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Learning Outcomes of the Curricular Unit

Recognize the fundamental role of marketing within organizations;

Identify different communication channels within marketing;

Recognize the specificity of advertising discourse;

Develop the ability to reflect on advertising discourse critically;

Recognize the place of advertising within a marketing strategy;

Design advertising messages suitable for the target audience;

Design advertising messages appropriate to the communication objectives;

Ability to work in a team, realizing the validity of such a procedure in the context of advertising creation.

Learning Outcomes of the Curricular Unit (Lim:1000)

Recognize the fundamental role of marketing within organizations;

Identify different communication channels within marketing;

Recognize the specificity of advertising discourse;

Develop the ability to reflect on advertising discourse critically;

Recognize the place of advertising within a marketing strategy;

Design advertising messages suitable for the target audience;

Design advertising messages appropriate to the communication objectives;

Ability to work in a team, realizing the validity of such a procedure in the context of advertising creation.

Syllabus (Lim:1000)
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1. Marketing

. Marketing Concept(s)
. essential notions
. Marketing Process
a) Customer needs and desires;
b) Customer-oriented marketing strategy;
¢) Marketing program;
2. Marketing and Communication
. Marketing communication (the communication mix)
. Viral and low cost marketing; e-marketing
. communication strategies
a) Metaphors and other figures of rhetoric
b) Storytelling;
3. Advertising
. Advertising speech elements
. communication plan
a) Briefing
b) Target audience
c¢) Positioning
d) Creative work
e) Implementation (selection of media production)

f) Analysis of results
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4. Advertising Creation

. Case studies (organizations/publics/strategies)

. Development of advertising campaigns (themes to be agreed with the class at the beginning of the
semester)

Demonstration of the syllabus coherence with the curricular units' learning objectives

The definition of the marketing concept and the presentation of the marketing process will allow the student to
understand the context of a company's communication, the relationship of its communication activities with
the marketing process, and recognize the fundamental role of marketing within organizations.

The UC develops around communication in marketing, considering the different communication channels
(communication mix) that can be used for advertising actions.

Through the analysis of cases and the study of elements of the advertising discourse, we aim to prepare the
student to develop advertising messages appropriate to the target audience and communication objectives,
strategies/procedures used in advertising creation, and critically reflect on the advertising discourse.

Developing a communication plan and advertising campaigns will allow students to apply the acquired
knowledge and develop their ability to work in a team.
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Teaching Methodologies (Including evaluation; Lim:1000)

The methodology presupposes a complementarity between:

Theoretical approach and investigation, case studies (campaigns already implemented), systematization of
the conclusions of these analyzes, and elaboration of advertising messages.

Continuous evaluation

1) Analysis of isolated campaigns and/or ads 15%
2) Advertising creation exercises presented and defended in classes scheduled for this purpose 60%
3) Written Test 25%

Special Regime Assessment

1) Elaborated advertising creation exercises presented and defended in classes scheduled for this purpose
delivered with

reports showing the development of the entire creative process 75%;

2) Written Test 25%

Assessment by Exam (Normal / Resource / Improvement / Special Regimes)
1) Written test (50%)

2) Presentation and delivery of a project following the delivered brief (50%)

2023-24
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Demonstration of the coherence between the teaching methodologies and the learning outcomes

The program presupposes a complementarity between the approach to concepts, research, case studies,
and the development of advertising campaigns where the student can operationalize the acquired skills.

The basic concepts of marketing and the marketing process will be addressed, consistently articulating the
theoretical/investigative dimension with examples, demonstrating the relationship of communication with the
outlined objectives and the adequacy of different communication channels.

All learning will be implemented by developing a communication plan and advertising campaigns.
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