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Abstract
Augmented reality has inaugurated new developments that enable the creation of content of various
kinds. Based on the case study methodology, the work analyzes 10 successful experiences of using
augmented reality linked to television, the press and digital media. The investigation concludes that
the use of augmented reality without a journalistic purpose can harm the media.

Resumen
La realidad aumentada ha inaugurado nuevos desarrollos que posibilitan la creación de contenidos
de diversa índole. A partir de la metodología del estudio de caso, el trabajo analiza 10 experiencias
de éxito de uso de la realidad aumentada vinculadas con la televisión, la prensa y los cibermedios.
La investigación concluye que el uso de la realidad aumentada sin una finalidad periodística puede
perjudicar a los medios.
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With the intention of innovating, media companies are constantly searching for
professionals, software, or equipment that can compete in speed and quality with the
information that moves on the internet. By enriching journalistic publications with elements
of Augmented Reality (AR), they seek to create greater interaction with the audience, the
content and improve the perception of journalistic topics.
According to Amy Webb, in the 2019 Tech Trends Report document written for
Future Today Institute, “mixed reality, also known as extended reality, is the field of digitally
generated, enhanced or manipulated environments that encompasses Virtual Reality and
Augmented Reality experienced through a device used in the head (Head-Mounted Device)
or through mobile devices, mixed reality has become increasingly present in contemporary
consciousness over the past decade. In 2019 we will see the mixed reality more deeply
intertwined in various industries and in new commercially viable applications.”(Webb, 2019)
The concept of Augmented Reality refers to the superposition, in real time, of
images, markers or information generated virtually on real-world images. Physical reality is
perceived by the five senses in the human being: hearing, smell, taste, vision and touch.
Augmented Reality aims to complement this sensory perception of the world with digital
elements that we can consume through our technological devices (Telefónica, 2011).
This tool allows to create new media by making significant connections between
virtual content and the surrounding real environment, generating experiences where the
power comes from the connection and not only from the virtual or real world (Azuma,
2017b). The characteristics described are of value when it comes to generating journalistic
content, so in this work we try to explore the possibilities that Augmented Reality has when
it comes to informing in an increasingly digital world.
According to Parra (2017), This combination of the real and the virtual is what
differentiates it from virtual reality, which focuses exclusively on a non-real environment
despite managing real-looking objects and scenarios in which the user has the feeling of
being immersed in through one or several external devices such as glasses, helmets, gloves
and even special suits.
To Alex Kipman, creator of the Kinect and HoloLens, Augmented Reality has its
greatest potential in communication “I believe that communication essentially defines
a secular trend in computer science. It happens, that sooner it is not innovation in
communication that transforms things. From slow mail to real mail, from there to messages,
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1. Introduction: Augmented Reality applied
to Journalism
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text messages, to Snapchat. It’s like going from video to teleportation.” (Stein and Sherr,
2019). For Azuma (2017b), Augmented Reality has greater long-term potential than other
types of mixed realities because it allows the user to interact and understand the real
world better. This allows users to connect with people, places and nearby objects instead of
isolating them from the surrounding environment.
As Parra (2017) describes, in 1998 the first edition of the IWAR (International
Workshop for Augmented Reality) is held, which brings together researchers and scientists,
technology developers, device manufacturers and suppliers of products and services from
around the world. After two editions (2000 and 2001) in which it was known by the acronym
ISAR (International Symposium on Augmented Reality), from 2002 it was renamed ISMAR
(International Symposium on Mixed and Augmented Reality) and began to integrate, in
addition to the sectors previously indicated, to telecommunications operators, vertical
application developers, content providers and representatives of the artistic world.
This system has the potential to replace the screens by popularizing the use of
wearable devices, however, there are still technical and experiential advances that allow this
change. The development of attractive experiences to solve image, optical and visualization
problems that improve the use of this technology in different fields of application should
be encouraged. (Azuma, 2017b). Given the above, the possibility of starting to create
journalistic content using this technology would be of great contribution when it comes to
improving and strengthening the use of Augmented Reality in all areas.

2. A look at technology: Augmented Reality
and Journalism
According to the taxonomy presented by the engineers Milgram and Kishino
(1994), the concept of “virtual continuum” refers to the mixture of classes of objects
presented in an exhibition situation, where real environments are shown at one end of the
continuum and virtual environments are at the opposite end. See Figure 1. In accordance
with what is proposed by the authors at the corresponding end called the real environment
is the content that is composed only of real objects, even when they are shown through a
screen. In the opposite side there are environments that consist solely of virtual objects, for
example, computer generated simulation graphics.
According to Figure 1, proposed by Milgram and Kishino (1994), the way to
understand Mixed Reality environments is to take into account that they are those in which
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FIGURE 1

Simplified representation of the virtual continuum. Source: Milgram and
Kishino, 1994

MIXED REALITY (MR)
REAL
ENVIRONMENT

AUGMENTED
REALITY (AR)

AUGMENTED
VIRTUALITY (AV)

VIRTUAL
ENVIRONMENT

VIRTUALITY CONTINUUM (VC)

According to the proposed taxonomy there are several kinds of existing hybrid
deployments. The environments that can be considered as Mixed Reality interfaces are:
1.

“Window-on-the-world” (WoW) display, in which computer-generated images
are superimposed electronically or digitally and viewed through a monitor. An
example of this would be the chroma-key.

2.

There is a visualization of computer -generated images superimposed
electronically or digitally, but they are observed on monitors or immersive devices
used in the head - head mounted displays (HMD’s) -.

3.

Monitors or immersive devices used in the head (HMD’s) with the ability to see
through them, in which computer-generated graphics can be superimposed,
using mirrors, on real-world scenes that can be seen directly.

4.

Immersive monitors used on the head with the ability to see through them, but
video is used, instead of optical, observing the outside world. The difference
between class 2 and class 4 is that with class 4 the world must be seen
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real environments and virtual environments are presented together, in a single device, at
any point of the virtual continuum.

IC – Revista Científica de Información y Comunicación 17 (2020) [pp. 437-455]

PERSPECTIVAS

442

Santiago Tejedor Calvo / Natalia Cardona / Laura Cervi

IC – Revista Científica de Información y Comunicación 17 (2020) [pp. 437-455]

orthotically (correct proportions) with the immediate real world, creating a
transparent video system. Analogous to the optical display of class 3.
5.

Fully graphic viewing environments, whether fully immersive, partially immersive
or otherwise, to which real video is added.

6.

Fully graphic, but partially immersive environments in which real physical objects
in the user’s environment play a role in - or interfere with the computer generated
scene. For example, reach and grab a digital object with your own hand.

E-ISSN: 2173-1071

Considering the above classification, we can then say that the concept of
Augmented Reality refers to any case in which a real environment is complemented by
means of computer-generated virtual objects. (Milgram and Kishino, 1994).
For Azuma (1997a), the concept of Augmented Reality is defined from the
following conception “to avoid limiting Augmented Reality to specific technologies, this
article defines AR as systems that have the following three properties: 1) It combines the
real and the virtual. 2) Interactive and in real time. 3) Registered in 3D”. In the article A
survey of Augmented Reality, published by Ronald Azuma (1997a) the basic characteristics
of Augmented Reality systems are described. Focused on creating increased content
through optical or video technology. The characteristics stated by the author are:
1.

Augmentation: Augmented Reality has the potential to add digital objects or hide
real user objects, it has focused on adding objects to real environments, although
objects can also be removed, as has been done for example in film productions.
It can be applied to all senses; it must not necessarily be focused on sight. It
can be extended to include sound by means of audio devices that combine 3D
synthetic sound with real sounds taken from the real environment, this could
allow selectively canceling sounds that come from the user’s environment.

2.

Optic or video: When developing an AR system, the elements to be used must
be considered to achieve the objective of combining real and virtual elements.
To achieve this effect, optical or video technologies are used. The immersive
monitor devices used in the head with the ability to see through them are the
option chosen for the sample and consumption of RA contents because they
allow user interaction with the real world by superimposing virtual objects.
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Focus and contrast: The focus and contrast of objects created for RA present
several challenges. In order to have a good focus on the objects it is necessary
that the computer that processes the information takes into account the depth
of field. In the case the contrast must be taken into account that the human eye
has a high capacity to differentiate and adapt to different ranges of light, so that
the vision of the real and virtual world must be compressed in the dynamic range
of the device through which it is accessed at the information.

4.

Portability: For Augmented Reality applications to work in an integrated manner
with the environment, they must maintain the information taking into account
that the user can move through wide spaces, in uncontrolled environments.

For the correct operation of Augmented Reality systems, three basic subsystems
are required. First, there is the scene generator, which provides the virtual objects or
information. Then, display device, where the contents will be consumed. Finally, monitoring
and detection, to access the contents from the points where an activator is required.
According to Prendes (2015), levels can be understood to measure the complexity of the
technologies involved in the development of RA systems, at a higher level the possibilities
of application increase.
Level 0: Physical world hyper linking. Use barcodes, 2D codes (such as QR), or image
recognition. At this level the codes are hyperlinks to other content, there is no 3D
registration or bookmark tracking.
Level 1: Marker based AR. It is configured from the recognition of 2D patterns or
recognition of 3D objects.
Level 2: Markerless AR. Its operation is based through the use of GPS, compass or
accelerometer of electronic devices in a way that determines the situation
and orientation and superimpose the points of interest with the images of the
real world.
Level 3: Augmented vision. The moment the RA becomes an augmented vision, it
becomes an immersive experience. Becoming something more relevant,
contextual and personal.
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Level 04: As quoted in Prendes (2015), Rice talks about a Level 4 where we will end up
using contact lens displays and/or direct interfaces to the optic nerve and the
brain. At this point, multiple realities will collide, mix and end with Matrix.
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When talking about current journalism we observe the multiplicity of opinions
and theoretical aspects that seek to define the interaction and changes in the practice
of the trade since the arrival of the internet and the technologies that accompany it. For
Tejedor (2006), the first time a computer is used in journalistic writing is done in 1963, the
Daily Oklahoma uses the IBM 1620 computer to compose its March 5 publication. From
this moment the computer gains prominence progressively until it becomes essential today.
The author describes the digitalization of the layout process from the use of a computer
as a first step towards the journalistic practice we know today, but it was the arrival of
the Internet that caused the greatest changes in the dynamics of the trade. Printing and
distribution jobs disappear, dissemination is done through telematic networks and content
is consumed through screens. Journalism undergoes a fundamental transformation and
must rethink its processes in the new digital era. For Larrondo (2016), the journalistic
narrative seeks to approach the creation of transmedia content, implying the need for
journalism to experiment in conception of content for the web. This process occurs in the
context of the digitalization of the media and the emergence of cyber journalism.
As a storytelling tool, journalism is continually encouraged to apply changes
in the way of telling and consuming stories, although it may be asked whether these
developments are as such and if they manage to modify not only the form, but also in
the background, the narrative practices already known, justifying the use of new labels
(Domínguez, 2012). As Carmen Peñafiel (2016) states, the digital elements have integrated
the essential elements of online communication: hypertextual content, audiovisual tools,
the paradigm of immediacy from mobile media to learn about real-time information and
social networks that allow sharing and disseminating information efficiently. From there,
everything translates into a combination of elements to enrich the contents and feedback
the communication. On the other hand, current journalism also stands out for its speed
and instantaneity in the dissemination of messages. For López and Pereira (2010), the
narrative and content convergence, facilitated by technology, has been supported within
the communicative companies by various processes of parallel confluence in the strategic
and professional scope.
When looking to the future, the authors (López and Pereira, 2016) refer to the use
of screenless technologies as the next step in the evolution of technological devices, which
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3. Augmented Reality applied to digital journalism
Digital journalism is a commitment to the future that responds to the need of
readers, listeners, viewers and users to receive information from different media and in
different ways. The demand for audiovisual content is growing, a perspective that is still
valid because the number of Internet users increases every day, as does the consumption
of videos and audios through the digital media that are still on the rise; It is increasingly
common to hear about the news through formats that record in real time or immediately the
events such as Streaming, Facebook Live, Twitter or any other application or social network.
For Martinchuk (2010), it is not a passing fad, but a new way of working, where genders
have lost their borders to create a single distribution center as a result of new technologies,
the Internet and the convergence of media.
The way the journalist works is changing. The media digitize processes, workflows,
and publishing systems are replaced by content managers that separate information from
the format in which it is presented. They can be accessed through the Internet and, therefore,
from anywhere in the world. We exercise the power of instant and globalized communication
and a language, visual language, which exceeds both the written and the spoken word. This
visual language has no borders. It does not need translation. It is not subject to corporate
support. It is one of the most powerful tools of our time as stated by Gentile (2015).

4. Method
After a deep literature review on possibilities of use of Augmented Reality for
journalism, the study uses a methodological approach based on case study of ten cases,
carried out from an intentional non-probabilistic sampling technique (Otzen & Manterola,
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relates to the obligation of journalists to rethink content to adapt to these New formats
of content consumption. Journalism should aim to create content in the following years
with personalization, updating, adaptation to audience segmentation, exploitation of the
potential of mobile technologies and the search for new formats (Peñafiel, 2016).
For Machado and Gadini (2018), current journalism must focus on content
innovation, so professional profiles must adapt to content creation taking into account the
predominant digital ecosystem today.
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2017). The purpose of this study was to identify possibilities of using Augmented Reality
applied to the creation of journalistic content. And seek to answer the following questions:
1) What are the characteristics of Augmented Reality? 2) Which are the uses of Augmented
Reality applied to journalism? 3) Which are the new ways of applying Augmented Reality
in digital journalism? Regarding the last question, this study tried to answer aspects
related to the potential use cases of Augmented Reality in digital journalism, as well as the
possibilities of implementing this technology in different media platforms.
The present research was based on the qualitative paradigm, which focuses
on understanding and deepening the social phenomena, investigated through the eyes of
the participants in a natural environment and related to the context in which it operates,
considering their opinions, perspectives, meanings, and experiences, that is, the way
in which participants subjectively perceive their reality. This research was carried out in
an exploratory, documentary, descriptive and qualitative manner, through the review of
existing literature on multimedia journalism, transmedia narratives and information and
communication technologies in the context of the application of Augmented Reality.
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5. Data collection instruments
A case study is a methodological approach that allows studying the singular,
the particular, the exclusive. The purpose of this is to investigate the uniqueness of an
experience, to understand the distinctive nature of a particular case. The qualitative case
study assesses the multiple perspectives of the interested parties, the observation in
circumstances that occur naturally (Simons, 2011).
It is a technique that allows the collection and detailed interpretation of all
possible information about an individual, institution, company or movement. You can use
tests in which questions designed to know the entity under study are used (Reyes, 1999).
The case study type used in this investigation attempts to draw conclusions from
a limited number of cases. And the technique applied is exploratory, whose results can
be used to formulate more precise research questions or hypotheses; descriptive, which
reviews what happened; and explanatory, which facilitates the interpretation of strategies
and processes (Reyes, 1999).
For the analysis of the experience, two types of files were created: The technical
aspects of the experience are described in Table 1 and used as a catalog. And, Table 2
describes the journalistic and Augmented Reality elements that are part of the experience.
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6. Case studies
The sample intentionally brings together examples of various media where
Augmented Reality was used: four use cases on television, the 2009 data visualization in
200 countries, 200 years, 4 minutes from Hans Rosling for BBC Four; the live broadcast
of Giants vs. Cowboys 2016 football game on Fox Sports; a 2018 informative of spanish
media corporation atresmedia, on housing issues in Spain; and the 2018 recreation
of consequences from Hurricane Florence on The Weather Channel. Three use cases in
magazines, Esquire 2009 Augmented Reality Issue, publication focused on the male
audience, W Magazine 2017 Beyond the Page Issue, fashion publication focused on the
female audience, and TIME Magazine 2018 The Optimists Issue, focused on the analysis of
current affairs. Two experiences on web platforms, The spaceship Cassini by Quartz published
in 2017, and the Winter Olympic Games reportage published by The New York Times in
2018; Lastly the immersive experience, The enemy, interview project of the journalist Karim
Ben Khelifa published in 2017.

E-ISSN: 2173-1071

The categories used for the analysis include the identification of the Augmented
Reality Level proposed by Prendes (2015) the capture device describes the devices to access
the experience and its visualization. The Multimedia category describes the different media
used by the analysis piece, that is video, audio, photography, animation or other media.
The Interaction Level describes the possibilities that the user has to relate to
the experience, what is their role in relation to the content they consume. The interactivity
levels are classified according to the USDOD (1999) in Level I or Passive, the user acts
as a simple receiver of information. You can read the text on the screen, as well as view
graphics or images. You can interact simply by using the navigation buttons to scroll forward
or backward through the program, or you can navigate through hypertext links.
Level II or Limited Interaction, the user can give simple answers according to the
instructions of the instruction. Level III or complex interaction, the user performs multiple
and varied actions as responses to the instructions. It allows the entry of text boxes and the
manipulation of graphic objects to test the evaluation of the information presented. Level
IV or Real-time Interaction, The user participates in a simulation that accurately reflects the
work situation.
Finally, the Genre category describes the structure of the information provided by
the experience according to different journalistic genres.
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6.1. Television use cases
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The first case, 200 countries, 200 years, 4 minutes from Hans Rosling for BBC
Four depicts a visual representation of data statistics, from 1810 to 2009, relating the
variables of income per person, country and life expectancy (starting at 25 to 75 years old).
An Augmented Reality bubble chart to display the information and the data animation is
made in real time as described by the journalist. Context and interpretation on the meaning
of the statistics is made by the journalist in charge, Hans Rosling.
This content fall into a Level I Augmented Reality level, markers on the television
set were used to display the information. The Level I of interaction makes the viewer a
simple receiver of the 3D displayed contents and has no possibility of interaction with
the information. The content was intended to be consumed on a television screen, and
it belongs to the infographic genre. For the second use case, Giants vs. Cowboys 2016
football game on Fox Sports displayed a 3D banner on the playing field, it showed the most
relevant statistics of the game such as: plays, yards runs, time of possession of the ball and
score of the team. It also compared the size of the field marshals and quarterbacks, as well
as personal statistics for each. The sports journalists describe and interpret the displayed
information, but are not present on the screen, unlike the previous case. The content is also
a Level I Augmented Reality as the markers on the footfield are the guides to display the
content, Level I of interaction as it doesn’t allow the viewer to interact with the information.
The content was intended to be consumed on a television device, and it belongs to the
sports coverage genre.
The third case, atresmedia Augmented Reality news product was presented in
September 2018, the content titles “Housing issues” displayed on the screen a 3D model
of a building allocated in El Retiro neighborhood in Madrid (Spain), the 3D visualization
showed the interior of one of the apartments depicting the measurements complemented
by information on the scale and size.
Journalists take the role of describing the context of the presented information
and reflecting on the price ratio of the homes. The content falls into the Level I category of
Augmented Reality as it uses the television set as a marker to display the model, and Level
I of interaction as it doesn’t allow the viewer to interact with the content beyond the screen,
the content was intended to be consumed on a television device or mobile phone screen,
and it belongs to the news genre.
The last television case, Hurricane Florence 2018 Weather Channel coverage,
depicted the flood levels that could be reached by the hitting of Hurricane Florence in
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6.2. Printed magazines use cases
Esquire’s 2009 Augmented Reality Issue was the first attempt of the printed media
to use the Augmented Reality technology to create innovative content, trying to display an
array of contents varying from an interactive cover set of videos to 2D and 3D animation.
The content belongs to the Level 0 category of Augmented Reality as it depends
on the QR markers to activate the content, it falls into a Level II category of interaction
because although it’s limited the user can follow simple commands to change contents
or display new ones. The content was intended to be consumed on a laptop or personal
computer with a webcam. We found multiple genres entertainment video and publicity, but
only one related to journalism a photo essay.
W Magazine Beyond the Page 2017 Issue includes and interactive photograph
on the cover, which displayed a set of videos. Content activated through a number of
photographs on the inside pages and a digital collage.
The content belongs to a Level I Augmented Reality because it uses the 2D
photographs to activate and display the contents. It falls into a Level II category of interaction
because it lets the user decide how to consume the content on the cover, presented as
a series of video stories, it also gives the ability to follow commands in order to change
contents or display new ones. Unlike the previous case the content was intended to be
consumed on a mobile phone which shows the change in devices from the first use case
to this one. The content is mostly advertising or audiovisual, with just a genre of journalism
cultural coverage on a photo essay from Damien Hirst’s Art House.
TIME Magazine 2018 The Optimists Issue, displays a 2D video-animation on the
cover narrating which is going to be the central reportage of the Magazine addressing the topic
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North Carolina (USA) were represented in an immersive 3D-screen which could displayed a
real-life-size model of a neighborhood. There’s a representation of the possible scenarios of
having a rise of 3, 6 and 9 cubic feet rise of water.
Although the content has an immersive feature that differentiates it from those
previously described the information still depends on a marker (in this case the screen)
to be activated, falling once again into the Level I category of Augmented Reality. There is
also still a Level I of interaction even though the representation gives more graphic context
than the previous cases, it still doesn’t allow the viewer to relate to it other than through a
television device or mobile phone screen. It belongs to the news genre.
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of child mortality rates in Ethiopia from under age 5 children. There’s also infographic content
about the gender equality topic and animations explaining the concept of gender gap.
The content belongs to a Level I Augmented Reality because it uses photographs
or specific markers to activate and display the contents. A Level I interaction with the user
where only information is displayed but the viewer is not allowed to interact with it. The
content was intended to be consumed on a mobile phone. Even though the Augmented
Reality and interaction level are basic in the magazine we found various journalistics genres
such as a reportage, infographic and opinion.

6.3. Web platform use cases
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For the Spaceship Cassini reportage from Quartz published in 2017, the content
displays a 3D representation of the Cassini spacecraft that allows the user to interact with
the ship by zooming in or out, allowing to range from original size to smaller sizes, context
information is given at the bottom of the screen explaining the different stages and mission
of the project.
The content belongs to a Level II of Augmented Reality displaying the content
without the need of a marker but through the use of GPS, compass or accelerometer on
electronic devices so the situation and orientation serves as reference points to overlap
the information of interest with the images of the real world. A Level II of interaction where
the user has the possibility to observe from various angles the 3D model allowing its
manipulation in order to evaluate the presented contextual information. The content was
intended to be consumed through the mobile application from Quartz. It belongs to the
reportage genre even though the information about the project is very precise and doesn’t
dive in much into details.
The Augmented Reality: Four of the Best Olympians, as You’ve Never Seen Them
reportage published by The New York Times in 2018, displays 3D models from four athletes
competing at the Pyeongchang Winter Olympic Games 2018. The article is presented as
a written text complemented by Augmented Reality content, it gives a visual display of
movements from American Team skater, Nathan Chen; American speed skater J.R. Celski;
American Hockey Team goalkeeper Alex Rigsby; and Austrian snowboarder, Anna Gasser.
The models show a number of pirouettes and techniques used by the athletes in order to
stand out from their competition. The movements of the athletes are described, and this
information is complemented with relevant statistics and abilities profile.
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There’s a Level II of Augmented Reality, where the contents, as in the previous
case, are displayed through the use of the electronics’ GPS, compass or accelerometer. It falls
into the Level II interaction category where the user can interact and observe from different
angles the animated models of the athletes. The content was intended to be consumed as an
Augmented Reality experience through a mobile device, but it can also be viewed on the web
platform of the media company. The genre to which it belongs is sports reportage.
Last, The Enemy experience is a journalistic work but it’s difficult to situate it as
it is both a content and a platform of its own through its mobile device application. The
project contents are an array of information from description of conflicts and locations to
interviews from different armed conflicts with the Maras gangs in Salvador, in the Democratic
Republic of the Congo, and in Israel and Palestine. Each location displays two interviews
from opposite sides of the conflict, there are 3D models of the subjects that simulate a real
conversation with the user. It also has an interactive map in which it can be observed the
number of meetings (interactions) that have been generated from the initiative.
There’s a Level II of Augmented Reality, as it doesn’t need a marker to display the
content but the electronic device features. It falls into the Level II interaction category as it
simulates a real-life interview with the sources but the map toll does not allow interaction
beyond data visualization. The content was intended to be consumed on a mobile device or
Head-Mounted device, which shows an intention of creating content for other consumption
devices not seen on the previous cases. It belongs to the genre of reportage and interview.
According to the results of the analysis of the specific cases Augmented Reality
has great potential to create more interactive journalistic content on digital platforms. On
web-based media or large media applications news such as the New York Times, Quartz,
W Magazine or The Enemy experience the interactive contribution that Augmented Reality
offers to the contents is observed once published, allowing consumers to navigate in a
closer way the information and to visualize data through digital images.
In the case of Esquire magazine, being one of the pioneers in content creation of
this type the level of interactivity with the user is low, also in the experience created by TIME
magazine, despite having significant differences in publication time, this shows a lack of
experience in technology use as well as difficulties to relate to the audience needs.
Likewise, in experiences created for television formats such as Fox’s NFL
broadcast, Florence Hurricane of The Weather Channel and Hans Rosling’s 200 Countries,
200 years, 4 Minutes of BBC4, the content does not allow the user the ability to relate to
it or interact in any way, even though are the cases where the use of technology shows its
greatest potential.
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In other cases such as W Magazine, there are advances in the relationship
between the consumer and the content, by making interactive pieces - overlapping videos
in which you choose the order of visualization - it begins to give the viewer the ability to
create their own content consumption.
For the cases of Winter Olympics of the New York Times and Cassini Spacecraft
of Quartz a significant advance is made in user interaction by superimposing the digital
contents in real environments from 3D models.
Which finally brings us to the last case, The Enemy by Karim Ben Khelifa as an
experience that increases the level of interactivity from the content in interview format
created for the user. Thus, we observe that as the popularity of implementation of Augmented
Reality in the media grows the content creation for other consumption devices grows, and
will prospectively follow the path of other previously adopted technologies.

7. Conclusions
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Despite the actual high costs of creating experiences in Augmented Reality the
experts in the field do not see this obstacle as major for the development of this type of
content. The different platforms adopt it in spite of this. This is an enterprise that involves
multiple areas of knowledge and a technical effort for which it is not yet developed in the
field of journalism. The uses given to Augmented Reality experiences on media platforms
are currently marked by the need to innovate, which could lead to a misconception about
the potential of this technology.
It was found that for cases in which the written concepts are abstract, the
visual representation of superimposed digital objects in the real world is a tool useful that
brings depth and context to words. Augmented Reality should be a meeting point between
technology and reality, superimposing digital information across devices opens a range of
possibilities in information, entertainment and art, as found from the analysed cases. There
is no single way to create this augmented information, as the different projects show a
range of content varying from video and photography, to 2D and 3D objects. It is necessary
to highlight that, although there is not a single format for the creation of this content, the
observed trend runs towards 3D representation of information displayed with the aim of
bringing reality closer through digital content.
From the analyses is possible to conclude that there is a need to conceive
the Augmented Reality contents as tools that allow the users access to information that
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