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ETHICS AND DEONTOLOGY OF COMMUNICATION 

 

COURSE: SECOND 

SEMESTER: FIRST 

TYPE: MANDATORY 

CREDITS: 3 

LANGUAGE: ENGLISH 

SENIOR LECTURER: ARNAU ROIG 

 

OBJECTIVES: 

 

This subject reviews the concepts of professional ethics and deontology, focusing in the 

world of communication; as well as going over deontological codes and other mechanisms 

of self-regulation of the journalistic profession in audiovisual, online and advertisement 

terms. The students will learn to evaluate the ethical dilemmas of the profession, also 

about the principal regulatory agencies that ensure an objective, truthful and high-quality 

information. Moreover, we will explore the relation between media and democracy and 

ideology.   

 

COMPETENCES:  

 

GENERICS 

 

 CB1 Having and understanding knowledge in an area of study based on 

secondary general education, and usually finding them at a level based on 

advanced text books but also including some aspects involving knowledge coming 

from their study field’s vanguard. 

 CB3 Capacity to gather and interpret relevant data (normally inside of their study 

area) to issue judgements that include reflections over important social, scientific 

and ethical topics. 

 CB4 Capacity of transmitting information, ideas, problems and solutions to a 

specialized or not specialized public. 

 CB5 Developing of learning abilities needed to undertake future studies with a high 

level of autonomy. 

https://es.eserp.com/profesor/arnau-roig/
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 CG1 Developing of linguistic skills, learning to express adequately and 

convincingly in different situations of oral and written communication in English 

and the language of the community. 

 CG3 Working inside respectful scenarios with human rights, gender equality and 

cultural differences, and integrating these values in their professional performance. 

 

SPECIFICS 

 

 The students will have knowledge of the legal framework of communication, ethics 

and professional deontology, marketing, advertisement and public relations, 

different media, and they will know how to apply them to companies of these fields. 

 They will learn to listen, negotiate, persuade and communicate effectively (orally 

and written), applying resources of both business and academic worlds. 

 

LEARNING OUTCOMES: 

 

 Students will be able to respect the ethical principles of communication and apply 

them to their professional activity. 

 Students will be able to gather and interpret data and information useful to found 

their conclusions including reflections, when necessary and relevant. 

 Students will acquire advanced knowledge demonstrating a comprehension of 

theoretical and practical aspects, as well as the methodology of work in their area 

of study with the enough depth to reach the vanguard of knowledge. 

 Students will be able to identify their own formative necessities in their study field 

and working or professional environment, as well as organizing their own learning 

with a high level of autonomy in every context (structured or not). 

 

 

SYLLABUS: 

 

1. From ethics to autoregulation 

Ethics and moral. Brief conceptual clarification 

Professional deontology 

Ethics and journalist deontology 

Autoregulation. Definition, functions and principal mechanisms 
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2. Deontological codes 

Content and structure of deontological codes 

Codes functions 

Brief history of codes 

Codes in Spain 

 

3. Press councils 

Definitions, functions and other issues related to councils 

Press councils in the world 

Press councils in Spain 

Audiovisual councils 

 

4. Other mechanisms of autoregulation 

Editorial principles 

Internal codes 

Style books 

Writing statutes 

Conscience clause 

Press ombudsman 

 

5. Ethical conflicts and decision-making 

Catalogues of informational excesses in entertainment society 

Social responsibility theory of communication media 

Ethics response. Decision-making criteria 

 

6. Ethics of audiovisual communication 

Social function of television 

Peculiarity of television media 

Message reception requirements: its public 

The prolongation. Ethical analysis of different television genres 

 

7. Ethics of advertisement 

Advertisement and ethics 

Basic ethical principles of advertisement activity 

Autoregulation in advertisement 
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Role of the Association for Autoregulation of Advertisement (AAP in Spanish). 

Autoregulation 

 

8. Ethics, minorities, special cases 

Sexism 

Racism 

LGBT-phobia 

Ableism 

 

EVALUATION SYSTEM: 

 

There will be two partial exams weighting 50% of the final grade (one theoretical and one 

practical), it is required to approve them in order to have access to the average grade. 

 

The remaining 50% will be obtained by a mandatory activity (10%), an oral presentation in 

group (10%), a writing activity (20%), and class participation (10%). It is not necessary to 

approve these to have access to the average. 

 

If the student pass successfully the practical part of the continued evaluation but he has 

failed one or the two-midterm exams, he will have the chance to recover the exams in the 

“complementaries” period, in order to improve the marks. 

 

METHODOLOGY: 

 

The subject is classroom-based and combines theoretical knowledge with its practical 

implementation. Through classroom sessions, the teacher will expose contents of the 

program using different learning methodologies, besides making group activities in which 

acquired knowledge will be put into practice.  Furthermore, the students must do individual 

activities during the hours of personal work. 
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