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Prerequisites

There are no prerequisites for taking the subject, although it is advisable to have prior knowledge about the main communication concepts. Knowledge of English is recommended as many of the supporting texts/articles are written in this language.

Objectives and Contextualisation

The objectives of the module are:

- Reinforce and expand the knowledge that students have about the figure and role of the planner.

- Expand and deepen students' knowledge in the field of strategy to better strengthen professional activity,
especially in relation to the development of a communication plan or the communicational needs and strategies
of brands.

Competences

Be able to evaluate inequalities for reasons of sex or gender to design solutions.
Display familiarity with the literature and adapt available results in order to address new or little-known
problems, making innovative proposals.

Set communication objectives and design strategies that are suited to the dialogue between brands and
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Set communication objectives and design strategies that are suited to the dialogue between brands and
consumers.
Situate the current problems in the field of communication in their historical context.
Solve problems in new or little-known situations within broader (or multidisciplinary) contexts related to
the field of study.
Use acquired knowledge as a basis for originality in the application of ideas, often in a research context.
Work in a team, showing respect for the roles of its members (workload, responsibilities, merits, etc.)
and its dependencies.

Learning Outcomes

Analyse the advantages and problems of working in teams within the businesses and organisations
being studied.
Apply the different theoretical models of strategic planning to solve practical problems in real
communication scenarios.
Carry out the communication diagnosis, which will be the basis for the strategic communication plan.
Decide on the most appropriate communication strategy to deliver advertising to the target audience.
Identify and question the biases, stereotypes and gender roles in the discipline and in professional
practice.
Identify the historical origins of the figure of professional planner.
Know and use the contributions of women and gender studies in the discipline.
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.
Manage advertisers' brand strategies effectively and efficiently.
Understand how the discipline of strategic communication has evolved in recent years.
Understand the original approach of this master's degree and the function performed by planners in
advertising and PR.

Content

Point of view and Brand Purpose.
Premiumization vs white label. Positioning options in the brand strategy.
Define/re-adjust the target audience.
Emotional motivations and insights. The key to effective communication.
The germ of a good strategy: from the opportunity a brand faces to the communication objective.
From the concept of communication to the big idea and execution.
Defining and communicating brand architectures.
Evolution of strategic planning: identifying the essential contact points to correctly activate a big creative
idea.
Corporate Social Responsibility (CSR) and corporate communications
The creative keys. Ingredients of a good idea or concept.
How to evaluate a creative proposal, idea and execution.

Methodology

We use the case method. This implies the preparation of a case linked to each topic, its resolution and related
theoretical topics explanation through an exposition of the teacher and article's pre-readings.

This module is made up of two main areas of activity: (1) working on the keys to a good strategy and (2)
working on the application of the strategy in the creation phase. Since the role of the planner is different in
each one of them, they will be approached, respectively, with different teaching techniques:

(1) The keys to a good brand and communication strategy: with more theoretical content and taught by Sam
Júdez and Miquel Campany, professionals with a long career linked to strategy. It is a basic element of the

module and founding intention of this Master to work with the case method. Therefore, the way to approach
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module and founding intention of this Master to work with the case method. Therefore, the way to approach
each topic in this area will be based on the analysis and RESOLUTION OF A real CASE, most of which are
recognized in the Efficacy Awards. Thus, for each topic / case, the work process in and out of class consists of
a double session, structured as follows:

Day 1: Case work Day 2: Theoretical support linked to the case
(previous reading of the case at home) (reading of articles at home)
30min GROUP DEBATE 45min DEBATE (group and global)
30min EXPOSURE. QUESTIONS 60min THEORETICAL EXPLANATION
60min EXPLANATION / COMMENT 15min APPROACH EXERCISE

In addition to these classes, there will be a 4-hour session (keynotes and workshop) focused on Corporate
Social Responsibility as a key instrument in corporate strategies, given by Dr. Estrella Barrio.

(2) The application of the strategy and the role of the planner in the creative phase: eminently practical and
taught by Patricia Luján Creative Director of large local and international agencies. For this reason, the format
of this second area will be closer to a workshop format, with exercises, comments and theoretical references.

However, both areas will be covered simultaneously throughout the 10 weeks of sessions, to guarantee the
link between them.

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

We use the case method. This implies the preparation of a case linked to each topic, its
resolution and related theoretical topics explanation through an exposition of the
professor and articles pre-readings.

225 9 1, 2, 12,
11, 4, 3,
10, 6

Assessment

The evaluation of the module is carried out through the participation of the student in:

1- a group task in which a specific case will be developed based on the knowledge and skills acquired in the
sessions with cases.

2- Patricia's creativity workshops.

The percentages of the final grade will be, respectively:

- 50% of the final grade: written task (to be delivered one month after the end of the sessions).

- 25% of the final grade: oral presentation of the task (in the weeks after the written delivery).

- 25% of the final mark: exercises in the workshops on creativity.

Assessment Activities

Title Weighting Hours ECTS Learning Outcomes
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Written work + oral presentation 100 0 0 1, 2, 9, 12, 7, 11, 4, 3, 10, 6, 5, 8
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Various articles and essays will be delivered for the study and development of each topic.

Software

The subject does not require any specific software.
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