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HISTORY OF ADVERTISEMENT AND PUBLIC RELATIONS 

 

COURSE: FIRST  

SEMESTER: FIRST 

TYPE: BASIC FORMATION 

CREDITS: 6 

LANGUAGE: ENGLISH 

PROFESSOR: Dr GENNADI KNEPER  

 

OBJECTIVES: 

 

To give the students basic theoretical knowledge about the development and evolution 

of Advertisement and Public Relations, along with the most outstanding contributions 

in these fields throughout history to the present day. In addition, the course analyzes 

the work of professionals who have developed Public Relations methods and 

techniques, from the beginning of recorded history through the present. The subject 

will be organized into three student groups, each group receiving four hours of class 

per week. In addition to listening and reading, the students will perform practical, 

creative exercises related to the ideas, strategies and fundamentals of communication 

and advertisement.  

 

COMPETENCES: 

 

BASICS 

 

CB1 – Having knowledge and understanding of an area of study based on a 

secondary-level general education, able to read advanced textbooks and having some 

advance knowledge of their own field of study. 

CB3 – Able to gather and interpret relevant data (normally inside of their study area) 

and to issue judgements that include reflections about important social, scientific and 

ethical topics. 
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GENERAL 

 

CG1 – Have developed linguistic skills that allow them to express, adequately and 

convincingly, oral and written communication in English and the language of the 

community. 

CG7 – Able to critically assess opinions, situations and actions in their working 

environment, including their own opinions and actions. 

 

 

SPECIFICS 

 

CE5 – Able to identify and recognize the relevant changes in the historical evolution of 

society in general, and in particular, changes concerning advertising, marketing, 

market projection and public relations. 

 

 

LEARNING OUTCOMES: 

 

▪ R1 Students will be able to comment on historical writing with a certain level of 

complexity 

▪ R3 Students will be able to see the context of advertising within society in general: how 

it has evolved in western societies.  

▪ R4 Students will learn how advertising was affected by, and how it has affected, the 

development of transmission media (oral language, signs, printing, postal service, 

radio, TV, internet, and so forth.)  

▪ R7 Students will be able to write clearly about historical aspects of advertisement and 

communication. 
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SYLLABUS: 

 

1. History and advertisement: conceptualization, contexts and languages 

Context and definition of advertisement and PR 

History: the historical method and its application 

Advertisement language in media context 

 

2. Advertisement before printing 

The forerunners of advertisement 

The ancient world and the Middle Ages 

Trade routes and publicity 

Oral and written advertisement 

 

3. The birth of advertisement 

European trading towns and first journalistic appearances 

The printing revolution 

Freedom of the press and advertisement 

Advertisement in press 

Advertisement and illustration 

 

4. The first advertisers, the first theorists 

The French from Renaudot to Girardin 

Contributions of North Americans and the British 

An early critic, Henry Fielding 

 

5. The nineteenth-century expansion 

Advertisement and the liberal press 

The industrial revolution and its impact on advertisement 

Postal service, railway and advertisement 

Photography and advertisement 

Features of advertisement messages in the 19th century 
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The birth of advertisement agencies 

 

6. Twentieth century: the century of advertisement 

The poster and the billboard 

The consolidation of advertisement agencies 

The innovators: Lasker, Kennedy and Hopkins 

Advertisement features in vanguard times and between wars 

The effect of new media: radio, cinema, illustrated magazines 

The crash of 1929 and the New Deal 

Advertisement, fashion and forward sale 

 

7. Television and its impact on advertisement 

The appearance of TV, deep changes in advertisement 

The spot or domain of image 

Heads or tails of television advertisement 

Advertisement and IT 

 

8. Advertisement in consumer society 

Features of advertisement in today’s world 

The evolution of investment in advertisement media 

A world without advertisement? The USSR 

Advertisement control and advertisement ethics in advanced societies 

Features of the legal framework for advertisement 

 

9. Advertisement diversification 

The crisis of traditional advertisement 

From agencies to purchasing networks 

Times of marketing and teleshopping 

Advertisement in the age of media privatization 

Critics to advertisement activity: from saturation to dishonesty 
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10. Developments and evolution of Public Relations 

Public Relations and political propaganda 

Public Relations before World War II 

Edward L. Bernays and the establishment of PR as a profession 

Public Relations after World War II 

The press release and other communication tools 

The future of Public Relations 

 

11. Advertisement in Spain (I) 

Innovators in press: from Nipho to Santa Ana 

The appearance of agencies 

Initial features of advertisement in Spain 

The first expansion (1909-1929) 

Prat Gaballi and his oeuvre 

Poster artists 

Advertisement during the Second Republic and the Civil War 

 

12. Advertisement in Spain (II) 

Advertisement crisis after the Civil War 

Multiple expansion of the sixties 

Press, radio, cinema… and television 

Advertisement made profession and standard 

Advertisement in democracy 

Basic features of today’s advertisement in Spain 

Public Relations in Spain 

Comparison to other European countries 

 

13. Future trends 

Advertisement in product sales, services and image in new media 

Advertisement multinationals 

Online commerce, internet and advertisement 

Advertisement in the context of disruptive innovation 
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EVALUATION SYSTEM: 

 

The evaluation will consist of four different parts whose weights are indicated below: 

 

a. Exam (40%): There will be only one practical exam accounting for 40% of the final 

grade. The minimum grade of the exam to make average with the rest of the evaluation 

and to pass the subject is 50 points out of 100. It is subject to recovery. To take the 

exam students must have completed the practical part of the continued evaluation 

(analysis activities & group activity). It is necessary to have an 80% attendance in class 

to be able to participate in the exam. 

 

b. Academic article – group activity (30%): This activity will be completed in groups of 

at most five people. At the beginning of the term, the groups will be set up and the 

topics will be distributed. Students are supposed to elaborate an academic article 

which will address an area related to the History of Advertisement and Public Relations 

(aesthetics, politics, ethics, economy, criticism, historic development). It must follow 

the rules of citation, bibliography and writing used in an academic activity. The writing 

part will weigh 20% and the oral presentation 10%. This activity cannot be 

recovered and is mandatory for all students in order to pass the subject. 

 

c. Analysis activities (20%): This activity will consist in writing and presentation of 

individual reports. These mandatory activities cannot be recovered. The weighting will 

be: 

 

1. Review of an academic article about advertising and PR: 10% 

2. Historical and critical analysis of advertisement pieces: 10% 

 

d. Participation in class (10%): Individual in-class activities will also be part of 

evaluation. Students will participate in debates and might as well be asked to compose 

short written assignments on topics related to the History of Advertisement and Public 

Relations. 
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PLEASE NOTE: To pass the course, students will have to complete at least one 

of the two activities listed under point ‘c’, as well as all the other mandatory 

activities. A student who does not conform to these criteria will automatically 

fail the course. 

 

e. All students are expected to participate regularly and productively in class discussion 

and activities. Class participation will contribute to improve the course grade. 

 

f. ‘Complementaries’: If the student successfully completes the practical part of the 

continued evaluation but fails the exam, she/he will have the opportunity to recover the 

exams in the ‘complementaries’ period. The minimum grade is 50 points to pass the 

subject and make average with the rest of the evaluation. 

 

Exam 40%  Mandatory 

It is subject to recovery if 

the student completes 

the analysis and group 

activities. 

Academic 

article 

(group 

activity) 

30% (20% 

writing + 10% 

oral 

presentation) 

Mandatory 
NOT subject to be 

recovered 

Analysis 

activities 

(individual) 

20% (10% + 

10%) 

 

Students will 

need to complete 

at least one of 

the two 

activities. 

 

NOT subject to be 

recovered 
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Participatio

n in class 
10% 

NOT mandatory 

 

NOT subject to be 

recovered 

 

SCHEDULE OF ACTIVITIES: 

 

• Oral presentations (mandatory group activity related to the academic article): 

These will happen from January 11th to 18th, according to the usual time/day of each 

class. Here’s the rubric for the oral presentations: 

 

• Academic article (mandatory group activity): the deadline will be on December 15th 

(it must be uploaded on Moodle by midnight). 

 

• Exam (mandatory individual activity): Please check below the dates of the exam 

according to the usual time/day of each class: 

 
- Group A/1: 17/01/22 => 8h50-10h50 

- Group A/2: 18/01/22 => 11h30-13h30 
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- Group B/1: 24/01/22 => 11h20-13h20 

- Group B/2: 27/01/22 => 8h50-10h50 

- Group C/1: 20/01/22 => 11h20-13h20   

- Group C/2: 18/01/22 => 9h-11hs 

• Individual activities: In order to evaluate the students’ progress, two specific activities 

will have to be submitted by mid-November, according to the usual time/day of each 

class. They will consist of:  

 

o Review of an academic article about advertising and PR 

o Historical and critical analysis of advertisement pieces 

 

• Participation in class: Individual in-class activities (debate/written activities) will 

happen in early December.  

 

• ‘Complementaries’ period: the make-up test will happen in early February, 

according to the usual time/day of each class. The minimum grade is 50. 

 

PLEASE NOTE: Spelling mistakes will subtract 0.1 points. If the student 

makes more than 20 spelling mistakes, the teacher will stop correcting. 
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Work schedule: competences, learning & evaluation 

 

Activity P. 

Weights 

Competences 

and learning 

results 

Conditions Dedication 

Exam 

(Written exam with multiple 

choice questions and open-

ended questions) 

40% CB1 
CB3 
CE5 
CG1 
R1 
R3 
R7 

The minimum score of the exam is 50,00. It can be 

recovered during the “complementaries” period if the 

student has completed all the mandatory activities. 

25h 

Analysis activities 20%  
 

 

 

 

Individual and group, depending on the activity. There will 

be 2 activities of a 5% each one and 1 individual of a 10%. 

 

1.Individual activity   CB1 
CG1 
R1 
R7 
 

Analysis of a piece of advertisement 

(10%) 

25h 

2.Individual 

activity  

 CB1 
CB3 
CG1 

CG7 

 

Review of an academic article 

(10%) 

25h 

Participation in class on PR 10% CB1 
CB3 
CE5 

CG1 
R1 

Each student will take part in a debate and/or written 

activities within class, supporting opinions on Public 

Relations This is NOT subject to be recovered. 

 

25h 

Group activity: writing of 

an academic article  

 

 

 

 

20% CB1 
CB3 
CG1 
CE5 
R3 
R7 
 

 

 

 

 

CB1 
CB3 
CG1 
CG7 
CE5 
R4 
 

Regarding ancient and modern advertising & PR. 

Minimum 6 pages, maximum 8. It will only be scored if 

uploaded within the deadline. This activity is NOT subject 

to recovery.  

 

 

 

 

Related to the academic article: max. 10 min presentation 

for each group. This activity is NOT subject to recovery. 

40h 

 

 

 

 

 

 

 

 

25h 

 

 

 

 

 

 

Group activity: 

oral presentation of the 

academic article  

10% 

Class hours: 60h. 

Total time of dedication to the subject: 165 h. 
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METHODOLOGY: 

 

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

implementation. Throughout the 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. 

 

Additionally, during the hours of personal work, students will work on individual 

assignments, and elaborate a final project in groups that will be presented in class at 

the end of the term. They will receive tutoring from the teacher, which will help them in 

the development of their project. 

 

Finally, students are strongly advised to dedicate some hours of personal work every 

week in order to consolidate the acquired knowledge of each topic. This personal work 

will consist of making a review of theoretical aspects given in class and complement 

them with the basic bibliography. 

 

IMPORTANT NOTE: 

 

• The teacher will consider the development and progress of each student individually. 

• Any student who does not sit an exam and who does not justify his/her absence on 

grounds of force majeure, either to Coordination or Academic Tutoring, will miss this 

opportunity. He or she will be able to do it in the complementary period, but only in 

case he or she meets the requirements for it. If the student has provided a certificate 

of absence due to a case of force majeure, he or she will sit the exam on the 

complementary date and he will still keep another examination sitting. In case, he or 

she would not pass the exam on the complementary date, he or she will have another 

opportunity before the last day to record grades. 

• Any student who does not make an oral presentation and does not justify to the teacher 

that it has been a case of force majeure, will miss the chance to recover it another day. 
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• Likewise, any student who does not deliver an activity on deadline and does not justify 

to the teacher that it has been due to force majeure, will miss the opportunity. 

 

• Any mandatory activity not submitted at the Moodle Platform means that the student 

won’t be able to pass the subject, and neither go to complementary period, which will 

mean to enroll the subject again for the next year. 

 

• The student who has not attended a minimum 80% of classes within a week before the 

midterm or final exams (having submitted the supporting documents to his/her tutor), 

will be excluded from the ordinary examination. In this case, the student will have to 

attend the complementary exam, as long as he/she meets the requirements laid out in 

the study program. 

 

• Students who are repeating the subject must have at least 40% attendance to the 

classes, otherwise they will automatically fail the course. They also have to deliver 

mandatory activities and follow the subject schedule. 

 

 

REFERENCE BOOKS (available on ESERP Online Library) 
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Pérez Bes, Francisco. 2012. La publicidad comportamental online. Barcelona: Editorial 
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Pérez Latre, Francisco Javier. 2017. Marcas humanes: Fundamentos de la publicidad 

en el siglo XXI. Barcelona: Editorial UOC. 
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