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Degree Type Year Semester

4314947 Strategic Planning in Advertising and Public Relations OB 0 1

The proposed teaching and assessment methodology that appear in the guide may be subject to changes as a
result of the restrictions to face-to-face class attendance imposed by the health authorities.

Teachers

Alfonso González Quesada

Albert Vinyals Ros

Prerequisites

There are no prerequisites for taking the course.

Objectives and Contextualisation

- To provide students with the conceptual and methodological instruments essential to develop scientific
research, both from the perspective of commercial and applied research as well as basic research.

- To familiarize students with the three major methodological perspectives (qualitative, quantitative and
experimental) of the social sciences.

- To support students in the theoretical and methodological approach to their end-of-master projects.

Competences

Be able to evaluate inequalities for reasons of sex or gender to design solutions.
Demonstrate systemic, scientific thought, oriented to results.
Design and carry out market research.
Display familiarity with the literature and adapt available results in order to address new or little-known
problems, making innovative proposals.
Identify research problems and apply the most suitable qualitative and quantitative methodologies and
tools in studies on communicative phenomena in advertising and PR.
Use acquired knowledge as a basis for originality in the application of ideas, often in a research context.

Learning Outcomes

Apply creative solutions to research problems in advertising and PR.
Between the different techniques to measure consumer behaviour chose the most appropriate for the
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Between the different techniques to measure consumer behaviour chose the most appropriate for the
research in question.
Decide on the best research methodology for each case according to the research objectives set out.
Decide whether to try out new approaches and methods of analysis on the basis of the literature on the
discipline of strategic communication.
Identify and classify the new specific techniques for market research.
Identify the contributions of gender study to the research topic.
Know and use the contributions of women and gender studies in the discipline.
Know how to collect, systematise, conserve and disseminate information about women, works written
by women, documents referring to the laws and policies of equality and those generated by research
into gender studies, evaluating gender bias which may be included in existing searches and descriptors.
Know how to create and use qualitative and quantitative indicators including statistics to gain a better
understanding of gender inequalities and differences in the needs, conditions, values and aspirations of
women and men.
Know how to distinguish in theoretical and empirical analyses the effects of sex and gender variables.
Know how to identify the intersection of gender inequality with other inequalities (age, class, race,
sexuality and identity/gender expression, functional diversity etc.).
Know how to undertake research with a gender perspective.
Know how to use inclusive and non-sexist language.
Learn to make visible the contributions made by women in all areas of society and consider their
experience as a documentary source of primary importance.
Relate different perspectives and methodological approaches in the course of a research project.
Subject theories and research findings to methods of verification or comparison.
Successfully carry out a research project.

Content

1. The scientific method in advertising and public relations research (prof. Patrícia Lázaro)

1.1. Basic characteristics of the scientific method.

1.2. From the knowledge problem to the sample.

1.3. Definition as a scientific tool.

1.4. The paradigm as an instrument of scientific organisation.

1.5. Hypothesis and contrastability.

1.6. Research designs: qualitative, quantitative and experimental.

1.7. The variables.

1.8. Analysis and measurement instruments.

2.  (Prof. Albert Vinyals)Applications of neuromarketing in strategic planning

2.1 Attention and perception. Eye tracking software.

2.2. Sensory marketing: smell, hearing, taste, touch and sight.

2.3. Emotions and consumption. Biometric methods for measuring the consumer's emotional response. EEG
and fMRI.

2.4. Contributions of market research companies in the study of consumer behavior.

3. Bibliographic and information resources for strategic planning research. (Prof. Alfons González)

3.1 The process of searching for information within the framework of scientific and applied research.
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3.2 Bibliographic resources.

3.3 Tools to know the quality and impact of scientific production.

Methodology

The course includes master classes, guided theoretical activities, supervised individual and group activities, así́
as a set of autonomous activities to achieve the objectives of the module. Each of the sections in which the
content is organised is taught by a specialist teacher.
The students will be organised in groups and each of these groups will work on a research case. Throughout
the course, the groups will develop a set of exercises aimed at applying the knowledge proposed in class to
their respective cases. The result of the exercises, which will be developed from the autonomous work
(individual and team) of the students, should lead to a research project that will be the embryo of the TFM.

Annotation: Within the schedule set by the centre or degree programme, 15 minutes of one class will be
reserved for students to evaluate their lecturers and their courses or modules through questionnaires.

Activities

Title Hours ECTS Learning Outcomes

Type: Directed

Theoretical sessions and case studies 45 1.8 1, 14, 7, 4, 17, 5, 3, 6, 15, 12, 10, 13, 11, 8, 9, 16, 2

Type: Supervised

Tutorials 10 0.4 1, 4, 17, 5, 15, 16

Type: Autonomous

Drafting and reviewing the work 70 2.8 1, 14, 7, 4, 17, 5, 3, 6, 15, 12, 10, 13, 11, 8, 9, 16, 2

Reading and exercise development 60 2.4 1, 7, 4, 17, 5, 3, 6, 15, 12, 10, 8, 16, 2

Assessment

Each section of the course will be evaluated by the specialist teacher who teaches it.

Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Bibliographic search work (Theme 3) 20% 10 0.4 14, 7, 4, 17, 6, 15, 8,
16

Exam (Item 2) 20% 5 0.2 7, 17, 5, 15, 10, 11, 2

Research project: theoretical and methodological approach
(class exercises and final work)

60% 25 1 1, 7, 4, 17, 5, 3, 15,
12, 10, 13, 11, 9, 16,
2
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Software

No specific software is used.
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