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ABSTRACT – This study explores the use of augmented reality (AR) on Spain’s national 
public broadcaster, Televisión Española (TVE), focusing on the news coverage of the two 
Spanish general elections in April and November 2019. The study uses a methodology 
that combines quantitative techniques (content analysis using a rubric created ad hoc on 
a sample of 42 AR images) and qualitative methods (literature review). The position of 
AR as a centerpiece of the studio set design is also conveyed in the narrative discourse, 
reflecting the high level of importance given to this technology by TVE. Beyond the 
specific events of each election day, the informational and facilitating functions of 
AR predominate. In view of the advantages offered by this technology, the television 
broadcaster has recently started moving towards full integration of a virtual set design.
Key words: Augmented reality. Elections. Television. Technological innovation. Political 
communication.
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1 Introduction

Traditional media outlets have begun exploring new ways of 

producing and broadcasting their news content. One of these new 

options is augmented reality (AR), the focus of this study, which not 

only facilitates the presentation of facts in a more visual way but also 

reinforces the media-audience relationship. This technology, which 

straddles the line between physical reality and virtual reality (Sánchez 

García, 2019, p. 19), maintains its connection with the real-world 

environment. And it is that connection that allows its integration into 

the set design to support the presenter’s reporting of the news.

Although print media outlets were the first to start using AR 

to offer their readers new narrative possibilities, current initiatives 
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by public television networks to integrate it into their programming 

are turning this media format into an interesting object of study. 

Moreover, according to the Spanish Media Research Agency’s Estudio 

General de Medios (AIMC, 2019), the small screen still plays a 

hegemonic role in the daily media consumption of the Spanish (85%), 

ahead of the internet (81%), radio (56%) and newspapers (20%). 

Elections constitute one of the news events for which the 

advantages of this technology have been exploited the most by 

television networks, which began using them a decade ago to convey 

the continuous flow of data generated in real-time more intuitively. As 

a result, it is an increasingly common feature of news programming 

on television networks at both the national level (RTVE, Antena 3, La 

Sexta) and the regional level (TVE, EITB, Telemadrid, TV3, RTVC). This 

study focuses on TVE1, the first channel operated by Spain’s national 

public broadcaster, Televisión Española (TVE), and more specifically 

on the use of this technology in the coverage of the country’s two 

general elections on April 28 (28-A) and November 10 (10-N), 2019.

In this regard, in recent years TVE has developed a close 

relationship with Brainstorm, a technology company that works with 

international media outlets such as Antena 3, BBC, and Al Jazeera. In 

partnership with this corporation, on the occasion of both TVE’s 60th 

anniversary and the celebration of the Spanish general elections in 

2016, the public broadcaster launched a project that pivoted on virtual 

technology. As part of this project, it introduced strategies such as live AR, 

projection mapping, and virtual teletransportation (Brainstorm, 2018).

The RTVE website is also notable for its use of new 

technologies, as it offers a wide range of interactive content including 

webdocs and 360º videos. In fact, TVE is one of only eight public TV 

broadcasters in Europe whose website features a section dedicated 

to 360º content (Pérez Seijo et al., 2018, p. 1.128). In 2008, the year 

it was launched, the website would serve as a platform for online 

coverage of the Olympic Games in Beijing. Three years later, TVE 

would launch the RTVE Lab, an audiovisual area for the creation of 

new forms of narrative consumption through individualized and 

immersive browsing (Zaragoza-Fuster & García-Avilés, 2018).  

However, it was not until the elections on April 28, 2019, that 

TVE would make a qualitative leap forward with a circular screen, a 

centerpiece for AR animations, and a “great new innovation”, as for 

the first-time members of the public were able to attend an election 

night special in person (Terán, 2019). Audiences have responded 
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positively to these changes. On both election nights, TVE1 received 

the second-highest audience share in the country: on April 28, it had 

an audience share of 11.5% (Barlovento, 2019a), while on November 

10 it achieved a similar figure, 10.9% (Barlovento, 2019b).

It is worth highlighting that after the success of AR technology 

on TVE in the 2019 elections, in 2021 the network decided to commit to 

the use of this technology in both its daily news programming and on 

its breakfast news show, “La Hora de la 1”. The set for both programs 

has undergone a complete restructuring to incorporate AR and to offer a 

higher level of immersion in and interaction with the three-dimensional 

images. It is a transparent space with a reflective floor and two LED 

screens extending behind the presenter’s translucent glass table, which 

is located in the very center of the set (Digitalmagazine, 2021).

This study identifies the contributions of AR to the general 

election coverage on TVE1. The analysis of the special programs 

broadcast on the election nights of 28-A and 10-N will help clarify 

AR’s role and importance in these news spaces. The comparison of the 

two election campaigns will facilitate the identification of common 

patterns suggestive of features inherent in the use of AR.

In view of the above, this study is articulated around the 

following hypotheses:

H1. TVE adapted its virtual set design for the coverage of the 

Spanish general elections on April 28, 2019, to include interactive 

features such as augmented reality. Based on this adaptation, the 

replication of the same formula would be expected for the coverage 

of the elections on November 10, 2019. 

H2. The AR images featured in the election specials were 

more elaborate and offered a higher degree of interaction due to the 

temporary nature of these political events. 

H3. The need to broadcast the details of the complex political 

situation in real time on election night suggests that AR would be 

used for informational purposes rather than merely as a visual aid. 

2 Augmented reality: a window between the 

real and virtual worlds

The essence of the concept of augmented reality could be said 

to exist in the context of a mixed reality that combines real and virtual 

settings. However, in view of the terminological confusion surrounding 
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the concept, it is useful to compare this technology with its main 

analog counterpart: the hologram. In explaining this phenomenon, a 

number of prominent scholars have highlighted the lack of consensus 

with respect to the terminology used, pointing out that terms such 

as “artificial/virtual environments” or “virtual reality” have often been 

used interchangeably to refer to AR (Galán-Cubillo, 2008; Väätäjä et 

al., 2013). This is why a good starting point to characterize AR is by 

considering how it differs from holographic images. As Bove (2010) 

explains, holography is a display medium based on diffraction that 

can reproduce the directions and intensities of the light rays passing 

through a scene in such a way that it can (re)construct the scene even 

when it has been removed (p. 2). Conversely, in the case of AR, virtual 

objects are superimposed on a real environment, and the fusion of the 

two is viewed on the screen by the spectator (Meneses-Fernández & 

Martín-Gutiérrez, 2013; Sánchez-García, 2019). 

Thus, for Sirkkunen et al. (2016, p. 298), augmented reality 

is in between the two ends of the “reality-virtuality continuum”. This 

is an idea also suggested by Parra et al. (2017), who emphasize the 

wide range of possibilities offered by ICTs, which can facilitate the 

storage of these multimedia elements (audio, photos, videos, etc.) 

with a direct impact on the software processes that generate AR (p. 

1.670). And it is in these innovative new environments where the 

“three Is” of AR (immersion, interaction, and imagination) become key 

factors (Burdea & Coiffet, 1996). 

All these elements come together in the definition offered 

by Ronald Azuma, who describes AR as a technology that “allows 

the user to see the world, with virtual objects superimposed upon 

or composited with the real world” in a way that “supplements 

reality, rather than completely replacing it” (1997, p. 356). Three-

dimensionality, the combination of the virtual and the real, and 

real-time interaction thus constitute the foundations on which this 

technology is constructed (pp. 355-385) (figure 1).

Just a few years earlier, Paul Milgram and Fumio Kishino 

took this same perspective as a reference for their widely studied 

model of augmented reality (1994, pp. 1.321-1.329). The number 

of virtual elements integrated into the real-world setting is related 

to the four categories that make up this ordered continuum running 

from the lowest to the highest level of virtuality, as follows: (1) real 

environment; (2) augmented reality; (3) augmented virtuality; and (4) 

virtual environment.
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Figure 1 

Reality-Virtuality (VR) Continuum model developed by Paul 

Milgram and Fumio Kishino

Source: Milgram and Kishino, 1994.

The categorization proposed by these authors offers a 

framework for considering the aspects that differentiate AR from 

virtual reality (VR). Although the two technologies have points 

in common, the first should be understood as a derivative of the 

second. In other words, AR is based on VR. This point has been 

made by Daniel Abril (2012, p. 2), who defines virtual reality as a 

predominantly virtual environment that integrates virtual and real 

elements, while AR refers to a real-world setting containing various 

virtual components.

3 Three decades of progress toward a digital horizon

Experimental projects associated with AR began in the 

late 1960s when images first began being superimposed over 

other elements such as speeches, data, and still or moving images 

(Meneses-Fernández & Martín-Gutiérrez, 2013, p. 208). According to 

John Pavlik and Frank Bridges (2013), however, this technology would 

not become widespread until the 1990s. These authors identify four 

historical stages based on technological advances and the emergence 

of new possibilities for their application.

The first steps in the research and development of this 

technology were taken at the end of the last century. A few years later, a 

second stage began with the widespread implementation of AR, which 

was successfully integrated into diverse contexts such as medicine, 
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the arts, and communication. The third stage identified by Pavlik and 

Bridges began in the early twenty-first century and was marked by the 

boom in the use of mobile devices such as smartphones, giving rise to 

a form of AR characterized by miniaturization, commercialization, and 

on-demand viewing (Pavlik & Bridges, 2013, p. 7).

In consonance with the widespread use of this technology 

by media outlets and organizations, Pavlik and Bridges anticipated a 

fourth stage that has yet to arrive. This future stage will see the full 

integration of AR into the media ecosystem as a resource for telling 

stories in an appealing and innovative way (2013, p. 7). 

4 A versatile tool for connecting with reality

More than two decades ago now, Ronald Azuma predicted 

that by 2020, AR would be present as a support for specialists in 

numerous professional fields, such as medicine, architecture, and 

robotics (1997, p. 357). However, it is in teaching that it has had 

the biggest impact, according to scholarly research over the past 

two decades (Kerawalla et al., 2006; Spector et al., 2014; Yilmaz & 

Goktas, 2017). In journalism, the area that concerns this study, the 

influence of AR has been analyzed by numerous authors (Barabas, 

2014; Pavlik & Bridges, 2013; Sirkkunen, 2016), who have pointed out 

its functions both for enhancing the aesthetic quality of news reports 

and for facilitating comprehension of the information (Meneses-

Fernández & Martín-Gutiérrez, 2013, pp. 207-208). In this sense, the 

introduction of this technology has brought about a transformation, 

modernization, and specialization of professional profiles (Vargas 

Alzate, 2012), requiring even higher levels of creativity from 

journalists to attract media audiences (Väätäjä et al., 2013).

John Pavlik (2001) was a pioneer in research on the yawning 

gap between print and digital media, with the former practically 

relegated to the background due to the irrepressible growth of the 

latter. However, AR has emerged as a technology that can reconcile 

and combine more traditional media with new narrative formulas. The 

incorporation of AR into work routines has also sparked a revolution 

in the production processes of non-digital media, the key points of 

which are outlined by Pavlik and Bridges (2013). These authors refer 

specifically to the redefinition of the news’ business models, the media-

audience relationship, and the development of news’ content (p. 5).



Braz. journal. res., - ISSN 1981-9854 - Brasília -DF - Vol. 19 - N. 2 - August - 2023.

AUGMENTED REALITY AND THE ADAPTATION OF TELEVISION DISCOURSE

E1554

In the new media intersection that television has now become, 

technologies like AR are fostering a new way of doing journalism (Sirkkunen 

et al., 2016). In a sense, the importance that the TV studio set had lost has 

now been regained, with a mise-en-scène for news reporting that is more 

interactive, visual, and modern (Galán Cubillo, 2008). Television producers 

and media outlets will thus be able to leverage the technical opportunities 

offered by AR (Pavlik & Bridges, 2013; Sirkkunen et al., 2016). 

Meanwhile, professionals working in this industry are 

beginning to recognize the many opportunities of a “stimulating” new 

context (Fundación Telefónica, 2011, pp. 16-21) facilitated by content 

“optimization”, as rather than being replaced, the physical news studio 

is now being combined with 3D content that they can interact with in 

real-time (Meneses-Fernández & Martín-Gutiérrez, 2013, p. 214). This 

is why, as Mercedes Bunz suggests, journalism and AR are a perfect 

pairing for helping to bring daily news content to life (Bunz, 2010).

5 Television: a key source of political news coverage for 

audiences

According to Casero-Ripollés (2018), new ways of disseminating 

information, such as digital news sources, blogs, and social media 

platforms, have inevitably changed the processes and rhythms of news 

production (p. 965). The result is a much more intricate, saturated, and 

complex media environment, characterized by faster communication 

flows, a wider range of choices, and consequently, an increasingly 

fragmented audience (Van-Aelst et al., 2017, p. 12).

As Paíno-Ambrosio and Rodríguez-Fidalgo (2016) point out, media 

outlets need to adapt to the changes brought by the new mechanisms 

for the circulation of information in the digital environment (p. 157) and 

rethink their communication strategies, as well as their content and 

activities (Arrojo, 2015, p. 752). The new media structures and increased 

engagement with audiences have facilitated the dissemination of all kinds 

of information, including political news. In this context, journalism, with 

its objective to facilitate the transmission of information that is necessary 

for a democratic society, is absolutely essential.

Media coverage of political news has been the object of scholarly 

research since the 1970s. For example, in their analysis of election 

campaigns in the United Kingdom, France, and Belgium, Blumler et al. 

(1978) found that television played a crucial role as the preferred source 
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of political information. Martínez-Pandiani (2006) would corroborate this 

finding decades later with the identification of a clear public inclination to 

turn to the mass media for information of this kind. For viewers, television 

“constitutes a vital source of information when looking for answers to 

questions that they, as citizens, are asking” (Martínez-Pandiani, 2006, p. 

70). And it is precisely during elections that the media “play an essential 

role in the functioning of the democratic system” (Holgado, 2003, p. 471).

In research directly connected to the object of this study, 

Navarro and Olmo (2018) carried out an analysis of TVE’s news coverage 

of the Spanish general elections in 2015, covering the whole campaign 

period from the moment the elections were called right up to election 

day itself. Their objective was to determine whether the network offered 

a pluralistic and independent perspective on the election. As a mass 

medium, television is effectively a creator of its own system of power, 

setting the tone of political debate (Martínez-Pandiani, 2006, p. 88).

In this context, augmented reality is the latest feature adopted 

by television broadcasters to facilitate audience comprehension of 

the political information it provides (Eguskiza-Sesumaga et al., 2021). 

Although general elections constitute a news event of great importance 

to public opinion and therefore to the media agenda, there are very 

few academic studies analyzing election coverage. The first is the study 

by Eguskiza-Sesumaga et al. (2021), which compares the AR images 

used on the election nights of April 29 and November 10, 2019, on the 

Spanish networks Antena 3 and La Sexta. On the other hand, Triguero-

Oliveiros and Sánchez-Calero (2021) offer a more general analysis of 

Spain’s biggest national and regional broadcasters (Antena 3, TVE, 

Telemadrid, La Sexta, TV3) during the November 10 elections. These 

two studies provide a general picture of the new context developing in 

news reporting today, particularly in relation to political communication.

6 Methodology

This study examines augmented reality on news programs 

broadcast by Televisión Española (TVE), a public broadcaster recognized 

as a pioneer in the introduction of innovation labs, and for playing a 

“crucial role in the democratic ritual” as a public corporation (Navarro 

& Olmo, 2018, p. 1.477). The examination offered here combines 

a quantitative and qualitative analysis of the object of study. The 

methodology adopted is based on the extensive analysis conducted 
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on the private network Antena 3 (Azkunaga et al., 2019), another of 

the Spanish broadcasters that regularly use this technology.

The specific objective is to explore how TVE made use of AR in 

its election specials on April 28 (28-A) and November 10 (10-N), 2019. 

This was a key moment in Spanish political history, as it was the first 

time in 40 years of democracy that two general elections were held in 

the same year. A corpus of 42 AR images has been identified, which 

were studied in depth through an analytical model that was developed 

and adapted ad hoc. A total of 33 AR images come from the April news 

special, while the remaining nine are from the November program. 

These images have been cataloged with the label AR news items, a 

term coined during the development of the project. They were viewed 

on the public broadcaster’s digital platform RTVE.es a la carta.

The 16 categories of the model are divided into three main 

areas: identification, location in the news program, and use of AR. The 

first area involves the identification of the AR news item (file number, 

media type, and date). The second area takes into account the topic 

(debate, results, candidates, agreements, viewer orientation, or 

others), duration, and location in the program. The third area is more 

extensive, including subcategories related to the nature of the AR 

and the other components of the set (Burdea & Coiffet, 1996; Azuma, 

1997; Meneses-Fernández & Martín-Gutiérrez, 2013).

In this way, the analysis considers the type of AR image (static, 

moving, or immersive), the presence of the reporter, and the use made 

of the screen on the studio set. The study also examines whether 

presenters were immersed in the AR and whether they interacted with 

it in any way. Similarly, it considers whether data was included, as well 

as the purpose (informational or aesthetic), functions (expansion on 

data, audience orientation, transition between news stories, aesthetic 

element), and form of these AR news items. Finally, the content 

accompanying the AR images was identified, i.e., whether they were 

followed by a live report, a video, on-screen data, or a contribution by 

the presenter on the set (see the analytical model in Appendix).

7 Research results

AR news items were fully integrated into the election night 

specials on TVE. As noted above, the April 2019 elections marked 

a turning point in the (re-)organization of the set design, and this 
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commitment to a more enriching presentation of political information 

is reflected in the 42 AR news items identified in this study. Their 

distribution, however, reveals notable differences that reflect a more 

intensive use during the first elections of the year. Specifically, close to 

80% (33 items) appeared in the April special, while only around 20% (9) 

appeared in November. This marked decrease may be due, among other 

factors, to the repetition of national elections after such a short interval 

and in a political scenario with few changes since the previous ones. 

Another question that this study seeks to answer relates to the 

most common topics dealt with using these animations. In general, 

the electoral district results, vote percentages, and recreations of the 

lower house of the Spanish parliament (the Congress of Deputies) 

appear to have been the issues of greatest importance (figure 2).

Figure 2 

Main topics of AR news items

 

 

 

 

In this regard, once again two differentiated tendencies can 

be identified between the April and November broadcasts. As would 

be expected, the presentation of the election results was the most 

common topic in the first elections, accounting for close to half of the 

items (46%). In a distant second place were animations of inside and 

outside the Congress building as an orientation for viewers (24%), 

and items presenting the candidates of the different parties (15%). 

At the bottom of the list were elements related to possible party 

agreements to form the government (9%) and other topics.

In the November elections, however, a wider variety of topics 

was evident. Contextualizing information was the most common 

(34%), followed by election results, possible party agreements, and 

other headlines specific to the election night, each of which accounted 

for 22%. In these elections, no AR items presenting the candidates were 

identified, possibly because they were the same as in the previous 
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elections and therefore would be easy for viewers to identify. News 

on agreements to form the government was more than 10% higher 

in November than in April, perhaps because of the need for the 

different political parties, none of which had won a majority of seats, 

to negotiate with each other after the repetition of the elections.  

These political events are characterized by a large volume 

of data that needs to be updated in real-time. This may explain the 

longer average duration of AR items, at 34 seconds compared to 

the 15 seconds typical of this type of content on other networks 

(Azkunaga et al., 2019). The difference in duration between the two 

elections is not significant, although they were slightly longer in April 

(37 seconds) than in November (31 seconds).

Along with the analysis of the duration of the AR news items, 

reflecting their heightened importance, it is also enlightening to identify 

when they appeared in the program (figure 3). Once again, differences 

are detectable in the work processes of the two specials. In the case of 

the first, more than half of the AR items (52%) were included in the final 

part of the program, possibly to offer constant updates on the results, as 

reflected in the analysis of the topic. Thirty percent of AR items appeared 

in the first part of the special and only 20% in the middle block. 

In the November special, on the other hand, all appear either 

in the first part of the special (56%) or in the middle (44%). This may 

reflect greater preparation in the creation of this content, which requires 

extensive planning and development. The nature of the animations 

themselves, including simulations of the Congress building, may also 

explain why so many were included at the beginning of the broadcast.

Figure 3 

Time blocks when AR news items were featured in each 

election special
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In terms of the type of AR content, 61% of the items featured 

in April were static, compared to 39% that were moving images. 

However, in the November elections, this situation was reversed, with 

33% static and 67% moving images. This suggests that between the 

two elections, the network shifted toward the use of more complex 

virtual elements in the interest of enhancing comprehension of the 

data presented to the audience. 

Moreover, the inclusion of the presenter’s image together with 

the AR is an essential feature of both election campaigns, used in 90% 

of AR items in April and 100% in November. However, the presenter 

rarely engaged with the AR in the first elections, as only 6% of the items 

had limited interaction and 18% had high interaction. These figures 

changed dramatically in November when in all cases the presenter 

engaged actively with the AR items: 56% with limited interaction and 

44% with high interaction (figure 4). Finally, the relationship between 

the AR items and the circular screen was extremely limited both in 

April (10%) and in November (0%), revealing the need to make better 

use of the possibilities offered by the updated set design. 

Figure 4 

Interaction between presenter and AR news elements

In addition to the lack of interaction between augmented 

reality and the other elements of the set (such as the circular screen 

mentioned above), the presenter was never immersed in any of the 

AR news items. While it is true that the general layout of the TVE1 set 

gives the audience the sensation of immersion, the many possibilities 

this offers the network are not yet being exploited to the fullest 

(figure 5). 
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Figure 5 

Screenshots of the set for the TVE election specials

Source: Televisión Española.

The AR news items reflected a similar pattern in both 

elections concerning the inclusion of data. More than half of the April 

items (58%) contained them, and the figure was somewhat higher in 

November when 67% included items of this kind. It could be argued 

that in this way additional information was provided beyond that 

conveyed by the presenters. In this sense, AR served as an essential 

support to present information about voter intentions (earlier in the 

evening) and voting results (later on). 

Along with data, these animations were often accompanied 

by other elements. In most cases, they were followed by contributions 

by the presenters on the set (91% in April and 67% in November). Live 

reports were also common in November (33%), while they occupied 

a much more distant second place in April (6%). Finally, the analysis 

identified the presentation of on-screen data, although only rarely 

(3%) in April. It is worth noting on this point that some AR news items 

were displayed continuously on the set regardless of whether the 

presenters made any direct reference to them. For example, through 

the use of a split screen (figure 6), they were included as one of the 

various visual elements of the overall set design.
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Figure 6 

Augmented reality as a visual feature in the TVE election 

specials

Source: Televisión Española.

Of the functions served by augmented reality, expansion on 

data was the most common both in April (70%) and in November 

(78%), while viewer orientation was second (12% in April and 22% in 

November). It is worth highlighting that in the November elections, 

these were the only two functions identified. Conversely, in April, the 

functions of aesthetics and transitions between news stories were 

also present in equal proportions (9%). It was also in this first election 

special that some of the AR animations were used solely to make the 

election reporting more visually appealing.

Nevertheless, the data presented so far suggest that the 

vast majority of AR items served a predominantly informational 

purpose. In April, 88% of the items served this function, compared 

to only 12% whose role was more aesthetic. Although in November 

the number of AR news items was significantly lower, 100% of them 

were informational, mainly for clarifying or expanding on content. As 

suggested above, the short span of time since the previous elections 

may have prompted the network to reduce the use of this technology, 

only incorporating more complex images that were essential to 

support the information provided by the presenter.

The informational nature of the AR items is also reflected in 

the form they took, which was limited to three categories: settings, 

captions, and figures. All associated with orienting the audience 

in relation to the location(s) of the action, whether through the 

recreation of the settings (the Congress of Deputies building), the 

presentation of the main topics/headlines of the night (captions), or 

the clarification of the election results (with figures such as maps or 

the seats in parliament themselves).  
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As in the case of other categories, the most common forms 

were significantly different in the two election specials. In April, 

the predominant form was figures (76%) showing updates of the 

results, followed by settings (15%), and captions (6%). Conversely, 

in November, the order was altered, with the recreation of settings 

being the preferred option (67%), with captions in a distant second 

place (33%), while figures were absent altogether. 

8 Conclusions

The recurrent use of AR on TVE to inform viewers about political 

events established an expectation that the same approach would be 

adopted for the general elections in 2019. And indeed, this technology 

has become a constant in television coverage of these political events. 

Moreover, the network’s commitment to this new technology has been 

supported by the adaptation of the set design to a new interactive 

environment. The space occupied by the audience and by a curved LED 

screen marks out two halves of a large circle that frames the set. Inside 

this first ring is a second one with desks for experts and contributors. 

And finally, in the central core, the AR emerges as a key feature. All of 

this underscores the huge qualitative importance that TVE has given 

to this technology. About its use, the change between elections is 

striking, as markedly less AR is used in the second period of the study 

(November). This might be explained by the similarity of the situation 

in the two elections, as well as the relatively short period between 

them. All of this partly confirms the first hypothesis. 

The specific political context thus appears to influence how AR 

is used. In this case, for the April elections, it was deemed necessary 

to present the audience with essential content such as the candidates 

for each party, their campaign promises, etc., while in November, this 

information was already familiar to viewers and the focus instead 

appeared to be on issues such as potential agreements between 

parties to form a stable government. The lower number of AR news 

items in November does not in any way imply that TVE had decided 

to move away from the use of this technology. Although fewer AR 

items were used, those included were notable for their exceptional 

aesthetic quality, a higher degree of immersion, interaction with 

the presenter, longer duration, and information optimization. This 

confirms the second hypothesis of the study. 
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In any case, the informational function predominated over 

the aesthetic, as TVE prioritized the minute-by-minute coverage of 

election day. In fact, most of the AR news items included information 

additional to that provided by the reporters, who interacted actively 

with these virtual features. This informational objective was 

expressed mainly in two functions: to expand on the data provided 

by other resources such as live reports or split screens (explanatory 

AR), and to display the scene of the action (contextualizing AR). This 

confirms the third hypothesis.

The general elections were identified as the ideal news event 

for the implementation of this technology by Spain’s major television 

networks, including the national broadcasters TVE, Antena 3, and La 

Sexta, as well as the regional networks. Just as Burdea and Coiffet 

(1996) identify the three Is (immersion, interaction, and imagination) 

that characterize AR, this technology fulfills a clear purpose in 

elections coverage that can be summed up in three Ss: situating 

the viewer in the sociopolitical context, summarizing complex 

information, and seducing an increasingly fragmented audience. 

The three-dimensional elements projected on the set of the 

television studio have required the creation of a virtual set design 

and a new narrative model for news reporting. AR has become a 

visual complement to support the news coverage, and all signs 

indicate that a model similar to the one introduced by the television 

networks in 2019 will be used at the end of 2023 (the expected date 

for Spain’s next general elections), but with an even bigger monetary 

and technological investment.

However, the findings outlined in this article reveal notable 

differences between the two election specials analyzed, suggesting 

an evolution in the network’s use of AR. In this respect, the creation 

of common patterns of AR use constitutes an interesting future 

challenge. Nevertheless, it is important to highlight recent notable 

advances made by TVE in the transformation of its news coverage 

(and of its set design) through the effective incorporation of regular 

AR use into its daily programming. In this way, the network has made 

clear its intention to take the first steps toward a new way of covering 

news – and not only political events – to exploit the possibilities of 

this increasingly popular technology to the fullest. 
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