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OBJECTIVES

OBJECTIVE:
Understanding the structural relationship between advertising and information. The legal principles and economic
factors which rule the advertising media will be studied too.

SKILLS:

A)Development of skills that enable to assess the adequacy of the editorial content, audiences and advertising content
in the media.

B)Ability to position the medium with respect to competition in the design of new media is concerned, pricing and
advertising investment.

C)The ability to defend the purposes of the news media against the contractual obligations signed with the advertiser
as well as being able to determine which cases are in a situation of illegality and consequently to make a right decision
regarding the inclusion of certain commercial messages within the media.

DESCRIPTION OF CONTENTS: PROGRAMME

. The role of advertising in the media

. Media, advertising agencies and advertisers
. Concentration, the media and advertising
. Advertising Legislation in the media

. lllegal advertising in the media

. Advertising contracts

. Media Planning

. Selection of media and advertising space
. Audience and circulation audit agencies
10. Advertising Rates

11. Advertising formats

12. Trends in Advertising
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LEARNING ACTIVITIES AND METHODOLOGY

Combining theoretical and practical examples.

Theory: lectures and conceptual work to be done for the student from the guidelines provided by
lecturer.

Practicals: consist of the analysis of the advertising industry in its relationship with the media, as well
as industry trends in terms of investment, formats and legislation.

Students will carry out a report about:

- The developments and trends in advertising investments and the commercial formats in the
media.
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- Main legal changes affecting the advertising media.

This practicals will be supervised by the teacher. The final report will be presented trough speech
during the last session of class.

- Media Planning.

Tutorials: They are complementary. They are oriented to the practical application of the program
content.

ASSESSMENT SYSTEM

% end-of-term-examination/test: 50
% of continuous assessment (assigments, laboratory, practicals...): 50

Final exam: 50% of the note. The review will assess the proper assimilation by the students of the different concepts
and issues raised in the lectures. The final exam is mandatory.

Practices: 50% of the note. Practices will be done in the academic year. The teacher will lead a weekly monitoring of
the implementation of such case studies, to be presented by students through speech in the last sessions of the
course.
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