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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

The objectives of the module are:

- Identify the functions, capabilities and skills of the planner in the strategic development of advertising

communication and public relations

- Analyze the value of the strategy in the development of brand communication plans, as well as its importance

for the development of professional activity.

Competences

Situate the current problems in the field of communication in their historical context.
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
consumers.

Use acquired knowledge as a basis for originality in the application of ideas, often in a research context.




Solve problems in new or little-known situations within broader (or multidisciplinary) contexts related to
the field of study.

Work in a team, showing respect for the roles of its members (workload, responsibilities, merits, etc.)
and its dependencies.

Learning Outcomes
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Analyze the advantages and problems of working in teams within the businesses and organizations
being studied.

Apply the different theoretical models of strategic planning to solve practical problems in real
communication scenarios.

Identify and question the biases, stereotypes and gender roles in the discipline and in professional
practice.

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 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
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Point of view and Brand Purpose. Premiumization vs white label. Positioning options in the brand
strategy.

Define, re-adjust and segment 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 and identity strategies.

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.

NB: The contents of the course will be sensible to the aspects concerning gender perspective.



Methodology

A theoretical-practical mix with:

* master classes
* case and problem-solving classes

* preparation of work

These sessions will be complemented with talks from various professionals who are experts in
consumer/research, strategic planning and creative conceptualization, both from the advertiser and the agency
side.

Note: 15 minutes of a class will be reserved within the calendar established by the center or the degree for
students to fill out surveys to evaluate the teaching staff's performance and evaluate the subject or module.

Activities

Type: Directed 45 1,8 1,2,4,5

Sessions to explain the case, discussion &
theoretical complements

Workshop

Type: Supervised 10 0,4 7,11,8,9

Group task, inside and outside the class,
about the cases briefed

Type: Autonomous 130 5,2 1,2,4,5,7,11,8,9

Module final task

Assessment

To pass the module, students must develop a task -module work- on a specific case and carry out the activities
proposed in the workshop.

The percentages of the final grade will be, respectively:
75% written work at the end of the module and oral presentation of the same.
25% exercises in the creativity workshop

Assessment activities

Module final task. Written delivery 50% 20 0,8 1,2,3,4,6,5,7,11,8,9,10,12

Oral presentation 25% 10 0,8 1,2,3,4,6,5,7,11,8,9,10,12

Creative workshop 25% 10 0,8 1,2,3,4,6,5,7,11,8,9,10,12




Plagiarism

The student who makes any irregularity (copy, plagiarism, identity theft,) will be graded 0 for this evaluation act.
In the case that various irregularities occur, the final grade for the subject will be 0.
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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.



