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ABSTRACT 

Owing to information overload and emerging media trends, urban 
residents increasingly favour advertising campaigns that engage them 
through lived experience. In this context, storydoing has emerged as a 
disruptive narrative strategy that invites audiences to interact directly 
with a brand. This study analyses the use of storydoing in outdoor 
advertising in urban environments through a systematic review of 
seventy-five Scopus-indexed articles. The findings highlight the lasting 
presence of these installations within the urban landscape. Their ubiquity 
and adaptability enable them to blend into everyday spaces, foster 
identification and trust and convey collective meaning. The study argues 
that outdoor advertising should contribute to citizens’ quality of life, and 
recommends ethical management, stronger regulatory oversight and 
sustained innovation. Overall, the relationship between storydoing and 
out-of-home advertising in cities is taking shape in increasingly creative, 
memorable, sustainable and innovative forms. 
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1. Introduction

iving in cities entails being immersed in an environment characterised by excessive visual 
stimulation, aesthetically intrusive advertisements and a lack of harmony and balance. Such 
conditions can erode historical and cultural heritage and generate a negative atmosphere for 

residents. In this saturated landscape, consumers have become more demanding, prioritising authentic 
engagement over purely commercial communication (Manrique, 2022; Rodríguez-Ríos and Lazaro 
Pernias, 2021). Within this context, the strategy of storydoing emerges as an effective response in 
outdoor advertising.  

In this regard, multiple examples across Europe show how storydoing is emerging as a strategy with 
significant transformative potential for outdoor advertising. Spain stands out as the most prolific 
country in research on brand building, education, design, sustainability and cultural communication. 
Scholars examine both storytelling and storydoing in relation to immersive commercial experiences, as 
well as their presence in video games, artificial intelligence, social networks, the metaverse and ethical 
debates. There is also notable attention to sustainability, with proposals for implementation within 
urban environments. In this vein, studies addressing visual pollution, vandalism and counter-
advertising are particularly relevant. Ethical issues surrounding consumer data management and 
econometric analyses of vehicle advertising are also explored. In terms of outdoor advertising, research 
considers its relationship with television series, visual metaphor, commercial design and art, as well as 
the intervention of neuromarketing in communication strategies deployed in cities. 

Italy and Portugal also appear in the review, offering perspectives on this innovative technique in 
relation to culture, digital technologies, artificial intelligence and branding. In Asia, references are fewer 
and largely historical, with some focused on the use of theatre. Outdoor advertising is examined from a 
neuromarketing perspective in India, while studies in China employ eye-tracking analysis in football 
stadiums. In Latin America, the literature highlights innovations in storytelling, showroom formats, 
vehicle branding and cultural activities in cafés, streets or public squares, along with research on prism 
billboards. Issues relating to external sustainability also emerge, including concerns about misleading 
advertising, landscape and environmental preservation, offline investment and online visibility, social 
media experiences and immersive technologies such as consumer eye tracking and the metaverse. 

A clear example of this dynamic is the case of the IKEA doormat from the campaign Welcome to the 
independent republic of your home. Initially conceived solely as a television slogan, public reception 
was so enthusiastic that the phrase was later transformed into a physical product. The doormat not only 
decorated household entryways but also acted as a kind of brand emblem, communicating the identity 
and narrative proposed by the company in a semi-public manner. In doing so, a simple object 
transcended its original commercial purpose. In certain contexts, it was even reappropriated within 
social movements (Alvarez-Rodriguez and Selva-Ruiz, 2021). Thus, the product not only strengthened 
the emotional bond between the brand and its consumers but also became a tool for expressing identity 
and, at times, citizen protest. 

Another example of the potential of this innovative narrative in public spaces is offered by Nivea, 
which designed photosensitive dolls that changed colour when exposed to sunlight, simulating sunburn. 
These toys were distributed to families on the beach, raising awareness of the importance of sunscreen 
through a playful and educational experience for children (Rodriguez-Rios and Lazaro Pernias, 2025). 
In this way, the brand transformed a health message into a tangible and emotional encounter, situated 
in an everyday outdoor environment and directly engaging people through meaningful action. 

This experiential approach is also evident in urban interventions that not only seek visibility but 
actively transform public space and connect citizens with social, environmental or cultural causes. Coca-
Cola installed its ‘happiness ATM’ in public areas, allowing people to withdraw money to support 
vulnerable groups, thereby generating concrete actions with measurable social impact. Hyundai 
similarly demonstrated its commitment to sustainability by placing parking metres along the Costa del 
Sol that accepted plastic bottles collected from beaches as payment, encouraging recycling and 
contributing to environmental clean-up (Rodriguez-Rios and Lazaro Pernias, 2025). A more in-depth 
case is Operación Arcevia, an urban intervention aimed at the social, economic and tourist regeneration 
of a rural area. Through collaboration between architects and artists, the project integrated artistic 
installations into the design of public space, establishing a new model of cultural experience grounded 
in urban infrastructure (Colitti, 2024). In all these cases, experiential, visible and socially meaningful 
actions serve as the core of the intervention. 

L 
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Another clear example of this trend is the SEAT House in Barcelona, as well as the Citroën showroom 
in Paris, where car brands do more than exhibit vehicles. They organise cultural activities, meetings and 
events that foster interaction with citizens, reinforcing a sense of connection and commitment to the 
urban environment (Bonales-Daimiel et al., 2025). This approach aligns with the idea of ‘the city as a 
network of intersections’, which describes how cafés, streets and public squares in cities such as Milan 
have historically served as meeting points for creative communities. In these settings, design projects 
and insights were exchanged, reflecting a deep relationship between creativity and urban life (Colitti, 
2024). Along similar lines, cultural heritage projects such as MEET seek to actively involve communities 
through narrative and interactive exhibitions in museums and open public areas, using technology to 
make cultural content more accessible, participatory and emotionally resonant (Colitti, 2024).  

On a different note, yet following the same logic of social transformation, the digital game MUV 
(Mobility Urban Values) turns sustainable urban mobility into a playful competition in which citizens 
‘compete’ by walking, cycling or using public transport, promoting concrete changes in everyday 
behaviour within urban space (Colitti, 2024). Other initiatives, such as Advanced Souvenirs, propose 
tangible objects that narrate a city’s identity through sensory experiences. Examples include Aria di 
Napoli, a tin that symbolically contains the air of Naples, and Bye Bye Fly, a fly swatter printed with a 
map of Milan. These objects encourage reflection on urban territory from a symbolic and experiential 
standpoint. Finally, the Ri-corda project revives traditional practices such as rope-making from local 
plants through community workshops that not only preserve cultural heritage but also strengthen 
belonging and identity by involving the public directly (Colitti, 2024). 

Together, these proposals demonstrate how immersive narrative strategies can activate citizen 
engagement, foster emotional connections with the environment and generate tangible collective 
impact. In this way, storydoing not only occupies the city but transforms it into a stage for meaningful 
experiences that reinforce the relationship between brands, citizens and culture. 

1.1. Theoretical Framework 

This approach fosters more emotional, authentic and personalised connections in an increasingly 
competitive digital environment (Luque de Marcos y Baraybar Fernandez, 2018; Barboza et al., 2022; 
Ramallal, 2024). It seeks to generate value during the processes of brand building and management by 
creating products, services and experiences whose social relevance is perceptible through different 
advertising media, including outdoor formats. The concept, coined by Ty Montague, CEO and founder of 
the American company Co: Collective, highlights the shift from telling stories to enacting them. The 
relationship between storydoing, outdoor advertising and urban interventions is therefore developing 
in increasingly creative and meaningful ways. One example is the capacity of certain products to operate 
as communicative artefacts within public space. Through this approach, objects cease to be merely 
functional and instead become tangible brand assets that convey identity and narrative by their 
presence or interaction with the urban environment (Alvarez-Rodriguez and Selva-Ruiz, 2021; Luque de 

Marcos & Baraybar Fernández (2018); Rodriguez-Rios and Lazaro Pernias, 2025). 
Storydoing can thus be understood as a series of coherent, distinctive actions through which brand 

assets materialise and contribute to the realisation of a campaign’s purpose. It emerged as an alternative 
to traditional models of brand management and to the narrative logic of storytelling at a time 
characterised by fierce competition, market saturation and the declining effectiveness of conventional 
advertising (Alvarez-Rodriguez and Selva-Ruiz, 2021; Luque de Marcos y Baraybar Fernandez, 2018; 
Montague, 2013; Pedro and Camañez, 2023). Outdoor advertising, for its part, refers to messages 
displayed in open spaces with high levels of footfall or traffic such as public roads, commuting routes, 
leisure areas and points of sale. It adopts creative and often unexpected formats designed to attract the 
attention of consumers within the environments they inhabit (Kotler and Keller, 2012; Pacheco, 2000; 
Surhone and Timpledon, 2010). 

Storydoing is also expressed through the creation of physical spaces in the city that move beyond the 
traditional logic of the point of sale. These spaces offer immersive experiences that embody a brand’s 
purpose and values. They take the form of events and interventions that function as meeting points for 
creative communities, where design processes and insights are shared and where citizen interaction 
generates a tangible commitment to the urban environment (Bonales-Daimiel et al., 2025; Colitti et al., 
2024). In its application across different contexts, this experiential strategy has proven to be a flexible 
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and powerful resource, used effectively in commercial, educational and social spheres, adding real value 
wherever it is deployed. In marketing and communication, it is increasingly recognised as an ideal 
emerging model for building and developing brands in authentic and participatory ways, distancing 
itself from traditional formulas by prioritising action and experiential engagement (Luque de Marcos y 
Baraybar Fernandez, 2018). 

Experiential events have therefore become central tools in the implementation of these strategies. 
Their immersive and interactive nature enables brands to build stronger relationships, enhance 
awareness and expand engagement and reputation (Campillo-Alhama et al., 2024). Although direct 
research linking storydoing to artificial intelligence (AI) remains limited, significant connections have 
been identified between interactive digital narratives and immersive design (Colitti, 2024). This is 
especially relevant to DOOH (Digital Out-of-Home) formats, which are undergoing constant innovation 
(Breva-Franch and Camacho, 2016). In this context, AI has become a strategic pillar that enhances and 
redefines relationships between brands and audiences. It enables personalisation, automates creative 
processes and facilitates the generation of emotional content tailored to user interests and behaviour 
(Torres Saez et al., 2025). This trend is also evident in urban communication strategies, where many 
organisations turn to storydoing as a means of demonstrating their commitment to Corporate Social 
Responsibility (CSR). Through sustained and visible actions carried out in their own media, they 
communicate their social contribution beyond corporate rhetoric (Lopez-Gonzalez et al., 2023). A new 
perspective on outdoor advertising has also emerged, centred on sustainability and increasing concern 
for the urban environment and the wellbeing of citizens (Baungratz and Casarín, 2024; Breva-Franch 
and Camacho, 2016). 

Given rising expectations that brands will contribute to social and environmental wellbeing, 
storydoing frequently promotes sustainable behaviours that benefit society. Rather than limiting 
themselves to discursive messages, many initiatives encourage participation in collective actions with 
positive impact (Alvarez-Rodriguez and Selva-Ruiz, 2021; Rodriguez-Ríos and Lazaro Pernias, 2025). A 
notable example is the campaign Twenty-five posters for Naples, which employed visual art to support 
the restoration of monuments damaged by an earthquake (Colitti, 2024). Storydoing thus transcends 
the limits of traditional advertising by situating brand communication in direct action within urban 
environments. By using the city as a living stage for tangible experiences that connect emotionally with 
people, brands not only promote their products but also reinforce social and environmental values, 
encourage citizen participation and generate real impact in everyday life (Álvarez-Rodriguez and Selva-
Ruiz, 2021; Luque de Marcos y Baraybar Fernandez, 2018; Rodriguez-Rios and Lazaro Pernias, 2025). 

1.2. Objectives 

1.2.1. General objective 

The main objective of this study is to analyse the use of storydoing in outdoor advertising within urban 
contexts. 

1.2.2. Specific objectives 

- To identify the factors that influence the use of storydoing in outdoor advertising. 
- To establish the benefits of storydoing in outdoor advertising in cities. 
- To outline solutions that address the limitations of storydoing in out-of-home advertising. 

2. Methodology 

This research adopts a qualitative approach based on a systematic literature review (SLR). A four-stage 
procedure consisting of identification, selection, eligibility and analysis of the literature was 
implemented owing to its organised and rigorous nature, which enhances replicability and minimises 
bias. As Manterola et al. (2013) note, the purpose of systematic review is to conduct a comprehensive 
and meticulous examination of the available evidence on a specific topic. This process relies on a 
standardised protocol that facilitates the identification of reliable and verifiable data, allowing 
researchers to assess the quality and robustness of existing scientific knowledge. Its systematic 
orientation reduces bias and supports the structured organisation of information (Samnani et al., 2017). 
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This study followed the PRISMA guidelines, which, according to Moher et al. (2009), are represented 
through a diagram that illustrates the stages of inclusion and exclusion applied to previous research 
(Page et al., 2021). The scientific database consulted was Scopus, from which seventy-five publications 
were selected, prioritising studies from the last decade to ensure the incorporation of the most up-to-
date perspectives (Figure 1). 

2.1. Information Search and Research Review 

Works related to the connection between storydoing and outdoor promotion in cities was selected and 
examined thematically for the period 2015–2025. Incomplete studies were excluded. The systematic 
review generated a series of themes and sub-themes relevant to the analysis, while also considering 
data concerning factors that affect safety in online video games. 

2.2. Selection of Publications 

Initially, 2,204 publications were analysed, of which those unrelated to cybersecurity were eliminated. 
The process concluded with the selection of seventy-five sources for the systematic review. 

2.3. Selection 

Figure 1. Selected articles 

Source: Scopus, 2016-2025 

2.4. Analysis 

Subsequently, the factors and sub-themes were defined using Braun and Clarke’s (2006) model, which 
comprises several phases. The selected literature was reviewed with the aim of understanding the 

93



Street Art & Urban Creativity, 12(1), 2026, pp. 89-109 

 

 

relationship between the use of storydoing and external promotion. Finally, subcategories were 
generated, and redundant subcategories and codes were removed with the support of specialists in the 
field. 

Below is a list of the seventy-five studies from the Scopus database, classified by country, year of 
publication, and field of study. 

Figure 2: Publication of articles by region 

 
Source: Scopus, 2016-2025 

One of the first findings of this review concerns the geographical distribution of studies on storydoing 
and outdoor advertising, as shown in Figure 2. Europe stands out as the continent with the highest 
number of publications, with Spain contributing 48 studies. Italy, Lithuania and Portugal also appear, 
each with one study, reflecting a growing academic interest in the topic across the region. South America 
likewise shows a relevant, although more moderate, presence. Notable contributions include five 
articles from Brazil and Peru; three studies from Colombia; two from Ecuador; and one each from 
Argentina, Chile and Venezuela. Meanwhile, Asia and North America have made occasional 
contributions, with two studies from China and one each from India, the United States and Mexico. This 
imbalance suggests that the development of storydoing and outdoor advertising has been more dynamic 
in certain regions, largely due to the stronger adoption of user-experience-centred marketing strategies 
in European contexts. 

In addition, the evolution of scientific production on this topic over time has been identified. As 
shown in Figure 3, three articles were published in 2016, followed by sustained growth that peaked in 
2023 with eighteen studies. A slight decline is observed towards 2025, attributed to a reduced interest 
in outdoor advertising. Most of the studies are concentrated from 2022 onwards, which may be 
associated with the increasing attention given to interactive content and the search for new forms of 
emotional connection between brands and consumers. These data suggest that storydoing and outdoor 
advertising have consolidated their presence within academic research. 
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Figure 3: Publication of studies by year 

 
Source: Scopus, 2016-2025 

 

Figure 4: Research by country and year 

 
Source: Scopus, 2016-2025 
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Figure 5: Publication of studies by topic 

 
Source: Scopus, 2016-2025 

The first four categories account for the majority of the research, comprising sixty-nine studies. This 
classification highlights the diversity of approaches to storydoing and outdoor advertising, emphasising 
their capacity to intersect with contemporary debates on technology, communication and user 
experience. This variety also indicates that both variables continue to function as relatively isolated 
concepts, leaving considerable scope for further exploration from multiple theoretical and 
methodological perspectives. 

4. Results and Discussion 

The overall purpose of this research was to analyse the use of storydoing in outdoor advertising in cities. 

4.1. Storydoing Factors in OHH Advertising in Cities 

Various factors influence people’s behaviour and patterns of consumption, including external 
advertising (Fernandez et al., 2022). These influences are grounded in an emotional and participatory 
connection that not only amplifies the impact of a campaign but also acts as a motivational driver, 
encouraging consumers to make a purchase that they perceive as a reward for the experience they have 
received. The emotional bond generated through interaction can therefore be key to motivating 
purchasing decisions, as consumers do not simply acquire a product but feel like active participants in 
the company’s narrative and purpose (Rodriguez-Rios and Lazaro Pernias, 2025). The affective 
dimension has a significant influence on the brand–customer relationship, which is why current 
research increasingly focuses on predicting behaviours and reactions to commercial communication 
through advanced digital tools such as neuromarketing, which assesses behavioural tendencies and 
customer retention indicators. Eye-tracking technologies also make it possible to identify physiological 
responses (Neves et al., 2024). In urban contexts, design has a direct impact on citizens’ emotions and 
behaviour due to its aesthetic and spatial qualities (Breva-Franch and Camacho, 2016). 

Immersive advertising has also generated new forms of communication, such as meta-advertising, in 
which promotional content becomes part of a simulated environment. Tools including three-
dimensional virtual assistants, 360-degree videos and advergames are used to construct playful, 
participatory and interactive experiences that facilitate social connection and self-expression (Garcia 
and Fernandez-Castrillo, 2023). Within the context of storydoing, artificial intelligence functions as a 
facilitator of immersive narratives, particularly through media such as virtual reality (VR), augmented 
reality (AR) and metaverse environments. These settings enable consumers to enter multisensory 
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scenarios where interaction with the brand is direct and meaningful (Borba, 2023; Ramallal, 2024). As 
a result, people are increasingly unwilling to settle for simple exposure to advertising messages and 
place greater value on immersive experiences. Consequently, brands are experimenting with the 
creation of personalised virtual worlds in which users can interact with digital products, attend 
exclusive events and participate in communities through AR and VR technologies (Mas et al., 2025). 

This paradigm shift requires brands not only to tell stories but to adopt an active role consistent with 
their purpose, thereby generating authentic connections with their communities. In this regard, 
storydoing is particularly effective when it aligns brand purpose with concrete actions that deliver 
tangible value, strengthening consumers’ trust in the brand (Espino-Landeo and Gallardo-Echenique, 
2022). The advertising industry shares responsibility for contributing to a sustainable future and must 
therefore employ tools that minimise environmental impact. Social awareness initiatives increasingly 
encourage projects aimed at protecting the urban landscape and restoring degraded areas (Manrique, 
2022; Palomo-Dominguez and Zemlickienė, 2022). According to Carrizo (2017), the sustainable model 
is grounded in the idea that promotional activity should be integrated into the urban environment and 
adapted to its context, enabling an exchange of values that supports long-term sustainability, reduces 
environmental impact and enhances the cultural and symbolic relevance of the community. 

Figure 6: Storydoing factors in outdoor advertising 

 
Source: Scopus, 2016-2025 

4.2. Benefits of Storydoing for Out-of-Home Advertising in Cities 

Storydoing benefits both brands and society by generating genuine alignment between message and 
action, thereby reinforcing consistency between what an organisation communicates and what it does 
(Luque de Marcos & Baraybar Fernández, 2018). Its impact is even greater when narratives are 
transformed into experiences that users can engage with directly (Bonales-Daimiel and Miguelez-Juan, 
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2022). By fostering deep immersion and meaningful interaction between consumers and brands, it 
enables the creation of more effective and memorable messages (Mas et al., 2025). 

This approach transforms promises into visible and emotionally resonant actions, encouraging 
audiences not only to hear the story but to feel part of it. In this regard, outdoor advertising becomes a 
strategic channel that captures the attention of urban audiences and functions as the epicentre of brand-
led actions (Carrizo, 2017). The combination of technology and storydoing supports sustained 
relationships of trust, which is an increasingly valued outcome within external media environments 
characterised by information overload (Rodriguez-Rios and Lazaro Pernias, 2025). Taken together, 
these trends demonstrate how innovation and creativity can converge to tell stories and build 
meaningful experiences that consumers perceive as their own. In the field of outdoor advertising, 
advances in artificial intelligence and the adoption of blockchain technologies are transforming the ways 
in which people engage with products and services, generating new modes of value creation, sales 
promotion and loyalty building within virtual communities (Mas et al., 2025). 

In contrast to storytelling, storydoing produces higher levels of engagement because it invites the 
audience to participate in real experiences connected with the brand. Through this, it establishes more 
authentic and enduring relationships (Bonales-Daimiel and Miguélez-Juan, 2022; Rodriguez-Rios and 
Lazaro Pernias, 2025). Virtual experiences, owing to their intensity and capacity to surprise, may even 
leave a stronger imprint than many real-world experiences (Fernandez et al., 2022). Such immersion 
not only attracts audiences but also reshapes the way people connect with brands, transforming each 
interaction into a meaningful and memorable encounter. This trend is evident in prism-style street 
advertising formats, which are distinguished by advanced digitalisation and multimedia features 
(Chiquito and Yance, 2019). 

In summary, storydoing cultivates a profound emotional connection because it not only conveys a 
message but invites users to experience it. This strengthens brand image and loyalty (Alvarez-Rodriguez 
and Selva-Ruiz, 2021). The emotional bond it generates often translates into a clear intention to 
purchase, as users value and actively support these initiatives through their preferences for particular 
brands (Rodriguez-Rios and Lazaro Pernias, 2025). This response is further enhanced when campaigns 
incorporate artificial intelligence, which increases effectiveness and enables the prediction of consumer 
behaviour (Barrio Andres, 2022), and when they prioritise convenience and speed, attributes that 
digital audiences particularly appreciate (Bonales-Daimiel and Miguelez-Juan, 2022). 
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Figure 6: Benefits of storydoing in outdoor advertising 

 
Source: Scopus, 2016-2025 

4.3. Uses of Storydoing in Outdoor Advertising in Cities 

Storydoing is presented as a strategy that enables brands to connect authentically with their audiences 
through concrete and purposeful actions, seeking to bring real value to people’s lives and articulate their 
raison d’être within society. For this strategy to maintain its credibility and impact, continuity and 
visibility are essential. Interruptions in the implementation of actions can undermine trust and weaken 
the brand’s relationship with its audience. Advertising experiences have also proven effective in 
educational settings, where students participate actively, integrating knowledge and developing skills 
through immersive and experiential formats (Castro-Martinez and Diaz-Morilla, 2019; Espino-Landeo 
and Gallardo-Echenique, 2022; Luque de Marcos & Baraybar Fernández, 2018; Rodriguez-Rios and 
Lazaro-Pernias, 2021). 

Within this framework of transmedia storytelling and participatory culture, fictional products can 
become valuable brand assets when supported by a coherent narrative. Integrating real characters into 
these narratives further reinforces the emotional bond with audiences, creating a closer and more 
legitimate relationship. These immersive experiences converge with marketing innovations that employ 
virtual reality (VR) and augmented reality (AR), enabling people to interact with brands through 
environments in which they can explore, participate, and engage meaningfully. Companies are 
increasingly investing in campaigns that combine gamification and personalisation to strengthen their 
connection with audiences. In doing so, they develop virtual worlds where users can try products, attend 
exclusive events, and feel part of a community. 

In this context, avatars become an extension of the user’s identity, closely aligned with the idea of 
“real characters” proposed by storydoing. Artificial intelligence (AI) contributes significantly to this 
process by shaping the personal brand and projecting attributes linked to skills, values, and personality. 
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For an avatar to be truly convincing, it must reflect authentic aspects of the user’s identity and function 
as a credible representation. In environments such as the metaverse, avatars facilitate communication 
and collaboration within gaming, creative, or learning experiences. AI reinforces this process by 
enabling highly detailed designs capable of reproducing gestures and facial expressions, making virtual 
interaction feel increasingly natural (Alvarez-Rodriguez and Selva-Ruiz, 2021; Bonales-Daimiel and 
Miguelez-Juan, 2022; Mas et al., 2025;). 

Storydoing shares this emphasis on genuine connection, as it seeks to maintain a continuous dialogue 
with engaged audiences and promote the rapid exchange of experiences. AI plays a key role here by 
analysing large volumes of data to anticipate consumer decisions, identify individuals who may switch 
brands, and better understand their preferences. Through this learning capacity, AI can predict future 
purchases, recognise behavioural patterns, and generate insights that enable the creation of 
personalised experiences, as well as the effective recording and dissemination of those experiences. All 
of this contributes to increasing the effectiveness of marketing campaigns and targeted advertising. 

Ultimately, this innovative narrative positions users as co-creators of the brand story, involving them 
in actions that extend beyond commercial objectives. It also encourages prosocial behaviours, such as 
charitable donations, whether through the downloading of applications or the viewing of short films 
(Barrio Andres, 2022; Bonales-Daimiel and Miguelez-Juan, 2022; Rodriguez-Rios and Lazaro Pernias, 
2021; Rodriguez-Rios and Lazaro Pernias, 2023).   

4.4. Risks and Solutions in City Advertising and Storydoing 

Outdoor advertising in cities faces multiple challenges with commercial, social, technological, 
environmental and ethical implications. Competition between advertisers and inadequate planning 
often result in disorderly, large-scale placement and uneven architectural growth (Manrique, 2022; 
Sanz, 2016; Baungratz and Casarin, 2024; Chiquito and Yance, 2019). Overexposure to stimuli, combined 
with the fast pace of urban life, affects the quality of life of residents, pedestrians, drivers and even urban 
wildlife. Excessive visual stimuli can influence visual health and mood, while poorly positioned elements 
obstruct pedestrian movement, particularly for people with disabilities. Even traffic signs and other 
forms of wayfinding, although useful as ATL supports, may become aggressive or ineffective if not 
carefully planned. Urban imbalance also generates ecological problems, as certain bird species are 
driven away from their habitats (Condemarin-Seminario et al., 2024; Pedro and Camañez, 2023; Pérez 
and Labandeira, 2017). 

These shortcomings negatively affect users’ perceptions of the city and often provoke adverse 
reactions. The deterioration of heritage sites reduces commercial and tourism potential, which in turn 
affects the local economy (Manrique, 2022; Perez and Labandeira, 2017). The vertical nature of many 
urban environments limits direct feedback between audiences and brands, and this communicative 
distance can generate discontent that manifests in vandalism as a form of protest or satire against local 
governance and advertising practices (Sanz, 2016). Recent tensions, particularly those linked to 
neuromarketing, highlight the need to protect consumer privacy and maintain a balance between 
technological innovation and public well-being. Various development policies reinforce these concerns 
(Goncalves et al., 2024). 

In response, several proposals advocate for responsible, sustainable and ethical outdoor advertising 
that does not compromise competitiveness or creativity. Storydoing offers an alternative to current 
deficiencies, as it enables increasingly creative and meaningful communication actions within the city. 
One manifestation of this is the use of products as vehicles of communication in public space. Through 
this approach, products cease to function solely as utilitarian objects and instead become tangible brand 
assets capable of conveying their own narrative through their presence or interaction with the urban 
environment (Rodriguez-Rios and Lazaro, 2025; Luque de Marcos y Baraybar Fernandez, 2018; Alvarez-
Rodriguez and Selva-Ruiz, 2021). 

Another strategic line is prevention, grounded in an informed understanding of the problem. This 
entails the need for studies, regulatory updates and strengthened enforcement. Such initiatives should 
be accompanied by education and public awareness campaigns aimed at fostering harmonious urban 
environments (Manrique, 2022). Outdoor advertising must strive for a balance that reduces public 
criticism and enhances its connection with the population, involving all actors who participate in or 
influence the public space (Breva-Franch and Camacho, 2016). Recommendations for responsible 
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neuromarketing emphasise transparency and accountability as means of minimising risks and 
protecting user privacy (Goncalves et al., 2024). 

It is further recommended that the exterior design of points of sale be improved through well-
preserved elements, clear signage and coherent symbolism. These measures can capture attention while 
transforming advertisements into a more positive experience for consumers (Perez and Labandeira, 
2017). Recent studies also show that, in Digital Out-of-Home contexts including programmatic, 
metaverse-based, dynamic and ecological advertising, authentic visuals generate greater attention than 
manipulated alternatives, underscoring the importance of visual authenticity (Lyu et al., 2025). 

Figure 8: Risks and solutions for advertising in cities 

  
Source: Scopus, 2016-2025 

6. Conclusions 

The aim of this study was to analyse the use of storydoing in outdoor advertising in cities, based on a 
systematic review of seventy-five articles retrieved from the Scopus database. The findings indicate that, 
within an increasingly saturated advertising environment, this strategy emerges as a response to the 
declining effectiveness of traditional advertising and the growing need to establish authentic 
connections with audiences. Beyond fostering emotional engagement, storydoing seeks to integrate 
itself into the symbolic expression of the city, contributing new perspectives on sustainability that 
reinforce the relationship between brands and citizens. The incorporation of artificial intelligence and 
new technologies further strengthens this capacity, enabling the creation of meaningful, personalised 
experiences that align with contemporary social and environmental expectations. 

This approach stands out for its benefits, including the creation of more effective and memorable 
messages that remain in the public consciousness and extend beyond simple commercial persuasion. 
These strategies can also have a positive influence on users’ quality of life by promoting more 
meaningful and environmentally responsible urban practices. Such developments are supported by 
advertising regulations and advances in digitalisation, which contribute to clearer, more organised and 
more contextually integrated forms of communication within cities seeking to become increasingly 
smart and sustainable. 

In terms of application, storydoing has uses that extend far beyond conventional advertising, as it 
enables authentic connections with people and provides them with real value. By transforming brand 
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assets into meaningful experiences, it strengthens emotional bonds, enhances credibility and generates 
positive educational and social effects. It also reinforces personal branding and serves as a 
representational tool that facilitates communication and teamwork, shifting users from passive 
recipients to active participants. In doing so, it increases the effectiveness of communication actions and 
encourages prosocial behaviours, fostering a genuine and lasting relationship between the brand and 
the community. However, this narrative also carries risks that must be addressed carefully. Poor 
implementation can negatively affect residents’ quality of life and cause ecological damage that 
contradicts the sustainable aims of the strategy. Inefficient management may harm the brand’s image, 
affect the local economy and generate public discontent, thereby weakening the trust and legitimacy 
upon which this approach relies. 

Given these concerns, it is essential to develop solutions that ensure the responsible and sustainable 
use of storydoing. This requires management practices based on prevention and adherence to clear 
regulatory controls, supported by digitalisation processes that promote transparency. Education and 
public awareness also become key components in promoting ecological and social balance, ensuring 
that advertising actions not only generate positive impact but also respond to collective needs and 
sustainability values.
  

  

102



Storydoing in Urban Outdoor Advertising 

 

 

 

Referencias 

Alabau-Tejada, N. (2021). Realidad Virtual, videojuegos y publicidad in-game: Un estudio 
experimental en el colectivo adolescente con implicaciones empresariales para la 
industria del entretenimiento. Revista Prisma Social, (34), 106–123. 
https://revistaprismasocial.es/article/view/4359 

Álvarez-Rodríguez, V. & Selva-Ruiz, D. (2021). Product placement inverso y storydoing como 
herramientas para la construcción de marca: el caso pionero de IKEA. Estudios sobre el 
Mensaje Periodístico, 27 (4), 1013-1022. https://dx.doi.org/10.5209/esmp.75504 

Barboza, D. M., Miranda, Guerra, Ma., Cespedes Ortiz, C. P., y Esparza, Huamanchumo, R. M. (2022). 
Marketing experiencial y el valor de marca en una empresa del sector gastronómico. 
Revista Venezolana de Gerencia, 27(98), 696-712. 
https://doi.org/10.52080/rvgluz.27.98.20 

Barrientos-Baez, A., Caldevilla-Domínguez, D., & Martínez-Sala, A. M. (2025). Immersive-
neurocommunicative narratives: From audiovisual to AI through video games. Street Art 
& Urban Creativity, 11(3), 137–147. https://doi.org/10.62161/sauc.v11.5741 

Barrio Andrés, M. (2022). Modelos de negocio basados en datos, publicidad programática, 
inteligencia artificial y regulación: algunas reflexiones. IDP. Revista de Internet, Derecho y 
Política, (36), 1-13. https://doi.org/10.7238/idp.v0i36.40194 

Baungratz, L., & Casarin, V. (2024). Reflexões sobre a mídia exterior em paisagens preservadas. 
InfoDesign, 21(2). https://doi.org/10.51358/id.v21i2.1146 

Baungratz, L., & Casarin, V. (2022). A mídia exterior na paisagem urbana: estudos recentes. 
InfoDesign, 19(2). https://doi.org/10.51358/id.v19i2.948 

Bhardwaj, S., Thapa, S. B., & Gandhi, A. (2024). Advances in neuromarketing and improved 
understanding of consumer behaviour: Analysing tool possibilities and research trends. 
Cogent Business & Management, 11(1), 2376773. 

Bonales-Daimiel, G., Martínez-Estrella, E. C., & Moreno-Albarracín, B. (2025). Avatares y mundo 
real: Estudio del impacto personal y organizacional de las identidades virtuales. Revista 
Prisma Social, (49), 31–59. https://revistaprismasocial.es/article/view/5769 

Bonales-Daimiel, G., y Miguélez-Juan, B. (2022). Nuevos formatos publicitarios en automoción. 
SEAT Mii by Cosmopolitan, branded content dirigido a mujeres. Revista Mediterránea de 
Comunicación, 13(1), 185-206. https://www.doi.org/10.14198/MEDCOM.20816 

Borba, Z. (2023). Plataforma de publicidad en ambientes inmersivos de realidad virtual: 
metaversos, marcas y acreditabilidad. Comunicación Medios y Consumo, 20(57), 66–86. 
https://doi.org/10.18568/CMC.V20I57.2733 

Braun, V., y Clarke, V. (2006). Uso del análisis temático en psicología. Investigación cualitativa en 
psicología, 3(1), 12-23. https://doi.org/10.1191/1478088706qp063oa 

Breva-Franch, E., & Camacho, M. M. (2016). El desarrollo de las ciudades desde la publicidad 
exterior y las neurociencias. Opción: Revista de Ciencias Humanas y Sociales, (7), 231-247. 

Breva-Franch, E., Olivares-Delgado, F., & Benlloch Osuna, M. T. (2023). Sustainable outdoor 
advertising: A professional point of view from Spain. Communication Today, 14(1), 100-
115. https://doi.org/10.34135/communicationtoday. 

Campillo-Alhama, C., Herrero-Ruiz, L. y Ramos-Soler, I. (2024). Los eventos experienciales en la 
estrategia de comunicación y publicidad del sector cervecero. Revista Latina de 
Comunicación Social, (82), 01-23. https://www.doi.org/10.4185/rlcs-2024-2208 

Carrizo, J. G. (2017). Publicidad exterior sostenible: una propuesta de implementación en la 
ciudad. Arte y ciudad. Revista de investigación, (11). DOI: 
https://doi.org/10.22530/ayc.2017.N11.408 

Castro-Martinez, A. y Diaz-Morilla. P. (2019). El proceso de enseñanza-aprendizaje de la Historia 
del Cine a través de una estrategia de storytelling y storydoing teatral aplicada al ámbito 
universitario, Icono 14, 17(2), 154-181. https://doi.org/10.7195/ri14.v17i2.1378 

103

https://revistaprismasocial.es/article/view/4359
https://dx.doi.org/10.5209/esmp.75504
https://doi.org/10.52080/rvgluz.27.98.20
https://doi.org/10.62161/sauc.v11.5741
https://doi.org/10.7238/idp.v0i36.40194
https://doi.org/10.51358/id.v21i2.1146
https://doi.org/10.51358/id.v19i2.948
https://revistaprismasocial.es/article/view/5769
https://www.doi.org/10.14198/MEDCOM.20816
https://doi.org/10.18568/CMC.V20I57.2733
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.34135/communicationtoday
https://www.doi.org/10.4185/rlcs-2024-2208
https://doi.org/10.22530/ayc.2017.N11.408
https://doi.org/10.7195/ri14.v17i2.1378


Street Art & Urban Creativity, 12(1), 2026, pp. 89-109 

 

 

Chiquito, C. A., & Yance, K. T. (2019). Diseño de un sistema de vallas publicitarias tipo prisma para 
promocionar productos y servicios en la ciudad de Guayaquil-Ecuador. Revista Espacios, 
40, 16. 

Claudio-Fonseca, A., Meneses-Claudio, B., Carmen-Choquehuanca, E. (2022). Las redes sociales y 
la experiencia de compra de los clientes del emporio comercial de Gamarra, año 2022. 
Salud, Ciencia y Tecnología - Serie de Conferencias, (1), 366. 
https://doi.org/10.56294/sctconf2022366 

Colitti, S.A.L. (2024). Making Value: Storydoing Actions for Cultural and Creative Industries. Cham: 
Springer  https://doi.org/10.1007/978-3-031-49811-4_65]. 

Condemarín-Seminario, R., Balabarca-Fataccioli, R., & Gallardo-Echenique, E. (2024). Arte y 
publicidad para transformar el espacio público. Revista Ibérica de Sistemas e Tecnologias 
de Informação, (E66), 13-25. 

Correia, A., Almeida, R., Silva, A., & Sampaio, H. (2023). Supply-side perspectives on digital 
technologies and cultural tourism experiences in Northwest Portugal. Revista Turismo & 
Desenvolvimento, 44, 295-311. https://doi.org/10.34624/rtd.v44i0.30741 

Cruz García, M. (2022). Los consumidores en línea frente a la publicidad dirigida. Breves 
consideraciones desde la inteligencia artificial y las tecnologías conexas. Actualidad 
Jurídica Iberoamericana, 16, 1368-1385. 

Cuellar, J. C. V., & Cortázar, L. O. (2017). Relación entre inversión publicitaria en medios offline y 
la notoriedad de marca online. Espacios, 38(18), 1-13. 
https://www.revistaespacios.com/a17v38n18/17381816.html 

Díaz-Bajo Rodríguez, J. (2025). Tendencias emergentes en el uso de la inteligencia virtual: la 
industria de influencers virtuales. European Public & Social Innovation Review, 10, 1–20. 
https://doi.org/10.31637/epsir-2025-2135 

Espino-Landeo, A. and Gallardo-Echenique, E. (2023).  Storydoing para generar brand trust en la 
publicidad social en el contexto de la Covid-19. Revista Ibérica de Sistemas e Tecnologias 
de Informação; Lousada, E56, 78-90. 

Ferraro, E. (2025). Empresa, Sostenibilidad Medioambiental E Inteligencia Artificial: 
Consideraciones A La Luz De La Nueva Corporate Sustainability Due Diligence Directive. 
Actualidad Jurídica Ambiental, (154). https://doi.org/10.56398/ajacieda.00405 

Fernández Calvo, V., Rühl, A. & Kubus, R. (2022). Virtual tourist satisfaction in the post-pandemic 
reality: economic-financial benefit. Mercados y Negocios, (47), 57–84. 
https://doi.org/10.32870/myn.vi47.7678 

Ferreira, D. A., & Chimenti, P. C. P. de S. (2022). Netnografia: desvendando as narrativas humanas 
em um mundo digital. ReMark - Revista Brasileira De Marketing, 21(4), 1433–1479. 
https://doi.org/10.5585/remark.v21i4.22726 

Sanz, R. B. (2016). Publicidad exterior, vandalismo y contrapublicidad. Algunos casos para el 

análisis. Opción, 32(11), 34-53. 

https://produccioncientificaluz.org/index.php/opcion/article/view/21932 

Flores Valdiviezo, T., & Miranda Fonseca, Y. (2025). IA en la Pantalla: Cómo la Inteligencia Artificial 

está transformando la Comunicación Visual. European Public & Social Innovation Review, 

10, 1–19. https://doi.org/10.31637/epsir-2025-382 

Fondevila-Gascón, J.F, Gutiérrez-Aragón, Óscar; Vidal-Portés, Eduard; Pujol Oriol (2023). 

Influencia del neuromarketing en la percepción de carteles publicitarios: factores 

determinantes en la atención. Gráfica, V11. N22, pp. 133_143. DOI: 

https://doi.org/10.5565/rev/grafica.256 

Fonts, E., Hurtado, D., Durán, J. (2024). Gamificación e innovación en parques temáticos: Mecánicas 

de juego en experiencias narrativas inmersivas. Área Abierta. Revista de comunicación 

audiovisual y publicitaria, 24(3), 239-256. 

104

https://doi.org/10.56294/sctconf2022366
https://doi.org/10.1007/978-3-031-49811-4_65
https://doi.org/10.34624/rtd.v44i0.30741
https://www.revistaespacios.com/a17v38n18/17381816.html
https://doi.org/10.31637/epsir-2025-2135
https://doi.org/10.56398/ajacieda.00405
https://doi.org/10.32870/myn.vi47.7678
https://doi.org/10.5585/remark.v21i4.22726
https://produccioncientificaluz.org/index.php/opcion/article/view/21932
https://doi.org/10.31637/epsir-2025-382
https://doi.org/10.5565/rev/grafica.256


Storydoing in Urban Outdoor Advertising 

 

 

 

García López, J. (2025). Social media, advertising, and disinformation: A transdisciplinary analysis 

on fake news and its advertising use in digital consumer culture. Visual Review, 17(3), 103–

115. https://doi.org/10.62161/revvisual.v17.5779 

García Sahagún, M. y Fernández-Castrillo, C. (2023). Narrativas interactivas y transmedialidad 

experiencial: resignificación del espacio ficcional aumentado en Originales Movistar+. IC. 

Revista Científica de Información y Comunicación, 20, 101-122. 

https://doi.org/10.12795/IC.2023.I20.04. 

Goncalves, M., Hu, Y., Aliagas, I., & Cerdá, L. M. (2024). Neuromarketing algorithms’ consumer 

privacy and ethical considerations: Challenges and opportunities. Cogent Business & 

Management, 11(1), 2333063. 

Kotler, P. y Keller, K. (2012). Dirección de Marketing. Pearson. 

López-González, J., Freire-Sánchez, A. & Vidal-Mestre, M. (2023). La comunicación no convencional 

de la RSE y los elementos de construcción de la narrativa de marca a través de dos casos 

de estudio: La fageda y la casa de Carlota. Icono 14, 21(1). 

https://doi.org/10.7195/ri14.v21i1.1955 

Luque de Marcos, J., & Baraybar Fernández, A. (2018). Nuevas tendencias en la construcción de 

marcas: una aproximación al storydoing. Revista Prisma Social, (23), 435–458.  

https://revistaprismasocial.es/article/view/2745 

Lyu, D., Manas-Viniegra, L., & Xu, Z. (2025). Visual attention differences toward football stadium’s 

naming rights: an eye tracking study. Asia Pacific Journal of Marketing and Logistics, 37(1), 

189-209. 

Magro-Vela, S., Sánchez-López, P., & Navarro-Sierra, N. (2024). The revolution will be artificial. An 

analysis of ai-generated audio-visual creation. Tripodos, (55), 75–98. 

https://doi.org/10.51698/tripodos.2024.55.05 

Manrique, M. P. (2022). La contaminación visual como afectación del paisaje urbano. REJIE: 

Revista Jurídica de Investigación e Innovación Educativa, (27), 61-100. 

Manterola, C.; Astudillo, P.; Arias, E. & Claros, N. (2013). Systematic reviews of the literature: what 

should be known about them. Cir. Española Journal, 91(3):149-55. 

https://doi.org/10.1016/j.cireng.2013.07.003 

Martin-Ramallal, P., & Ruiz-Mondaza, M. (2024). Realidad virtual y metaversos como canal e 

inspiración de fashion films. Branded content inmersivo y moda. Fotocinema. Revista 

científica de cine y fotografía, (28), 299–327. 

https://doi.org/10.24310/fotocinema.28.2024.17825 

Martín Ramallal, P. (2024). Virtual Reality, Metaverses and Immersive Advertising: Taxonomy for 

a Transmedia Mutualism. Visual Review, 16(5), 163–176. 

https://doi.org/10.62161/revvisual.v16.5319 

Martínez, I.J., Aguado, J.M., & Sánchez, P. del H. (2022). Smart Advertising: Innovación y disrupción 

tecnológica asociadas a la IA en el ecosistema publicitario. Revista Latina de Comunicación 

Social, (80), 69–90. https://doi.org/10.4185/10.4185/RLCS-2022-1693 

Mas, V.J. S., Martín García, A., & Pérez Expósito, S. (2025). Metaverso, Product Placement y 

Publicidad Inmersiva: Nuevas presencias de las marcas en los espacios digitales. Revista 

Prisma Social, (49), 162–188. https://revistaprismasocial.es/article/view/5763 

Meza-Rivera, B.X., Londoño-Muñoz, C., & Arango-Lopera, C.A. (2025). Nuevos perfiles, nuevas 

competencias en comunicación. Una revisión de literatura. Doxa Comunicación. 40, 409-

433. https://doi.org/10.31921/doxacom.n40a2728 

105

https://doi.org/10.62161/revvisual.v17.5779
https://doi.org/10.12795/IC.2023.I20.04
https://doi.org/10.7195/ri14.v21i1.1955
https://revistaprismasocial.es/article/view/2745
https://doi.org/10.51698/tripodos.2024.55.05
https://doi.org/10.1016/j.cireng.2013.07.003
https://doi.org/10.24310/fotocinema.28.2024.17825
https://doi.org/10.62161/revvisual.v16.5319
https://doi.org/10.4185/10.4185/RLCS-2022-1693
https://revistaprismasocial.es/article/view/5763
https://doi.org/10.31921/doxacom.n40a2728


Street Art & Urban Creativity, 12(1), 2026, pp. 89-109 

 

 

Moher, D., Liberati, A., Tetzlaff, J., Altman, DG y PRISMA Group. (2009). Elementos de informe 

preferidos para revisiones sistemáticas y metanálisis: la declaración PRISMA. Annals of 

Internal Medicine, 151(4), 264-269. https://doi.org/10.1016/j.jclinepi.2009.06.005 

Montague, T. (2018). True story. How to combine story and action to transform your business. 

Boston: Harvard Business Review Press. 

Neves, J., & Mendes, L. B. (2025). The intersection of brands and AI: Concepts and technologies. in 

leveraging ai for effective digital relationship marketing-IGI Global, 257-286. 

https://doi.org/10.4018/979-8-3693-5340-0.ch009 

Neves Pereira, M. H., Bezerra de Melo, F. L. N., Jerônimo Soares, A. M., Soares Ferreira, P. B., da 

Silva, M. P., & Morya, E. (2024). Eye-tracking as a physiological correlate of consumer 

behavior: a systematic literature review. REMark: Revista Brasileira de Marketing, 23(1). 

https://doi.org/10.5585/remark.v23i1.23271 

Núñez-Pacheco, R., López-Pérez, B.-E., & Aguaded, I. (2022). Diseño emocional e inmersión en 

videojuegos narrativos. El caso de Detroit: Become Human. Palabra Clave, 25(4), e2543. 

https://doi.org/10.5294/pacla.2022.25.4.3 

Pacheco Rueda, M. (2000). Cuatro décadas de publicidad exterior en España. Editorial Ciencias 

Sociales 

Page, M., McKenzie, J., Bossuyt, P., Boutron, I., Hoffmann, T., Mulrow, C., Shamseer, L., Tetzlaff, J., 

Akl, E., Brennan, S., Chou, R., Glanville, J., Grimshaw, J., Hróbjartsson, A., Lalu, M., Li, T., 

Loder, E., Mayo-Wilson, E., McDonald, S., …Moher, D. (2021). Declaración PRISMA 2020: 

una guía actualizada para la presentación de informes de revisiones sistemáticas. PLOS 

Medicine, 18(3), e1003583. https://doi.org/gjpmcj 

Palomo-Domínguez, I., & Zemlickienė, V. (2022). Evaluation Expediency of Eco-Friendly 

Advertising Formats for Different Generation Based on Spanish Advertising Experts. 

Sustainability, 14(3), 1090. https://doi.org/10.3390/su14031090 

Pardo, C.Y., Gómez, G. (2025). Artificial intelligence and its impact on corporate social 

responsibility. Southern perspective austral. (3), 32. https://doi.org/10.56294/pa202532 

Pasquale III, F.A. (2022). The price of autonomy: liability standards for complementary and 

substitutive medical robotics and Artificial Intelligence. Ius et Praxis, 28(1), 3-19. 

https://dx.doi.org/10.4067/S0718-00122022000100003 

Pedro, J., & Camañez García, G. (2023). Series de televisión y publicidad exterior: vídeo bajo 

demanda en la ciudad contemporánea. Fonseca, Journal of Communication, (26), 303-326 

https://doi.org/10.14201/fjc.31219 

Pérez, F. L., & Labandeira, S. T. (2017). La influencia del diseño exterior del establecimiento 

comercial En La “Venta Libre” de la oficina de farmacia. Revista Galega de Economía, 26(2), 

59-76. https://www.redalyc.org/pdf/391/39152751004.pdf 

Pergelova, A., Prior, D., & Rialp, J. (2008). Eficiencia publicitaria en el sector espanol de 

automóviles: análisis del papel de la publicidad en Internet mediante el uso de técnicas 

DEA y de fronteras estocásticas. Revista Latinoamericana de Administración, (41), 91-108. 

Ramallal, P. M. (2024). Realidad Virtual, Metaversos y Publicidad Inmersiva: Taxonomía para un 

Mutualismo Transmedia. VISUAL REVIEW. International Visual Culture Review/Revista 

Internacional de Cultura Visual, 16(5), 163-176. 

https://doi.org/10.62161/revvisual.v16.5319 

Ramírez, M., Hijar, V.D., Solís, P.A. & Bringas, J.L. (2024). Inteligencia artificial y desarrollo 

sostenible. Visión general y experiencias concretas: Gestión del tráfico, agricultura 

sostenible con IA y gestión de recursos naturales. Clío. Revista de historia, ciencias 

humanas y pensamiento crítico, (8), 290-305. https://doi.org/10.5281/zenodo.12600298 

106

https://doi.org/10.1016/j.jclinepi.2009.06.005
https://doi.org/10.4018/979-8-3693-5340-0.ch009
https://doi.org/10.5585/remark.v23i1.23271
https://doi.org/10.5294/pacla.2022.25.4.3
https://doi.org/gjpmcj
https://doi.org/10.3390/su14031090
https://doi.org/10.56294/pa202532
https://dx.doi.org/10.4067/S0718-00122022000100003
https://doi.org/10.14201/fjc.31219
https://www.redalyc.org/pdf/391/39152751004.pdf
https://doi.org/10.62161/revvisual.v16.5319
https://doi.org/10.5281/zenodo.12600298


Storydoing in Urban Outdoor Advertising 

 

 

 

Rangel, C. (2022). Inteligencia Artificial como aliada en la supervisión de contenidos comerciales 

perjudiciales para menores en Internet. Revista Mediterránea de Comunicación, 13(1), 17–

30. https://doi.org/10.14198/medcom.20749 

Rodríguez-Ríos, A., y Lázaro-Pernias, P. (2021). El storydoing como estrategia publicitaria 

innovadora en la sociedad red. En J. Herrero-Gutiérrez, T. Hidalgo-Marí y A. Bernabéu-

Serrano (Coords.), Comunicación en cuarentena: el cambio mediático en pandemia (59-

66). Alicante: Colección Mundo Digital. https://doi.org/10.14198/MEDCOM/2021/18 

Rodríguez-Ríos, A. y Lázaro Pernias, P. (2023). El storydoing como modelo innovador de 

comunicación publicitaria que favorece una mejora en la sociedad. Revista Latina de 

Comunicación Social, 81, 171-190. https://www.doi.org/10.4185/RLCS-2023-1865 

Rodríguez-Ríos, A. y Lázaro Pernias, P. (2025). Engagement e intención de consumo en anuncios 

storydoing y storytelling para Instagram. Index Comunicación, 15(1), 207-234. 

https://doi.org/10.62008/ixc/15/01Engage 

Rodríguez-Ríos, A., & Lázaro, P. (2025). Experimental comparative study between storytelling and 

storydoing in Facebook advertising, Communication & Society, 38(1), 405-417. 

https://doi.org/10.15581/003.38.1.029 

Rodríguez-Fidalgo, M.I., Paíno-Ambrosio, A., & Ivars Nicolás, B. (2024). A study of high school 

students’ experiences and perceptions of prosocial immersive content. Observatorio 

(OBS*), 18(4). https://doi.org/10.15847/obsOBS18420242462 

Samnani, S., Vaska, M., Ahmed, S. & Turin, T. C. (2017). Review typology: the basic types of reviews 

for synthesizing evidence for the purpose of knowledge translation. J. Coll. Physicians Surg. 

Pak., 27(10):635-41. https://www.jcpsp.pk/archive/2017/Oct2017/10.pdf 

Santos, J. D., Pires, P. B. & Grigoriou, N., 2025, Leveraging AI for Effective Digital Relationship 

Marketing. Santos Santos, J., Pires, P. B. & Grigoriou, N. (eds.). 1st ed. Hershey PA USA: IGI 

Global, p. xv-xx 6 p. Research output: Chapter in Book/Report/Conference proceeding › 

Foreword / Postscript › Other › peer-review 

Sans-Serrano, A., & Freire-Sánchez, A. (2024). Estrategias de marketing más allá de la vida: el caso 

Upload. European Public & Social Innovation Review, 9, 1–18. 

https://doi.org/10.31637/epsir-2024-403 

Sanz, R. B. (2016). Publicidad exterior, vandalismo y contrapublicidad. Algunos casos para el 

análisis. Opción, 32(11), 34-53. 

Solís, F. M. (2016). La metáfora visual, elemento comunicador de las marcas en la publicidad 

exterior. Prisma Social, (17), 116-139. 

Surhone, L.M. & Timpledon, M.T. (2010). Out-of-home advertising. London: Beta Script Publishing. 

Terrones, A. L. (2022). Ética para la inteligencia artificial sostenible. Arbor, 198(806), a683. 

https://doi.org/10.3989/arbor.2022.806013 

Torres-Martín, J.-L., Pérez-Ordóñez, C., Castro, A., & Villena-Alarcón, E. (2025). Compras en el 

metaverso: un estudio exploratorio de las tiendas de moda. Revista Internacional de 

Cultura Visual Revista, 17(2), 1–17. https://doi.org/10.62161/revvisual.v17.5383 

Torres Sáez, A., Monteagudo, L. & Sánchez, I. (2025). Artificial Intelligence on social media: Impact 

on audiovisual production and digital metrics. Visual Review, 17(3), 21–32. 

https://doi.org/10.62161/revvisual.v17.5782 

Torres-Zamudio, M., González-Castro, Y., & Manzano-Durán, O. (2021). Elementos metodológicos 

para diseñar marca ciudad a partir de la teoría fundamentada. Cuadernos de Gestión, 21(1), 

125–134. https://doi.org/10.5295/cdg.191093mt1 

Ubillús, J. A. T., Ladera-Castañeda, M., Pacherres, C. A. A., Pacherres, M. Ángel A., & Saavedra, C. L. 

I. (2023). Artificial intelligence to reduce misleading publications on social networks. EAI 

107

https://doi.org/10.14198/medcom.20749
https://doi.org/10.14198/MEDCOM/2021/18
https://www.doi.org/10.4185/RLCS-2023-1865
https://doi.org/10.62008/ixc/15/01Engage
https://doi.org/10.15581/003.38.1.029
https://doi.org/10.15847/obsOBS18420242462
https://www.jcpsp.pk/archive/2017/Oct2017/10.pdf
https://doi.org/10.31637/epsir-2024-403
https://doi.org/10.3989/arbor.2022.806013
https://doi.org/10.62161/revvisual.v17.5383
https://doi.org/10.62161/revvisual.v17.5782
https://doi.org/10.5295/cdg.191093mt1


Street Art & Urban Creativity, 12(1), 2026, pp. 89-109 

 

 

Endorsed Transactions on Scalable Information Systems, 10(6). 

https://doi.org/10.4108/eetsis.3894 

Vern, B. & Richards, G. (2020) Event experiences: measurement and meaning, Journal of policy 

research in tourism, leisure and events, 12(3), 277-292. 

https://doi.org/10.1080/19407963.2020.1820146 

Viveros-Álvarez, J. S. (2022). La inteligencia artificial y la responsabilidad internacional de los 

estados. Estudios en Derecho a la Información, 1(14), 83–105. 

https://doi.org/10.22201/iij.25940082e.2022.14.16894 

Yang, T. (2025). Oportunidades y desafíos para mejorar con inteligencia artificial la contabilidad 

y los reportes de Responsabilidad Social Empresarial: perspectivas desde el mapeo 

científico. Revista de Contabilidad, 28(2), 234–250. 

https://doi.org/10.6018/rcsar.584771

 

 

108

https://doi.org/10.4108/eetsis.3894
https://doi.org/10.1080/19407963.2020.1820146
https://doi.org/10.22201/iij.25940082e.2022.14.16894
https://doi.org/10.6018/rcsar.584771



