded Theory is a general methodology for developing a theory based on 

data collected and analysed systematically. The theory evolves during real 

research, and it does so through the continuous interaction between analysis and 

data collection. 

Strauss and Corbin, 1998: 273 
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Glaser would provide the following definition: 

 

The Grounded Theory is a methodology of analysis linked to the collection of data, 

which uses a set of systematically applied methods to generate an inductive 

theory about a substantive area. The final research product constitutes a 

theoretical formulation, or an integrated set of conceptual hypotheses, about the 

substantive area that is the object of study. 

Glaser, 1992: 30 

 

The theory evolves during real research, and it does so through the continuous interaction between analysis 

and data collection (Strauss and Corbin, 1998: 273). By virtue of this method, the research is based on an 

open research question, focused on exploring the characteristics of the new economy's communications 

strategy and stemming from the hypothesis of the existence of a 360º approach, descendant of integrated 

marketing communications, which includes influencer marketing as a field of action. 

The results of the research presented in this article derive from the case studies (Yin, 1994) of three digitally 

native brands (Wallapop, Westwing, and Fotocasa). The case studies have been constructed following the 

same structure, after categorising, as the Grounded Theory indicates, the data obtained from successive in-

depth interviews, observation and documentary analysis using the triangulation method (Leavy, 2017). 

Specifically, this research consists of three phases of in-depth, successive and complementary interviews with 

different professionals involved in the communications strategy of the three new economy brands under study, 

as well as in the execution of their different communications actions, among which, as we will see in the 

conclusions, are those of influencer marketing. The interviewees who participated in the three rounds of 

interviews were chosen by each brand according to the needs expressed by the authors of the research during 

each of its phases. The aim of the first phase was to carry out an initial exploration of the strategic planning of 

each brand's communications. The second, in conjunction with the team, addressed the fields of action of 

communications that are used and how they execute the strategy. And, finally, the third phase was aimed at 

pooling the preliminary hypotheses and conclusions, following an initial analysis categorised after the 

triangulation of the data obtained during the interviews, field observation and documentary analysis. 

Field observation allows for the surveying of the scene both before and during the interviews, in order to 

better interpret the information provided by the subjects of study. This process of observation, carried out 

over three years, is considered long-term taking into account that it is framed within the ecosystem of the new 

economy. 

In parallel, and in addition to the annotations and records of the observation and interviews, the gathering of 

data includes the collection and analysis of more than 12,000 documents, among them briefings, timelines, 

press clippings, content generated on the Internet, on social networks and in apps, as well as graphic and 

audiovisual material. 

Once the triangulation was carried out, and after verifying that a point of information saturation was reached 

both between cases and subjects of study, the investigation proceeded to the categorisation of concepts 
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detected in the cases, following the principles of the Grounded Theory, to be able to detect coincidences that 

would allow for the presentation and analysis of the results of the study and to draw the conclusions that are 

presented in this article.  

 

 

Results and Discussion 

 

As indicated in the methodology, by adhering to the principles of the Grounded Theory, the research has 

categorised the concepts obtained following the triangulation of the information acquired during the successive 

phases of interviews, documentary analysis and observation of the three cases under study (Wallapop, 

Westwing and Fotocasa). 

 

 

Case Studies 

 

The study of the cases of new economy brands allows us to detect the presence of communications actions 

focused on influencer marketing which, as analysed in the conclusions of this article, form part of a 360º 

communications and growth hacking strategy. Therefore, as is presented in all of the case studies presented 

below, communications actions with influencers are outlined, planned and executed in a synergistic way 

together with actions from other areas of advertising and relations such as publicity, the organisation of events 

or content marketing, which are constantly monitored to evaluate the fulfilment of their clear and measurable 

objectives. 

 

 

Wallapop 

 

The geolocalised second hand market platform Wallapop employs influencer marketing for its corporate social 

responsibility strategy. 

The influencer marketing action the company developed consisted of the solidary campaign “Objects with 

History”, which took place in December 2016. With the aim of communicating that Wallapop is not just a wall 

of objects but an open book full of interesting moments and stories to be discovered, with this campaign the 

app directed its line of corporate social responsibility towards the memory of objects on behalf of the Pasqual 

Maragall Foundation, which fights against Alzheimer's disease: a brain disease that is characterised precisely 

by causing memory loss. 

Among the objects with history donated by famous people were a leather jacket belonging to publicist and 

television presenter Risto Mejide, the dress television presenter Anne Igartiburu wore during a New Year's Eve 

television special, a book signed by author Boris Izaguirre, and designer brand sandals worn by models Vanesa 

Lorenzo and Judit Mascó. The campaign spread through social networks, through users and participating 
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influencers' app accounts, and also via the media, through the dissemination of a press release explaining the 

action which included audiovisual material (Chance, 5 December 2016; Roca, 7 December 2016). 

 

Figure 1: Objects with History campaign 

 

Source: Wallapop 

 

 

Westwing 

 

The documentary analysis and observation carried out in the case study of home decoration website Westwing 

confirm the presence of influencer marketing as the axis of one of its main content marketing and press office 

actions, which is titled #40preguntasmuyWestwing (Westwing, July 2016). 

The integrated communications and public relations strategy of the firm revolves around this action, which 

disseminates interviews with celebrities through social networks, press releases and even press lunches, such 

as the one they organised with fashion designer Ágatha Ruiz de la Prada as guest. 
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Figure 2: #40preguntasmuyWestwing, with Ágatha Ruiz de la Prada. 

 

Source: Westwing 

 

 

Fotocasa 

 

Property website Fotocasa generates content relating to the evolution of the average price of housing in Spain 

(both for sale and for rent), which it presents at press conferences and distributes to the media and 

influencers to position the portal as an informative point of reference. In addition, it also publishes content 

generated by property market influencers, with actions such as El libre blanco del alquiler [White Rent Book] 

(Fotocasa, 22 March 2017), written by these experts and made viral in conjunction with the firm.  
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Figure 3: Fotocasa’s White Rent Book 

 

Source: Fotocasa 

 

 

Beyond the property sector, and with the aim of reaching a wider audience, Fotocasa also organises specific 

actions with influencers, such as the #FotocasaParty events, which celebrate the inauguration of the new 

houses of celebrity couples who find their home through the portal. The protagonists of the first edition of the 

#FotocasaParty, in 2016, were Alaska and Mario Vaquerizo (Fotocasa, 16 March 2016; Fotocasa, 15 April 

2016; Fotocasa, 22 April 2016; Fotocasa, 3 June 2016) and those of the second edition, in 2017, were Lidia 

Torrent and Matías Roure from television programme First Dates (Fotocasa, 10 May 2017). Both events, to 

which various media channels were invited, were disseminated by raffling tickets via social networks among 

the platform's users. 
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Figure 4: #FotocasaParty with Alaska and Mario 

 

Source: Fotocasa 

 

The portal also organises #retoFotocasa (Fotocasa, 7 November 2016), which was created when the finalist of 

television cooking contest MasterChef, Fabián León, challenged Spain's main property websites to find him an 

apartment in exchange for a cooking class. It ended up becoming an event attended by various cuisine and 

lifestyle influencers, such as Laura Ponts and Delicious Martha. 

 

 

Categorisation 

 

Following the principles of the Grounded Theory (Strauss and Corbin, 1998), as shown in Table 1, once the 

information has been categorised, a cross-sectional comparison has been made, indicating the presence or 

non-presence of the key concepts addressed in the theoretical framework, including those referring to the 

fields of action of public relations and their conception and strategic planning. 

 

Table 1: Categorisation 

CATEGORY DETECTED  

360º strategy X 

Investigation X 

Planning X 

Execution X 

Evaluation X 

Content marketing X 
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Influencer marketing X 

Publicity X 

Growth hacking X 

 

Source: own elaboration 

 

In this sense, and in all the cases under study, we can observe the presence of influencer marketing, together 

with other actions that are included in the field of marketing communication as part of a 360º communications 

strategy. 

After analysing the categorisation, we can also observe a coincidence in the strategic planning of 

communications that responds to the four phases of the Marstonian RACE model for the strategic planning of 

public relations (Marston, 1963): reach, act, convert and engage. In this sense, communications action with 

influencers stem from a previous research process, are planned together with the influencer, they are 

executed taking advantage of synergies with other marketing communications actions (such as publicity or 

content marketing) and are evaluated with an almost real-time follow-up based on KPIs: measurable 

performance indicators that serve to calculate the return on investment. 

 

 

Conclusions 

 

The analysis made based on the categorisation carried out through the Grounded Theory method (Strauss and 

Corbin, 1998), displayed in Table 1, allows us to answer the main research question, which is focused on 

exploring the role that influencer marketing plays in the communications strategies of the new economy (Kelly, 

1999; Castells, 2000). In this sense, we can affirm that actions with influencers are part of the 

communications strategies of the brands under study, which, in turn, have 360º vision and are developed 

according to the four phases of the Marstonian strategic planning process (Marston, 1963): reach, act, convert 

and engage. Research and evaluation are key factors in a communications strategy involving influencers, 

seeing as decision-making is based on data. 

In this sense, influencer marketing actions are generally combined with other marketing communication 

actions (ADECEC, 2008), among which content marketing and actions involving the media or publicity stand 

out. This results involve various considerations related to marketing management. First, communication 

determines the way to manage and it’s necessary that there is a culture of a relational company. The new 

organizational systems are based on flexible collaborative cultures, close to the adhocracy (Mintzberg, 1979), 

more relational, in constant symbiosis with themselves and with the environment, holistic and adaptable. The 

company becomes more transversal, more diversified and more complex. Coordination between marketing 

teams are necessary. 

This vision has implications in terms of organizational culture and its leadership (Schein, 1985), as well as the 

empowerment of the members of the organization (Kotter, 2012), since they work based on management by 
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objectives (Drucker, 1954). for making decisions based on data. Also in strategic decisions of the company, 

aligned with its strategy of growth hacking (Ellis and Brown, 2018), including those that involve even 

shareholding, such as media for equity , as a way to obtain advertising space in exchange for transferring 

shares to large communication groups. 

With regards to the methodology this research has been based on, applying the principles of Grounded Theory 

to the analysis of case studies through the triangulation of the data obtained from detailed interviews, 

documentary analysis and observation, the results of the study demonstrate the validity of the combination of 

qualitative methods. They furthermore enhance the appropriateness of Grounded Theory methodology for 

researching recent learning phenomena, such as growth hacking. 

Regarding the methodology on which the present investigation is based, which applies the principles of the 

Grounded Theory to the analysis of case studies, elaborated by triangulating the data obtained based on in-

depth interviews, documentary analysis and observation, the results of the study also confirm the validity of 

the combination of both qualitative methods, as well as the suitability of the methodology of the Grounded 

Theory for the exploration of recent communications phenomena such as, in this case, influencer marketing in 

the field of the new economy. 
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