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Objectives and Contextualisation

To understand the fundamentals of digital public relations to develop effective strategies.
To develop skills to strategically plan digital communication, from research to execution.
To manage digital communication strategically, including collaboration with influencers.
To acquire competencies to prevent and manage online communication crises.
To implement tools to measure and evaluate the effectiveness of digital communication strategies.

Competences

Continue the learning process, to a large extent autonomously.
Design, plan and direct marketing actions in the new scenarios posed by the information society.
Identify the different strategic communication problems of institutional corporations and non-profit
organisations.
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Learning Outcomes

Know how advertising and PR are integrated in digital strategic planning.
Know the specific characteristics of digital strategic planning.
Work with internet-based social media.

Content

Introduction to public relations in the digital age
Strategic planning of digital communication: formative research
Identification and segmentation of publics in the digital context
Strategic planning of digital public relations: objectives, strategies, execution and evaluation
Strategic management of communication on social media
Crisis management in digital communication
Digital leadership and communication: competencies and professional profiles 2.0

Note: The course content will be sensitive to issues related to gender perspective and the use of inclusive
language.

Activities and Methodology

Title Hours ECTS Learning Outcomes

Type: Directed

Classes of digital problems and strategy formulation 15 0.6 3, 2

Master classes in face-to-face format 30 1.2 1, 2

Type: Supervised

Tutorials 12 0.48 3, 2

Type: Autonomous

Development of assignment 50 2 1, 2

Self-study 40 1.6 3

There will be in-person lectures and classes on problem-solving and digital strategy planning, as well as
tutorials and independent individual work activities.

A detailed schedule outlining the content of each session will be presented on the first day of the course and
will be available on the course's Virtual Campus, where students will find all teaching materials and necessary
information for effective course monitoring. Should the teaching modality change for reasons of force majeure
according to the competent authorities, the teaching staff will inform students of any modifications to the course
schedule and teaching methodologies.

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.
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Assessment

Continous Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Attendance and participation 10 0.2 0.01 1, 2

Case studies 35 1.1 0.04 3, 1, 2

Module project 30 1 0.04 3, 1, 2

Practical activity 25 0.7 0.03 3, 1, 2

For the assessment of the subject, the presence of students in directed, lecture-based, and problem-solving
classes (at least 80% attendance is mandatory) will be taken into account, as well as their participation in
supervised and independent activities. The assessment is continuous, and there is no final theoretical exam for
the module.

Students will have the right to retake the subject if they have been assessed for a set of activities that account
for at least 2/3 of the total grade of the subject. Activities excluded from the retake process are oral
presentations of assignments and attendance at lectures.

This module does not provide for a single-assessment system.

Plagiarism: If a student commits any irregularity that could lead to a significant change in the grade of an
assessment task, that assessment task will be graded as 0, regardless of any disciplinary process that may be
initiated. If multiple irregularities occur in the assessment tasks of the same subject, the final grade for that
subject will be 0.

For this course, the use of Artificial Intelligence (AI) technologies is permitted exclusively for support tasks,
such as initial information searches o gramatical text correction. Students must clearly identify any parts
generated with these technologies, specify the tools used, and include a critical reflection on how AI has
influenced the process and final outcome of the assignment. Failure to disclose the use of AI in this assessed
activity will be considered a breach of academic integrity and may result in a partial or total penalty to the
assignment grade, or more serious sanctions in severe cases.
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Software

The work is primarily done with digital resources: social networks, Google Analytics, virtual campus, among others.

Groups and Languages

Please note that this information is provisional until 30 November 2025. You can check it through this . Tolink
consult the language you will need to enter the CODE of the subject.

Name Group Language Semester Turn

(TEm) Theory (master) 30 Spanish first semester afternoon
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