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In Unfaking News, Radl Magallon exposes the reality of fake news by studying the response
toitas well as to misinformation, post-truth, alternative facts, echo chambers, information
bubbles, clickbait or content farms. He also insists on upholding the connection between
those concepts, for they are all influencing factors in diverse sectors, as political choices,
political discourses, social behaviour, etcetera.

Throughout this book, Ratl Magallén unveils a guideline for companies that try to under-
stand the big data, such as Facebook or Google, and how they are influencing, and maybe
manipulating information. This book also approaches the fact that some platforms, such
as WhatsApp, have become comfortable, almost as a safehouse, for fake news to reside
and grow. This, obviously, influenced by the sort of information made available, which is
exactly what the author proposes us to ponder upon.

However, the dark side is not only the very concept of ‘fake’, but that it also brings
income for these platforms, making it even harder to fight. Since income makes economy
and economy is a milestone for politics, the author makes sure we understand how this
phenomenon is affecting our perception of the political discourse itself.

Then comes the problem that could be the solution: GDPR. This control measure, due
to the dimension fake news have achieved, is a challenging task to perform. An interna-
tional legislation abiding to the rights of all people is a heavy burden to carry and a com-
plex institution to constitute.

Raul Magallén Rosa is a professor at the Department of Audiovisual Journalism and
Communication at the University Carlos |1l of Madrid (Spain), where he is part of the investi-
gation group for Journalism and social analysis: evolution, effects and tendencies (PASEET).
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“Communication, Media and Creative Industries in the Digital Era” is part of the Integrated
Project of Mentorship, Entrepreneurship and Business Models of Digital Edition— PIMENED,
which is a project of knowledge transfer, resulting in several articles/studies on the state
of communication and creative industries as fields “conquered” by digital media. These
articles/studies were made either autonomously or in partnership with, for instance,
the International Media Management Academica Association (IMMAA), the Associagao
Portuguesa de Imprensa (API) and the Latin American Rede Internacional de Investigacion
da Xestién da Comunicacién (XESCOM).

For the past 20 years, we have seen a profound transformation in journalism and com-
munication. This is due to the digital favouring media as opposed to telecommunication.
We’ve seen the many information platforms become one as they converge instead of com-
peting. We’ve seen an uniformization of sorts to what concerns information, therefore,
journalism and communication become subject and pressured by this digital convergence.

The same happens in creative industries, where the digital has facilitated access to
content and any kind of creative production, turning sustainability of the companies which
provide these contents a heavy subject to keep.

This is why the investigators in this book have made their studies in order to consider
how these sectors can benefit from the digital, which is, in fact, the future. How to make
digital profitable and keep communicators and creatives on the loop, as well as the dis-
tribution and producing companies. All analyses are, therefore, based upon the four axes,
which are crucial to the good regulation of media and communication: business models;
the relationship with entrepreneurship and value creation; the media as a communication
and marketing support; the media as vehicles for journalistic productions.

This book includes 13 articles based on the consequence of the digital integration of
media, approach many inevitable aspects such as digital privacy, the influence of new
media in political communication, communication strategies in the creative industry,
digital advertising, media innovation, and many other topics.

These articles are written by names like Castulus Kolo, Philippe Whallez, Miguel Crespo,
Xiao Zhou, and others.

“Communication, Media and Creative Industries in the Digital Era” was organized by
the experts in the communication field, Paulo Faustino, Ivan Puentes and Francisco Belda.
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This book, coordinated by Paulo Faustino, Carla Martins, Ivan Puentes and Francisco
Belda—experienced investigators and doctorates in the field of communication—follows
the same line as “Communication, media and creative industries in the digital era”, coor-
dinated by Paulo Faustino, lvan Puentes and Francisco Belda, published in 2019.

“Comunicacién, Medios e Industrias Creativas en la Era Digital” is composed with a
series of articles derived from the initiatives taken by the Red Internacional de Investigacion
de Gestion de la Comunicacién, XESCOM. Based on it, several investigators gathered in
teams, and some individually, to present us their many perspectives on the way media has
become associated to creative industries, and analyse it from under four pillars: business
models; the relationship with entrepreneurship and value creation; the media as a com-
munication and marketing support; the media as vehicles for journalistic productions.

We have clearly entered in a digital era, there is no doubt anymore. And the digital
media has paved its way into communication just as it has into creative industries. This
makes the reevaluation and, perhaps, reconstruction of these sectors’ structures—as dis-
tribution, marketing and business models—imperative, so the economy of companies in
these sectors becomes or remains sustainable. It is the awareness of this scenario that
has made the many experts who authored this book’s articles analyse the most pertinent
aspects to regulate.

In total, there are 25 articles coming from different geographies, hence diversifying
the approaches on the matter of media in creative industries. Overall, it comprises sub-
jects such as the use of marketing as a tool for positioning in the market; the impact of
messages conveyed on society; the study of consumer behaviour in the interest of the
market; how social networks influence behaviours, either socio-political or consumer
behaviours; and the adaptation of journalism and creative industries, such as cinema and
theatre, to the digital.

These articles are headed by names like Eva Sanchez-Amboage, Pablo Quezada
Sarmiento, Marise Berta de Souza, José Umbelino Brasil, Pablo Diaz-Morilla, Javier Sanz-
Aznar, among many others, equally renowned.












