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Evaluation of how the programme/practice reaches the following goals  
Scale: 1 = not at all; 2 = very little; 3 = somewhat; 4 =  well; 5 = very well 
      

 1 2 3 4 5 

i. Enhances relevant working life skills and 
qualifications      

ii. Promotes professional growth       

iii. Develops learning environment 
practices as a whole       

iv. Develops work-based learning practices 
and materials 

     

v. Improves work performance      

vi. Improves tutoring and mentoring 
practices      

vii. Enhances University-Business 
collaboration  

     

viii. Showcases potential aspects for 
programme standardisation 
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 Title  
 
Master in Advertising Management, Complutense University of Madrid 
 

 Description 
 

Model 
 

Apprenticeship in Spain  
 
In recent years, Spain has approved new regulations that aim to implement a new model of active 
employment policies, embodied in the Spanish Strategy for Employment Activation 2014-16 (EEAE). 
It is especially important to mention the publication in September 2015 of Act30/2015 regulating 
vocational training for employment which attempts to face the changes needed to modernize the 
production model and place Spain on a sustainable path of growth thus generating stable and quality 
employment for all. 
 
Dual training was also reinforced with a new regulation on certain aspects of the training and 
apprenticeship contract. Despite the low number of this type of contracts (not more than 1%) there 
has been a significant increase of 25% since 2014, coinciding with the new regulatory development. 
Regional authorities may initiate public calls for validation of non-formal and informal learning, 
depending on local or sectoral labour market needs. These procedures empower citizens to engage 
in further learning and acquire full qualifications. Demand for recognition may be driven by company 
needs, social partner requests, or minimum qualification requirements from sectoral regulatory 
bodies. 
 
Adults with no qualification may have their skills recognised or acquire a formal qualification through 
training. Key competences tests for advanced VET programmes and professional certificate access 
have been developed. Online or virtual learning environments and platforms are being developed to 
ease access to VET programmes. Reform in 2015 aims to increase CVET quality and improve the 
management of public funds dedicated to training for employment to prevent fraud. This is to be 
guaranteed through accreditation of VET providers and by offering training leading to formal 
qualifications. Monitoring training outcomes, including transition to employment, will also support 
training quality; for this purpose, a common training database is under development. Social partners 
and regional authorities participate in CVET quality assurance. 
 
Possible Learning Schemes For Apprenticeships In Spain 
 
- VET system with compulsory training module in working centers;  
- Dual VET or apprenticeships: dual training + contract or scholarships + learning agreement; 
- Continuing vocational education and training programmes (CVET) in the employment system 
resulting in certificates of professionalism or diplomas;  
- Institutions of higher education: permanent or continuing education programmes (with or without 
dual training schemes); industrial doctorates (Torre Quevedo Scholarships); official degrees with 
long internships programmes.  
 
For more information, see: Apprenticeship Models In Spain, National Report. 
 
Strenghts and Weaknesses 
 
The strength and at the same time the weakness of the apprenticeship system in Spain lies in its 
current flexibility: since it is not well defined, it currently encompasses different formulas, as 
described. Besides, one must point out the high qualification of the teaching staff in our country and 
the great space of improvement in fostering the links between the education system and companies, 
without losing the autonomy, quality, and plurality of the system. 
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Best practice 
 
This case study refers to a master’s degree that belongs to the permanent education programme 
of the Complutense University of Madrid. Unlike official master’s degree, these courses do not 
give access to doctoral studies.  
 
These are the master’s degree main objectives: 

• Provide a specialised training with immediate professional projection; 
• Continuing development of professionals; 
• Connection between academic activity and social reality. 
 
The course is directed by a professor at the Complutense University of Madrid. The course director 
is also the responsible for the administrative management of the master’s degree. The university 
may authorize the co-direction of a course. In general, 50% of the teaching is provided by teachers 
of the UCM. 
 
The Master in Advertising Management comprises 500 hours of teaching, and the overall fee 
amounts to 3.890 euros. The course admits a maximum of 50 students, the internships lasts for a 
maximum of 6 months, between 4 to 5 hours per day, and students receive an average 
compensation of 300 euros. 
 
Objective of the Master’s Degree 

The course intends to put students in real contact with company' experts while also teach them 
the skills and knowledge necessary for the exercise of the profession. The Master is organized 
around the main areas of an advertising agency: creativity, social media, strategy, accounts, 
marketing, etc. Ultimately, it aims at forming Agency Directors or Managers of high-level 
advertising. 
 
Teaching and Learning Methods 

Teaching is based on the methodology of the case-study: students analyse real case studies 
provided by both the teachers and professionals of the sector. At the same time, they develop 
case studies within groups of students organised as “advertisement agencies” throughout the 
course. Finally, individual students develop a practical work as their end-of-course assignment. 
 
Supervision and Mentoring 

The students are assigned two tutors, one from the university and the other from the company 
where they carry out their internship. 
 
Selection Criteria 

Students may be admitted if they hold a Bachelor’s degree or any title that allows access to post-
graduate studies. Basic knowledge of advertising is provided to those students with an unrelated 
Bachelor’s degree via an add-on module offered at the start of the course.  
 
Type of Business Cooperation  

The Master is organised in collaboration with the J. Walter Thompson group. The course is led by 
the professor of advertising of the UCM Ubaldo Cuesta (former Director of Advertising of Citroen) 
and by José Luis Bardullas, the Director General of J. Walter Thompson, one of the biggest 
communication companies in Spain. 
 
Challenges 

The main problem is the number of students, since the courses admit up to a maximum of 50 each 
year. This number is a challenge for: (a) the linkage between theoretical and practical knowledge 
in the theory classes; (b) and the search for internships within enterprises. Another challenge is the 
collection of valuable information on job placement. 
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Strengths of the Programme 

• The flexibility to incorporate a greater number of professionals in the course.  
• The system allows for the co-direction of the course by one of the most representative 

companies of the sector. 
• Developing knowledge and skills: students are in actual contact with sector specialists, who 

teach them those skills and knowledge necessary for the exercise of the profession. The Master’s 
prepare for designing advertising campaigns and strategies. Besides, the students’ work is 
carried out within the main departments and units of an advertising agency. 

• Past collaborations between the university and the companies have resulted in this Master’s 
degree, which has been offered for the past twenty years. Throughout this time, it has 
developed a broad network of contacts with companies in the sector, which offer internships 
opportunities to the students during the year. In addition, many of the teaching staff of the 
Master’s programme are executives of these companies.  

 
Weaknesses of the Programme 

• Some aspects of the university-enterprise relationships: It is necessary to improve the 
cooperation between university and company tutors. Besides, implementing a protocol for the 
supervision of the students also appears necessary. At the present time, the coordination 
happens solely via telephone. 

• Administrative management by the University: the enrolment period of this Master’s starts later 
than the registration period for official masters. 

 
Areas for Improvement 

It would be advisable that the university establishes the figure of the coordinator as mandatory and 
with a specific academic commitment, in order to establish a better linkage between the academic 
contents and those taught by professionals.  
 

 
Feedback from users  

 
The description is organised in relation to the following sections: 

1. Theoretical knowledge.  
The knowledge provided by the master is valued very positively. The company considers that the 
students have a good level of theoretical background. 

2.     Relationship between theory/practice 
The students consider very positive the diversity of teachers from the university and the 
companies, but this aspect is, however, at the same time, a strength and a weakness. Students 
think there should be more connections between the theoretical topics and the examples that the 
professionals illustrate. 

3.     Practices at the university  
The practical classes at the university are organised in groups of 10 students carrying out a case 
study. Students play different roles within the group (creativity, social media, strategy, accounts, 
marketing, etc.).  Such number of students per group also presents strengths and weaknesses. 
Whereas analysing all the sections of an advertising agency is important, organising a group of 10 
people can become challenging.  

 4.    Internships in company 
Students demand more internship opportunities from the most prominent advertising companies. 
Currently, the University offers internships in the companies with which it collaborates; nonetheless, 
students on their own may also look for other companies where to complete their internships. 
 

 
Relevance and Transferability 

N/A 
 

 



 P08.1ES -Complutense University of Madrid (ES) 
 

5 ApprEnt | Refining HE Apprenticeships with Enterprises in Europe 
apprent@eucen.eu | http://apprent.eucen.eu   

 
Comments 

 
The Master is the 2nd in the ranking of the best Master’s programmes in advertising in Spain, 
according to the score of a Spanish newspaper (El Mundo), as of 15 June 2017. They take into 
account criteria such as demand of Master’s, human resources, study plan, results, and material 
means. 
 
Main companies with current collaboration agreements: 
JWT DELVICO, McCann WORLDGROUP, SERVIMEDIA, ONLINE REPUTATION MANAGEMENT, 
SAATCHI &  SAATCHI, HELLO LOLA, OGILVY CommnHealth Worldwide, Ogilvy Healthworld, 
Ogilvy Public Relations Worldwide, FCB SPAIN, HAVAS LIFE, HUGIN & MUNIN, AVON,       
L´OREAL, LOEWE, JET MULTIMEDIA PUBLICIDAD, ENFEMENINO,TOYO PUBLICIDAD, 
OPTIMEDIA, INYECCIÓN, INFORPRESS, DIALOGO MEDIA,MAKE & MARKETING 
COMUNICATION, STARCOM MEDIAVEST GROUP, MUSICAM, LA PECERA DE IDEAS, WAKEAPP 
HEALTH, COHN&WOLFE, PLENUM MEDIA, MINDSHARE, EL PUBLICISTA, ENELIFE, EVERIS, 
BRAND VALUE, NEOMED, MK MEDIA, AXICOM, BOCETOS, PAGO DE CIRCUS, MEDEA 
TECH_AGENCY, EL PERIÓDICO DE LA PUBLICIDAD, DAWANDA. 
 

Master's website: http://www.ucm.es/titulospropios/publicidad 
 

 

http://www.ucm.es/titulospropios/publicidad

