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Degree: Advertising

Field of Knowledge: Social and Legal Science

Faculty/School: Communication Science

Course: SOCIAL ENVIRONMENT

Type: Basic Training ECTS credits: 6

Year: 1 Code: 3341

Teaching period: First semester

Area: Anthropology

Module: Foundations for a General Theory of Advertising

Teaching type: Classroom-based

Language: Spanish

Total number of student
study hours:

150

SUBJECT DESCRIPTION

Knowing what Society is, asking ourselves what kind of society we are, where we are heading, identifying both the
dominant or rising social groups as well as marginal groups and, ultimately, observing and understanding the
social environment that surrounds us as a basic substance in which communication in advertising emerges and is
exercised, is the primary objective of this course, which not only observes but also analyses groups, social
conducts and the advertising created and produced as a result, with consideration to their differences and
lifestyles.

The formula used is one of study, debate and observation by students with a view to encouraging critical thinking
that can give rise to new ways in which creatives can approach these social groups. To this send, formulas used to
date to understand the different types of public, their validity and areas for improvement will be analysed.

SKILLS

Page 1



 

 

 

Basic Skills

Students must have demonstrated knowledge and understanding in an area of study that is founded on general
secondary education. Moreover, the area of study is typically at a level that includes certain aspects implying
knowledge at the forefront of its field of study, albeit supported by advanced textbooks

Students must be able to apply their knowledge to their work or vocation in a professional manner and possess
skills that can typically be demonstrated by coming up with and sustaining arguments and solving problems within
their field of study

Students must have the ability to gather and interpret relevant data (usually within their field of study) in order to
make judgments that include reflections on pertinent social, scientific or ethical issues

Students must be able to convey information, ideas, problems and solutions to both an expert and non-expert
audience

Students must have developed the learning skills needed to undertake further study with a high degree of
independence

General Skills

To acquire critical, analytical, synthetic, reflective, theoretical and practical thought to be able to understand reality
and convey this understanding in the media.

To debate conflicting ideas, thereby generating meeting forums for individuals or social groups from different walks
of life.

To discover and critically value the social impact of the various communication processes and forms.

To gain a specific understanding of each of the subjects that make up the advertising syllabus.

Specific skills

To analyse the social impact of new technologies and modern communication, and of the mediation afforded by
the communicative and social systems.

To be familiar with and study the psychosocial, cognitive and emotional processes of communication, different
schools of psychology and sociological systems.

To develop curiosity, insight and creativity and to be aware of the various cultural and artistic manifestations on the
rise, as well as the new channels of expression emerging in society.

DISTRIBUTION OF WORK TIME

CLASSROOM-BASED ACTIVITY INDEPENDENT STUDY/OUT-OF-CLASSROOM
ACTIVITY

60   hours 90   hours
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