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Degree Subject-matter Character

2239 - Master's Degree in New Journalism,

Political Communication and Knowledge So Gestion de la comunicacién politica COMPULSORY

COORDINATION

GAMIR RIOS JOSE VICENTE

SUMMARY

The course analyzes the discursive strategies and the communicative management that the different
agents of the political system develop within the framework of their interaction with the media system and
the citizenry. Specifically, it studies the thematic selection and framing of their messages; the techniques
of their corporate communication and marketing practices; the planning and execution of their campaigns;
and the emotionalization of their discourses.

PREVIOUS KNOWLEDGE

RELATIONSHIP TO OTHER SUBJECTS OF THE SAME DEGREE

There are no specified enrollment restrictions with other subjects of the curriculum.

OTHER REQUIREMENTS

COMPETENCES / LEARNING OUTCOMES

44893 Political Communication Management



Course Guide

. \ 44893 Political Communication Management
VNIVERSITAT © VALENCIA

Be able to carry out theoretical work in the specific field of communication and journalism.

Be able to detect and analyse communication-related issues arising in different modes of social relations
and political activity.

Be able to detect and analyse issues related to communication in the form of information, propaganda,
communicative action or publicity, among others.

Be able to differentiate and discuss ways of transmitting all kinds of public policies from the institutions to
the citizenry.

Deploy the faculties of initiative, proposition and inventiveness in the selection of problems and in the
search for solutions and interventions in work contexts.

Develop the capacity to adapt to possible organisational, time or availability limitations of material and/or
personal resources in the field of intergroup and mass communication.

Know the difference between informational communication and persuasive communication, both within
organisations and in the relationship between organisations, society and their political communities.

Respect and promote fundamental rights, equal opportunities and non-discrimination on the grounds of
economic status, ethnic origin, sexual orientation or beliefs.

Respect and promote the principles of equality between men and women, universal accessibility for people
with functional diversity, democratic values, the culture of peace and sustainability.

Ser capaz de realizar trabajos practicos, adaptados a entornos comunicacionales reales, con especificidad
en los campos de la comunicacion politica y/o de las nuevas especializaciones periodisticas, aplicando los
conocimientos, las capacidades y las

habilidades adquiridas.

Show sensitivity for work carried out with rigor, commitment and emphasis, by using inclusive, non-sexist
and non-discriminatory language.

Students should be able to integrate knowledge and address the complexity of making informed judgments
based on incomplete or limited information, including reflections on the social and ethical responsibilities
associated with the application of their knowledge and judgments.

Students should communicate conclusions and underlying knowledge clearly and unambiguously to both
specialized and non-specialized audiences.

DESCRIPTION OF CONTENTS

This thematic unit introduces the students to the analysis of political and media discourses by familiarizing
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1.

them with two research perspectives that are highly regarded and central in the analysis of political
communication flows: the agenda setting model and framing. The intellectual origins of both research
approaches and their seminal research are discussed, as well as their main theoretical foundations and
subsequent developments (the second level of the agenda, the agenda building perspective, priming, the
strong multidisciplinarity that characterizes the framing perspective, the research currents it encompasses,
the various definitions of frame, the different methodological procedures it includes, and its main
applications in Spain). Likewise, special attention is dedicated to journalistic framing as a generalized tool
of analysis in academic studies of journalism and communication. Finally, the exposition of the theoretical
foundations is complemented with the analysis and discussion of practical cases in the classroom.

. The agenda setting model

. Introduction to the analysis of political and media discourse

. Framing as a research perspective

. Framing vs. Agenda Setting

. Research currents

. Journalistic framing

. Framing in Spain

. Specific procedures for the interpretation and analysis of discourse
. Practical cases of frame building and frame sponsorship

OCoOoONOCUTh,WN =

This thematic unit introduces the students to the processes of communication management within political
organizations. To this end, it analyzes the meaning of the concept of propaganda, discusses the current
role of communication and journalism in the mentality of political actors, and details the functioning of the
communication office and the role of the director of communication in party formations. It also explains
the process of gestation of the political and communicative strategy of the parties, paying attention to the
elaboration of the communication plan, as well as the management of crises and leaks. The unit explains
the working routines and dynamics of communication managers and the various techniques they apply in
their daily work, complemented by case studies that illustrate the theoretical exposition. Finally, the unit
reconstructs the communication strategies that mark the evolution of political propaganda up to the
current social media.

1. The corporate and institutional communications office

- Concept and operation

- Communication techniques

- Models of relationship with journalism

2. Communication from political parties and pressure groups

- Polarization, populism, disinformation

- Digital activism and its practices

3. Political marketing

- Vote causation

- From propaganda to social/political/electoral marketing

- Evolution of political communication and electoral campaigns
4. Audiovisual and Internet political communication

- Evolution of political communication on the Internet

- Potential contributions of the Internet to political communication
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This thematic unit introduces the students to the processes of communication management within political
organizations. To this end, it analyzes the meaning of the concept of propaganda, discusses the current
role of communication and journalism in the mentality of political actors, and details the functioning of the
communication office and the role of the director of communication in party formations. It also explains
the process of gestation of the political and communicative strategy of the parties, paying attention to the
elaboration of the communication plan, as well as the management of crises and leaks. The unit explains
the working routines and dynamics of communication managers and the various techniques they apply in
their daily work, complemented by case studies that illustrate the theoretical exposition. Finally, the unit
reconstructs the communication strategies that mark the evolution of political propaganda up to the
current social media.

1. The corporate and institutional communications office

- Concept and operation

- Communication techniques

- Models of relationship with journalism

2. Communication from political parties and pressure groups

- Polarization, populism, disinformation

- Digital activism and its practices- Audiovisual political communication: from the spot to Youtube and
TikTok

- Political communication in social media: Facebook, Twitter, Instagram

The purpose of this thematic unit is to explain the fundamentals of the design and organization of electoral
campaigns by political organizations. Firstly, the various functions and phases that articulate the design
and evaluation of electoral campaigns are detailed in a global manner. Secondly, the tools that allow the
analysis of the reference context in which a campaign takes place (such as, among others, the electoral
system, the financing system, advertising, research of the electorate, etc.) are discussed in depth. Thirdly,
the procedures that make it possible to articulate the specific objective and the specific strategy of a
campaign are described, and the processes that lead to the definition of the axes, themes and messages
that will dominate the campaign are detailed. Fourthly, the dissemination tools and communication
channels available to political organizations to transmit their message are presented, as well as their main
trends of use, with special attention to online tools and channels.

1. Electoral campaigns: functions, needs and phases.
2. Phase 1: analysis and research

- Analysis of the context and competition

- Research of the electorate

- Electorate segmentation

- Composition of the electoral "market

3. Phase 2: strategy and planning

- Definition of the objective

- Selection of the strategy

- Determination of axes, themes and messages
- Elaboration of the persuasive message

4. Phase 3: tools and channels

- One-way tools
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The purpose of this thematic unit is to explain the fundamentals of the design and organization of electoral
campaigns by political organizations. Firstly, the various functions and phases that articulate the design
and evaluation of electoral campaigns are detailed in a global manner. Secondly, the tools that allow the
analysis of the reference context in which a campaign takes place (such as, among others, the electoral
system, the financing system, advertising, research of the electorate, etc.) are discussed in depth. Thirdly,
the procedures that make it possible to articulate the specific objective and the specific strategy of a
campaign are described, and the processes that lead to the definition of the axes, themes and messages
that will dominate the campaign are detailed. Fourthly, the dissemination tools and communication
channels available to political organizations to transmit their message are presented, as well as their main
trends of use, with special attention to online tools and channels.

1. Electoral campaigns: functions, needs and phases.
2. Phase 1: analysis and research

- Analysis of the context and competition

- Research of the electorate

- Electorate segmentation

- Composition of the electoral "market

- Bidirectional and interactive acts and channels

- Acts, tools and channels of limited interaction

4.

Discourse, narrative, storytelling and cyberpolitics in contemporary political communication. This thematic
unit is concerned with describing and problematizing the growing emotionalization that characterizes
current political and electoral campaigns, as well as exposing the causes that are at the origin of this
phenomenon, paying special attention to how various forms of emotional appeal allow political actors to
build effective narratives of electoral persuasion. It also addresses the various formats of audiovisual
political advertising that are used as effective formulas of emotional appeal in electoral campaigns, and
pays attention to the use of advanced technologies for the micro-segmentation of the audience in social
networks and the creation of climates of opinion.

1. Communicative emotionalization and "sentimental democracy"

2. Emotivist discourses and populist rhetoric in contemporary campaigns
3. Strategies and rhetorics of lies, hoaxes and controversial knowledge in digital campaigns

WORKLOAD

PRESENCIAL ACTIVITIES
Activity Hours
Theory 43,50
Total hours 43,50

NON PRESENCIAL ACTIVITIES
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Activity Hours
Attendance at other activities 15,00
Individual or group project 60,00
Independent study and work 55,00
Preparation of lessons 23,00
Preparation for assessment activities 0,00
Resolution of case studies 22,00
Total hours 175,00
TEACHING METHODOLOGY
Lectures

Problem solving

Individual case studies

Oral presentations of materials by students

Discussions

Reading, synthesis and critical analysis of texts

Attendance and active participation in workshops, seminars and conferences.
Tutorials

EVALUATION

The general grading system will follow the Regulation of evaluation and grading of the Universitat
de Valéncia for bachelor's and master's degrees, approved by the Consell de Govern on May 30,
2017 (ACGUV 108/2017).

The evaluation of the course will consist of two blocks, both in the first and in the second call:

- Exam with written answer: 50%. Test on the theoretical content of the course taught in the lecture
sessions.

- Evaluation of course work: 50%. Group work:
a) analyzing the development by a candidacy or a political party of a recent electoral campaign, or

b) planning the participation of a candidacy or a political party in an upcoming electoral campaign.

The evaluation in the second call will maintain, if applicable, the grade obtained in the block
passed in the first call.
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OBSERVATIONS:
- It is necessary to attend 80% of the classes in order to be evaluated for class participation.

- It is necessary to pass the exam and the group work in order to pass the course. In case of
failing one of these blocks, its grade will not be averaged with the grade of the other block.

- The works must apply the APA7 norms in citations and references.

- Papers must be submitted through the virtual classroom on the date indicated by the teacher.
Papers submitted by other means or out of date will not be corrected.

- Problems with spelling, syntax and/or written expression will be scored negatively and may
result in failure of the test.

- The papers, exams or any other activity that students prepare for their teaching assessment
must be original, without plagiarism or improper use of artificial intelligence. The detection of
plagiarism, as a serious offence, will result in immediate suspension from the respective course.
Copying or facilitating the copying of work between students on the degree course, irregular
access to or early appropriation of the content of a test or exam, facilitating or procuring the
appropriation, alteration or destruction of the content or results of an assessable activity, and
impersonation in exams will also be considered serious misconduct and will therefore lead to
immediate suspension from the exam session.
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