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SUBJECT ORGANIZATION

Principles and Strategies of Institutional Communication and Political N° ECTS 12
Marketing

Duration and temporary location within the curriculum: It is framed in the module
"Foundations of Institutional Communication and Political Marketing", which contains a
single subject (offered in the first semester), called "Principles and strategies of
Institutional Communication and Political Marketing", and a single subject of the same
name, which consists of 12 ECTS.

Subjects

Course/
SUBJECTS ECTS SUBJECTS ECTS
semester

Principles and
strategies of
Institutional 12
Communication and
Political Marketing

Principles and strategies of Institutional

Communication and Political Marketing 12 1

COURSE TEACHING / COURSE GUIDE: Principles and strategies of

Institutional Communication and Political Marketing.
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BASIC AND GENERIC COMPETENCES

Weighting of
competition

CB6 - Possess and understand knowledge that provides a basis or
opportunity to be original in the development and / or application of
ideas, often in a research context.

CB7 - Students can apply their acquired knowledge and ability to
solve problems in new or unfamiliar environments within broader
contexts (or multidisciplinary) related to their field of study

CB8 - Students are able to integrate knowledge and handle
complexity, and formulate judgments based on information that was
incomplete or limited, includes reflections on social and ethical
responsibilities linked to the application of their knowledge and
judgments.

CB9 - Students can communicate their conclusions and the
knowledge and rationale underpinning public skilled and unskilled
in a clear and unambiguous

CB10 - That students possess the learning skills that allow them to
continue studying in a way that will be largely self-directed or
autonomous.

CG1 - Integrate concepts and tools to formulate value judgments
that take into account social and ethical responsibilities, especially
in the world of communication and marketing

CG3 - Resolve conflicts in new and multidisciplinary environments
related to communication and marketing management.

CG4 - Clearly communicate conclusions and debate with
specialized and non-specialized audiences on topics of interest and
current events related to communication and marketing

CG5- Being able to show an entrepreneurial spirit to integrate the
knowledge and skills required by institutional communication
management and political marketing in a master's degree project.

CG6- Integrate learning skills that allow the training to continue in
an autonomous and self-directed way.

Universidad Catodlica de Valencia “San Vicente Martir”




Universidad

Catolicade
Valencia
San Vicente Martir
. . Teaching Guide PRINCIPLES AND STRATEGIES
OF INSTITUTIONAL COMMUNICATION AND POLITICAL MARKETING
CG7- Capacity for analysis and synthesis, integrating information
and knowledge from different functional areas and competitive X
environments to issue advisory reports on specific situations
related to institutional communication and political marketing.
CG8- Integrate concepts and tools to formulate value judgments on X
the basic theoretical foundations of political action
CG9- Integrate concepts and tools to formulate value judgments on X
the fundamentals of leadership and public participation.
Weighting of

SPECIFIC COMPETENCES o
competition

1 2 3 4

CE1- Integrate the theoretical foundations and strategies of
institutional communication.

CE2- Integrate the theoretical foundations and strategies of political
marketing.

CE3- Being able to recognize the value of an organization's
mission-vision as a frame of reference for planning its X
communication and marketing strategy.

CE4- Know the integrated method of auditing, analysis, planning,
management and evaluation of a Communication and Marketing X
Plan

CE5- Have the ability to recognize and address ethical and social
dilemmas in the field of institutional communication, which includes
issues of professional ethics and application of social values in X
problem solving and selection of alternatives that influence the
communication strategy of organizations.

CE6- Have the ability to recognize and address ethical and social
dilemmas in the field of political and electoral marketing, which
includes issues of professional ethics and application of social X
values in problem solving and selection of alternatives that
influence the marketing strategy of organizations policies.
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LEARNING OUTCOMES COMPETENCES
B(7,9,10)
R-1 Know the foundations of Institutional Communication G(1,2,3,4)
E(1,5)
R-2 Know the fundamentals of Political Marketing B(7,9,10)
G(1,2,3,4)
E(2,4,6)
R-3 Understand the importance of the organization's strategic
vision and its corporate mission, as a frame of reference for B(6,8)
planning and developing marketing and communication G(2,3)
strategies. E(3)
R-4 Analyze the methods of auditing, planning, management B(8,10)
and evaluation of the Communication and Marketing Plan. G(2,3.4)
E(4)
R-5 Understand the role of communication as a strategic part of B(6,7,9)
crisis management and prevention. G(1,2,4)
E(3,4,5,6)
R-6 Analyze the role of Corporate Social Responsibility and the
AR " B(7,8)
definition of Corporate Culture in institutional and political G(2.3)
contexts. E(5’6)
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PRESENTIAL WORK TRAINING ACTIVITIES

Teachina-Learnin Relationship with
ACTIVITY 9 9 Learning Results of | ECTS '
Methodology .
the subject
Presentation of content by
the teacher, analysis of
CLASS ATTENDANCE competences, explanation R1, R2, R3, R4, R5,
: 3,2
and demonstration of R6
abilities, skills and knowledge
in the classroom.
SEMINAR AND | e e
SYNCHRONOUS . '
VIRTUAL VIDEO Zz:natedI:é)act:ii::rgfatszects R1, R2, R3, R4, R5, 0,8
CONFERENCE app
subject.
Total (4)

1 The subject and / or matter is organized in PRESENTIAL WORK TRAINING ACTIVITIES and IN THE
STUDENT'S SELF-EMPLOYED TRAINING ACTIVITIES, with an estimated percentage in ECTS. An adequate
distribution is as follows: 20% for the Classroom Training Activities and 80% for the Autonomous Work, tutoring and
evaluation (For a subject of 6 ECTS: 2 and 4 respectively).
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SELF-EMPLOYED TRAINING ACTIVITIES FOR STUDENTS

Relationship with
Learning Results of ECTS
the subject

Teaching-Learning

ACTIVITY Methodology

Student study: Individual
preparation of readings,
essays, problem solving and
text analysis, seminars,
papers, memories, etc. to
expose or deliver in theory
classes, practical classes and
/ or small group tutoring.

INDIVIDUAL WORK R1, R2, R3, R4, R5, R6 6

Personalized and small group
attention. Instruction and / or
orientation period carried out
by a tutor with the aim of R1, R2, R3, R4, R5, R6,
reviewing and discussing the R7
materials and topics presented
in classes, seminars,
readings, work, etc.

TUTORSHIPS

Set of oral and / or written
EVALUATION tests used in the initial, R1, R2, R3, R4, R, R6, 1
formative or additive

evaluation of the student.

Total (8)
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ASSESSMENT SYSTEM FOR THE ACQUISITION OF COMPETENCES AND
GRADING SYSTEM

Assessment EVALUATED LEARNING OUTCOMES Percentage
instrument awarded

Carrying out theoretical /

. L R1,R2,R3,R4,R5,R6 10%
practical activities
Final face-to-face exam R1,R2,R3,R4,R5,R6 40%
Attendance and 0
o R1,R2,R3,R4,R5,R6 10%
participation
Carrying out objective
tests in face-to-face R1,R2,R3,R4,R5,R6 10%
sessions
Participation in
P R1,R2,R3,R4,R5,R6 5%

discussion forums

Participation in
synchronous R1,R2,R3,R4,R5, 5%
communication activities

Carrying out objective

’ ) R1,R2,R3,R4,R5,R6 5%
tests in telematic format

Deliverable activities R1,R2,R3,R4,R5,R6 15%

Criteria for granting Distinction: 1 for every 30 students or fraction of 30.
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DESCRIPTION OF CONTENTS COMPETENCES
1. Foundations of Institutional Communication:
1.1. Communication in public and private institutions.
1.2. Internal and external communication.
1.3. Managing relations with the media.
1.4. From the communication director to the political consultant:
profile, functions and professional ethics.
2. Fundamentals of Political Marketing:
2.1. Conceptual and practical approach.
2.2. Social research methods applied to politics.
2.3. The hypersegmentation of audiences.
2.4. Anthropocentric Policy and Marketing 3.0.
2.5. Media democracy.
3. Strategic vision and corporate mission: identity and corporate
image. B (6,7,8,9,10)
3.1. Organizational structure and strategic direction. G (1,2,3,4)
3.2. Corporate image management models. E (1,2,3,4,5,6)

4. Strategic Communication and Marketing Planning in the context of
the Organization's global strategic plan

4.1 Image audit

4.2 Integrated method of analysis, planning, management and
evaluation of the Communication and Marketing Plan.

5. Crisis management: communication as a strategic part of crisis
management.

5.1 Management of crisis situations and prevention of potentially
conflictive issues.

5.2 Advantages of the proactive model versus the reactive one.

6. Social Responsibility and Corporate Culture. CSR and Corporate
Culture management in institutional and political contexts.

Universidad Catodlica de Valencia “San Vicente Martir”




Universidad
Catélic;t de
Valencia

San Vicente Martir

. . Teaching Guide PRINCIPLES AND STRATEGIES
OF INSTITUTIONAL COMMUNICATION AND POLITICAL MARKETING

BIBLIOGRAFIA

COLOME, G. (2004). El principe mediatico. Barcelona. Editorial Mediterrania. Libro de
divulgacion que os ayudara a realizar una primera toma de contacto general con la comunicacion
politica.

COLOME, G. Politica y medios de comunicaciéon. Working paper. ICPS. Numero 91. 1994.
Recorrido somero sobre la evolucion de las teorias principales en la literatura cientifica.

VARA, A (2001). La influencia de los partidos politicos en la construccion de la agenda mediatica
y el rol de los periodistas como mediadores sociales. Pamplona. Servicio de publicaciones de la
Universidad de Navarra. Amplio recorrido por la evolucion de la disciplina en base a la literatura

cientifica. Este documento cubre también el analisis de la opinidn publica y los medios de
comunicacion.

MALAMUD, A. Partidos Politicos. PINTO, J. Introduccién a la Ciencia Politica. Eudeba, Buenos
Aires, 2003, 42 edicion.

NOELLE-NEUMANN, E. La espiral del silencio. La opinidn publica y los efectos de los medios de
comunicacion.

GRIFFIN, E. (2008). A first look at communication theory. McGraw-Hill. Chapter 29. Spiral of
Silence of Elisabeth Noelle-Neumann.

HALLIN, D. y MANCINI, P. (2008): Sistemas mediaticos comparados. Barcelona: Hacer.

NOELLE-NEUMANN, E. Turbulencias en el clima de opinion: Aplicaciones Metodoldgicas de la
Teoria de la Espiral del Silencio. Traduccién de Eva Aladro Vico.

MONTERO, J.R. y RIERA, P. Informe sobre la reforma del sistema electoral. Consejo de Estado.
Madrid, 2008. Informe sobre los origenes, comportamiento, efectos y posibilidades de reforma
del sistema electoral espafiol.

MARTIN SALGADO, L. “Marketing politico. Arte y Ciencia de la Persuasion en democracia”,
Paidos, 2002.

MAAREK, P.J., Marketing Politico y Comunicacion. Claves para una buena informacién Politica,
Paidos, 1997.

MUNOZ-ALONSO, A. y ROSPIR, J.I. (1995): Comunicacion Politica. Madrid: Editorial
Universitas.

CANEL M.J., Comunicacion Politica. Técnicas y Estrategias para la sociedad de la Informacion,
Tecnos, 1999.

CANEL M.J., Comunicacion de las instituciones publicas, Tecnos, 2007.
LEKUONA, J.1., Marketing Politico. La Campafia permanente, Personas y Sistemas, 2001.
KOTLER, P., Principios de Marketing. Ed. Prentice Hall, 1980.

KOTLER, P. “El marketing segun Kotler”. Madrid: Paidés. 1986.

Universidad Catodlica de Valencia “San Vicente Martir”




Universidad
Catélic_a de
Valencia

San Vicente Martir

. . Teaching Guide PRINCIPLES AND STRATEGIES
OF INSTITUTIONAL COMMUNICATION AND POLITICAL MARKETING

MAZZOLENI, G., La comunicacion politica. Alizanza, 2012.

LASSWELL, H., “Estructura y funcion de la comunicacion en la sociedad” — Articulo publicado en
Moragas Spda, Miquel, Sociologia de la comunicacion de masas, tomo |l, Gustavo Gilli.
Barcelona, 1985.

MATTELART, A. y MATTELART, M. “Historia de las teorias de la comunicacion”. Paidos Ibérica,
1997.

McCOMBS & SHAW, “The Agenda-Setting Function of Mass Media”. The Public Opinion
Quarterly, Vol. 36, No. 2 (Summer, 1972), pp. 176-187. Oxford.

IYENGAR, S. & KINDER, D. “News that matters”. The University of Chicago, 1987.

MCQUAIL, Denis (2000) Introduccion a la teoria de la comunicacion de masas, Barcelona,
Paidds.

RODRIGO Alsina, Miquel (2001) Teorias de comunicacién. Ambitos, métodos y perspectivas,
Barcelona-Castellon-Valencia, Aldea Global.

THOMPSON, John B. (2001) El escandalo politico. Poder y visibilidad en la era de los medios de
comunicacion, Barcelona, Paidds.

WOLF, Mauro (1996) La investigacion de la comunicacion de masas, Barcelona, Paidos.
YANES, Rafael (2009) Comunicacién politica y periodismo, Madrid, Fragua.

ARROYO, Luis (2012) El poder politico a escena, Barcelona, RBA.

ECO, Umberto (2004) Apocalipticos e integrados, Barcelona, Ediciones de Bolsillo.

ALVAREZ, J. y MENDEZ-MUROS, S. (2021), Periodismo y Comunicacion Institucional, Fragua,
Madrid.

BEL, 1. (2004). Comunicar para crear valor: la direccion de comunicacion en las organizaciones.
EUNSA.

PINTANDO BLANCO, T. y SANCHEZ HERRERA J. (2017) Nuevas tendencias en comunicacién
estratégica, ESIC Editorial, Madrid.

SOLANO SANTOS, L. F. (2015), Responsabilidad Social y Reputacion en la Comunicacion
Corporativa, Fragua, Madrid.

DIAZ-PERDOMO, YOLANDA (2022) Responsabilidad Social Corporativa (RSC): Ultimas
tendencias, Aula Magna.

Universidad Catodlica de Valencia “San Vicente Martir”




Universidad
Catélic_a de
Valencia

San Vicente Martir

. . Teaching Guide PRINCIPLES AND STRATEGIES
OF INSTITUTIONAL COMMUNICATION AND POLITICAL MARKETING

TEMPORARY LEARNING ORGANIZATION:

NUMBER OF

CONTENT BLOCK / TEACHING UNIT SESSIONS

1. Foundations of Institutional Communication:
1.1. Communication in public and private institutions.
1.2. Internal and external communication.

1 1.3. Managing relations with the media. 4
1.4. From the communication director to the political

consultant: profile, functions and professional ethics.

2. Fundamentals of Political Marketing:

2.1. Conceptual and practical approach.
5 2.2. Social research methods applied to politics.
2.3. The hypersegmentation of audiences.
2.4. Anthropocentric Policy and Marketing 3.0.
2.5. Media democracy. Political neuromarketing

3. Strategic vision and corporate mission: identity and
corporate image.
3 3.1. Organizational structure and strategic direction.
3.2. Corporate image management models.

4. Strategic Communication and Marketing Planning in the 4
context of the Organization's global strategic plan

4.1 The image audit
4 4.2 Integrated method of analysis, planning, management
and evaluation of the Communication and Marketing Plan online
and offline.

5. Crisis management: communication as a strategic part of
crisis management.
5 5.1 Management of crisis situations and prevention of
potentially conflictive issues.

5.2 Advantages of the proactive model versus the reactive
one.

6. Social Responsibility and Corporate Culture. CSR and
6 Corporate Culture management in institutional and political 2
contexts.
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