
 

 

COURSE IN MARKETING, PUBLIC RELATIONS, AND PROTOCOL 

 

ADVERTISING MARKETING 

GENERAL OBJECTIVE OF THE COURSE 

To provide students with the necessary, fundamental, and specific knowledge related to 

advertising and its environment within the strategic marketing planning. 

To prepare them in the use of techniques, models, and instruments that allow them to reason 

and satisfactorily solve any professional activity related to this area. 

To improve oral and written communication skills, organizational capacity, and teamwork. 

 

COURSE TOPICS AND SUBTOPICS 

TOPIC 1.- COMMUNICATION AND MARKETING 

1.1.- Concept of communication 

1.2.- Process and types of communication 

1.3.- Elements of the communication process 

1.4.- Communication in the Marketing Mix 

1.5.- Digital communication - new communication measures (Instagram, TicToc, Clubhouse, 

Minds, etc.) 

1.6.- The era of "fake news" and moderation (the phenomenon of "filter bubbles") 

Work: The culture of cancellation or "digital death" 

 

TOPIC 2.- ADVERTISING 

2.1.- Definition 

2.2.- Advertising determinants 

2.3.- The Plan of Image and Integral Communication (PICI) 

2.4.- Historical milestones of advertising 

Work: Workshop on the analysis of historical advertising milestones 



 
 

TOPIC 3.- ADVERTISING AND ENVIRONMENT 

3.1.- Economic effects of advertising. 

3.2.- Society and advertising. 

3.3.- Various discourses affecting advertising. 

Practice: Analysis of brands' reaction to the pandemic and BLM. 

 

TOPIC 4.- THE CONSUMER 

4.1.- Characteristics and changes in the consumer. 

4.2.- Generation Y, Z, A, and advertising. 

4.3.- Segmentation. 

4.4.- Segmentation in the digital environment. 

4.5.- Workshop "5 million followers on Instagram." Analysis of Sun Yi's discourse. 

Work: Group Final Project (Part 1): Consumer Analysis 

 

TOPIC 5.- ADVERTISING AND MARKETING RESEARCH 

5.1.- Elements and methodology. 

5.2.- Pre-test and post-test of advertisement. Reality and multinational corporations. 

5.3.- Audience studies. 

5.3.1.- General Media Study (EGM) 

5.3.2.- Audiences. 

5.3.3.- Investments in media. 

5.4.- Effects on purchasing decisions. 

5.5.- Positioning. 

5.6.- Competitor analysis. 

Practice: Group Final Project (Part 2): Market Research Development. 

 

TOPIC 6.- DEVELOPMENT OF ADVERTISING STRATEGY IN MARKETING STRATEGY 

6.1.- The briefing. 



 
6.2.- Sequence of determining the advertising strategy. Practice: Group Final Project (Part 3): 

Development of the Advertising Strategy. 

 

TOPIC 7.- ADVERTISING MEDIA, ADVANTAGES, AND DISADVANTAGES 

7.1.- Definition. 

7.2.- Digital media. 

7.2.1. SEO workshop. 

7.2.2. Content creation workshop. 

7.3.- Print media. 

7.4.- Radio. 

7.5.- Audiovisual media. 

7.5.1.- Film. 

7.5.2.- Television. 

7.5.3.- Alternative systems. 

7.6.- Outdoor advertising. 

7.7.- Direct advertising. 

7.8.- Sponsorship and patronage. 

7.9.- The client is the communication medium. 

Practice: Group Final Project (Part 4): Development of the Communication Media of the 

Project. 

 

TOPIC 8.- ADVERTISING CREATION 

8.1.- Creation sequence. 

8.2.- Creative concepts. 

8.3.- Theories about creativity. 

 

EVALUATION CRITERIA 

Individual practices and attendance: 20% 

Group work: 20% 



 
Final Project: 60% 
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PUBLIC RELATIONS 

GENERAL OBJECTIVE OF THE COURSE 

To offer precise knowledge about Public Relations, Protocol, and corporate event management 

as complementary instruments of Advertising and Marketing in the global promotion strategy 

of companies and organizations. To provide a practical guide for business events, integrated 

into selective communication processes, to have an enormous impact on the formation and 

strengthening of their brand image. 

 

COURSE TOPICS AND SUBTOPICS 

A. PUBLIC RELATIONS 

 

1. GENERAL FRAMEWORK OF PUBLIC RELATIONS 



 
- Concept and Basic Principles of Public Relations. Their purposes. 

- The Public Relations Professional. Qualities and Qualifications. 

- Organizational Environment: The Publics. 

 

2. ORGANIZATION RELATIONS WITH ITS ENVIRONMENT 

- Institutional Communication. Concept and facets. 

- Institutional and Corporate Image. 

- Public Relations within the framework of Integrated Communication. 

 

3. OPERATIONAL DEVELOPMENT OF A PUBLIC RELATIONS CAMPAIGN 

- Design. 

- Planning. 

- Development. 

 

4. THE PUBLIC RELATIONS DEPARTMENT 

- Constituent elements. 

- Social Responsibility. 

 

5. PUBLIC RELATIONS IN PATRONAGE AND SPONSORSHIP 

- Culture as a support for social communication. 

- Culture as a support for institutional promotion. 

 

6. PUBLIC RELATIONS WITH THE DIFFERENT PUBLICS OF ORGANIZATIONS 

- Internal, intermediate, and external publics. 

- Specific publics: shareholders, suppliers, politicians, neighbors, etc. 

 

7. PUBLIC RELATIONS ACTIONS 

- Organization of meetings. 

- Visits. 



 
- Congresses. 

- Fairs and Exhibitions. 

- Others. 

 

8. NEW TECHNOLOGIES AND PUBLIC RELATIONS. FUTURE PERSPECTIVE 

 

EVALUATION POLICIES 

• First development test with two short questions, group test of maximum five members: 

Value: 20% 

• Second development test with two questions, one short question and one more extensive 

critical reflection question, group test of maximum five: Value: 20% 

• Classroom interventions and participation based on previous readings: Value: 20% 

• Final exam with two development questions and critical reflection. Individual development. 

Value: 40% 
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PROTOCOL 

GENERAL OBJECTIVE OF THE COURSE 

To offer precise knowledge about Public Relations, Protocol, and corporate event management 

as complementary instruments of Advertising and Marketing in the global promotion strategy 

of companies and organizations. Provide a practical guide for business events, integrated into 

selective communication processes, to have an enormous impact on the formation and 

strengthening of their brand image. 

 

COURSE TOPICS AND SUBTOPICS 

1. THEORETICAL FOUNDATIONS OF CORPORATE COMMUNICATION. 

- Communication management. 

- Reputation 

- Protocol as an integral part of corporate communication 

 

2. PRINCIPLES AND FUNDAMENTALS OF PROTOCOL PRACTICE 

- Historical Bases of Protocol. 

- Protocol and Etiquette 

- Principles and Fundamentals of Protocol. 

- Current Importance of Protocol. 



 
 

3. OFFICIAL PROTOCOL 

- International and Diplomatic Protocol. 

- State Protocol. 

- Institutional Protocol. 

 

4. PROTOCOL IN CORPORATE COMMUNICATION. 

- Comprehensive communication strategy 

- Events. Strategic communication tool. 

- Protocol in external communication. Experiential marketing. 

- Protocol in reputation management - Protocol in internal communication 

 

5. PROTOCOL 2.0. SOCIAL MEDIA AND DIGITAL ENVIRONMENTS. 

- Protocol in social media management 

- Online reputation 

- Crisis management on social media 

 

6. INTERNATIONAL BUSINESS PROTOCOL. 

- Culture. Low-context and high-context culture -. Asia 

- Arab countries 

- Africa 

- Europe 

- Latin America 

 

EVALUATION POLICIES 

Final exam (40%) 

Tasks and practical exercises (40%) 

Active participation in class (20%) 
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