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result of the restrictions to face-to-face class attendance imposed by the health authorities.

Contact Use of Languages

Name: Carles Llorens Maluquer Principal working language: spanish (spa)

Email: Carles.Llorens@uab.cat
Teachers

Josep Maria Marti Marti
Joaquin Puig Gonzalez
Ana Ullod Pujol

Emilio Fernandez Pena

Prerequisites

Good level of English in order to be able to read complex texts on the area of broadcasting, technology and
policy.

Objectives and Contextualisation

The aim of this module is to study the transformation of the audio-visual industries and the contemporary
advertising systems, as well as the technologies within the scenario of digital transformations. It is about being
able to define and understand the weight of economic, political, industrial, technological, managerial and
Internet factors that set up the complex reality of the audio-visual and advertising industry.

Competences

® Apply validated models of content analysis, policy evaluation, audience response surveys and analysis
of audiovisual and advertising sector industries.

® Choose, design and apply methodological strategies for scientific research in audiovisual
communication and product development.

® Critically analyse the theories and analysis models of audiovisual and advertising communication.

® Develop the ability to assess sex and gender inequalities in order to design solutions.

® |dentify and understand the main phenomena that affect industries, policies, audiovisual and advertising
content and their reception.

® Plan tasks in accordance with the human resources, tools and time available so as to optimise
performance.

® Take decisions and accept responsibility for their consequences.



Learning Outcomes

1.

Analyse the effects of dynamics that intervene in audiovisual and advertising industries and policies.

2. Analyse the impact on the audiovisual and advertising sector of economic, political, technological and

social forces, including internet.
Apply validated models to evaluate policies, technologies, management, and audiovisual and
advertising sector industries.

. Choose, design and apply methodological strategies for scientific research in the field of audiovisual

communication industries and policies.

Identify and evaluate the main currents of thought in studies on the different cultural industries.

Plan tasks in accordance with the human resources, tools and time available so as to optimise
performance.

Recognise the role of the media, audiovisual productions and advertising in the construction of gender
relations and sexual and gender identity.

Take decisions and accept responsibility for their consequences.

Content

1.- Management of companies and the knowledge in the digital society 3 ECTS (Josep Maria Marfi)

2.- The Internet, social networks and their impact in the audio-visual sector 3 ECTS (Emilio Fernandez)

3.- Changes of the contemporary advertising systems 6 ECTS (Ana Ullod and Quim Puig)

4.- Technology and economy in the contemporary audio-visual system 3 ECTS (Carles Llorens)

Methodology

Teaching is structured by very specialized seminars and the tutoring of works on the subjects of the module.

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
Seminars 75 3 2,1,5,7
Type: Supervised
Essay tutorials 70 2.8 2,1,3,5,6,8,7,4
Type: Autonomous
Readings and autonomous work of the students 100 4 2,1,3,6,8,7,4
Writing essays 50 2 2,1,3,5,6,8,7,4

Assessment

Each professor of the module will indicate at the beginning of their course the type of work that the students
will have to do and how it should be presented.



Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Ana Ullod's essay 20% 1 0.04 2,1,3,5,6,8,7,4

Carles Llorens' essay 20% 1 0.04 2,1,3,5,6,8,7,4

Emilio Fernandez's Essay 20% 1 0.04 2,1,3,56,8,7,4

Joaquin Puig's Essay 20% 1 0.04 2,1,3,5,6,8,7,4

Josep M? Marti's essay 20% 1 0.04 2,1,3,5,6,8,7,4
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Software

There is no need for any software in order to follow this module.



