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Objectives and Contextualisation

      - Planning and developing marketing communication campaigns, with special emphasis on the development of
     a brand strategy and communication plan of a company or a product or service.

 Developing a    skills    - creative and innovative attitude, management and oral and written communication skills.
    - Developing strategies for persuasive communication in a multidisciplinary environment.
  nowadays  with  - Analyze and understand environment interconnected medias.
      - Ability to work in teams, learn to be flexible and change roles (advertiser-agency)

Skills

Address business situations and/or problems that imply an ethical dilemma on the basis of critical
reflection.
Design and carry out market research.
Design and implement marketing plans, applying criteria of effectiveness and efficiency.
Design, plan and direct marketing actions in the new scenarios posed by the information society.
Develop communicative skills in oral presentations before critical audiences.
Display a wide-ranging knowledge of commercial communication tools in their current context.
Draft clear, precise reports on commercial problems.
Generate innovative, competitive ideas and solutions.
Integrate and apply the new trends in marketing within the business, profitably and effectively.
Know and understand the issues related to the management of commercial distribution and of an
organisation's sales network.
Plan and conduct advertising campaigns.
Provide innovative solutions to commercial problems.
Transfer planning and strategy design in marketing to the socio-political sphere.

Learning outcomes
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Learning outcomes

Address business situations and/or problems that imply an ethical dilemma on the basis of critical
reflection.
Apply the acquired knowledge professionally to a particular business situation.
Apply the methods of means planning.
Define key strategic positions for different product-market situations.
Describe the different theories on the consequences of political communication and gauge their real
impact in particular contexts .
Describe the evolution and current situation of commercial distribution.
Describe the workings of the new research tools.
Design creative advertising strategies.
Design original and innovative strategies for integrated communication.
Develop communicative skills in oral presentations before critical audiences.
Display the ability to make a high-quality diagnosis of current business situations.
Distinguish the elements of advertising-campaign planning.
Draft clear, precise reports on commercial problems.
Establish communication objectives in line with business objectives .
Evaluate market dynamics.
Evaluate the effects of the application on the trading account.
Generate innovative, competitive ideas and solutions.
Identify creative advertising processes and techniques.
Identify the processes and techniques of means planning.
Know the research techniques that are commonly applied to advertising research.
Recognise the internal and external elements of the creation process in advertising.

Content

  PART A: Media Planning

     1. Introduction to communication. Communication vs. Information. Persuasive communication.
       2. Mass media. Marketing and media. Theories and communication strategies. Advertising and media.
           3. Market Analysis. Marketing Information Systems (MIS). Meet opponents. The Márqueting mix and its

 interface with the media strategy.
     4. Value choice. Marques and products. Strategic Marketing.
     5. sector. MCS as an advertising medium. The advertisers and the advertising industry.
        6. Technical Concepts. Basics media. Fuentes. Media landscape. Characteristics of supports.
         7. Media Strategy. Defining objectives. Shaft means. Different strategies: Media Mix. Creativity.
 8. Media Research.
       9. Work Processes. Media planning. Negotiation. Monitoring and adjustments. Evaluation and closure.

   10. New Media. Democratization of persuasive communication.

    PART B. Creative Advertising Strategies

  and      1. MK Advertiser Information: briefing and contrabriefing (T1)
   2. Creative briefing 2 (T2)

  3. Sources of information: product-brand-target-market (T3)
   4. The process of building a brand (AT1).
       5. Communication strategy. Holistic view within the marketing plan. Manage the contact points.
    6. Evolution of strategic planning. The role of the planner.
    7. Creativity in the strategy: find the right insights.
 C    8. reative advertising strategies (T6).
      9. Creative brand strategies. Architectures. Experiential marketing.

      10. Creative communication strategies. ATL and BTL (New media, electr
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Methodology

Lectures, business cases, exercicis and oral presentations.

Activities

Title Hours ECTS Learning outcomes

Type: Directed

Lectures 75 3 1, 3, 2, 20, 4, 7, 6, 5, 10, 8, 9, 12, 14, 17, 18, 19, 21

Type: Supervised

Business Cases 50 2 1, 3, 2, 15, 20, 4, 11, 10, 8, 9, 12, 14, 17, 18, 19, 21

Type: Autonomous

Autonomous 100 4 1, 3, 2, 13, 16, 4, 11, 10, 8, 9, 12, 14, 17, 18, 19, 21

Evaluation

       First, It is necessary to attend at least 80% of all sessions. In the evaluation, the following factors will be taken
into account:

         Participation (20%) active participation in the sessions, both theoretical and practical point in the class
will be evaluated.

        Work (40%) Take in pairs. The work is the development of a communication plan / campaign a
       company or brand to choose students. The plan should integrate the contents of the two blocks of the

       module and therefore a strategic communication approach based on data analysis, with media
     <spanclass="hps">thatplanning, creative briefing (advertiser role) and     this campaign will be necessary

  communication (role agency).
      Examination (40%) At the end of the module a final exam in which the achievement of the objectives will
  be assessed in both blocks is performed.

 RE-EVALUATION ACTIVITIES.

 New t- Theory. est.

  - Projetc: Corrected and/or improved.

Evaluation activities

Title Weighting Hours ECTS Learning outcomes

Participaction 20 2 0.08 1, 10, 17, 19, 21

Project 40 20 0.8 1, 3, 2, 13, 20, 4, 11, 10, 8, 9, 12, 14, 17, 18, 19, 21

Test 40 3 0.12 1, 3, 2, 20, 11, 8, 9, 12, 14, 17, 18, 19, 21
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Capítulos 10 y 11
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- Herreros Arconada, M.; La Publicidad. Fundamentos de la comunicación publicitaria; 2a edición; Pòrtic Mèdia
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Bloque B

- Aaker David, , Gestión 2000 (L)Construir marcas poderosas

- Alameda García, David (2006),  Laberinto 2006Una nueva realidad publicitaria,

- Blanco, X. Y Salgado J. (2004), . La esfera de los librosAmancio Ortega: de Cero a Zara

- Braidot, Nestor (2009) . Ediciones Gestion 2000Neuromarkeing

- Castellblanque, Mariano (2009),  PaidósManual del redactor publicitario,

- Cheverton, Peter (2000), , GEDISA,Cómo funcionan las marcas

- Florida, Richard (2010), . Ed. PaidósLa clase creativa

- Levine, R.; Locke C.; Searls D. Weinberger D (2008), , DeustoEl Manifiesto Cluetrain

- Muñoz, María (2014)  Ed. Dobleerre¿Disfrutas comunicando?

- Pérez Cuesta J.J; Esteve Rafael (2008),  Empresa activa (L)Rompefrenos

- Ries, Al & Laura (2005),  Empresa activaEl origen de las marcas,

- Ries, Al & Laura (2000 , Empresa activa), Las 22 leyes inmutables de la marca

- Ridderstrale J. Nordstrom (2000), , Prentice HallFunky Business

- Ridderstrale J. Nordstrom (2004), , Prentice HallKaraoke Capitalim
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- Ridderstrale J. Nordstrom (2004), , Prentice HallKaraoke Capitalim

- Roberts, Kevin ((2008), s. Empresa ActivaLovemarks. El futuro más allá de las marca

- Kamprad BerattarmIngvar (2008), La historia de Ikea: su fundador cuenta los secretos de la empresa que ha
entrado en todos los hogares del mundo.  La esfera de los libros.

- Steel Jon,  (L)El arte del account planning

- VV.AA  Harvard Business Review, Deusto 1999. La iniciativa emprendedora,

- Schmitt, Bernd, Marketing experiencial

- Durán, Juan José (2003), , McGrawHillLas marcas renombradas españolas

- Kevin L. Keller, , Prentice HallStrategic Brand Management

- Gerald Zaltman, , Harvard BS PressHow customers think

- Don Cowley, ,APGUnderstanding brands

- Bernd Schmitt,  Wiley & SonsCustomer Experience Management,

- Sutherland & Sylvester, Advertising and the mind of the consumer

- Jan Rijkenberg, ;Concepting

- APG, ;How to plan advertising

- Lisa Fortini,  The Copy WorkshopHitting the sweet spot,

- Levinson, Frishman & Lublin,  Adams MediaGuerrilla Publicity,

- Malcolm Gradwell,  Black Bay BooksThe tipping point,

MEDIOS DIGITALES:

Revistas profesionales
Anuncios: www.anuncios.com
El Periódico de la publicidad: www.periodicopublicidad.com
El Publicista: www.elpublicista.com
IP-Mark: www.ipmark.com
Control Publicidad: www.controlpublicidad.com
Marketing directo.com: www.marketingdirecto.com
Puromarketing: www.puromarketing.com
Yorokobu: www.yorokobu.es

Webs

- www.moline-consulting.com/MMLB.htm

- www.bcnvisualsound.org/ct/index.html

- www.eiconsortium.org/members/goleman.htm

- www.adage.com/century/people.html

- www.bcnvisualsound.org/ct/index.html

- www.prnoticias.com

- www.ship.edu/~cgboeree/maslowesp.html
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- www.fregona.net/

- www.nga.gov/feature/pollock/artist1.shtm

- www.usc.es/~idega/langreona.doc (noviembre 2004)

- www.abcdatos.com/tutoriales/tutorial/o222.html

- www.apple.es

- www.bestadsontv.com

- www.canalpublicidad.com

- www.comanalysis.ch/ComAnalysis/Publication50.htm

- www.heineken.es

- www.publitv.com

- www.rtve.es/tve/b/redes/semanal/prg210/entrevista.htm

- www.rtve.es/tve/b/redes/semanal/prg217/entrevista.htm

- www.ukshowreels.tv/index.php

- www.usshowreels.tv/index.php

- www.rae.es

- www.spotstv.com

- www.zafara.org/museo/entrada/

- www.cgu.edu/qlrc/mike.htm

- www.eic.es/noticies/notas/ articles/enguany/marzo/imatgeEIC.pdf

- www.srarushmore.com

- www.milmilks.org

- www.scpf.com

http://www.kantarmedia.es/onlw/doc/historic/datsem.htm

http://www.equmedia.es/

http://www.equmedia.es/informes.php

http://issuu.com/equmedia/docs/al_dia_egm_2_2012/1

Archivo de imágenes

ACI: www.acionline.biz

Age Fotostock: www.agefotostock.com

Alfaqui Fotografia/Photoline.com: www.photonline.com

Anna Server Agency S.L. (ASA): www.minenpictures.com

Cover: www.cover.es
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Cover: www.cover.es

Fotononstop: www.fotononstop.com

Framepool www.framepool.com

Gastromedia: www.gastrofotos.com

Getty Images: www.gettyimages.com

HighRes Press Stock: www.highres.es

Iberimages: www.iberimage.com

Illustration Stock: www.imagenytraduccion.com

Index: www.indesfototeca.es

Matton Images: www.matton.es

Mister Bild: www.misterbild.com

Quickimage Stock: www.quick-image.com

Stock Photos: www.stockprhotos.es

Vidiments: www.vidiments.com

Certámenes de habla hispana:

El Sol (publicidad): www.elsolfestival.com

Anuario de la Creatividad del cdc (publicidad y markteing): www.clubdecreativos.com

Premios a la Eficacia (publicidad y marketing): www.premioseficacia.com

Premios Laus (diseño y publicidad): www.adg-fad.org

Premios Ratón (publicidad interactiva): www.movierecord.com

Premios Imán (marketing directo): www.fecemd.org

Premios AEMP (marketing promocional): www.aemp.es

Premios APPE (producción): www.appe.org

FIAP (publicidad): www.fiap.com.ar

El Ojo de Iberoamérica (publicidad): www.elojodeiberoamerica.com

Festival Drac Novell: www.associaciopublicitat.com

Premio Ricarte de Creatividad

Certámenes internacionales:

Clio Awards (publicidad): www.clioawards.com

Festival de Cannes (publicidad y marketing): www.canneslions.com

London Festival (publicidad): www.liaawards.com

One Show (publicidad): www.oneclub.com
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One Show (publicidad): www.oneclub.com

Cresta Awards (publicidad): www.cresta-awards.com

New York Festivals (publicidad, marketing y diseño): www.newyorkfestivals.com

Épica (publicidad): www.epica-awards.com

Eurobest (publicidad): www.eurobest.com

Echo Awards (marketing directo): www.dma-echo.org

Caples Awards (marketing directo): www.caples.org

PMC Awards (marketing promocional): www.eaca.be

Colegios, Asociaciones, federaciones y clubs:

Club de Creativos (cdec): www.clubdecreativos.com

Foment de les Arts Decoratives : www.fadweb.com

Asociación Española de Anunciantes (AEA): www.anunciantes.com

Asociación Española de Agencias de Publicidad (AEAP): www.aeap.es

Federación Nacional de Empresas de Publicidad (FNEP): www.fnep.es

Asociación General de Empresas de Publicidad (AGEP): www.agep.es

Asociación de Autocontrol de la Publicidad (AAP): www.aap.es

Asociación de Agencias de Medios (AM): www.agenciasdemedios.com

Federación Española de Comercio Electrónico y Marketing Directo (FECEMD): www.fecemd.org

Asociación de Productoras Publicitarias Españolas (APPE): www.appe.org

Asociación de Agencias de Marketing Directo e Interactivo (AGEMDI): www.agemdi.org

Club de Dirigentes de Marketing: www.clubdemarketing.com

Asociación Española de Estudios de Mercado, Marketing y Opinión (AEDEMO): www.aedemo.es

Asociación Nacional de Empresas de Investigación de Mercados y Opinión Pública (ANEIMO):
www.aneimo.com

Asociación para la Investigación de los Medios de Comunicación: (AIMC) www.aimc.es

Asociación de Editores de Diarios Españoles (AEDE): www.aede.es

Asociación de Revistas de Información (ARI): www.revistas-ari.com

Gremi de Publicitat de Catalunya: www.associaciopublicitat.com

Col.legi oficial de Publicitaris i Relacions Públiques

Col.legi Oficial de dissenyadors gràfics

Commercial Communication   2014 - 2015

8

http://www.eaca.be/
http://www.associaciopublicitat.com/

