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Degree: Advertising

Field of Knowledge: Social and Legal Science

Faculty/School: Communication Science

Course: MEDIA STRATEGIES

Type: Compulsory ECTS credits: 3

Year: 3 Code: 3366

Teaching period: Sixth semester

Area: Advertising Media and Formats

Module: Design and Production of Advertising Messages (Tools)

Teaching type: Classroom-based

Language: Spanish

Total number of student
study hours:

75

SUBJECT DESCRIPTION

The media planning course covers the process by which it is decided which media are the best for a given
advertising campaign to impact the target audience. The work on advertising communication has two clearly
distinct parts: generating the creative work, on the one hand, and campaign media planning, on the other. The two
parts are covered from the perspectives of the advertising agency and the media agency, respectively. This course
will make the importance of media reach or audience studies which should underpin their planning decisions clear
to students. All of this is in a context where the impact of the digital world as medium and as planning tool is very
much borne in mind throughout the syllabus and this course. Deciding by which channels, how often, and at what
cost, connections between brands and present or future consumers should be established, is the core of this
course.
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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 gain a specific understanding of each of the subjects that make up the advertising syllabus.

Specific skills

To apply the principles of economic management and manage a budget effectively, with accountability and
consistency, on behalf of the advertiser, in order to accomplish the communication objectives set.

To assess the suitability and appropriateness of the various media platforms as advertising communications
formats, using data stemming from various media research sources.

DISTRIBUTION OF WORK TIME

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

30   hours 45   hours
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