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Prerequisites

The prerequisites of the subject focus on the understanding, conceptualization, planning and execution of the
digital strategy in the field of advertising and public relations, which implies knowledge of technologies relevant
to the digital strategy. , ability to critically analyze concepts, tools and related materials from conceptualization
to leadership, written and oral expression, to the public presentation of projects applied to advertising and
public relations.

Objectives and Contextualisation

The main objective of the course is the knowledge, analysis and management of the main digital technologies
applied to digital advertising strategy and public relations (especially in companies 4.0 and 5.0, the role of
advertising and public relations in these realities and the need to design strategies that connect with these new
scenarios) through the acquisition of skills in the conceptualization, conception, design, production and
execution of digital advertising and public relations strategies for cyberspace and the digital realm.
In this sense, the objectives are specified in:
1. Reflect on the fundamentals of digital strategy in today's society, 4.0 and 5.0.
2. To know the most common digital strategic models in advertising and public relations.
3. Study the parameters of conception and design of digital strategies.
4. Familiarize yourself with the main platforms, resources and tools.
5. Know the dynamics of digital strategy.
6. Assimilate the fundamentals of leadership in digital advertising and public relations strategy.
7. The importance of public speaking in the presentation of digital strategic projects.
8. Know the guidelines for crisis management arising from the implementation of the digital strategy.
9. Implement digital strategy projects.
10. Study good practices, implement a gender perspective, apply inclusion, and analyze industry trends.

Competences

Introduce changes in the methods and processes of the field of knowledge to provide innovative
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Introduce changes in the methods and processes of the field of knowledge to provide innovative
responses to the needs and demands of society.
Make the knowledge and innovations in the area known publicly.
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.
Students must be capable of communicating information, ideas, problems and solutions to both
specialised and non-specialised audiences.
Students must develop the necessary learning skills in order to undertake further training with a high
degree of autonomy.
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.
Identify situations in which a change or improvement is needed.
Identify the social, economic and environmental implications of academic and professional activities
within one's own area of knowledge.
Identify the target audience in developing a media plan.
Make the knowledge and innovations in the area known publicly.
Propose new methods or well-founded alternative solutions.
Propose new ways to measure the success or failure of the implementation of innovative proposals or
ideas.
Propose projects and actions that incorporate the gender perspective.
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.
Students must be capable of communicating information, ideas, problems and solutions to both
specialised and non-specialised audiences.
Students must develop the necessary learning skills in order to undertake further training with a high
degree of autonomy.
Use advanced technologies for optimum professional development.
Weigh up the impact of any long- or short-term difficulty, harm or discrimination that could be caused to
certain persons or groups by the actions or projects.
Weigh up the risks and opportunities of both one's own and other people's proposals for improvement.

Content

1. The professional in the face of digital strategy. The consumer and the new digital commerce
2. Concept and foundations of digital strategy in Society 4.0 and 5.0
3. Digital strategy applied to new media
4. How to implement, manage and measure a campaign in the new digital media
5. Industry and Commerce 4.0 and 5.0. References in digital strategy
6. Strategic vision in the creation and advertising of digital products
7. Related technology resources and digital innovation as a strategy applied to advertising and public relations
8. Leadership in digital strategy
9. Presentations of digital strategy proposals

10. Case study and trends
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10. Case study and trends
The content of this subject will be sensitive to aspects related to the gender perspective.
The detailed calendar with the content of the different sessions will be exposed on the day of presentation of
the subject.
It will also be posted on the Virtual Campus where students will be able to find a detailed description of the
exercises and practices, the various teaching materials and any information necessary for the proper follow-up
of the subject.
In case of change of teaching modality for health reasons, the teachers will inform of the changes that will take
place in the programming of the subject and in the teaching methodologies.

Methodology

The basis of the teaching methodology will be to reach an autonomous learning by the students.

The activity supervised by the teacher, with a constant and active participation of the student, will allow him to
assume the generic and specific competences raised in the design of the subject, within the Curriculum.

The learning activities (practical classes) occupy a prominent role in the framework of the subject. Students will
attend theoretical classes where concepts will be explained, debates will be developed and materials and
cases will be commented on.

The separation of the group into subgroups of a practical nature will allow a varied and very detailed work and
exercise of the proposed exercises. The virtual campus will be an important tool in the framework of the
subject.

IMPORTANT: The proposed teaching methodology and assessment may undergo some modification
depending on the attendance restrictions imposed by the health authorities.

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

Laboratory 37.5 1.5 3, 12, 7, 6, 15, 13, 16

Master classes 15 0.6 12, 8, 7, 6, 11, 14, 16, 17

Type: Supervised

Tutories 7.5 0.3 2, 3, 12, 6, 5, 9, 14, 16

Type: Autonomous

Individual study, readings, exercises 82.5 3.3 3, 7, 6, 18, 15, 13

Assessment

The evaluation system will have two clearly differentiated parts:

PRACTICAL PART: 60%.

THEORETICAL PART: 40%.

The course consists of the following assessment activities:
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The course consists of the following assessment activities:

- Exam: 30% on the final grade.

- Project: 30% on the final grade

- Internships: 40% on the final grade

In order to pass the course, a minimum grade of 5 must be taken in each activity. Aspects to consider:

Students will be entitled to the recovery of the subject if it has been evaluated of the set of activities whose
weight is equivalent to a minimum of 2/3 of the total qualification of the subject.
In order to be able to present to the recovery of the asignatura, will have had to obtain the average note of 3,5
To be continuous evaluation, will have to realize all the evaluable proofs programmed. (In exceptional cases,
and with the prior approval of the teaching staff, a different evaluation system may be designed).
In order to pass the subject, both the practical and the theoretical part must be passed (obtaining the grade
equivalent to a 5 out of 10, in each of the parts).
In case of passing one of the parts and suspending the other, the student will have the qualification of
suspension.
Plagiarism in the exercises, exams or assignments will automatically mean the suspension in the subject.
More than three misspellings in some works will mean the suspension of these.
The mark obtained in the theory re-evaluation will be the final mark of this part.
The mark obtained in the re-evaluation of practice will average with the mark obtained in the practices of the
course.
Students who wish to raise their mark will also be able to access the re-assessment tests (theoretical and
practical). The new grade will be the final one in the theoretical part and will average with the rest of the
practices in the practical part.
In the case of a second registration, students will be ableto take a single synthesis test that will consist of a
theory andpractice exam.
The qualification of the subject will correspond to the qualification of the synthesis test.
The student who commits any irregularity (copy, plagiarism, impersonation, ...) that may lead to a significant
variation in the grade of an assessment act, will be graded with 0 this assessment act. In case of several
irregularities, the final grade of the subject will be 0.
As established by the academic regulations, 50% of the evaluation activities are recoverable. Examination and
internships are recoverable in proportion.

Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Exam 30 2 0.08 12, 7, 6, 5, 9, 11, 15, 14, 13, 16

Practices 40 3 0.12 1, 12, 4, 8, 7, 6, 18, 14, 13, 16

Project 30 2.5 0.1 2, 3, 12, 8, 7, 5, 18, 10, 15, 14, 13, 16, 17

Bibliography

Aldea et al. Crisis de Comunicación On-line (s.a.). Link: 
http://unadocenade.com/wp-content/uploads/2014/01/Crisis-de-Comunicacion-Online.pdf
AA.VV. (2016). 7 ejemplos de crisis en redes sociales mal gestionadas. Link: 

 Burgueño Muñoz,https://www.antevenio.com/blog/2016/10/crisis-en-redes-sociales-mal-gestionadas/
José Manuel (2018). Qué hacer cuando arde la red. Gestión de crisis de comunicación online. 
Barcelona: UOC.
Bosque Peón, C. D. (2019). Los gemelos digitales en la industria 4.0. Link: 
https://uvadoc.uva.es/handle/10324/40037

Cooklin, N. (2021). Líderes humanos: Cómo gestionar equipos exitosos desde la comunicación y el

4

http://unadocenade.com/wp-content/uploads/2014/01/Crisis-de-Comunicacion-Online.pdf
https://www.antevenio.com/blog/2016/10/crisis-en-redes-sociales-mal-gestionadas/
https://uvadoc.uva.es/handle/10324/40037


Cooklin, N. (2021). Líderes humanos: Cómo gestionar equipos exitosos desde la comunicación y el
. CONECTA.autoconocimiento

Cusmai, C. M. (2016). Estrategia digital. Link: 
https://repositorio.uesiglo21.edu.ar/bitstream/handle/ues21/12800/ESTRATEGIA%20DIGITAL.pdf?sequence=1
Chavez, L. A. (2018). Relaciones públicas como catalizadoras de innovación en la cadena de valor
empresarial: programa de prácticas empresariales Universidad Latina de Costa Rica. Revista

, (16), 85-108. Link: Internacional de Relaciones Públicas 8
https://dialnet.unirioja.es/servlet/articulo?codigo=6872019
Chiquito, M. V., Plua, J. C. G., Chong, M. B., & Chong, C. B. (2020). Gemelos digitales y su evolución
en la industria. , (4), 300-308. Link: RECIMUNDO 4
https://recimundo.com/index.php/es/article/view/953/1572
De Almeida, C. M. M., Scheunemann, C. B., dos Santos, M. J., & Lospes, P. T. C. (2020). Propuestas
de metodologías activas utilizando tecnologías digitales y herramientas metacognitivas para auxiliar en
el proceso de enseñanza y aprendizaje. , (1), 204-220. Link: Paradigma 40
http://www.revistas.upel.edu.ve/index.php/paradigma/article/view/8605/5188
Domínguez, M. D. C. M. (2021). .Formación de líderes en inteligencia emocional y gestión del talento
Editorial Universitas
García-Prieto, V. (2016). Grupos de comunicación, poder y democracia en la era digital. Principales
estrategias y negocios en nuevas tecnologías. In Actas del I Congreso Internacional Comunicación y

. Egregius. Link:Pensamiento. Comunicracia y desarrollo social (2016), p 1094-1107
https://idus.us.es/bitstream/handle/11441/50958/Pages%20from%20978-84-945243-2-51-6.pdf?sequence=1&isAllowed=y
Garrell, A., & Guilera, L. (2019). . Marge books.La industria 4.0 en la sociedad digital
Hidalgo, J. (2017). Idea, Producto y Negocio: Tres pasos en la creación de productos y servicios

. Libros de Cabecera.digitales innovadores
IAB (2021). Top tendencias digitales 2021. Link: 
https://www.antevenio.com/blog/2016/10/crisis-en-redes-sociales-mal-gestionadas/
Loucks, J., Macaulay, J., Noronha, A., & Wade, M. (2016). Digital vortex. .IMD, Lausanne, Switzerland
Leiva Aguilera, Javier. Barcelona: EPI.Gestión de la reputación on-line. 
Manifiesto cluetrain: https://personal.us.es/mbmarquez/textos/cluetrain.pdf
Matilla Serrano, K. (2012). Conceptos fundamentales en la Planificación Estratégica de las Relaciones
Públicas. , 0-0.Conceptos fundamentales en la planificación estratégica de las relaciones públicas
Monserrat Gauchi, Juan; Sabater Quinto, Federico (2017). Planificación estratégica de la comunicación

Barcelona: UOC.en redes sociales. 
Oliva Marañón, C., & Gallego Trijueque, S. (2021). Praxis de la innovación educativa a través de

 (No. COMPON-2021-CINAIC-0077). Universidad de Zaragoza,YouTube en tiempos de pandemia
Servicio de Publicaciones.Link: https://zaguan.unizar.es/record/107779/files/077.pdf
Ortega, A. (2019). Sociedad 5.0: el concepto japonés para una sociedad superinteligente. Real Instituto

, . Link: Elcano 25
https://media.realinstitutoelcano.org/wp-content/uploads/2021/11/ari10-2019-ortega-sociedad-5-0-concepto-japones-sociedad-superinteligente.pdf
Pallete, A. (2020). El verdadero liderazgo en un entorno Vuca.¿ Se puede ser líder y no liderar?: Hoy
en día está demostrado que el hecho de querer confiar es un instinto optimista del ser humano. Ese
deseo de confiar se ve satisfecho cuando alguien percibe que su compañía no solo es competente,
sino que además tiene buenas intenciones. , (1611),Anuncios: Semanario de publicidad y marketing
22-24.
Pastor, E. M., & Ojeda, M. A. N. (2016). Publicidad digital: Hacia unaintegración de la planificación,

. ESIC Editorial.creación y medición
Pecina, I. S. (2020). Modelos de negocio digitales: Cómo y por qué las startups baten a las empresas

. Deusto.tradicionales
Perdigón Llanes, R., Viltres Sala, H., & Madrigal Leiva, I. R. (2018). Estrategias de comercio electrónico
y marketing digital para pequeñas y medianas empresas. , Revista Cubana de Ciencias Informáticas 12
(3), 192-208.
Pugimartín, Mariona (2018). 4 casos de reputación online y gestión de crisis. Link: 
https://aprendiendomkt.com/4-casos-de-reputacion-online-y-gestion-de-crisis/
Restrepo, J. G. C., Bermúdez, J. M. U., López, G. M. A., & Dallos, J. J. L. Diagnóstico y propuesta de
fortalecimiento de la cultura de la innovación en la empresa de publicidad y consultoría "EIVOS".
Diagnosis and a proposal for improvement the innovation culture in the company "EIVOS". Link:
https://www.researchgate.net/profile/Jose-Camargo-Restrepo/publication/313853302_DIAGNOSTICO_Y_PROPUESTA_DE_FORTALECIMIENTO_DE_LA_CULTURA_DE_LA_INNOVACION_EN_LA_EMPRESA_DE_PUBLICIDAD_Y_CONSULTORIA_EIVOS/links/58ab47e14585150402036901/DIAGNOSTICO-Y-PROPUESTA-DE-FORTALECIMIENTO-DE-LA-CULTURA-DE-LA-INNOVACION-EN-LA-EMPRESA-DE-PUBLICIDAD-Y-CONSULTORIA-EIVOS

Saz, J. T. (2004). El diseño centrado en el usuario para la creación de productos y servicios de
5

https://repositorio.uesiglo21.edu.ar/bitstream/handle/ues21/12800/ESTRATEGIA%20DIGITAL.pdf?sequence=1
https://dialnet.unirioja.es/servlet/articulo?codigo=6872019
https://recimundo.com/index.php/es/article/view/953/1572
http://www.revistas.upel.edu.ve/index.php/paradigma/article/view/8605/5188
https://www.antevenio.com/blog/2016/10/crisis-en-redes-sociales-mal-gestionadas/
https://personal.us.es/mbmarquez/textos/cluetrain.pdf
https://zaguan.unizar.es/record/107779/files/077.pdf
https://media.realinstitutoelcano.org/wp-content/uploads/2021/11/ari10-2019-ortega-sociedad-5-0-concepto-japones-sociedad-superinteligente.pdf
https://aprendiendomkt.com/4-casos-de-reputacion-online-y-gestion-de-crisis/


Saz, J. T. (2004). El diseño centrado en el usuario para la creación de productos y servicios de
información digital. . Link: Depto. CC. de la Documentación, Univ. de Zaragoza
https://www.academia.edu/24496705/El_Dise%C3%B1o_Centrado_En_El_Usuario_Para_La_Creaci%C3%B3n_De_Productos_Y_Servicios_De_Informaci%C3%B3n_Digital?bulkDownload=thisPaper-topRelated-sameAuthor-citingThis-citedByThis-secondOrderCitations&from=cover_page
Tena, M. F., Navas, M. C. O., & Fuster, M. C. S. (2021). Las nuevas tecnologías como estrategias
innovadoras de enseñanza-aprendizaje en la era digital. Revista electrónica interuniversitaria de

, (1). Link: https://revistas.um.es/reifop/article/view/406051/299931formación del profesorado 24
The New York Times (2017). Guía de uso de redes sociales del New York Times para empleados/as.
Link: https://www.nytimes.com/2017/10/13/reader-center/social-media-guidelines.html
Tejedor, Santiago (2019). Herramientas digitales para comunicadores. Link: 
http://www.gabinetecomunicacionyeducacion.com/sites/default/files/field/publicacion-adjuntos/herramienta
Velázquez, J. A. M. (2010). Estrategia digital. , (15), 152-154.Link:Questiones publicitarias
https://raco.cat/index.php/questionespublicitarias/article/view/v15-muniz
Vidal, P. (2016). Metodología para la elaboración de un plan de marketing online. 3c Empresa:

, (2), 57-72. Link:investigación y pensamiento crítico 5
https://dialnet.unirioja.es/servlet/articulo?codigo=5503957

NOTA: Al llarg del curs es treballarà un projecte propi d'estratègia digital

Software

To be valued according to needs
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