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Subject's general information

Subject name POLITICAL COMMUNICATION AND PUBLIC OPINION

Code 101972

Semester 1st Q(SEMESTER) CONTINUED EVALUATION

Typology Degree Course Character Modality

Bachelor's Degree in Audiovisual
Communication and Journalism

3 COMPULSORY
Attendance-
based

Course number of
credits (ECTS)

6

Type of activity, credits,
and groups

Activity type PRAULA TEORIA

Number of
credits

3 3

Number of
groups

1 1

Coordination SUAU GOMILA, GUILLEM

Department PHILOLOGY AND COMMUNICATION

Teaching load
distribution between
lectures and
independent student
work

During the course the so-called "master classes" will be combined with individualized tutorials, debates
and individual and group work. Each student will do a series of obligatory readings, will carry out the
indicated works, will deliver the practices and will carry out the final evaluation test. Only students who
have attended at least 80% of the sessions and who have delivered all the previous works will be able to
take the final test.

Important information
on data processing

Consult this link for more information.

Language Catalan and Spanish.

Distribution of credits HP 60 
TA 90
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Teaching staff E-mail addresses
Credits
taught by
teacher

Office and hour of attention

SUAU GOMILA, GUILLEM guillem.suau@udl.cat 6

Subject's extra information

Attendance is mandatory

All class attendees must comply with the UdL Code of Ethics

The subject is based on two interrelated concepts, political communication, on the one hand, and public opinion, on the other hand.
The climates of opinion condition political activity, so much so that politics has become denatured, because, at present, it is more
concerned with the communication of politics than with the management of the public (Yanes-Mesa, 2010). In this sense, Machiavelli
(1513) defined public opinion as: "the image that subjects have of the prince" and Hume (1777) as "a political force that supports or
overthrows governments." From these definitions we confirm the relevance of reflecting on What is public opinion? How is built? What
spheres of society have the greatest influence and, therefore, the greatest responsibility in their formation? Contemporary societies
are complex and hypermediated societies, in which all activity, including politics, constitutes a communicative process, following the
metaphor of the media life of Mark Deuze (2009), we do not live with the media, but in the media. In this hypermedia society, all
systems: political system, media system and citizens, interact and dialogue, generating an accelerated process of changes and the
adoption of new technologies. The difficulties of the political and media system to adapt to these changes, together with its lack of
transparency and its inability to generate real dialogues with citizens that encourage collective intelligence and user generated content
are some of the causes that have caused the current discredit and lack of legitimacy, from the perspective of citizens, of these
institutions and companies.

In this contextual framework, societies need qualified professionals and new tools to move effectively in different areas of great
relevance: global political communication, communication of political agents, communication of public institutions and communication
of civil organizations.

This subject will provide students with a space for analysis and reflection on the construction of climates of opinion, on the
challenges, weaknesses, threats and strengths that political communication faces today and, finally, on the adaptation of political and
institutional communication to the new media scene.

Learning objectives

Analyze the main theories of political communication and public opinion and reflect on their validity in contemporary societies.

Understand what public opinion is and how it is formed and delve into the main authors who have dealt with this phenomenon.

Explore the interactions that occur between the political system, the media system, and the citizenry, observing the communication
channels used and reflecting on the complex balance of powers in the construction of mental frameworks.

Identify the influence that public opinion exerts on political communication and the interinfluences that the different systems exert on
the others.

Know the main methodologies used to study public opinion and the techniques used by social researchers to analyze the
communicative processes of political communication.

Develop adequate knowledge of the fundamental concepts and basic dynamics of any political communication process.

Investigate the role and discourses issued by the actors of political and institutional communication.

Understand the main theories of communication and their influence on the development of political communication as a field of study.

Competences

Generals

CG3. Applying theoretical knowledge in practical activities.

CG7. Developing a critical thinking and reasoning and knowing how to communicate them effectively.

CG8. Showing respect for the plurality of ideas.
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Especifics

CE4. Describing the main theories on the social means of communication sphere and their conceptual derivates.

CE7. Identifying and applying the ethical basis and professional deontology when engaging in tasks related to the

media.

CE8. Aplying the scientific method appropriately to the research in the communication field, as well as how to

present the results of the research proccess.

Subject contents

Conceptualization of public opinion and political communication. Tour of the main definitions, authors and theories that have
addressed these concepts.

Theoretical approach to the studies of the effects of the media, political communication and public opinion. We will review the
main theories of social communication (hypodermic needle, two steps flow of communication, selective exposure theory, agenda
setting and frame) and we will critically relate them to the main conceptualizations of public opinion and political communication.

Political communication: actors and roles. We will address the differences between political marketing and political
communication, the political actors involved in the creation of public opinion, and the composition of the communication cabinet in
political parties and public institutions will be exposed.

Political communication and new media. It will be explained how the political system has adopted the new communication
channels (Twitter, Facebook, Instagram, TikTok, Twitch, etc.), what strengths and weaknesses they have, in general, in the use of
these platforms and what advantages and disadvantages it can have your exposure on these channels.

Institutional communication in the framework of complex society. We will reflect on the transformations of society, from the
information society to complex society and we will evaluate the challenges, strengths, weaknesses and opportunities that public
institutions must communicate in this society.

Political and institutional communication in crisis and emergency situations. We will discuss the communicative complexity of
crisis and emergency situations and we will evaluate the main communication strategies of the political system in these contexts. The
concept of the risk society of the sociologist Ulrich Beck will be presented.

Hate speech and polarization in the political and institutional sphere. We will deal with what are the main causes of the current
polarization of society and we will see what the different types of polarization are. We will examine whether polarization encourages
the generation of hate speech and we will reflect on how it can be combated from the media and institutional sphere.

Methodology

Master classes. Presentation of the contents of the subject orally by the teacher.

Colloquia. Opinion exchange activities among students under the direction of the teacher.

Directed debate. Promote oral expression and comprehension in a collective conversation in which the topic can be prepared, but not
the development of interventions.

Seminar. Work sessions of a rather small group that investigates a topic through dialogue and discussion, under the direction of the
teacher to deepen on some specific topics.

Teamwork. Learning activity that must be done through collaboration between the members of a group.

Written work. Activity consisting of the presentation of a written document.

The non-face-to-face sessions will be divided into three parts: 1.- presentation by the teacher of the corresponding topic, 2.- analysis
in groups of a current topic (assigned by the teacher) linked to the previous presentation and 3- putting into common of the results
obtained by the different groups and final debate.

Development plan

Readings

The students, individually, will have to read three texts and watch a documentary on a mandatory basis. Once they have been
read, you will have to deliver a reflective document of about two or three pages for each block through the global campus,
demonstrating critical understanding of the readings and their fundamental concepts. The ability to convey the contents of the
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readings with other authors and with the contents treated in class will be valued positively, as well as the reflection on the validity or
not of the hypothesis raised in the text. In addition, we will have a class debate to share the reflection on each reading. Both the
quality of the text and the participation in the debate in the classroom will be valued.

All texts will be available on the global campus.

Public Opinion Block

Pierre Bourdieu (1972). Public Opinion does not exist.

Walter Lippmann (1922). The world around us and the images in our mind.

Delivery of the document and debate in the classroom on Friday, October 20.

Political Communication Block

Pippa Norris (2001). A virtuous circle? The impact of political communications in post-industrial democracies.

We will use the same model of brief work that we rubbish with the readings with the viewing of the documentary 'Clase Valiente’
(2016).

Delivery of the document and debate in the classroom on Friday, December 1.

Final Project of the Course

It will be carried out in groups of a minimum of 6 and a maximum of 8 people. The work can be delivered until January 8, 2024, but
the sessions of December 18 and 22 will be used for the groups to present the progress of their work, to receive feedback from
their classmates and the teacher before the final delivery.  Consequently, it is a job that must be done throughout the semester.

The length of the work will be between 13 and 16 pages and will consist of (at least) of the following sections:

1. Introduction

2. Theoretical framework

3. Objectives and hypotheses

4. Methodology

5. Analysis or results

6. Conclusions

7. Bibliography

The work will be evaluated as follows:

Theoretical and methodological depth: 40%

Ability to extract relevant results and conclusions: 25%

Critical review of the theories and content discussed in class: 20%

Neatness in the writing and presentation of the work: 15%

Students can choose between three different work modalities:

Mode 1: Content analysis

Analyze a political issue based on the opinion published in various media (newspapers, TV, radio, digital ...) and explain what
influence the analyzed media have in shaping public opinion.

Work characteristics

Theme chosen in agreement with the teacher.

Analysis of a minimum of three media.

It is necessary to explain what type of message the media constructs on this issue.

It must be related to the theories about political communication and public opinion that we have seen in class.

Mode 2: Content analysis and survey
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The climate of majority opinion of a current public issue must be detected from: the analysis of media content and the conduct of a
survey.

Work characteristics

Theme chosen in agreement with the teacher.

About content analysis: the same as in the previous point.

About the survey: carry it out with 60-90 people (approx.) From the same group from which results can be extrapolated and
generalized and, therefore, detect the climate of majority opinion within this sector of the population.

Mode 3: Analysis of social networks

Analyze the communication made by a set (between 3 and 6) of political and / or institutional profiles or, analyze what political profiles
express in their social networks on a specific issue. It is enough to analyze one social platform, but it can justifiably be expanded to
two.

Work characteristics

Thematic and profiles to analyze will be chosen in agreement with the teacher.

You do not have to analyze a large amount of data, between 80 and 120 publications on social networks are enough, but you must do
a rigorous analysis.

Before doing the work, the professor will do a seminar on research methods and, also, on tools to extract data from social
networks, if necessary, the groups that choose mode 3 may request tutorials to receive help with this question.

Evaluation

Students who want to ask for alternative assessment must submit an employment contract or justify, in a letter addressed to the
dean, the reasons that make it impossible for him/her to carry out the continuous assessment within five (5) days after the beginning
of the semester. For information, please send an e-mail to lletres.secretariacentre@udl.cat or ask for information at the Faculty’s
academic office (Secretaria Acadèmica de la Facultat de Lletres).

Only students who have attended at least 80% of the sessions and who have delivered all the previous works will be able to
take the final test.

If academic fraud or spontaneous copying is detected, we will apply what is established in the Regulations for the
Assessment and Grading of Student Learning in UdL Bachelor's and Master's Degrees.

 Public Opinion Block 20% (individually) 
 Bordieu reading

 Lippmann reading

 
 Political Communication Block  20% 
(individually)

 Norris reading

 ‘Clase Valiente’ documentary

 Final project (group) 30%
 Written work (20%)

 Presentation (10%)

 Final exam 20% (January 12 at 9:00 a.m. in classroom 2.13)

 Attendance and participation in class 10%

Students who have attended at least 80% of the classes and have done all the work and the exam and have an average grade
of less than 5 may make the recovery. The only recoverable block of the subject is the TFA, therefore, students who do not
pass the subject will have until January 31 to resubmit the TFA, correcting all the errors indicated by the teacher.

 

ALTERNATIVE ASSESSMENT

Students who have been granted the alternative assessment will have until January 11 to submit the following assignments:

 Public Opinion Block 20% (individually) 
 Bordieu reading

 Lippmann reading

 
 Norris reading
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 Political Communication Block 20%  (individually)  ‘Clase Valiente’ documentary

 Final project (individually) 40%

 Written work: Analysis of the language games and
the narrative resources used by the candidates in
the Spanish general elections of 2023.

 Final exam 20% (January 12 at 9:00 a.m. in classroom 2.13)

The only recoverable block of the subject is the TFA, therefore, students who do not pass the subject will have until January
31 to resubmit the TFA, correcting all the errors indicated by the teacher.

Bibliography

Abejón, Paloma; Sastre, Ana y Linares, Virginia (2012). Facebook y Twitter en campañas electorales en España. Anuario
electrónico de estudios en comunicación social disertaciones, 5(1), 130 - 159. Recuperado de
https://www.redalyc.org/pdf/5115/511555573005.pdf

Alonso-Muñoz, Laura; Marcos-García, Silvia y Casero-Ripollés, Andreu (2016). Political leaders in (inter)Action. Twitter as a
strategic communication tool in electoral campaigns. Trípodos, 39(2016), 71-90. Recuperado
de:  https://raco.cat/index.php/Tripodos/article/view/335035

Arroyas-Langa, Enrique; Pérez-Díaz, Pedro; Pérez-Escolar, Marta (2022). El debate público en la red: polarización, consenso y
discursos de odio. Comunicación Social: Barcelona.

Bentivenga, Sara y Marcheti, Rita (2015). Live tweeting a political debate: The case of the ‘Italia bene comune’. European journal
of communication, 30(6), 631-647.

Besalú, Reinald y Moragas-Fernández, Carlota (eds.) (2019). La campanya excepcional. Comunicació política i comportament
electoral a les eleccions catalanes del 2017. Documenta Universitaria: Girona. 

Besalú, Reinald; Pont-Sorribes Carles; Martí Aleix (2021). Perceived credibility of tweets by opinion leaders during the COVID-19
pandemic in Spain. International Journal of Communication, 5(15), 5158-5185. Recuperat de:
https://repositori.upf.edu/handle/10230/52356

Besalú, Reinald i Pont-Sorribes Carles (2021).Credibility of Digital Political News in Spain: Comparison between Traditional Media and
Social Media. Social Sciences 10: 170. https://doi.org/ 10.3390/socsci10050170

Busquet, Jordi y Medina, Alfons (2014). Invitación a la sociología de la comunicación. Editorial UOC: Barcelona.

Bor, Stephanie 2014). Using Social Network Sites to Improve Communication Between Political Campaigns and Citizens in the
2012 Election. American Behavioral Scientist, 58(9), 1195-1213. https://doi.org/10.1177/0002764213490698

Campos-Domínguez, Eva (2017). Twitter y la comunicación política. El profesional de la información, 26(5), 785-793.
https://doi.org/10.3145/epi.2017.sep.01

Campos-Domínguez, Eva y García-Orosa, Berta (2018). Comunicación algorítmica en los partidos políticos: automatización de
producción y circulación de mensajes. El profesional de la información, 27(4), 769-777. https://doi.org/10.3145/epi.2018.jul.06

Canel, María José (2006). Comunicación política: una guía para su estudio y práctica. Tecnos: Madrid.

Catalina-García, Beatriz; López de Ayala López, María Cruz y Fernández- Fernández, José Gabriel (2015). Twitter como plataforma
de los alcaldes para la comunicación pública. Estudios sobre el mensaje periodístico, 21(2), 757-772.
https://doi.org/10.5209/rev_ESMP.2015.v21.n2.50884

Crespo, Ismael y Rey-Morato, Javier (2013). Comunicación política & campañas electorales en América Latina. Editorial Biblos:
Madrid. 

Congosto, María Luz (2015). Elecciones Europeas 2014: Viralidad de los mensajes en Twitter. Redes-Revista hispana para el
análisis de redes sociales, 26(1), 23-52. https://doi.org/10.5565/rev/redes.529

Cotarelo, Ramón (ed.) (2013). Ciberpolítica: Las nuevas formas de acción y comunicación políticas. Tirant Humanidades:
Valencia.

Dader, José Luis y Campos-Domínguez, Eva (eds.) (2016). La cibercampaña en Castilla y León. Elecciones autonómicas,
2015. Universidad de Valladolid: Valladolid. 

Di Bonito, Ilaria (2015). Comunicación política, partidos y nuevo entorno digital. Estudio de las campañas electorales
catalanas de 2010 y 2012 en la red. Hipertext.net [Online], 13, 1-14. Recuperado de
http://raco.cat/index.php/Hipertext/article/view/298416/389444

POLITICAL COMMUNICATION AND PUBLIC OPINION 2023-24



García-Galán, María (2017). The 2016 Republican primary campaign on Twitter: Issues and ideological positioning for the
profiles of Ben Carson, Ted Cruz, Marco Rubio, and Donald Trump. El profesional de la información, 26(5), 850-858.
https://doi.org/10.3145/epi.2017.sep.07

Giansante, Gianluca(2015). La comunicación política online. Editorial UOC: Barcelona.

Gil-Calvo, Enrique (2022). El genio del lugar. Un análisis comparado de las democracias. Editorial Tecnos: Madrid.

Hallin, Daniel i Mancini, Paolo (2004). Sistemas mediáticos comparados. Tres modelos de relación entre los medios de
comunicación y la política. Editorial Hacer: Barcelona.

Herrero, Julio César y Römer, Max (eds.) (2014). Comunicación en campaña. Dirección de campañas electorales y marketing
político. Pearson: Madrid.

Lakoff, George (2004). No pienses en un elefante. Lenguaje y debate político. Ediciones península: Barcelona.

Lakoff, George (2008). Puntos de reflexión. Manual del progresista. Ediciones península: Barcelona.

Lee-Kaid, Lynda (eds.) (2004). Handbook of Political Communication Research. Routdlege: USA.

Lippman, Walter (1997). Public opinion. Free Press PaperBacks: USA. 

López-Meri, Amparo; Marcos-García, Silvia y Casero-Ripollés, Andreu (2017).What do politicians do on Twitter? Functions and
communication strategies in the Spanish electoral campaign of 2016. El profesional de la información, 26(5), 795-804.
https://doi.org/10.3145/epi.2017.sep.02 

Maquiavelo, Nicolás (1981). El príncipe. Alianza Editorial: Madrid.

Mancera, Ana y Pano, Ana (2013). El discurso político en Twitter. Análisis de mensajes que 'trinan'. Anthropos editorial:
Barcelona.  

Martínez-Solana, Yolanda (2004). La Comunicación Institucional. Análisis de sus problemas y soluciones. Editorial Fragua:
Madrid.

Mazzoleni, Gianpietro (2010). La Comunicación Política. Alianza Editorial: Madrid.

Noelle-Neuman, Elisabeth (2011). La Espiral del Silencio. Opinión pública: nuestra piel social. Paidós Comunicación: Barcelona. 

Norris, Pippa (2000). A Virtuous Circle. Political Communications in Postindustrial Societies. Cambridge University Press:
Cambridge. 

Obra colectiva (2020). Comunicación política en tiempos de coronavirus. Cátedra Ideograma-UPF de Comunicación Política y
Democracia: Barcelona.

Pelliser-Rossell, Nel·lo y Oleaque-Moreno, Joan M. (eds.) (2019). Mutaciones discursivas en el siglo XXI: La política en los
medios y en las redes. Tirant Humanidades: Valencia.

Pont-Sorribes, Carles y Bèrrio-Serrano, Jordi (2015). Comunicació i Opinió Pública. Política, periodisme i ciutadans. Editorial
UOC: Barcelona

Pont-Sorribes, Carles y Gutiérrez-Rubí, Antoni (eds.) (2020). Instagram en la estrategia de construcción de liderazgo
político. Gedisa comunicación: Barcelona.

Rey-Morato, Javier (1989). La comunicación política (El mito de las Izquierdas y Derechas). Eudema: Madrid.

Rey-Morato, Javier (2007). Comunicación política, internet y campañas electorales. De la teledemocracia a la
ciberdemocr@cia. Tecnos: Madrid.

Rey-Morato, Javier; Campillo, Ana Belén y Guan, Yixin (eds.) (2016). Campañas electorales en América Latina, España y
Portugal. Storytelling, Retórica, Marcos, Redes Sociales y Juegos del Lenguaje. Fragua: Madrid. 

Sánchez-Calero, María Luisa y Limón-Naharro, Pilar (2017). La construcción de la noticia y el papel de los social media y los
Periodismos Ciudadanos en la gestión de la información de desastres o catástrofes naturales. Egregius: Sevilla. 

Sánchez-Medero, Rubén (eds.) (2016). Comunicación política. Nuevas dinámicas y ciudadanía permanente. Tecnos: Madrid.

Sanders, Karen; Canel, María José; Capdevila, Arantxa y Gurrionero, Mario (coordinadores) (2012). Estudios de comunicación
política. Tecnos: Madrid.

Semetko, Holli i Valkenburg, Patti (2000). Framing European Politics: A ContentAnalysis of Press and Television News. Journal of
Communication, 50(2), 93-109. Recuperat de:
https://www.researchgate.net/publication/227670569_Framing_European_Politics_A_Content_Analysis_of_Press_and_Television_News

POLITICAL COMMUNICATION AND PUBLIC OPINION 2023-24



Suau-Gomila, Guillem (2020). Microblogging electoral: usos y funciones en Twitter de la política emergente española en las
campañas electorales del 20 de diciembre de 2015 y del 26 de junio de 2016. Tesis doctoral UPF: Barcelona.

Suau Gomila, Guillem; Mora-Rodríguez, Michael; Pont-Sorribes, Carles (2022). Twitter como herramienta de comunicación de
emergencias: análisis de los perfiles institucionales y propuestas de mejora a partir de los atentados de Barcelona y Cambrils de
2017. Estudios sobre el Mensaje Periodístico, 28(2), 433-446. https://doi.org/10.5209/esmp.77692

Yanes-Mesa, Rafael (2009). Comunicación política y periodismo. Editorial Fragua: Madrid.  

 

POLITICAL COMMUNICATION AND PUBLIC OPINION 2023-24


