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REQUIREMENTS (SUBJECTS THAT ARE ASSUMED TO BE KNOWN)

It is not necessary to have passed any other matter previously

OBJECTIVES

The aim of this course is that students delve into the challenges posed by the digital environment in the business
models of media companies, at the time that will train you for the analysis of strategies aimed at the improvement in
the processes of management and marketing of information products in line with the needs of the audience and
advertising.

Learning outcomes and competences acquired by the student:
That the student is able to detect and interpret changes in the process of organization and management of the
strategic resources of the business of the media in the digital environment.
That the student is able to perform an in-depth analysis of the current situation in regard to the creation, management
and commercialization of new products in the digital environment.
Understand the importance of selecting the relevant information to gain insight into the object of study, in a context
such as the present, in which the newspaper companies have had to rethink their business models.

DESCRIPTION OF CONTENTS: PROGRAMME

1. Challenges and opportunities of communication media business before scanning.
2. Legal framework for the development of new business of communication in the digital environment.
3. Key new advertising management in digital media. 4. Marketing  of the media in the digital environment.
5. Audience. Changes and control systems
6. Strategies of in the information market.
7. Research work

LEARNING ACTIVITIES AND METHODOLOGY

. Analysis of the new context in which they operate the media in adapting to the digital environment

. Case Study: Trabajo de investigación

. Presentation of the work.
Methodology:
Working sessions with students, to convey the current challenges posed by the digital media environment.
Tutoring in conducting the research.
Presentation and discussion of research

ASSESSMENT SYSTEM

Written examination: 30%
Case study: 50%
Oral examination: 20%

% end-of-term-examination: 30

% of continuous assessment (assigments, laboratory, practicals…): 70
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