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Program: CET Barcelona 
Course Title: BC/COMM 320 Advertising in Spanish Society 
Contact Hours: 45 
Recommended Credits: 3  
Primary Discipline / Suggested Cross Listings: Communication / Marketing, Media Studies 
Language of Instruction: English 
Prerequisites / Requirements: None 
 

 
 
Description 
This course focuses on the importance of advertising as a communication tool in mainstream 
media in Catalonia and Spain. The course explores the ethics and strategies of Spanish 
advertising, focusing on the portrayal of various social elements including culture. Emphasis will be 
placed on developing advanced writing and research skills tailored to communication 
professionals. Through academic readings, critical analysis, and hands-on writing assignments, 
students will examine the role of media in shaping social perceptions and discuss the impact of 
diverse representation on brand messaging and consumer behavior. Students will also engage 
with local case studies and campaigns, enhancing their understanding of Spain’s unique cultural 
landscape.  
 
Content warning:  
At times, this course intentionally invites students to engage with readings and content that are 
controversial. Students might find this disturbing. The intention is not to endorse perspectives, but 
rigorously engage with them. If certain material is emotionally challenging, students can discuss 
with the faculty before or after class. Students may also leave the classroom without academic 
penalty, if the discussion becomes too emotionally challenging. Students are, however, responsible 
for all missed material, and so should arrange to get notes from another student or see the faculty 
member individually. 
 
Objectives 
Upon completion of this course, you should be able to: 

● Describe the role of advertising in Spanish economy. 
● Recognize ads that are false, misleading, or deceptive, and explain their ethical 

implications. 
● Understand the four basic approaches to moral philosophy, and demonstrate an 

understanding of how to apply these to advertising issues. 
● Conduct a systematic analysis of specific advertising situations to determine an ethically 

appropriate action to take. 
● Identify major types of criticisms about the cultural, social, and psychological impacts of 

advertising. 
● Develop advanced writing techniques for professional communication 
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● Evaluate the evidence presented to substantiate or refute the criticisms of advertising. 
● Cultivate strategic thinking in writing 
● Identify key issues involved in several controversial aspects of advertising. 
● Conduct an analysis of an issue regarding the relationship between some aspect of 

advertising and society and develop a well-reasoned conclusion.  
● Analyze the portrayal of diverse groups (e.g., ethnicity, gender, sexuality) in Spanish 

advertising and its influence on societal attitudes and consumer behavior. 
● Examine how Spain’s cultural diversity is reflected in advertising strategies and 

campaigns. 
● Critically assess the effectiveness of inclusive advertising in Spain’s media landscape, 

taking into account both local and global perspectives. 
● Enhance research and analytical writing skills 
● Strengthen editing and revision skills 
● Develop persuasive and ethical advertising proposals that address diverse audiences 

within Spain. 
● Expand creative writing capabilities for advertising 
● Explore the regulatory and cultural challenges of implementing diversity-focused 

advertising in Spain’s marketplace. 
 
Requirements  
This course uses a combination of guided lectures (flipped classroom), in-class debates and 
discussions, written assignments, student presentations, field studies, and company visits in order 
to merge a first-hand experience, academic learning, and critical thinking to better understand and 
reflect on the topic of advertising in Spanish society. Active participation is essential in this course, 
and is part of the final grade. A detailed rubric of participation assessment can be found below.  
 
Students are expected to attend each class and field study course component, as outlined in the 
CET Attendance Policy. Students are expected to read all assigned materials (20-30 pages per 
class session) before the relevant class session according to this syllabus and come ready to 
engage in class discussions. All assignments must be submitted via Canvas by the deadline unless 
otherwise noted. 
 
Graded assignments include:  
 

• Participation: Active class participation is required for this class. Students are expected to 
read and watch the materials in advance, engage in class discussion, dialogue and debate 
with their classmates and the professor, and raise relevant questions. Students are 
encouraged to express their opinions in class with the professor and the other students, 
always with a tolerant and respectful tone to create an inclusive environment for everyone. 
Class participation will request students to engage with Spanish media and culture by 
watching, reading, and/or listening to different academic and advertising products that will 
often need to be analyzed through the lens of justice, diversity, equity, and inclusion. 
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• Guiding class discussion: With the support of the professor, students will be asked to guide 
and moderate one of the in-class debates or discussions, by briefly presenting a critical 
analysis of one of the materials to their classmates, encouraging discussion and raising 
relevant and thoughtful questions to help create a welcoming environment for reflection. 
 

• Reports: Students will write individual weekly reports (around 1,000 words each, a total of 
10), in the form of brief academic essays, analyzing and reflecting on the weekly proposed 
topic related to Spanish society, mass media and advertising based on what they are 
learning in the course. Those reports may deal with field study visits, guest speakers, 
company visits, or product analysis. At least five out of those reports, the student’s choice, 
will be submitted as a draft and review by the professor, receive feedback, and will be sent 
back to the student for its improvement before they are graded before the deadline. All the 
essays will be graded and returned with feedback by the professor in order to improve the 
students’ writing skills. 

 
• Group project: This final project will offer students a hands-on opportunity to apply 

theoretical knowledge to practical challenges, honing their skills in advertising, 
communication, and cross-cultural awareness. In groups of 4-5 people, students will create 
a multimedia advertising project aligned to the topics presented in the course. Each group 
will choose a product, service, or social issue and create an advertising campaign tailored 
to the Spanish market. This project will synthesize the key topics and concepts explored 
throughout the course, including the ethics, strategies, and cultural considerations relevant 
to advertising in Spain. The project will include a market research analysis, a campaign 
strategy design, the development of three different multimedia products, and a final 
presentation of the project to the class. The assessment of the final project will be based 
on the research and understanding of the host culture, the creativeness and potential 
effectiveness of the campaign, the cohesion and clarity of the materials, and the 
engagement and communication skills during the presentation. 
 

 
Grading 
 
Class participation   15%   
Guiding class discussion    20% 

       Weekly reports (10 at 3% each)  30%  
       Group project    35% 
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Class Participation Grading Rubric 
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 A – 90-100% 
Exemplary 

B – 80-89% 
Proficient 

C – 70-79% 
Developing 

D – 60-69% 
Unacceptable 

F – 0-59% 
Missing 

Frequency of 
class 
participation 

Actively 
contributes 2+ 
times per 
meeting 

Actively 
contributes at least 
1 time per meeting 
 

Actively contributes at 
least half of the time 
during term 
 

Actively contributes 
less than half of the 
time during term 
 

Does not 
contribute 

Quality of 
class 
participation* 

Contribution is 
always 
thoughtful, 
accurate, and 
constructive, 
frequently 
interacting with 
peers 

Contribution is 
mostly thoughtful, 
accurate, and 
constructive, 
usually interacting 
with peers 
 

Contribution is 
somewhat thoughtful, 
accurate, and 
constructive, 
sometimes interacting 
with peers 
 

Contribution is 
rarely thoughtful, 
accurate, and 
constructive, rarely 
interacting with 
peers 
 

Does not 
contribute or 
interact with 
peers 

Level of 
class 
preparation 

Always fully 
prepared and on 
task 

Mostly prepared 
and on task 

Somewhat prepared 
and on task 

Rarely prepared 
and on task 

Consistently 
unprepared and 
not on task 
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Content 
 
Topic 1 – Introduction to Communications and journalism writing: How do we write a good 
report? 

• Introduction of the foundational principles of writing effective reports in communications 
and journalism. 

• Exploring key writing elements such as clarity, precision, and structure, with an emphasis 
on the inverted pyramid format to prioritize information. 

• Highlight of the importance of accuracy, credible sourcing, and concise language to 
establish professional, audience-focused writing. 

• Use of real-life examples and brief exercises to help students develop the skills needed to 
craft clear and engaging reports. 

• Explanation of how to implement these principles in class assignments. 

Topic 2 – History of Advertising in Spain 
• Early Beginnings of Advertising in Spain: Newspapers, Radio, and Propaganda 
• Evolution of Media and Advertising in the 20th Century: Spanish Civil War, Dictatorship, 

and Democracy 
• Influence of Globalization on Spanish Advertising: The Arrival of the Internet 
• Key Historical Advertising Campaigns in Spain  

 
Topic 3 – The Marketing and Advertising Industry in Spain 

• Structure of the Spanish Advertising Industry: Key Players and Agencies 
• Regulatory Bodies and Advertising Laws in Spain 
• Media Channels and Advertising Strategies in Spain 
• Economic and Cultural Influences on Advertising Practices 
• The Role of Diversity in the Spanish Advertising Market 

 
Topic 4 – Philosophy of Advertising: Morals and Critical Thinking 

• Introduction to Moral Philosophy and Ethics in Advertising 
• The Four Approaches to Moral Philosophy 
• Applying Ethical Frameworks to Spanish Advertising 
• Justice, Equity, Diversity, and Inclusion (JEDI) Considerations in Ethical Advertising 

 
Topic 5 – Advertising in Current Spanish Society: Gender 

• Gender Representation in Spanish Advertising 
• Impact of Feminism and social media on Advertising Trends in Spain 
• Case Studies: Gender Stereotypes in Spanish Ads, a historical perspective 
• Best Practices for Gender-Inclusive Advertising 

 
Topic 6 – Advertising in Current Spanish Society: Ethnic Minorities and Migration 

• Spain’s Demographic Landscape and Migration Patterns 
• Social Media Impact on Popular Perception of Migration in Spain. 
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• Representation of Ethnic Minorities in Spanish Advertising 
• Cultural Sensitivity in Multicultural Advertising Campaigns 
• Case Studies: Ads Reflecting Spain's Multicultural Society 

 
Topic 7 – Advertising in Current Spanish Society: Gender and Sexuality 

• Evolution of Sexuality in Spanish Advertisements  
• LGBTQAI+ Representation and Diversity in Spanish Media and Advertising 
• Case Studies: Inclusive and Controversial Campaigns 
• Strategies for Creating LGBTQAI+ Inclusive Ads in Spain 

 
Topic 8 – Advertising in Current Spanish Society: Accessibility 

• Disability Representation in Spanish Advertising 
• Legal Framework and Regulations on Accessibility in Advertising 
• Case Studies: Successful Accessibility-Focused Campaigns 
• Designing Accessible Advertisements for Diverse Audiences 

 
 
Field study and experiential learning components may include: 

• Walking Tour of Spanish Civil War (Barcelona Other Eyes Tour) and visit to Freixenet. 
• Visit to advertising agency 
• Visit to TV3, and ROSAPARKS. 
• Street marketing scavenger hunt and guest lecture 
• Top Manta, Mescladís. 
• Barcelona LGBTQAI+ center 
• ONCE, guest lecturer 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
* Syllabus is subject to minor changes in term-specific syllabus at instructor discretion. 


