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Subject's general information

Subject name ONLINE COMMUNICATION AND PROMOTION STRATEGIES

Code 14281

Semester 2nd Q(SEMESTER) CONTINUED EVALUATION

Typology Degree Course Character Modality

Master's Degree in Social Media Marketing 1 OPTIONAL Virtual learning

Course number of
credits (ECTS)

6

Type of activity, credits,
and groups

Activity type PRAULA TEORIA

Number of credits 3.5 2.5

Number of groups 1 1

Coordination MARTIN FUENTES, EVA

Department ECONOMICS AND BUSINESS

Teaching load
distribution between
lectures and
independent student
work

(10% ) 15h presenciales 
(90%) 135h trabajo autònomo 

Important information
on data processing

Consult this link for more information.

Language SPANISH 90%, AND ENGLISH (10%)
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https://unidisc.csuc.cat/index.php/s/ljIirDLEOoUr5Rj


Teaching staff E-mail addresses
Credits taught by
teacher

Office and hour of attention

MARIN RABIOL, JAUME whyjaume@gmail.com 1,5

MARTIN FUENTES, EVA eva.martin@udl.cat 4,5

Subject's extra information

The subject Online Communication and Promotion Strategies in Tourism is framed in module 2 Optional "Electronic Tourism", along with the subjects: New Trends in Tourism and
Advanced Tourism Information Systems

This subject begins with an overview of communication in online tourism, then goes into depth on promotional and advertising strategies as well as content creation and brand
management, all applied to digital environments and through social networks.

Learning objectives

Distinguish and understand the differential aspects of online communication in tourism.
Know how to create and apply advertising and public relations techniques online in the tourism field.
Value the image and brand identity of a company or tourist destination.
Differentiate and know how to choose between different content curation and online brand communication strategies for companies and tourist destinations.
Being able to create an online brand for both products and services and for territories.
Knowing the basics of smart tourist destinations and use it for online promotion and communication.

 

 

Competences

General or basic competences (BC)

Possess and understand knowledge that provides a basis or opportunity to be original in the development and / or application of ideas, often in a research context
Know how to apply the knowledge acquired and have the ability to solve problems in new or little-known environments within broader (or multidisciplinary) contexts related to their
area of study
Being able to integrate knowledge and face the complexity of formulating judgments based on information that, being incomplete or limited, includes reflections on the social and
ethical responsibilities linked to the application of their knowledge and judgments
Know how to communicate their conclusions - and the knowledge and ultimate reasons that support them - to specialized and non-specialized audiences in a clear and
unambiguous way
Possess the learning skills that allow them to continue studying in a way that will be largely self-directed or autonomous
 

Specific competences (SC)

Develop a strategic plan for digital communication and brand promotion on social media.
Measure and improve online reputation in digital environments, especially in social media

Strategic competences university (SCU)

Analyze and synthesize ideas, data and content
Organize and plan resources and people
Work as a team and lead
Reason and critically evaluate
Quality assurance
Work and learn independently
Apply knowledge to practice
Make strategic decisions that take into account specific economic, cultural, social and political conditions.
Express yourself correctly orally and in writing
Master a foreign language
Mastering ICT
Respect fundamental rights

Subject contents

1. Online communication in tourism.
2. Promotion strategies and online advertising in tourism.
3. Management and creation of tourist content online.
4. Online public relations techniques applied to tourism.
5. Image and identity brand of a company or a tourist destination
6. The territorial brand in online environments.

 

Methodology
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Fechas

(Semanas)
Descripción

Actividad

Presencial

HTP (2)

(Horas)

Actividad
trabajo

autónomo

HTNP
(3)

(Horas)

Session 1

La comunicación
online en turismo.
Estrategias de
Promoción y
publicidad online
en turismo.
 

 
Clase
magistral
Casos
prácticos

4

Estudio del
material,
resolución de
casos

35

Session 2

Gestión y
creación de
Contenidos
turísticos
online.

Técnicas de
relaciones
públicas online
aplicadas al
turismo.

Clase
magistral
Casos
prácticos

4

Estudio del
material
Aplicación del
contenido a un
caso concreto
y
planteamiento
del trabajo

35

Session 3

Imagen e
identidad de
marca de una
empresa o
destino turístico
La marca
territorial en
entornos online
 

Clase
magistral
Casos
prácticos

4

Estudio del
material
desarrollo del
trabajo

35

Session 4 Evaluación Final     

Evaluation

Evaluation system
Actividades de Evaluación

Criterios
% Fechas O/V (1)

Project 1  29%   

Project 2
 

 29%   

Project 3
 

 
 

29%   
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Oral presentation of the project
 

 13%   
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Durant el quadrimestre es facilitaran altres lectures.
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