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2. DATOS GENERALES
OBJETIVOS GENERALES
Teóricos
1. Know the basic notions that define both political marketing and social marketing, as well as its history and evolution.
2. Understand the similarities and differences between commercial, social and political marketing.
3. Differentiate between electoral and political marketing.
4. Identify and apply marketing techniques and strategies used in the construction of the image, messages and campaigns of
political parties and public or private institutions.
5. Design and plan campaigns and communication strategies for political parties and public or private institutions
Prácticos
‐ The practical objectives are equivalent to the theoretical ones pursued by this subject.
‐ All contents will also be addressed from a practical perspective.
‐ Throughout the semester will be studied various real cases that will allow to apply the theoretical knowledge acquired.
COMPETENCIAS QUE SE DESARROLLAN
General
CG3. Knowledge of the research and interrelational processes among the subjects of commercial, advertising and public relations
activities. It develops the conceptual foundations of strategic management applied to communication by objectives, from a
methodological approach, to assist operators who have to make decisions in search of communicative effectiveness.

Transversal
CT1. Ability to take advantage of the various sources of information available to the student in the different areas of study to
maximize their training and thus achieve optimal performance in the academic, personal and, subsequently, professional.
CT5. Ability to work and interact in multi and interdisciplinary teams, contributing to the achievement of previously established
objectives, and reverting their results in personal and collective learning.
CT6. Ability to acquire an ethical commitment on a personal and social level, manifest both in their academic behavior and in their
future professional work.
Specific
CE1. Theoretical and practical knowledge of communication techniques, oral expression and project defense. Especially those used
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in advertising management and business and institutional communication with its various publics.
CE9. Capacity and ability to collaborate in the design of the communication plan: set communication objectives, define the target
audience, propose strategies, and determine, define and control the budgets of publicity and public relations communication.
CE10 Capacity and ability to use communication technologies and techniques, in different media and conventional and non‐
conventional media, combined and interactive (multimedia), especially to apply them to the world of communication, and in the
creation of new media.
CONTENIDOS DEL PROGRAMA
T 1. Introduction
1.1. Course presentation

T 2. The emergence of modern political communication
2.1. Political marketing in USA
2.2. Political marketing in Europe

T 3. What is political marketing?
3.1. Main stages
3.2. Main instruments
T 4. Political marketing in electoral campaigns
4.1. Strategy
4.2. Market research for politics
4.3. Marketing 2.0 and 3.0 for politics

T 5. What is social marketing?
5.1. Main strategies and instruments
5.2. Evolution
5.3. Cases
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RECOMMENDED WEB
ASOCIACIÓN DE COMUNICACIÓN POLÍTICA: http://compolitica.com/
ASOCIACIÓN LATINOAMERICANA DE INVESTIGADORES EN CAMPAÑAS ELECTORALES: http://www.alice‐
comunicacionpolitica.com/home/
CENTRO DE INVESTIGACIONES SOCIOLÓGICAS: http://www.cis.es/cis/opencms/ES/index.html
M ETODOLOGÍA DE ENSEÑANZA
In order to achieve the objectives established in the subject, the sessions will be pose as follows:

Theoretical sessions
The master class will be used mainly. During the oral presentation, will have an impact on examples that illustrate theoretical
concepts. In the exemplified exhibition, they will ask questions to the students to help the analysis and debate about the contents.

Practical sessions and workshops
Throughout the course, several practical cases will be analyzed.They will serve as support for the elaboration of group work. In
addition, in certain sessions will be the students who will work under the supervision of the teacher to perform specific tasks.

Tutoring sessions
In them the students will be able to solve doubts as much of the contents theoretical as of the work that should be done by groups
throughout the course.
CRITERIOS Y MÉTODOS DE EVALUACIÓN
ASSESMENT
Group presentation 20%
Final exam 40%
Individual exercises: 30%
Participation and lessons attended: 10%

IMPORTANT:
1. Each of the parties must be approved among themselves to add to the final grade. That is to say, in the weighting of the ratings,
only the one that has been approved will be taken into account.
2. In no case may an exam for a job be substituted.
3. Students who repeat the subject should examine everything in content. Therefore, no note obtained in a previous course is
retained
M ATERIAL Y RECURSOS TECNOLÓGICOS UTILIZADOS
RECURSO
Apuntes
Correo interno de Villanueva
Documentación Impresa
Internet

Página 3 de 4

Guia ‐ Marketing Social y Político

Presentaciones Powerpoint
Vídeos
Artículos de revistas especializadas
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