Centre: Barcelona
Course: Psychology of Communication and Publicity
Programme: Business, Design & Innovation
Semester: 2 (Spring)
ECTS credits: 6
Duration: 45 hours (3 hours/week)
Language of instruction: English
Instructor:

Course Objectives


To

learn,

analyze

and

interpret

information

about

human

communication, persuasive communication and cognitive processes of
information processing.


To learn the different psychological paradigms of interpersonal, group
and mass communication.



To analyze the influence of the culture of the mass media in society
and in the development of personal identity.



To develop a complete communication plan (for a real project linked to
issues, processes and psychological disorders).



To develop an applied knowledge about oral, textual, visual and
audiovisual languages in mass communication.



To create and publish a digital blog to publish the subject's project.



To defend the project carried out using oral, textual and audiovisual
communication.

Prerequisites
None

Attendance policy
Attendance is mandatory for all classes, including field studies. Any
presentation or activity missed due to student absences can only be
rescheduled in cases of certified medical or family emergencies. If a student
misses more than three classes in any course half a letter grade will be
deducted from the final grade for each additional absence. Seven absences in
any course will result in a Fail grade.

Learning outcomes
By the end of the course, students should be able to:


Organize and plan the information and analyze it, interpret it and
synthesize it



Correctly apply the principles of interpersonal and group human
communication



Learn about the psychosocial processes and the effects of mediated
communication



It critically analyzes the role of mass media and advertising as tools of
social influence



Use the tools and technologies of information and communication
correctly



Properly communicate the results of diagnosis and intervention



It is related to ability with people in their work environment and in
group work

Method of presentation


Lectures with appropriate visual support provide the theoretical content
of the sessions, mainly focusing on real cases as examples



Class participation: Students are expected to participate in class
discussions and debates related to lectures, bibliographical or
audiovisual material showcased in class.



Project Sessions: These sessions will give information, guidelines and
advice necessary to carry out the final project. These sessions include
group work and the tutoring of work.

Field study
To be confirmed

Required work and assessment methods
Continuous assessment: represents 50% of the final grade and is based on:


Participation in the debates and individual and group exercises in the
classroom – 15%



Individual practices based on theoretical content – 15%



Weekly deliveries of the communication project – 10%



Final project – 60%

Contents
Theoretical contents:
•

Introduction to communication

•

Introduction to the psychology of communication

•

Cognitive processing of information

•

Persuasive communication and creativity

•

Oral and textual communication of masses

•

Visual communication: power of the images

•

Audiovisual communication

•

Subliminal messages in mass communication

•

Stereotypes in mass communication

•

Communication and Digital Advertising

Practical content:
•

Introduction to the Communication Plan

•

Background and environment analysis and SWOT

•

Objectives of communication and segmentation of audiences

•

Key messages and creative messages

•

Strategies and communication actions

•

Production of written and oral pieces

•

Production of visual pieces

•

Production of audiovisual pieces
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