
 

 

 
GUIA DE FUNCIONAMENTO DA 

UNIDADE CURRICULAR 

 
 
 
 

MODELO 
PED.008.02 

 

1 | 3  

Course  Master in Marketing and Communication Academic year 2021-2022 

Subject Advertising Creation and Media Planning ECTS 5 

Type of course Compulsory  

Year 1 Semester 2nd sem Student Workload: 

Professor(s) Jorge Manuel Braz Gonçalves Total 140 Contact 45 

Coordinator  Joaquim Manuel Fernandes Brigas 

 

 

1. LEARNING OBJECTIVES 

1. Mastering advertising building techniques that influence consumer behavior. 

2. Knowing design techniques and finalization of media in particular by active 

involvement in creative or production teams. 

3. Developing methodologies that contribute to the development of advertising 

production. 

4. Knowing resources required to interpretation and production of advertising 

campaigns. 

5. Producing radio spots, using the current digital tools. 

6. Planning the broadcast of advertising products through local, regional, national and 

international media.  

 

2. PROGRAMME 

1. Advertising Analysis 

2. Myth and brand value 

3. Actors of the audiovisual advertising production  

4. Phases and technics of the audiovisual production process 

5. From the creative idea to the advertising production 

6. Creative processes and evaluation models 

7. The construction of the audiovisual advertising discourse 

8. Characteristics and selection of media 

9. Media serving strategies 

 

 

 

Planned SD  
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3. COHERENCE BETWEEN PROGRAMME AND OBJECTIVES 

The objectives of the curricular unit refer back to the need to apprehension and 

deepening by the students comprehensive knowledge in creative advertising and the 

media planning and are implemented through the different syllabus presented. It is 

intended to provide students with skills to know and identify patterns of communication 

and develop critical thinking regarding the influence of new models and media in 

marketing and communication activities. 
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10. TEACHING METHODOLOGIES (INCLUDING EVALUATION) 

1. Online classes through the ZOOM platform. 

2. Expository classes. 

3. Lessons in exploring practical cases. 

4. Elaboration and discussion of an investigation work, by the students. 

5. Project work, with monitoring / guidance of students' advertising campaigns. 
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The continuous evaluation results from the sum of active participation (10%) with the 

classification of a research paper (50%) and with the classification of the individual 

presentation of an advertising campaign with the respective media planning (40%). 

Students covered by special legislation, must agree with the teacher in the first two 

classes, an alternative work plan, in the absence of which they will have to respect the 

general plan. Activities developed by students must be submitted on the MOODLE 

platform. 

 

11. COHERENCE BETWEEN TEACHING METHODOLOGIES AND OBJECTIVES 

The lectures are intended to transmit fundamental concepts and content in the field of 

communication. Research activities will be undertaken within the content covered in the 

lectures. The research is intended to consolidate the knowledge and skills acquired, 

bailing up sources and bibliography recommended by teachers, it will also promote the 

autonomy of research. The oral presentation of the various stages of the work will allow 

stimulate reflection and collective debate around the chosen theme. 

In terms of methodology, we intend to promote the development of personal and 

professional skills, promoting rigor of reasoning, the capacity of analysis and criticism, as 

well as the development of a permanent investigative attitude, which enables the 

professional future in communication hold its self-training to a reality and a knowledge 

constantly and rapidly changing. 

12. ATTENDANCE 

Mandatory two-thirds of the participants (with the exception of students covered by 

specific legislation). Will be except for absences with legal justification. 

 

Coordinator of the Communication, Advertising and Public Relations Area 
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(Professor Coordinator Joaquim Manuel Fernandes Brigas) 
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