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Prerequisites

Have completed undergraduate or graduate studies in social, humanistic or computer science

Objectives and Contextualisation

1. To know the dynamics of the markets in the communication industry and the role that this plays in the
business management techniques

2. Understand that the functioning and dynamics of communication companies are generated over time by
agents, social relationships, political, economic, technological, needs, interests, and rational actions that are
reactive in relation to the context parameters in they are located.

Competences

Analyse the impact of media groups' strategies of social communication with the aim of promoting new,
participative forms of culture and communication.
Continue the learning process, to a large extent autonomously.
Lead and work in interdisciplinary teams.
Plan and lead basic and applied research projects in media communication and culture.
Use acquired knowledge as a basis for originality in the application of ideas, often in a research context.
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Learning Outcomes

Continue the learning process, to a large extent autonomously.
Develop research projects on the economy of communication.
Generate ideas and innovative and competitive solutions in relation to the management of media.
Identify specific factors management media companies.
Lead and work in interdisciplinary teams.
Recognise and identify political and social issues and their link to media management and the dynamics
of the communication markets.
Recognize the scope and application of economic principles in the functioning of the communication
industry
Use acquired knowledge as a basis for originality in the application of ideas, often in a research context.

Content

1. Analysis of the context and dynamics of the global communication market, and its implications at state,
regional and local level.

2. Study of structural transformations in the communication industry: technological, political, economic and
cultural transformations. The impact of the digital ecosystem and the platformization.

3. Definition of management strategies in media companies: development of new business models.

4. Approach to the fundamentals of business management of different communication activities from a
perspective that considers both the specificities of companies and the position they occupy in their
macroeconomic and industrial context. Knowing these environments is fundamental for any innovation carried
out by entrepreneurs. The analysis of communication companies should be completed, in addition, with the
fundamentals of: marketing management, production management and financial management.

In the content dynamics, the gender perspective will be taken into account.

The sessions will also be attended by communication experts who have promoted companies in a digital
environment.

The calendar detailed with the content of the different sessions will be presented on the day of presentation of
the subject. It will be uploaded to the Virtual Campus, where students will also be able to access the detailed
description of the exercises and practices, the various teaching materials, and any necessary information for
the proper follow-up of the subject.

Activities and Methodology

Title Hours ECTS Learning Outcomes

Type: Directed

Master classes 30 1.2 2, 3, 5, 6

Type: Supervised

Completion of work for the evaluation of the course 15 0.6 1, 2, 3, 4, 6, 7, 8

Type: Autonomous

2



Readings, work accomplishment 105 4.2 1, 2, 3, 4, 5, 6, 7, 8

1. Interactive theoretical classes

2. Study of cases of strategies of communication companies

3. Reading

4. Tutorials

5. Carrying out work

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.

Assessment

Continous Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Laboratory practices 30% 0 0 1, 4, 6, 7

Presentation of work 20% 0 0 1, 2, 3, 4, 5, 6, 7, 8

Work 50% 0 0 1, 2, 3, 4, 5, 6, 7, 8

1. Evaluation of case analysis work 50%

2. Presentations in the classroom of case analysis 20%

3.-Diversity of practices in class 30%

Students will be entitled to the revaluation of the subject. They should present a minimum of activities that
equals two-thirds of the total grading.

Regarding the re-evaluation, the students that do not exceed the subject will realize a final test that will consist
of a theoretical test (50%) and a practical part (50%). This test will be performed during the reassessment
period.

In the case of a second enrolment, students can do a single synthesis exam/assignment that will consist of a
theoretical test and a practical part.

In the event that the student performs any irregularity that may lead to a significant variation of an evaluation
act, this evaluation act will be graded with 0, regardless of the disciplinary process that could be instructed. In
the event, that several irregularities occur in the evaluation acts of the same subject, the final grade for this
subject will be 0.

Bibliography

Agirre-Maiora, Antxoka; Murua-Uria, Imanol & Zabalondo-Loidi, Beatriz (2020). Modelos de negocio ajustados
3



Agirre-Maiora, Antxoka; Murua-Uria, Imanol & Zabalondo-Loidi, Beatriz (2020). Modelos de negocio ajustados
para proyectos periodísticos reposados: subsistencia económica de medios . slow El profesional de la

, 29(6) información https://doi.org/10.3145/epi.2020.nov.20

Brevini, Benedetta & Swiatek, Lukasz (2021). . Amazon: understanding a global communication giant
Routledge.

Cagé, Julia (2016). . Anagrama.Salvar los medios de comunicación

Cerezo, Pepe (2022). Deconstruyendo los medios: cómo adaptar las empresas de comunicación al entorno
. Editorial Almuzara.digital

Díaz-Noci, Javier (2019). Cómo los medios afrontan la crisis: retos, fracasos y oportunidades de la fractura
digital. El , 28(6). Profesional de la Información https://doi.org/10.3145/epi.2019.nov.25

Durban, Eloi C. (2022). Cooperativas de prensa: un modelo de organización periodística en las crisis
económicas y las transiciones políticas. , (18), 228-247.Revista internacional de Historia de la Comunicación

Elson, Cristina (2022). . Universitat Oberta de Catalunya.Nuevos modelos de negocio

Evens, Tom & Donders, Karen (2018). .Platform Power and Policy in Transforming Television Markets
Basingstoke: Palgrave Macmillan.

Flores-Vivar, Jesús Miguel & Aguado-Guadalupe, Guadaplupe (2021). Análisis descriptivo exploratorio sobre
modelos de negocio en los nuevos medios: estrategias y retos. , 14, 9-27. Correspondencias & Análisis
https://doi.org/10.24265/cian.2021.n14.01

Hari, Johann (2023). . Ediciones Península.El valor de la atención: Por qué nos la robaron y cómo recuperarla

Innerarity, Daniel (2016). . Columbia University Press.Governance in the New Global Disorder

Martori Muntsant, Aida (2024). Prensa local ante la digitalización: innovación y viabilidad del periodismo de
proximidad. , (64), 104-119. Ámbitos. Revista Internacional De Comunicación
https://doi.org/10.12795/Ambitos.2024.i64.02

Martínez García, Luisa del C., & Navarro, Celina (2018). Organización laboral y perfiles profesionales de los
nuevos medios digitales españoles creados por periodistas en tiempos de crisis. Estudios sobre el mensaje

, 24(2), p. 1445-1458.periodístico

Mateo, Rosario de, Bergés Saura, Laura & Sabater Casals, Marta (2009). Gestión de empresas de
. Comunicación Social.comunicación

McIntyre, Phillip (2023). Entrepreneurship in the creative industries. How innovative agents, skills and networks
. Palgrave Macmillan. interact https://doi.org/10.1007/978-3-031-19455-9

Medina Laverón, Mercedes & Jones, Daniel E (2015). Estructura y gestión de empresas audiovisuales.
Ediciones Universidad de Navarra.

Morales, Susana & Vidal, Elisabeth (Eds.). (2022). ¿Quien se apropia de que?: tecnologias digitales en el
. CLACSO.capitalismo de plataformas

Nafría, Ismael (2022). ¿ El mejor modelo de negocio para un medio? Posiblemente, la correcta combinación
de suscripciones y publicidad. ,Cuadernos de periodistas: revista de la Asociación de la Prensa de Madrid
(44), 131-134.

Nafría, Ismael (2017). La reinvención de The New York Times: cómo la" dama gris" del periodismo se está
. Centro Knight para el Periodismo en las Américas.adaptando (con éxito) a la era móvil

Pariser, Eli (2017). Taurus.El filtro burbuja: Cómo la web decide lo que leemos y lo que pensamos. 

Peirano, Marta (2019). El enemigo conoce el sistema: Manipulación de ideas, personas e influencias después

4

https://doi.org/10.3145/epi.2020.nov.20
https://doi.org/10.3145/epi.2019.nov.25
https://doi.org/10.24265/cian.2021.n14.01
https://doi.org/10.12795/Ambitos.2024.i64.02
https://doi.org/10.1007/978-3-031-19455-9


Peirano, Marta (2019). El enemigo conoce el sistema: Manipulación de ideas, personas e influencias después
. Debate.de la economía de la atención

Picard, Robert & Wildman, Steven (Eds) (2015). . Edward ElgarHandbook on the Economics of the Media
Publishing.

Rieder, Bernhard; Borra, Erik; Coromina, Òscar, & Matamoros-Fernández, Ariadna (2023). Making a Living in
the Creator Economy: A Large-Scale Study of Linking on YouTube. , 9(2).Social Media&Society

Rohn, Ulrike & Evens, Tom (Eds.) (2020). Media management matters: challengesand opportunities for
. Routledge.bridging theory and practice

Runco, Mark A. (2023). . Academic Press.Creativity: research, development, and practice

Srnicek, Nick (2018). . Caja Negra.Capitalismo de plataformas

Villi, Mikko & Picard, Robert G. (2019). Transformation and Innovation of Media Business Models. In: Prenger,
M. & Deuze, M. . Amsterdam: Amsterdam University Press. pp. 121-132. Making Media
https://doi.org/10.1515/9789048540150-009

Zomeño, Daniel & Blay-Arráez, Rocío (2021). Big data e inteligencia editorial en el branded content y en los
nuevos modelos de negocio de los medios. . El Profesional de la Información
https://doi.org/10.3145/epi.2021.ene.20

Zuboff, Shoshana (2021). . Editora Intrínseca.La era del capitalismo de vigilancia

Software

For text edition.

Language list

Name Group Language Semester Turn

(TEm) Theory (master) 40 Spanish first semester afternoon
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