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Prerequisits

There are no specific requirements to enroll in this course.

Objectius

The module aims to provide students with the skills needed to analyse, plan, and develop socio-political
marketing campaigns agents. It emphasizes political marketing operations with particular emphasis on
electoral campaigns and the rise of candidate-centred politics.

Competéncies

® Abordar situacions i/o problemes empresarials que puguin comportar un dilema étic a partir d'una
reflexio critica.

Argumentar i redactar informes precisos i clars sobre problemes comercials plantejats.
Desenvolupar habilitats comunicatives en presentacions orals davant de publics critics.
Dissenyar i executar investigacions de mercat.

Traslladar a lambit sociopolitic lanalisi, la planificacié i el disseny destrategies en el marqueting.
Treballar amb les fonts de dades, les metodologies i técniques de recerca cientifica i les eines
informatiques propies del marqueting.

® Treballar en equips de caracter interdisciplinari.

Resultats d"aprenentatge

1. Abordar situacions i/o problemes empresarials que puguin comportar un dilema étic a partir d'una

reflexio critica.

Analitzar dades denquesta mitjancant el programari estadistic adequat.

3. Argumentar i redactar informes precisos i clars sobre problemes comercials plantejats.

4. Descriure les diferents teories sobre els efectes i consequiéncies de la comunicacio politica i saber
estimar el seu impacte real en contextos concrets.

5. Desenvolupar habilitats comunicatives en presentacions orals davant de publics critics.

Dissenyar i portar a terme una analisi mitjangant enquestes i conéixer-ne els diferents aspectes

(questionari, mostreig, métode dadministracid).

Distingir les fonts de dades per a lestudi de problemes sociopolitics.

Fer observables i quantificables els fenomens sociopolitics.

Identificar els actors clau del sistema politic: els seus repertoris daccié, interessos i recursos.

10. Identificar les diferents variables implicades en un problema dinvestigacié sociopolitic i com es

relacionen entre si.
11. Interioritzar les funcions, temps, eixos de competici6 i indicadors de les eleccions.
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12. Plantejar un ampli rang de dissenys dinvestigacio diferents per a respondre diferents preguntes
dinvestigacié de caracter sociopolitics i saber quin és el més adequat en cada ocasio.

13. Reconéixer el funcionament de les principals institucions politiques i com aquestes poden incidir en el
comportament dels ciutadans.

14. Treballar en equips de caracter interdisciplinari.

15. Utilitzar el llenguatge visual i verbal més freqiient en les campanyes electorals i institucionals.

16. Utilitzar recursos per a la presentacié atractiva i resumida de dades i resultats en matéria danalisi
sociopolitica.

Continguts

If we conceive of the political system as divided in terms of a market, it is characterized by its supply side and
demand side. The supply side characterizes the provision of political products - candidates, parties, and
policies - while the demand side refers to voters who select between potential office holders. The module is
divided into two blocks to be developed in parallel, with 15 sessions of 2 hours each.

Supply Side: Politicians, Parties, and Policies

This block introduces students to core concepts relating to electoral competition and communication
strategies employed by campaigns and authorities in government. It begins with a conceptualization of
parties as political entrepreneurs competing for voters and moves onto the manners in which they attempt to
sell their candidates and policies, once in office. The course is oriented towards student application of course
theoretical content to empirical concerns. While the instructor will make available some social media and
materials from broadcast outlets, students are encouraged to obtain data directly related to their interests.

® Spatial Models of party competition: How do parties position themselves and the constraints on their
positioning? Type of elections and electoral systems and their implications for party competition. How
can parties and candidates change the configuration of political space?

¢ Political marketing: To what extent do campaigns gear towards a market orientation and to what
extent are they oriented more towards sales, i.e. selling their candidacies and policies to publics?

¢ Campaign functions: What instrumental and symbolic functions do political campaigns serve in
modern democracies?

® Campaign field operations: The role of personalized campaign communications in shifting votes and
influencing turnout.

® Political professionalization: Professionalization in historical context. Campaign professionalization
and differentiated communication strategies and the evolution of the government press secretary.

* Mediatization: In what ways do campaigns and governments adapt their messaging to the logics of
media organizations and under the contrasting effects of partisan and public broadcasting?

¢ Candidate-centred politics: Is campaign-centred politics an American phenomenon? To what extent is
there an Americanization of campaign politics elsewhere? What factors underpin the focus on political
personalities?

® Campaigns in government: The rise of the permanent campaign.

® Digital networks and political organization: What are the consequences of political organizations
centred around digital networks in terms of participation costs, task distribution, and organizational
structure?

® Campaigning 2.0: Integrating the internet into campaign and governing operations. What functions do
social media play in a political campaign? How do governments make use of social media?

Electoral behaviour and tools for the analysis of the electoral market

This block introduces students to the basic concepts with the consumption side of politics. This includes
political behaviour, as well as data sources (electoral, demographic and opinion surveys) and methods of
analysis necessary for preparing reports on the 'electoral market' on which the campaign strategies will be
based. The orientation is primarily applied, and many of the sessions will be held in the computer rooms,
where practices take place with the software for data analysis.
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® Socio-political marketing. Presentation and introduction to the module. How do the elections work?
Introduction to voting behaviour: why do we vote as we vote?

¢ Spatial models of voting. The spatial representation of the electorate. The structure of competition
within the political space.

® Election campaigns. Historical development and effectiveness. Does political campaigning make a
difference?

® Election forecasting: Data types and sources. The pre-election polls and the election results. Types of

surveys. Aggregate data. Focus groups and qualitative data. Semantic polling based on digital data

streams (e.g. Twitter and Google Search).

Electoral systems: key features and political consequences.

What factors explain participation / abstention in the elections?

Geographic analyses of voting behaviour. Mapping vote distributions.

Territorial segmentation of the electoral 'market’: how to classify municipalities and districts.

Campaign advertising: Institutional factors and the place of advertising. Negative campaigning and its

effects on turnout.

The media malaise thesis and campaign coverage.

The role of candidates: analytical tools.

Political personalities and public opinion: the consequences of scandal politics on public support.

The campaign issues. Issues and elections. Issue voting. Valence vs position issues. Issue

ownership.

® Campaign engagement and digital media: Consequences of technology use on information costs,
political interest, and electoral participation.

® Election dynamics. Analysis of vote transfers from aggregated and individual data.

Metodologia
The module is divided into two blocks to be developed in parallel, with 15 sessions of 2 hours each.
Activitats formatives

Titol Hores ECTS Resultats d"aprenentatge

Tipus: Dirigides

Classes teoriques 75 3 1,2,3,4,5,6,7,8,9, 10, 11, 12, 13, 14, 15, 16
Lectures 35 1,4 1,2,3,4,56,7,8,9, 10,11, 12, 13, 14, 15, 16
Treball 125 5 1,2,3,4,5/6,7,8,9, 10, 11, 12, 13, 14, 15, 16

Tipus: Supervisades

Tutories 15 0,6 1,2,3,4,56,7,8,9, 10, 11, 12, 13, 14, 15, 16

Avaluacio
To be evaluated the student must attend at least 80% of all sessions.
The evaluation will take into account the following elements:

® Participation (20%) Active participation in the sessions will be assessed

® Course project (80%) The project will consist in developing a communication/campaign plan for the
party chosen by student or an analysis of a political campaign. The campaign plan or analysis of a
campaign should integrate the content of the two blocks of the course and will therefore be necessary
to present a communication strategy and data analysis in support of its efficacy or explaining its
effects.
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Activitats d avaluacié

Titol Pes Hores ECTS Resultats d"aprenentatge

Participacio 20% 0 0 1,2,3,4,5,6,7,8,9, 10, 11, 12, 13, 14, 15, 16

Treball 80% 0 0 1,2,3,4,5,6,7,8,9,10, 11, 12, 13, 14, 15, 16
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