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1. LEARNING OUTCOMES

2.

2.1.

2.2.

2.3.

To know the keys principles, practices and core variables of business communication in order
to formulate communication and positioning strategies.

To recognize foundations of business organization and human resources specific to the media
industry.

To analyze market data for the desing of a marketing plan in the media industry.

To apply business communication techniques and tools in the design, development and assess
business models within the media industries.

To develop business communication plans and strategies integrating data analysis, audience
segmentation and corporate objectives.

To apply business communication approaches to support projects, departments and units within
media and digital communication organizations.

CONTENTS

Prerequisites

None

Descripction of content

It offers an overview of the Fundamental principles of economics and business. Students are
introduced to essential Concepts of microeconomics and macroeconomics as a basis for
understanding how different agents—businesses, consumers, governments, and institutions—
interact within the economic system and how these dynamics influence business decisions and
the communication strategy of organisations.

Detailed content

Table detailing the content of the subject, directed activities, practical sessions, projects, report
or other practices to be developed both in the sessions with the lecturer and those to be carried
out by the student during their working time outside teaching hours.



GENERAL & APPLIED SYLLABUS STRUCTURE

MODULE 1: FUNDAMENTALS OF ECONOMICS & MARKET MECHANISMS

e Unitl

: Introduction to Economics & Economic Agents
General Theory: Economics as a social science, scarcity, trade-offs,
opportunity cost, and economic agents (households, firms, state).
Applied Context: Decision-making in creative projects, resource allocation in
production, and regulatory bodies in media.

: Supply, Demand, & Macroeconomic Aggregates

General Theory: Market dynamics, supply and demand equilibrium, price
determination, economic cycles, and key aggregates (GDP, inflation, interest
rates).

Applied Context: Pricing strategies in subscription vs. ad-supported models
(SVOD/AVOD) and economic cycles impacting advertising budgets.

MODULE 2: THE FIRM, GOVERNANCE, AND MANAGEMENT

e Unit 3:

The Firm as an Economic Agent & Business Objectives

General Theory: Conceptual dimensions of the enterprise, business functions,
corporate goals, and value creation.

Applied Context: Public vs. private media corporations, independent
production companies, and the economics of content platforms.

Executive Leadership & Managerial Functions

General Theory: Ownership vs. management, executive functions (planning,
organizing, leading, controlling), and core managerial skills.

Applied Context: Management models in television networks, publishing
groups, and executive producer roles.

MODULE 3: ORGANIZATIONAL STRUCTURE & INTERNAL FUNCTIONAL SYSTEMS

e Unith:
o
o

e Unit 6:
(@]
o

Organizational Design & Business Structures

General Theory: Principles of organizational structure, organizational charts,
departmentalization, and classification of business models.

Applied Context: Functional, project-based, and matrix structures in film
studios, TV stations, and digital newsrooms.

Core Operational & Financial Systems

General Theory: Production/operations system, human resources, financial-
economic system, and commercial/marketing system.

Applied Context: Content creation workflows, IP/rights management, project
financing, and audience monetization.

MODULE 4: COMPETITIVE ANALYSIS & BUSINESS STRATEGY

e Unit7:

o

e Unit8:

Internal Diagnosis & Core Competencies
General Theory: Business competitiveness, internal resource-based view
(RBV), core competencies, and competitive advantage.

Applied Context: Intellectual property (IP) assets, brand equity, proprietary
algorithms, and exclusive distribution deals.

Generic Competitive Strategies & Market Positioning
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o General Theory: Porter's generic strategies (Cost Leadership vs.
Differentiation), niche strategies, and strategic positioning maps.

o Applied Context: Low-cost vs. premium content strategies and strategic
mapping of streaming platforms and publishing labels.

MODULE 5: EXTERNAL ENVIRONMENT ANALYSIS & DIAGNOSIS

e Unit 9: Macro-Environment Analysis (PESTEL)
o General Theory: External environment concept, general macro-environment
drivers, and PESTEL methodology.
o Applied Context: Impact of technological disruption, regulatory shifts, and
changing consumer habits on media conglomerates.
e Unit 10: Micro-Environment Analysis (Porter’s Five Forces)
o General Theory: Specific industry environment, market boundaries, market
share, and Porter’s Five Forces model.
o Applied Context: Bargaining power of content creators, threat of substitute
entertainment options, and platform rivalry.

MODULE 6: BUSINESS MODELS, INNOVATION, AND FUTURE TRENDS

e Unit 11: Business Models & Lean Methodology
o General Theory: Business model design, Business Model Canvas (BMC), and
Lean Startup principles.
o Applied Context: Monetization strategies (licensing, freemium, FAST
channels) and MVP testing for digital media products.
e Unit 12: Digital Transformation, Ethics, & Global Economy
o General Theory: Innovation management, corporate social responsibility
(CSR), ethics, and business globalization.
o Applied Context: Al integration in creative workflows, sustainability in
productions, and international content distribution.

2.4. Directed Activities

During the course, some of the following activities, practical sessions, reports or projects, or others with
similar objectives or nature, may be developed, which will account for xx% of the final evaluation,

consisting of:

Directed Academic Activities: Integrated Applied Project
Overview & Pedagogical Architecture

e Core Objective: To bridge theoretical microeconomic/macroeconomic principles with strategic

management in the digital media industry through a two-phase, correlated project.

e Project Structure: The directed activities consist of two interdependent tasks designed to

develop both analytical diagnosis and strategic solution capabilities.

o Activity 1 (Diagnostic & Market Analysis): Environmental & Structural Diagnosis of a

Disrupted Media Sub-Sector.

o Activity 2 (Strategic Execution & Business Model Canvas): Pivot Strategy,

Financial/Monetization Design, & Board Pitch.

e Evaluation Weighting: Accounts for 30% of the final course evaluation (SE3: Directed

Academic Activities).
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Activity 1: Environmental & Structural Diagnosis of a Disrupted Media Sub-Sector

1. Activity Description & Context

In teams of 3—4, students select one specific digital media or entertainment sub-sector currently
experiencing macroeconomic, regulatory, or technological disruption (e.g., European Ad-
Supported Streaming / AVOD, Generative Al Music Publishing, Video Game Distribution
Networks, or Independent Film Financing).

Students conduct an in-depth external and internal diagnostic audit evaluating how
microeconomic factors (consumer price sensitivity, price elasticity of demand), macroeconomic
aggregates (inflation in production costs, interest rates affecting venture capital funding), and
regulatory constraints (GDPR, EU Al Act, local content quotas) impact market structure.

2. Key Deliverables & Methodological Frameworks

PESTEL Analysis: Evaluation of macro-environmental forces (Political, Economic, Social,
Technological, Environmental, Legal) shaping the selected media industry.

Porter's Five Forces Model: Analysis of industry rivalries, bargaining power of content creators
vs. distribution platforms, threat of substitute entertainment options, and barriers to entry.
Resource-Based View (RBV) Audit: Identification of core competencies, key intellectual
property (IP), proprietary algorithms, and audience data assets within a sample company
operating in the chosen sector.

Written Diagnostic Report: A 2,500-word academic report synthesizing empirical data,
industry benchmarks (e.g., PwC / McKinsey media outlooks), and economic theory.

3. Specific Evaluation Criteria (15% of Final Grade)

Rigorous application of micro/macroeconomic concepts (30%).

Depth and accuracy of empirical industry data and sourcing (25%).

Logical clarity and structural quality of PESTEL and Porter's Five Forces frameworks (25%).
Academic writing standards, formatting, and proper citation style (20%).

Activity 2: Pivot Strategy, Business Model Innovation, & Board Pitch

1. Activity Description & Strategic Continuity

Building directly upon the diagnostic findings from Activity 1, teams assume the executive
leadership roles (CEO, Chief Strategy Officer, Head of Content/Marketing) of a real or
hypothetical struggling media firm identified in their previous research.

Teams must design a comprehensive strategic transformation plan and redesigned business
model that resolves the structural threats and market failures identified in Activity 1. The plan
must demonstrate financial sustainability, ethical compliance, and long-term competitive
positioning.

2. Key Deliverables & Methodological Frameworks

Business Model Canvas (BMC) & Lean Strategy: Complete redesign of value propositions,
customer segments, revenue streams (hybrid monetization: SVOD, FAST, licensing), cost
structures, and key partner networks.

Strategic Positioning & Generic Strategy: Formal positioning map justifying the choice
between Cost Leadership, Differentiation, or Niche Focus within the market.

Executive Pitch Deck & Oral Presentation: A 12-minute C-suite pitch presented to the
professor and class (acting as the Board of Directors), followed by an intense 8-minute Q&A
defense.

Generative Al & Ethics Assessment: Explicit evaluation of how emerging technology (e.g., Al
integration in creative workflows) is ethically implemented within the business model.

3. Specific Evaluation Criteria (15% of Final Grade)

Alignment and logical continuity with Activity 1 diagnostic findings (25%).

Feasibility, financial coherence, and innovation of the Business Model Canvas (30%).
Persuasiveness, professional delivery, and executive communication quality during the pitch
(25%).

Quality of arguments during the Q&A defense and mastery of strategic business concepts
(20%).
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3. TRAINING ACTIVITIES AND TEACHING METHODOLOGIES

4.

3.1. In-person subject

TRAINING ACTIVITIES Total hours & i”'pers""()s'_g'zgers"” e
AF1 Presencial theory classes 15 15 (100%)
AF12 Presencial practical classes 30 30 (100%)
AF2 Student's personal work 90 0 (0%)
AF3 Tutorials 7.5 7.5 (100%)
AF4 Evaluation 7.5 7.5 (100%)
Total 150 60
3.2.0nline subject
. Asynchronous virtual
Total Synchronous virtual
TRAINING ACTIVITIES hours hours hours
AF8 Virtual theory classes 15 6 (40%) 9 (40%)
AF13 Virtual practical classes 30 12 (40%) 18 (40%)
' i 0,
,lAF9 _Students personal work (distance 90 0 (0%) 0 (0%)
earning)
AF10 Virtual tutorials 7.5 5.25 (70%) 2 (70%)
AF4 Evaluation 7.5 1.5 (20%) 6 (20%)
Total 150 24.7 35.3

EVALUATION SYSTEMS

4.1. Grading systems

The final grading system will be expressed numerically, in accordance with the provisions of Art. 5 of
Royal Decree 1125/2003, of September 5 (BOE September 18), establishing the European Credit
System and the Grading System for official university degrees and their validity throughout the

national territory.

0 - 4.9 Fail (F)

5.0 - 6.9 Pass (P)

7.0 - 8.9 Good (G)

9.0 - 10 Excellent (Ex)

The Honors mention may be awarded to students who have obtained a grade equal to or higher
than 9.0. Their number may not exceed 5% of the students enrolled in a subject in the

corresponding academic year, unless the number of enrolled students is fewer than 20, in which
case only a single Honors mention may be granted.
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4.2.Evaluation criteria

4.2.1. In-person criteria

Ordinary call

Modalidad: Presencial

Ponderacion

SE1 Attendance and participation 10%
SE2 Midterm exam 10%
SE3 Directed academic activities 30%
SE4 Final test 50%
Total 100%
Extraordinary call
Modalidad: Presencial Ponderacién
SE1 Attendance and participation 10%
SE3 Directed academic activities 30%
SE4 Final test 60%
Total 100%
4.2.2. Online criteria
Ordinary call
Modalidad: Presencial Ponderacién
SES5 Participation in forums and other tutored activities 15%
SE3 Directed academic activities 35%
SE4 Final test 50%
Total 100%
Extraordinary call
Modalidad: Presencial Ponderacion
SE3 Directed academic activities 40%
SE4 Final test 60%
Total 100%
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4.3.

Restrictions

Minimum grade
In order to calculate the average with the previous weightings, it is necessary to obtain at least

a grade of 5 in the final test. Likewise, it will be the lecturer's prerogative to request and
evaluate again the practical sessions or written assignments if they have not been submitted
on time, have not been passed, or if the student wishes to improve the grade obtained in the
ordinary call.

Attendance
A student who, without justification, fails to attend more than 25% of the in-person classes may
be deprived of the right to take the exam in the ordinary call.

Writing rules

Special attention will be paid in written assignments, practical sessions, and projects, as well
as in exams, to both presentation and content, taking care of grammatical and spelling
aspects. Failure to meet the acceptable minimums may result in points being deducted from
said assignment.

4.4. Plagiarism warning

Antonio de Nebrija University will not tolerate plagiarism or copying under any circumstances.
Reproduction of paragraphs from texts of authorship other than the student's own (Internet,
books, articles, classmates' assignments...) will be considered plagiarism when the original
source from which they come is not cited. The use of citations cannot be indiscriminate.
Plagiarism is an offense.

If this type of practice is detected, it will be considered a Serious Misconduct and the sanction
provided for in the Student Regulations may be applied.

4.5. Use of Al

The adoption of Al tools must be based on a transparent, responsible, ethical, and secure
approach that fosters the development of students' digital skills:

— For any learning activity where the use of Generative Al is contemplated, the instructor
shall specify the purpose and the requirements for its application.

— ltis the student's responsibility to act transparently, ethically, and responsibly regarding
the use of Generative Al, and to adhere to the application and assessment criteria

established by the instructor for each activity.

Any fraudulent conduct involving the use of Generative Al—such as failure to follow the
instructor's guidelines—will result in the sanctions stipulated in the Disciplinary Regulations.
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5.

BIBLIOGRAPHY

Basic Bibliography

Bueno Campos, Eduardo (2021). Organization of the Firm: Structure, Behaviour, and Strategy
[Organizacién de la Empresa: Estructura, Comportamiento y Estrategia]. Piramide. (English
translation and conceptual adaptation for international management modules).

Doyle, Gillian (2013). Understanding Media Economics (2nd ed.). SAGE Publications. [Core
text bridging general economic theory with media markets, content distribution, and platform
dynamics].

Mankiw, N. Gregory (2020). Principles of Economics (9th ed.). Cengage Learning. [Essential
reference for general economic theory, micro/macro principles, and market mechanisms].
Osterwalder, Alexander, & Pigneur, Yves (2010). Business Model Generation: A Handbook for
Visionaries, Game Changers, and Challengers. John Wiley & Sons. [Standard handbook for
Business Model Canvas and monetization structures].

Porter, Michael E. (2004). Competitive Strategy: Techniques for Analyzing Industries and
Competitors. Free Press. [Key foundational text for generic strategies, industry structure, and
competitive advantage].

Recommended Bibliography

Grant, Robert M. (2021). Contemporary Strategy Analysis (11th ed.). Wiley. [Advanced
reference for Resource-Based View (RBV) and dynamic capabilities].

Kung, Lucy (2017). Strategic Management in the Media: Theory to Practice (2nd ed.). SAGE
Publications. [Crucial guide on leadership, corporate structure, and executive functions within
legacy and digital newsrooms].

Navas Lopez, José Emilio, & Guerras Martin, Luis Angel (2023). Strategic Management of the
Firm: Theory and Cases [La Direccion Estratégica de la Empresa: Teoria y Aplicaciones] (6th
ed.). Civitas. (Key reference for PESTEL diagnosis and internal value chain analysis adapted
for European business environments).

Ries, Eric (2011). The Lean Startup: How Today's Entrepreneurs Use Continuous Innovation to
Create Radically Successful Businesses. Crown Business. [Primary framework for MVP
development and agile testing in digital media).

Thaler, Richard H., & Sunstein, Cass R. (2021). Nudge: The Final Edition. Yale University Press.
[Invaluable context on choice architecture and behavioral microeconomics].

Other resources

Academic Articles
Industry Studies & Market Benchmarks:

European Audiovisual Observatory (2024). Trends in the European Audiovisual Market: SVOD,
AVOD, and FAST Channel Dynamics. Council of Europe Publication. Industry regulatory
benchmarks and public vs. private media streaming trends.

Evens, Tom, & Donders, Karen (2018). "Platform Power and Policy in Transforming Television
Markets." International Journal of Media & Cultural Politics, 14(1), 21-37. Strategic analysis of
SVOD vs. AVOD platformization and bargaining power.

McKinsey & Company (2024/2025). Global Media and Entertainment Outlook: Navigating Al
Disruption and Hybrid Monetization Models. McKinsey Insights.

Picard, Robert G. (2002). "The Economics and Financing of Media Companies." Fordham
University Press. Focuses on capital structure and revenue models in creative organizations.
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o PwC (2025). Global Entertainment & Media Outlook 2025-2029. PricewaterhouseCoopers
Research Report. Key empirical data on advertising spend, subscription growth, and audience
behavior.

o Simon, Herbert A. (1971). "Designing Organizations for an Information-Rich World." In M.
Greenberger (Ed.), Computers, Communications, and the Public Interest (pp. 37-72). The Johns
Hopkins Press. [Foundational paper establishing the Attention Economy paradigm].

o Teece, David J. (2018). "Dynamic Capabilities and Strategic Management." Strategic
Management Journal, 18(7), 509-533. Applied framework for managing innovation and
continuous digital transformation.

o World Economic Forum (2024). Generative Al in the Creative Economy: Ethics, Governance,
and Business Model Transformation. WEF Insight Report.

PROFESSOR'S DETAILS

Full Name Mr. Olivier Vallecillo Martin

Department Communication

Programa de Desarrollo Directivo IESE Business School
Mindset Digital: innovacion y liderazgo en la era digital. IESE

Academic degree .
! 9 Business School

Email ovalleci@nebrija.es
. Campus of Communication and Arts in Madrid-San Francisco de
Location Sales

Tutorial hours

Tutorial . : .
Contact the professor by email upon prior appointment request
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Teaching, research
and/or professional
experience, as well as
the professor's
research applied to the
subject, and/or
professional
application projects.

Olivier Vallecillo is a senior executive, entrepreneur, and lecturer with
over 35 years of experience in brand strategy, corporate
communication, and organizational transformation. He holds a
degree in Business Administration from Saint Louis University,
completed executive education at IESE Business School, and is
currently a PhD candidate at Universidad Antonio de Nebrija. His
background directly bridges real-world business management with
highly strategic academic models.

As CEO of Newlink Spain (2018-2024), he positioned the firm among
the top 4 consultancies in the sector in Spain. Previously, he founded
and led the agency Globally for nearly two decades, establishing it
as a market benchmark until its integration into Newlink. Throughout
his career, he has designed the communication and positioning
strategies for major multinationals such as Diageo, LVMH, Procter &
Gamble, Nespresso, Heineken, Chanel, Prada, Richemont Group,
Puig, Sephora, Cepsa, Disney, and El Corte Inglés.

In the academic field, he is a member of the Academic Advisory
Board at Universidad Antonio de Nebrija and a lecturer in Marketing
and Advertising. He has served as module director, lecturer, and
mentor at prestigious institutions including IE Business School, EAE,
ESIC, EOI, and Universidad Complutense de Madrid, teaching
subjects related to corporate reputation, brand strategy, and digital
transformation.

His profile is further enhanced by an active social commitment as a
trustee of the Laureus Foundation, where he promotes social
development initiatives through sports and communication. This
extensive corporate and research experience enables him to provide
students with a rigorous, practical, and up-to-date perspective on the
business and economic ecosystem.
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UNIVERSIDAD

NEBRIJA

GUIA DOCENTE

Asignatura: Economia y empresa

Titulacion: Grado en Comunicacion Empresarial y Medios Digitales

Caracter: Basica

Idioma: Espafiol

Modalidad: Presencial / Virtual
Créditos: 6 ECTS
Curso: 2026-27

Semestre: 1°

Profesores/Equipo Docente: D. Olivier Vallecillo Martin

1. RESULTADOS DE APRENDIZAJE

Conocer las claves, practicas y variables fundamentales de la comunicacién empresarial
para formular estrategias de comunicacioén y posicionamiento.

Reconocer los fundamentos de la organizacién empresarial y de sus recursos humanos
propias de la industria mediatica.

Analizar los datos del mercado para la toma de decisiones en la elaboracién de un plan
de marketing en el ambito de la industria mediatica.

Aplicar las técnicas y herramientas de comunicacion empresarial en el disefio, desarrollo
y evaluacion de modelos de negocio vinculados a las industrias mediaticas.

Desarrollar planes y estrategias de comunicacion empresarial que integren andlisis de
datos, segmentacién de audiencias y objetivos corporativos.

Aplicar modelos y enfoques de comunicacion empresarial para dar soporte a proyectos,
departamentos y unidades vinculadas a empresas de comunicacion y medios digitales.

2. CONTENIDOS

21

2.2.

2.3

Requisitos previos
Ninguno
Descripcién de los contenidos

Ofrece una visién de los Principios fundamentales de economia y empresa. Los
estudiantes se introducen en Conceptos esenciales de microeconomia y
macroeconomia como base para comprender como los distintos agentes —empresas,
consumidores, gobiernos e instituciones— interactian dentro del sistema econémico y
como estas dinamicas influyen en las decisiones empresariales y en la estrategia
comunicativa de las organizaciones.

Contenido detallado

Tabla donde se detalla el contenido de la materia, las actividades dirigidas, practicas,
proyectos, memoria u otras practicas a desarrollar tanto en las sesiones con profesor
como aquellas a realizar por el alumno en su tiempo de trabajo fuera de horario
docente.
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ESTRUCTURA DEL TEMARIO GENERAL Y APLICADO
MODULO 1: FUNDAMENTOS DE ECONOMIA Y MECANISMOS DE MERCADO

Unidad 1 Introduccion a la economia vy agentes econémicos
Teoria general: La economia como ciencia social, escasez, disyuntivas, coste de oportunidad
y agentes econoémicos (hogares, empresas, Estado).

Contexto aplicado: Toma de decisiones en proyectos creativos, asignacion de recursos en la
produccion 'y organismos reguladores en los medios de comunicacion.
Unidad 2: Oferta, demanda y agregados macroecondémicos
Teoria general: Dinamica del mercado, equilibrio entre oferta y demanda, determinacion de
precios, ciclos econémicos y agregados clave (PIB, inflacion, tipos de interés).
Contexto aplicado: Estrategias de fijacion de precios en modelos de suscripcion frente a
modelos financiados por publicidad (SVOD/AVOD) y el impacto de los ciclos econémicos en
los presupuestos publicitarios.

MODULO 2: LA EMPRESA, GOBIERNO CORPORATIVO Y GESTION

Unidad 3: La empresa como agente econdémico y objetivos empresariales
Teoria general: Dimensiones conceptuales de la empresa, funciones empresariales, objetivos
corporativos y creacién de valor.
Contexto aplicado: Corporaciones de medios publicas frente a privadas, productoras
independientes vy la economia  de las plataformas de contenidos.

Unidad 4: Liderazgo ejecutivo y funciones directivas
Teoria general: Propiedad frente a gestion, funciones ejecutivas (planificacién, organizacion,
direccion, control) y habilidades directivas clave.

Contexto aplicado: Modelos de gestion en cadenas de television, grupos editoriales y las
funciones del productor ejecutivo.

MODULO 3: ESTRUCTURA ORGANIZATIVA Y SISTEMAS FUNCIONALES INTERNOS

Unidad 5: Disefo organizativo y estructuras empresariales
Teoria general: Principios de la estructura organizativa, organigramas, departamentalizacién
y clasificacién de modelos de negocio.
Contexto aplicado: Estructuras funcionales, por proyectos y matriciales en estudios
cinematogréficos, canales de television y redacciones digitales.
Unidad 6: Sistemas operativos y financieros clave
Teoria general: Sistema de produccién/operaciones, recursos humanos, sistema econémico-
financiero y sistema comercial/marketing.

Contexto aplicado: Flujos de trabajo en la creaciéon de contenidos, gestion de propiedad
intelectual (PI) y derechos, financiacion de proyectos y monetizacién de audiencias.

MODULO 4: ANALISIS COMPETITIVO Y ESTRATEGIA EMPRESARIAL

Unidad 7. Diagnéstico interno y competencias clave
Teoria general: Competitividad empresarial, vision de la empresa basada en recursos internos
(VBR), competencias clave y ventaja competitiva.
Contexto aplicado: Activos de propiedad intelectual (PI), valor de marca, algoritmos propios y
acuerdos de distribucion exclusiva.
Unidad 8: Estrategias competitivas genéricas y posicionamiento en el mercado
Teoria general: Estrategias genéricas de Porter (liderazgo en costes frente a diferenciacion),
estrategias de nicho y mapas de posicionamiento estratégico.
Contexto aplicado: Estrategias de contenidos de bajo coste frente a contenidos premium, y
mapeo estratégico de plataformas de streaming y sellos editoriales.

MODULO 5: ANALISIS Y DIAGNOSTICO DEL ENTORNO EXTERNO
Unidad 9: Andlisis del macroentorno (PESTEL)

Teoria general: Concepto de entorno externo, factores generales del macroentorno y
metodologia PESTEL.
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Contexto aplicado: Impacto de la disrupcion tecnolégica, los cambios regulatorios y la
evoluciébn de los habitos de consumo en los conglomerados de medios.
Unidad 10: Analisis del microentorno (Las cinco fuerzas de Porter)
Teoria general: Entorno especifico del sector, limites del mercado, cuota de mercado y el
modelo de las cinco fuerzas de Porter.
Contexto aplicado: Poder de negociacién de los creadores de contenido, amenaza de
opciones de entretenimiento sustitutivas y rivalidad entre plataformas.

MODULO 6: MODELOS DE NEGOCIO, INNOVACION Y TENDENCIAS FUTURAS

Unidad 11: Modelos de negocio y metodologia Lean
Teoria general: Disefio de modelos de negocio, Lienzo de Modelo de Negocio (Business Model
Canvas - BMC) y principios de Lean Startup.

Contexto aplicado: Estrategias de monetizacion (licencias, freemium, canales FAST) y
pruebas de producto minimo viable (MVP) para productos de medios digitales.
Unidad 12: Transformacion digital, éticay economia global

Teoria general: Gestién de la innovacion, responsabilidad social corporativa (RSC), ética y
globalizacion empresarial.
Contexto aplicado: Integracion de la IA en los flujos de trabajo creativos, sostenibilidad en las
producciones y distribucidn internacional de contenidos.

2.4 Actividades Dirigidas

Durante el curso se podran desarrollar algunas de las actividades, practicas, memorias o
proyectos siguientes, u otras de objetivos o0 naturaleza similares que supondran un xx% de la
evaluacion final, consistiran en:

Actividades académicas dirigidas: Proyecto aplicado integrado
Descripcién general y arquitectura pedagdgica

* Objetivo principal: Conectar los principios te6ricos microecondmicos y macroeconémicos con
la gestiobn estratégica en la industria de los medios digitales a través de un proyecto
correlacionado de dos fases.

* Estructura del proyecto: Las actividades dirigidas constan de dos tareas interdependientes
disefiadas para desarrollar tanto el diagnéstico analitico como la capacidad de solucién
estratégica.

* Actividad 1 (Diagndstico y analisis de mercado): Diagnéstico estructural y del entorno de un
subsector de medios en disrupcion.

* Actividad 2 (Ejecucion estratégica y Business Model Canvas): Estrategia de pivotaje (pivot
strategy), disefio financiero/monetizacién y presentacion ante el consejo de administracién
(board pitch).

» Ponderacién de la evaluacion: Representa el 30% de la evaluacion final de la asignatura
(SE3: Actividades académicas dirigidas).
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3. ACTIVIDADES FORMATIVAS Y METODOLOGIAS DOCENTES

3.1. Materia con caracter presencial

UM

VERSIDA

NEBRIJA

D

ACTIVIDADES FORMATIVAS Horas totales (¥ [pUESEmEl TR0 B lEs
presenciales (8-12)
AF1 Clases de teoria 15 15 (100%)
AF12 Clases practicas 30 30 (100%)
AF2 Trabajo personal del alumno 90 0 (0%)
AF3 Tutorias 7.5 7.5 (100%)
AF4 Evaluacion 7.5 7.5 (100%)
Total 150 60
3.2. Materia con caracter virtual
ACTIVIDADES FORMATIVAS Horas Horgs virtuales Horals virtuales
totales sincronas asincronas
AF8 Clases de teoria virtuales 15 6 (40%) 9 (40%)
AF13 Clases préacticas virtuales 30 12 (40%) 18 (40%)
g\_F9 Trgbajo personal del alumno a 90 0 (0%) 0 (0%)
istancia
AF10 Tutorias virtuales 7.5 5.25 (70%) 2 (70%)
AF4 Evaluacion a distancia 7.5 1.5 (20%) 6 (20%)
Total 150 24.7 35.3

4. SISTEMAS DE EVALUACION
4.1 Sistemas de calificaciones

El sistema de calificaciones finales se expresard numéricamente, de acuerdo a lo
dispuesto en el art. 5 del Real Decreto 1125/2003, de 5 de septiembre (BOE 18de
septiembre), por el que se establece el Sistema Europeo de Créditos y el sistema de
Calificaciones en las titulaciones universitarias de caracter oficial y su validez en todo
el territorio nacional.

0 - 4,9 Suspenso (SS)

5,0 - 6,9 Aprobado (AP)
7,0 - 8,9 Notable (NT)

9,0 - 10 Sobresaliente (SB)

La mencion de "matricula de honor" podra ser otorgada a alumnos que hayan obtenido
una calificacion igual o superior a 9,0. Su nimero no podra exceder de 5% de los
alumnos matriculados en una materia en el correspondiente curso académico, salvo
gue el nimero de alumnos matriculados sea inferior a 20, en cuyo caso sélo se podra
conceder una sola Matricula de Honor.
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4.2 Criterios de evaluacion

Convocatoria ordinaria

Modalidad: Presencial Ponderacion
SE1 Asistencia, y participacion 10%
SE2 Prueba parcial 10%
SE3 Actividades académicas dirigidas 30%
SE4 Prueba obijetiva final 50%
Total 100%

Convocatoria extraordinaria

Modalidad: Presencial Ponderacién
SE1 Asistencia, y participacion 10%
SE3 Actividades académicas dirigidas 30%
SE4 Prueba final 60%
Total 100%

Convocatoria ordinaria

Modalidad: Virtual Ponderacién
SE5 Participacion en foros y otras actividades tutorizadas 15%
SE3 Actividades académicas dirigidas 35%
SE4 Prueba final 50%
Total 100%

Convocatoria extraordinaria

Modalidad: Virtual Ponderacion
SE3 Actividades académicas dirigidas 40%
SE4 Prueba final 60%
Total 100%

4.3 Restricciones

Calificacién minima

Para poder hacer media con las ponderaciones anteriores es necesario obtener al
menos una calificacion de 5 en la prueba final. Asimismo, sera potestad del profesor
solicitar y evaluar de nuevo las practicas o trabajos escritos, si estos no han sido
entregados en fecha, no han sido aprobados o se desea mejorar la nota obtenida en
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convocatoria ordinaria.

Asistencia
El alumno que, injustificadamente, deje de asistir a mas de un 25% de las clases
presenciales podra verse privado del derecho a examinarse en la convocatoria
ordinaria.

Normas de escritura

Se prestara especial atencion en los trabajos, practicas y proyectos escritos, asi como
en los examenes tanto a la presentacion como al contenido, cuidando los aspectos
gramaticales y ortograficos. EI no cumplimiento de los minimos aceptables puede
ocasionar que se resten puntos en dicho trabajo.

4.4  Advertencia sobre plagio

La Universidad Antonio de Nebrija no tolerara en ningun caso el plagio o copia. Se
considerara plagio la reproduccion de parrafos a partir de textos de auditoria distinta a
la del estudiante (Internet, libros, articulos, trabajos de compafieros...), cuando no se
cite la fuente original de la que provienen. El uso de las citas no puede ser
indiscriminado. El plagio es un delito.

En caso de detectarse este tipo de practicas, se considerara Falta Grave y se podra
aplicar la sancién prevista en el Reglamento del Alumno.

45. UsodelalA

La adopcion de herramientas de IA debe basarse en un enfoque transparente,
responsable, ético y seguro, que fomente el desarrollo de competencias digitales en el
estudiantado:

— El profesor incluira en cada actividad formativa que lo precise, si se contempla el uso
de IA Generativa, con qué objetivo y los requisitos de aplicacién de esta.

— Es responsabilidad del estudiante mostrar una conducta transparente, ética y
responsable con el uso de IA Generativa, y adaptarse a los criterios de aplicacion y
evaluacion dictados por el profesor en cada actividad.

La deteccion de cualquier conducta fraudulenta con respecto al uso de IA Generativa,
no atendiendo a las indicaciones del profesorado, aplicara las sanciones previstas en el
Reglamento Disciplinario
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