
Strategies of communication and territorial promotion

Presentation

The objective is for students to gain knowledge and a good 
understanding of a methodology that is useful for understanding the 
issues and processes at stake and for participating effectively in the 
development of projects or territorial marketing strategies. The course 
begins with a presentation of cases and examples of projects the 
professional speaker has been involved in or has managed, in order 
to illustrate the diversity in this type of approach. The lecturer will then 
propose a methodology for defining and organizing a communication 
strategy and will discuss all stages of the process from the initial phases 
of diagnosis and choice of targets to the communication tools and 
actions. In a third part of the course, the students will organize into 
groups to conduct case studies using an analytical framework provided 
beforehand, and to then present their case studies in class.

Recommended Prerequisite(s)

Students must have good knowledge of France's administrative and 
territorial organization (and its relationship to Europe), must have at least 
theoretical knowledge of the structuring of a communication plan for a 
public and/or local project and of its contents (supports, actions, tools, 
etc.).

In brief

Number of hours : 18.0
Teaching term : Six-monthly
Teaching activity : Seminar
Year : Fifth year
Validation : Other

Contacts

Responsible(s)

Boret Charles-Marie
charlesmarie.boret@scpobx.fr
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Formule pédagogique

The course combines presentations by a professional with assignments prepared by groups of students and presented to the class ; 
presentations will be followed by questions and comments.
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