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COURSE DESCRIPTION
First year subjects of this Grade revolve around three main axis: (1) Economic knowledge, (2) Linguistics, (3)
Communication. This third axis includes subjects related to the fields of journalism, audiovisual communication and
advertising and public relations.
This subject, as well as Commercial, Corporate and Institutional Communication (1st term), are related to that third field:
advertising and public relations.
Additionally, these two subjects are part of the module Principles of Commercial Communication, which includes Systems
and Processes of Advertising and Public Relations (2nd year, 1st term), History of Advertising (2nd year, 2nd term), and
Law of Advertising (4th year, 2nd term).
This subject serves to lay the foundation of what is the core of any marketing or communication plan: the understanding of
the target group, and the interactions between the message, source, receptor, channel and context.

COMPETENCIES/LEARNING RESULTS FOR THE SUBJECT
These are the competences that the students of this subject will acquire:
1. To be able to EVALUATE the function of persuasion in current societies, to differentiate between its several
manifestations and to grasp the common base of all of them.
2. To be able to INTERPRET the psychological processes triggered in persuasive interaction through applications of social
psychology.
3. To be able to ANALIZE persuasive pieces and to be able to explain key components of theirs efficacy.
4. To be able to DESIGN strategies and suitable persuasive messages for each specific situation.
These learning results develop the following generic competences that are common to the three Grades in which the
subject is taught: to understand communication theories and apply them to practice, to analyse and to evaluate in a critical
way facts and communicative projects, to plan and to manage communicative projects, and to apply creative approaches
to resolve communicative problems.

CONTENIDOS TEÓRICO-PRÁCTICOS
1. Oral Communication: Peer to peer and speaker to audience.
2. Attitude creation and change.
2.1. Attitudes: definition and structure.
2.2. Attitudes: functions and consecuences.
2.3. Attitudes: measurement.
3. Theoretical perspectives.
3.1. School of Yale.
3.2. Social Judgement Theory
3.3. Cognitive Answers Theory
4. Source of persuasion
4.1. Credibility
4.2. Liking
4.3. Authority
5. Persuasive Message
5.1. Content
5.2. Organization.
6. The effect of personal characteristics on persuasion.
7. The context. Channels and Mass Media. Framing.
TEACHING METHODS
This subject combines different learning and teaching methods that aim to develop the desired competences. In that
regard, not only the lecturing of fundamental theories, models and concepts of persuasive communication will be used, but
also the active participation of the students in debates and presentations about them will be promoted. In practical
sessions, individual or team exercises and oral expositions will be used.
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TYPES OF TEACHING
M

S

GA

Types of teaching
Hours of face-to-face teaching

32

28

Horas de Actividad No Presencial del Alumno/a

48

42

Legend:

GL

GO

GCL

TA

TI

GCA

M: Lecture-based

S: Seminar

GA: Applied classroom-based groups

GL: Applied laboratory-based groups

GO: Applied computer-based groups

GCL: Applied clinical-based groups

TA: Workshop

TI: Industrial workshop

GCA: Applied fieldwork groups

Evaluation methods
- Continuous evaluation
- End-of-course evaluation
Evaluation tools and percentages of final mark
- Exercises, cases or problem sets 50%
- Exam(s): multiple choice and/or open answer 50%
ORDINARY EXAMINATION PERIOD: GUIDELINES AND OPTING OUT
CONTINUAL EVALUATION SYSTEM
The standard evaluation of this subject is continual and will be done in the following way:
1. Theoretical part: multiple choice and/or open answer written exam(s) (50%).
2. Practical: several practices during the course (50%)
a) Analysis and creation of persuasive pieces
b) Assistance to and delivery of class practices
c) Oral presentations and debates during practices.
The materials and resources, technological or otherwise, that are allowed during the evaluation tasks will be specified in
the student&#8217;s guide.
In order to be evaluated though continual evaluation system, the student must attend and deliver at least 80% of the faceto-face practices. To pass the course it will be necessary to pass both the theoretical part and the practical part.
RENOUNCE TO CONTINUAL EVALUATION SYSTEM
The student can renounce to the continual evaluation system. He or she must do so within the first 9 weeks of class
through a written declaration directed to the teacher of the subject.
FINAL EVALUATION SYSTEM
There is another evaluation system: the final evaluation system. This system will consist on one exam in the official date.
This exam will have a theoretical (50%) and a practical part (50%). To pass the course it will be necessary to pass both
the theoretical part and the practical part.
RENOUNCE TO ORDINARY EXAM CALL
In the continual evaluation system, the student can renounce to the regular exam. In order to do so, he or she has to write
his or her teacher at least a month before the official date of the exam. In this case, the mark will be Not evaluated.
In the final evaluation system, the student can renounce to it by simply not taking the exam. In this case, the mark will also
be Not evaluated.
EXTRAORDINARY EXAMINATION PERIOD: GUIDELINES AND OPTING OUT
The extraordinary exam will have a theoretical part (50%) and a practical part (50%). To pass the course it will be
necessary to pass both the theoretical part and the practical part.
The student can renounce to the extraordinary exam by simply not taking it. In this case, the mark will be Not evaluated.

MANDATORY MATERIALS
All the material that the teacher will upload to the eGela platform during the course will have to be read by the students.
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TED (conferences, several themes, in English, very interesting): http//www.ted.com
Center for Humane Technology. Persuasive Technology: https://www.humanetech.com/youth/persuasive-technology

OBSERVATIONS
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