UAB

Universitat Autdnoma
de Barcelona

Commerical Communication

Code: 43405
ECTS Credits: 10
2025/2026
Degree Type Year
Strategic Planning in Advertising and Public Relations OB 0

Contact

Name: Ana Beatriz Valli Casado

Email: ana.valli@uab.cat
Teachers

Maria Leonor Balbuena Palacios

Cristina Martorell Castellano

Teaching groups languages

You can view this information at the end of this
document.

Prerequisites

There are no pre-requisites to undertake this module.

Objectives and Contextualisation
1.- To identify creative strategies in the field of marketing.
2.- To apply media planning techniques in the field of advanced commercial communication.

The module is, therefore, divided into two blocks: a) Advertising and Communications' Strategy; b) Media
Planning.

Competences
Marketing

® Address business situations and/or problems that imply an ethical dilemma on the basis of critical
reflection.

® Develop communicative skills in oral presentations before critical audiences.

® Display a wide-ranging knowledge of commercial communication tools in their current context.

® Generate innovative, competitive ideas and solutions.

® Plan and conduct advertising campaigns.

® Provide innovative solutions to commercial problems.



Strategic Planning in Advertising and Public Relations

® Analyse market data (competition and brand image) and, in accordance with the advertiser's briefing,
design a strategic communication plan.

® Communicate and justify conclusions clearly and unambiguously to both specialist and non-specialist
audiences.

® Design and carry out market research.

® Display determination, curiosity and creativity.

® Set communication objectives and design strategies that are suited to the dialogue between brands and
consumers.

Competences
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Learning Outcomes

Apply the methods of means planning.

Design creative advertising strategies.

Design original and innovative strategies for integrated communication.

Distinguish the elements of advertising-campaign planning.

Establish communication objectives in line with business objectives,

Identify creative advertising processes and techniques.

Identify the processes and techniques of means planning.

Manage and lead a discussion on the set topics.

Present views on a topic under discussion before an audience.

Recognise the internal and external elements of the creation process in advertising.
Tackle communication problems with determination, seeking out creative, innovative solutions.
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Content

a) Advertising and Communications' Strategy

- Communications in Marketing

- Sources of information and analysis: product-brand-target-market.

- Hollistic vision within the marketing plan.

- Managing touchpoints.

- Creativity in the strategic vision.

b) Media Planning:

- Marketing information systems (SIM).

- Marketing mix and its relation to the media strategy.

- Work process: negotiation, follow-up and optimisation, evaluation and conclusion of the campaign.

Activities and Methodology



Title Hours ECTS Learning Outcomes

Type: Directed

Lectures (masterclasses) 75 3 4,7,6,10

Type: Supervised

Analysis, presentation and resolution of real case studies 25 1 1,2,3,11,5,9

Type: Autonomous

Reading materials and case studies 100 4 4,8

The module includes classes of 4 hours which will contain lectures, activities in class and activities to be
completed autonomously and to be presented in class.

Innovative teaching methodologies like design thinking and flipped classroom will be used throughout the
module.

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 e ective course monitoring. Should the teaching modality change for reasons of force majeure
according to the competent authorities, the teaching sta will inform students of any modifications to the course
schedule and teaching methodologies.

NB:the contents of the course will be sensible to the aspects concerning gender perspective and the use of
inclusive language.

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
Active participation 40% 10 0.4 11,8,9

Final project delivery and content 30% 20 0.8 1,2,3,8,9

Partial project deliveries 30% 20 0.8 4,5,7,6,9,10

The subject consists of the following evaluation activities:

- Activity A, active participation in class (40%).
- Activity B, partial project deliveries in class (30%)
- Activity C, final project presentation and content (30%)



To be able to pass the subject, it is necessary to obtain a minimum grade of 5 in activities A, B and C and to
attend to a minimum of 80% of the classes. The evaluation will be continuous, based on the above, therefore
there will not be a final exam of the module.

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

In the event that the student commits any irregularity that may lead to a significant change in the grade of an
assessment act, this assessment act will be given a grade of 0, regardless of any disciplinary process that may
be initiated. If multiple irregularities occur in the assessment acts of the same subject, the final grade for that
subject will be 0.

The student who performs any irregularity (copy, plagiarism, identity theft...) will be qualified with O in this
assignment or exam. In case there are several irregularities, the final grade of the subject will be 0.

Students will be entitled to reassessment in the course if they have been evaluated on a set of activities
accounting for at least two-thirds of the total course grade. Notwithstanding, the final project for the module
(30%+30%) is an evaluable assignment that cannot be retaken if failed. The reason is that doing a project of
this nature is practically impossible to complete within the time we have for the retake.

According to point 9 of article 266 of the Academic Regulations of the UAB, "when it is considered that the
student has not been able to provide sufficient assessment evidence, this subject must be qualified as
non-evaluable." This occurs if the student has not attended more than 50% of the module sessions.

In this module, the use of Artificiallntelligence (Al) technologies is permitted as an integral part of assignment
development, provided that the final outcome demonstrates a significant contribution from the student in terms
of analysis and personal reflection. Students must clearly identify any content generated using Al, specify the
tools employed, and include a critical reflection on how these technologies have influenced both the process
and thefinal result of the assignment. Failure to disclose the use of Al in this assessed activity will be
considered a breach of academic integrity and may result in a partial ortotal penalty to the assignment grade,
or more serious sanctions in severe cases.
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® Moodle
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® Microsoft Office & Google Drive suite
® Trello
® Google Analytics, Ads & Studio

Groups and Languages

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

Name Group Language Semester Turn

(TEm) Theory (master) 30 Catalan/Spanish second semester afternoon



https://sia.uab.cat/servei/ALU_TPDS_PORT_ENG.html

