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Prerequisites

L'assignatura és la continuacié natural de I'assignatura de Planificacio de Mitjans del tercer curs de Publicitat.

Objectives and Contextualisation

The main objective of the course is to introduce the student into the strategic media planning world. To achieve
this goal, the subject will focus on:

1.- Characteristics of the different mass media in order to carry out a correct media selection in a media
strategy.

2.- Creativity related to media research & formats.

3.- Research skills related to media briefings.

4.- The importance of the target understanding.

5.- Being able to create a correct media strategy (strategic decision), based on certain objectives.

6.- Public presentations practice.

Competences

® Analyse market data (competition and brand image) to develop a communication plan.

® Introduce changes in the methods and processes of the field of knowledge to provide innovative
responses to the needs and demands of society.

® Set communication objectives and design strategies that are suited to the dialogue between brands and
consumers.

® Show leadership, negotiation and team-working capacity, as well as problem-solving skills.

® Students must be capable of collecting and interpreting relevant data (usually within their area of study)
in order to make statements that reflect social, scientific or ethical relevant issues.

® Take account of social, economic and environmental impacts when operating within one's own area of
knowledge.



® Take sex- or gender-based inequalities into consideration when operating within one's own area of
knowledge.
® Use advanced technologies for optimum professional development.

Learning Outcomes

Analyse a situation and identify its points for improvement.

Analyse the principles that lay the foundations for effectiveness analysis (cost-impact ratio).

Communicate using language that is not sexist or discriminatory.

Demonstrate knowledge of the basic principles of negotiating with the media and the purchase of

advertising space.

Describe the nature of exchange relations between advertising companies and consumers.

Identify situations in which a change or improvement is needed.

Identify the consumer's needs and appraise their role in the purchasing process.

Identify the social, economic and environmental implications of academic and professional activities

within one's own area of knowledge.

9. Identify the target audience in developing a media plan.

10. Propose new methods or well-founded alternative solutions.

11. Propose new ways to measure the success or failure of the implementation of innovative proposals or
ideas.

12. Propose projects and actions that incorporate the gender perspective.

13. Propose viable projects and actions to boost social, economic and environmental benefits.

14. Show leadership, negotiation and team-working capacity, as well as problem-solving skills.

15. Students must be capable of collecting and interpreting relevant data (usually within their area of study)
in order to make statements that reflect social, scientific or ethical relevant issues.

16. Use advanced technologies for optimum professional development.

17. Weigh up the risks and opportunities of both one's own and other people's proposals for improvement.
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Content

1.- Qualitative and quantitative characteristics of the advertising media: Press, Magazines, Radio, Cinema,
Exterior, Internet, Television

2.- Media Strategy Development: Briefing, Situation Analysis, Media Strategy, Media Selection, Tactics, Media
Selection, Negotiation, Evaluation, Post Campaign Monitoring and Analysis

3.- Case Studies: Examples of Media Strategies
4.- Media Negotiation Techniques

5.- Tactical Planning

Methodology

Classes will be a mix of theory and practice. Each session will begin with the debate or analysis of some
lectures, that will complement the theory. The sessions will be oriented to the development of a media pitch. 4
or 5 group practices will be necessary before the presentation of the final practice.

The calendar will be available on the first day of class. Students will find all information on the Virtual Campus:
the description of the activities, teaching materials, and any necessary information for the proper follow-up of
the subject.

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

Practices and Seminars 37.5 1.5 2,3,14,4,5,7,9,12,13, 15, 16

Theoretical Classes 15 0.6 2,1,3,5,7,9,6,17,10, 11,12

Type: Supervised

Tutorial Classes 7.5 0.3 1,3,14,8,6,17,10, 11,12, 13, 16

Type: Autonomous

Practice 82.5 3.3 2,1,14,4,5,7,9,6,17,10, 11, 15, 16

Assessment

The evaluation of the subject will be based on the evaluation of the practices and the attendance and participatiol

All the activities will have to be passed to qualify for the final evaluation of the subject. The attendance to the foll:
REEVALUATION ACTIVITIES
The last three weeks of the course will be devoted to reevaluation activiti

To have access to revaluation, the average previous grades should be of minimum of 3.5.
Practices and seminars may be reavaluated.

In the event that the student performs any irregularity that may lead to a

Assessment Activities

Title Weighting Hours ECTS Learning Outcomes
Final Project 40% 225 0.09 1,14,17,10, 11, 15
Practice 50% 4.75 0.19 2,1,3,14,4,7,9,6, 17, 10, 15, 16
Seminars 10% 0.5 0.02 5,8,12,13
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