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Abstract 

Introduction. The  communication  sector  has  experienced  remarkable  changes  provoked  by  the phenomenon of digitalisation and the rise of new technologies. Due to these changes, it has become urgent to assess whether the academic competencies and professional profiles currently considered in BA  degrees  in  Communication  are  adapted  to  the  needs  and  changes  of  the  Interactive  Digital Communication  sector. Methods.   This  assessment  is  based  on  a  survey  applied  to  a  sample  of professionals, faculty and students in the area of communication, and on interviews with professionals of the same sector. Results and discussion. The most valued competencies are related to adaptation to  changes,  autonomous  learning  and  digital  specialisation,  which  leads  us  to  think  that  the Communication sector is changing but also that at the moment the university education system has not been able to adapt. 
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Translation by CA Martínez-Arcos (PhD in Communication, University of London) 1. State of the art review 

In the last decade, the communication sector linked to Information and Communication Technologies (ICT) has experienced remarkable changes provoked by the phenomenon of digitisation and the rise of new technologies. Currently, these technologies are configuring a new heterogeneous landscape and act as an engine of the economy, as it has been observed in several European countries (FTI-AMETIC, 2011; Preston et al., 2009). Gradually, this process has had an increasingly evident economic, social, cultural  and  academic  impact:  the  digital  becomes  intertwined  with  social  activities  as  well  as  the public-private  and  institutional-individual  spheres  (Livingstone,  2011).  From  an  economic  point  of view,  the  sector  of  digital  communication  and  digital  media  in  Europe  is  living  a  favourable  time characterised by an unstoppable growth (Preston et al., 2009). 

From  a  sociocultural  perspective,  the  flourishing  of  interactivity,  transmediality  and  hypermedia favour  consumers’  specialisation  in  media  competencies.  The  term  “consumer”  falls  into  disuse  in favour of the  “prosumer” (García-Ruiz  et al., 2014; Ha  & Yun, 2014), who acquires knowledge of digital technology management often on the fringes of formalised teaching. For the new generation of young people, also called digital natives, the use and innovation linked to new technologies –mobile phones,  videogames,  computers-  influence  and  become  part  of  their  everyday  life  (McMillan  and Morrison, 2006). Many studies also highlight the idea that students are in favour of using social media as educational resources (Aymerich-Franch and Fedele, 2014; Gómez, Roses and Farias, 2012; among others). 

As a result, it is urgent to review digital media education programmes in a broad sense: combining knowledge of daily practice with critical thinking to be able to approach digital communication from its challenges and possibilities (Buckingham, 2003; Dezuanni, 2014). In a previous phase of this study (USQUID, 2015), a benchmarking method (Romaní, 2009) was used to evaluate 20 universities around the  world,  of  which  six  were  European  and  other  three  Spanish.  The  sample  was  composed  of  the highest-ranked  universities  and  the  opinions  of  teachers  and  the  academic  commission  of  the Universitat Pompeu Fabra (Barcelona). The findings indicate a strong implementation of studies on Interactive Digital Communication (digital media, digital communication and interactive media) in the United States, Canada and Northern Europe. However, the introduction of this type of study in Spanish universities is still a minor. 
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In Spain, degrees in the field of communication need to adapt accordingly after a lethargy of more than twenty  years  since  their  creation.  This  is  mainly  due  to  two  key  factors:  the  changes  arising  from technological developments (Salaverría & Avilés, 2008) and the problem of training not adapted to current work practices. There is a need to compensate the knowledge acquired at the university with the abilities and competencies in high demand in the digital sector. In addition, professionals must face a constant renewal and specialisation given the impending gap between the traditional competencies that are disconnected from the new technologies. 

Today, most media companies work with digital publications, in part due to the need to compete with social media, which moulds public opinion at the expense of traditional media (Zerfass  et al.,  2017). 

The reality is that we can now speak of a differentiated field in this regard: Although the mainstreaming of digital content crosses many sectors (marketing and communication, programing, visual design, art and creativity), new exclusive digital competencies emerge. Digital competencies refer to the areas of knowledge  and  skills  derived  from  the  introduction  of  new  technologies  in  communication environments  (García-Gutiérrez,  2013).  This  demand  leads  us  to  consider  the  possibility  of implementing a new line of Interactive Digital Communication studies. Faced with this idea, there are two  options:  either  the  creation  of  a  new  degree  (of  three  or  four  years),  or  the  establishment  of  a complementary elective module (of two years) to reinforce the existing offer. 

2. Digital media and education: new literacies 

Given the nature of this article, it is necessary to define certain concepts that will help us to establish the  scope  and  limits  of  what  we  know  as  digital  communication.  For  a  while  now,  new  ways  of obtaining  of  knowledge  related  to  digital  media  have  emerged  and  continue  to  emerge.  Mobile technology, video games and the Internet create non-print forms of learning that highlight the need to investigate  these  new  cognitive  processes.  While  the  introduction  of  computers  in  the  classroom supposes the continuation of the study in a classical sense although mediated by the screen, the focus of the current interest lies in the understanding of forms of participatory  culture -fan fiction, social networks, blogs- (Jenkins and Deuze, 2008), and the study of video games and interactive practices -

design, human-computer interaction- (Barry and Doherty, 2016) to see how they influence and feed on education through our social, political and cultural relations. 

Several  authors  have  termed  this  emerging  area  as  “digital  literacies”    (Buckingham,  2007a; Livingstone, 2012; Aslinger and Huntemann, 2013)   and “new literacies studies”, which refer to the study of “new types of literacy beyond print literacy, especially ‘digital literacies’ and literacy practices embedded in popular culture” (Gee, 2010:31) and transmedia literacy (Scolari, 2016). In addition, the 

“new literacies studies” converge with the “new media literacies”, which “underline the way in which digital  tools  and  the  media  built  through  them  are  transforming  society,  and  in  particular,  popular culture” (Gee, 2010:34). 

As a result, it is necessary to think not only about their use, but also about the process of production, distribution and consumption of digital content (Aslinger and Huntemann, 2013). In this sense, two problems derive from the literature review: the first has to do with the digital education and the lack 
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of consensus on its categorisation as a tool, discipline or study area. The second concerns the problem of the credibility in the gathering of information and the transfer of power, from the institution to the community (Metzgen and Flanagin, 2008). Digital media question the established authority, so that the knowledge acquired by young people on the fringes of the academia should be directed towards critical thinking through educational guidelines that allow them to learn to become “prosumers”. 

In this line, many European and North American universities already include studies on digital and interactive media in their educational offer. In contrast, in the Spanish context, there are studies that highlight the need to incorporate modules related to media literacy in all degrees in communication (Ferrés and Masanet, 2015). Ferrés and Masanet depart from idea that media literacy is an essential requirement in the current social and cultural environment, where most communications are mediated by digital technologies. As anticipated in the previous section, the process of digitisation is changing work practices in universities and research sectors. Studies on digital media require new competencies and  require  the  combination  of  classical  and  emerging  methods.  At  the  same  time,  “the  economic imperatives  of  recruitment  increasingly  demand  more  multifaceted  candidates”  (Aslinger  and Huntemann, 2013:12). 

3. Research objectives and methods 


3.1. Objectives 

This  article  is  part  of  the  second  phase  of  a  project  entitled  “Evaluation  and  restructuring  of communication degrees in the Pompeu Fabra University” ( Avaluació i Reestructuració dels Estudis en  Comunicació   de  la  Universitat  Pompeu  Fabra),  whose  general  objective  is  to  adapt  the communication degrees of the Pompeu Fabra University (Barcelona) to the new professional demands of companies and institutions and the expectations of national and international students, as well as to update the lines of research of the  University’s postgraduate studies. This second phase focuses on identifying the main professional profiles and digital competencies in the communication sector that are  changing  or  arising  as  a  result  of  ICT.  The  specific  objectives  are  to  study  transformed  and emerging  new  profiles  in  the  field  of  Interactive  Digital  Communication  and  to  assess  the competencies associated with them. 

Given  that  communication  studies  are  undergoing  a  stage  of  transformation,  it  is  urgent  to  collect information and opinions from professionals, students and university managers in the digital sector. 

Thus, this research uses a triangulation method based on a survey applied to a sample of professionals, students and faculty in the sector of digital communication, and interviews with professionals in the same sector. While the survey allows us to obtain an overview of the current landscape in the digital media sector, the interviews provide more detailed information, so both techniques complement each other to provide a holistic perception. 


3.2. Surveys 

The survey was carried out between April and June 2017 through an online questionnaire designed with  Google Forms. Its design took into account the competencies proposed by the National Agency 
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for  Quality  Assessment  and  Accreditation  (ANECA)  of  Spain  in  its  2005  White  Paper  for Communication Degrees. Some competencies of similar nature were unified in order to simplify and update the questionnaire while new competencies that are related to the changes arising from ICT and have been identified in previous research (Sanchez-Sanchez et al., 2016) were added. The survey took into account a total of 62 competencies (19 disciplinary, 21 professional, 10 academic and 12 specific). 

The survey was applied to professionals, faculty and students in the area of communication. To nourish the sample, we contacted 94 companies in the communication sector, 75 bodies related to the practice of  communication  (professional  associations  and  sector  associations)  and  50  communication departments  or  schools  of  universities  offering  degrees  in  communication  across  Spain.  All  these organisations  were  asked  to  disseminate  the  survey  among  their  staff,  members,  teachers  and/or students whose professional area was directly related to the exercise of communication. 

Respondents were asked to rate the degree of importance of a total of 62 competencies, using a 5-point Likert  scale,  where:  1  is  Not  Important;  2  is  Slightly  Important;  3  is  Moderately  Important;  4  is Important; and 5 is Very Important. Competencies were structured in four thematic blocks, following the  distribution  used  in  the  ANECA’s  white  paper:  a)  disciplinary  areas  of  knowledge  (know),  b) professional  competencies  (know-how),  c)  academic  competencies,  and  d)  other  competencies (specific competencies). 


3.3. Interviews 

The interviews provided detailed information, which allowed us to describe and understand a particular social phenomenon based on the experience of the research participants (Cerón, 2006). The interviews were conducted with professionals of the communication sector by following a formal and descriptive model that allowed us to know and understand the object of study (Brinkmann, 2013), i.e., with the purpose of obtaining specific answers about professional competencies and professional profiles in the field  of  interactive  digital  communication.  A  convenience  sampling  method  was  used  to  choose professional  profiles  fitting  the  thematic  areas  proposed  by  ANECA  (2005).  All  interviewees responded to the same questions in the same way and in the same order. The interviews were carried out  through online questionnaires  during May, June  and July  2016  with  a total  of  19  professionals from the communication sector (11 women and 8 men) with a working experience ranging from 5 to 29 years. 


4. Results and discussion 

4.1. Distribution of the sample by areas of communication A  total  of  266  valid  questionnaires  were  collected  from  the  survey  conducted  in  this  phase  of  the research.  However,  the  analysis  of  this  article  focuses  on  the  responses  of  the  48  participants  who placed themselves within the specific scope of digital and interactive communication (see Figure 1). 

As  we  can  see  in  Figure  2,  41.7%  of  this  sample  worked  exclusively  in  the  area  of  digital  and interactive  communication,  while  the  rest  worked  simultaneously  in  digital  and  interactive communication and other areas of communication. 
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Figure 1: Percentage of the sample working in Interactive Digital Communication Source: Authors’ own creation 

 

Figure  2:  Distribution  of  the  sample  working  in  Interactive  digital  communication  by communication area 



Source: Authors’ own creation 

From  these  data  we  can  draw  two  conclusions.  First  of  all,  the  perception  of  the  integration  of Interactive Digital Communication (IDC) in the Spanish professional fabric is not as high as it could be estimated, unless respondents still do not perceive themselves in this area. Only 18% of the 266 

participants placed themselves within the area of IDC, and only 9.40% placed themselves exclusively in this area. This may be due to the fact that Spain has not a tradition based around IDC as a specific area, and so respondents still place themselves within the rest of the traditional areas marked by the 
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university system (journalism, advertising, media and public relations). Secondly, the area of IDC is closely  linked  with  the  rest  of  the  traditional  areas,  since  58.4%  of  the  respondents  who  locate themselves in the area of IDC also place themselves in another area marked by the Spanish university system (journalism, advertising, media and public relations). 


4.2. Competencies by thematic blocks 

In relation to the competencies, the initial analysis by competence blocks indicates that on average all competencies have received positive above-average scores. In fact, if we look at the average of their modes,  all  of  them  are  scored  above  4,  i.e.,  in  general  terms  most  of  the  respondents  consider competencies of the four thematic blocks as “important” or “very important”. 

In particular, the competencies that receive the highest scores from respondents are the specific ones (S), with an average of 4.44 points out of 5 on the Likert scale. In second position are the academic competencies  (A),  which  received  an  average  score  of  3.83  points.  They  are  followed  by  the professional competencies, with an average score of 3.74 points, and the disciplinary competencies, which have average score of 3.65 points (see Figure 3). 

Table 1: Arithmetic means and descriptive statistics of competence blocks. 

 Competencies 

 Average 

 Deviation 


Mode

Disciplinary 


3.65 

1.04 

4.00 

Professional 

3.74 

1.07 

4.24 

Academic 

3.83 

0.98 

4.20 

Specific 

4.44 

0.74 

4.92 

Source: Authors’ own creation 

Figure 3:  Average oscillation range of competence blocks. 



Source: Authors’ own creation 
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The analysis of the oscillation ranges of the average values of each of the four thematic blocks indicates that all the specific competencies are located above the 4 points on the Likert scale, i.e., all of them are  considered  as  “important”  or  “very  important”.  On  the  other  hand,  the  rest  of  the  blocks  are distributed more unevenly, from 2.65 to 4.73 points (see Figure 4). 

The standard deviation data indicates that the specific competencies have a deviation degree far below the  rest  of  the  blocks  (0.74),  so  their  positive  assessment  (4.44  points  in  average)  is  also  the  most homogeneous of the four blocks. This means that most of the surveyed participants coincide on their high rating of the set of specific competencies. On the other hand, professional competencies have the highest standard deviation (1.07 points). This means that there is a greater disparity between the scores given by respondents in relation to the competencies that make up this block (see Figure 5). 

Figure 4: Relation between average values and deviation by competence blocks. 



Source: Authors’ own creation 

 

 

4.2. Relation between lowest and highest scored competencies The  analysis  by  competence  confirms  that  the  professional  competencies  have  the  greater  internal disparity, since they encompass the highest and lowest scored competencies out of the 62 competencies under study (see figures 6 and 7). The lowest-valued competence of all the survey, with 2.65 average points on the Likert scale, is the professional competence “Adjust the quantity and quality of sound, light and colour during the production process” (P8), perhaps because it is a technical competence that is part of the production process, which in many cases is beyond the scope of action of digital and interactive communication. 
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Table 2: 10 lowest-valued competencies. 

Code 


Competence

Average Deviation 

Adjust the quantity and quality of sound, light and colour during the P8 

2.65 

1.25 

production process 

Recreate the sound environment of audiovisual or multimedia P15  productions according to the text’s intent and narrative 2.67 

1.17 



P21  Use animation techniques and special effects 

2.75 

1.34 

Knowledge of the history, evolution and social relevance of D4 

2.81 

0.94 

photography, cinema, radio, television and the Internet 

Analyse the structures, contents and styles of television and radio P4 

2.85 

1.30 

programming 

Knowledge of the historical evolution, processes, theories and D1 

2.94 

1.16 

psychological models of communication 

P16  Create and direct the full staging of audiovisual productions 2.96 

1.32 

Knowledge of theories, methods, languages and problems of audiovisual A5 

2.98 

1.14 

communication 

Knowledge of the methods of creative thinking (schools, methods and D16 

3.06 

1.12 

techniques), message-creation processes and their analysis Knowledge of the didactics of the disciplines of information and A8 

3.13 

1.10 

communication 

Source: Authors’ own creation 

The highest rated competence has been the professional competence “Learn autonomously and adapt to changes” (P12), with an average of 4.73 points. This competence also presents greater homogeneity in terms of the scores given by respondents, with a standard deviation of 0.57 points, which means that all  participants  of  the  survey  coincide  in  giving  it  a  positive  evaluation.  On  the  contrary,  the competence  presenting  the  greatest  degree  of  disparity  among  respondents  is  the  professional competence “Use animation techniques and special effects”, with a standard deviation of 1.34 points with respect to an average score of 2.75 points, i.e., on a negative below-average score. 

Table 3: 10 highest-ranked competencies 

Code 


Competence

Average Deviation 

P12  Learn autonomously and adapt to changes 

4.73 

0.57 

E4 

Capacity to adapt to technological, business and organisational changes 4.71 

0.58 

Capacity for critical analysis, synthesis and judgement. Knowledge of E8 

4.56 

0.65 

how to relate causes and effects 
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Insight, inventiveness and creativity to find effective solutions to new E10 

4.56 

0.65 

problems 

Capacity to work in a team in different environments, communicate E3 

personal ideas and become part of a common results-based project, 4.54 

0.74 

without losing autonomy, preserving one’s own identity and values Knowledge of and capacity to apply sector-specific software and new D2 

4.52 

0.82 

digital technologies 

E11  Capacity for self-criticism and correction of own mistakes 4.52 

0.65 

A10  Ability to search and manage information in a digital environment 4.50 

0.74 

E2 

Knowledge of how to manage time and organise tasks 

4.48 

0.68 

Ability to make decisions in situations of uncertainty, assuming risks E7 

4.44 

0.68 

and responsibilities 

Source: Authors’ own creation 




4.3. Disciplinary competencies 

The  highest-ranked  disciplinary  competence  (Knowledge  of  and  capacity  to  apply  sector-specific software and new digital technologies) is closely related to the field of IDC. This competence has also a low standard deviation (0.82 points), which means that most respondents coincide homogeneously in  rating  it  as  “very  important”.  In  fact,  this  competence  appears  among  the  10  most  valued competencies of all kinds. The list of the highest-ranked disciplinary competencies includes one that also highlights the importance of the introduction of ICT in the exercise of the profession (Knowledge of  the  evolution  and  social  impact  of  contemporary  ICT).  It  is  interesting  to  find  this  competence among  the  best  valued,  since  usually  the  more  theoretical  and  less  practical  competencies  tend  to receive lower ratings. In fact, the list of the lowest valued disciplinary competencies includes all those related to areas of knowledge that are  more theoretical (“Knowledge of the theories of advertising, public relations and corporate communication” and “Knowledge of the methods of creative thinking 

[schools,  methods  and  techniques],  message-creation  processes  and  their  analysis”)  and  historical (Knowledge of the history, evolution and social relevance of photography, cinema, radio, television and the Internet ;  Knowledge of the historical evolution, processes, theories and psychological models of  communication ;  and  Knowledge  of  the  historical,  political,  economic,  cultural  and  aesthetic parameters  of  societies  and  their  influence  in  communication).  Three  of  these  lowest  valued disciplinary competencies are also among the 10 lowest-valued competencies of all the competencies in the questionnaire. 

The set of the highest-valued disciplinary competencies includes also the correct use of the languages and above all English (Capacity to apply properly native languages and the English language to the sector).  The  other  competencies  that  are  valued  positively  are  “Knowledge  of  the  functioning  of  a communication  department,  its  direction  and  management  of  knowledge  and  intangible  assets”, 



http://www.revistalatinacs.org/073paper/1258/17en.html                                 Página 340 

 





RLCS, Revista Latina de Comunicación Social, 73 – Pages 331 to 351 

[Funded] [Research] | DOI:10.4185/RLCS-2018-1258en | ISSN 1138-5820 | Year 2018 



“Evaluate the corporate state of an organisation and know and design communication strategies”, and 

“Knowledge of marketing processes and specific techniques: positioning, segmentation and efficiency analysis  and  measurement”.  All  of  these  competencies  have,  in  addition,  the  smallest  standard deviation scores. 

Table 4: Average importance, standard deviation and mode of disciplinary competencies Code 


Competence

Average  Deviation  Mode 

Knowledge of the historical evolution, processes, theories and D1 

2.94 

1.16 

2 

psychological models of communication 

Knowledge of and capacity to apply sector-specific software and D2 

4.52 

0.82 

5 

new digital technologies 

Knowledge of and capacity to apply resources, methods and D3 

3.69 

1.11 

4 

procedures to create and analyse audiovisual narratives 

Knowledge of the history, evolution and social relevance of D4 

2.81 

0.94 

3 

photography, cinema, radio, television and the Internet 

Evaluate the corporate state of an organisation and know and D5 

4.15 

0.95 

5 

design communication strategies 

Knowledge of the organisational structures and capacity to apply D6 

techniques, processes and phases of audiovisual production and 3.58 

1.25 

4 

dissemination 

Learn about the economic and social aspects of advertising and D7 

public relations companies: labour relations, legal, fiscal aspects, 3.29 

1.09 

3 

financing, market. 

Capacity to apply properly native languages and the English D8 

4.38 

0.67 

5 

language to the sector 

Knowledge of the ethics, professional deontology and legal D9 

3.69 

1.13 

4 

framework of the sector 

Knowledge of the structure of advertising media: characteristics, D10 

3.33 

1.02 

3 

typologies and problems 

Knowledge of the sector’s research and analysis methods and D11 

3.83 

1.04 

5 

techniques 

Knowledge of the functioning of a communication department, D12 

4.17 

0.86 

5 

its direction and management of knowledge and intangible assets Knowledge of the evolution and social impact of contemporary D13 

3.90 

1.04 

4 

ICT 

Knowledge of the media’s structure and main platforms and D14 

3.77 

1.06 

5 

formats 
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Knowledge of the theories of advertising, public relations and D15 

3.23 

1.15 

3 

corporate communication 

Knowledge of the methods of creative thinking (schools, 

D16  methods and techniques), message-creation processes and their 3.06 

1.12 

4 

analysis 

Knowledge of the historical, political, economic, cultural and D17  aesthetic parameters of societies and their influence in 3.27 

1.18 

3 

communication 

Knowledge of marketing processes and specific techniques: D18  positioning, segmentation and efficiency analysis and 4.08 

1.09 

5 

measurement 

Learn about advertising processes, organizational structure, the D19 

3.63 

1.06 

4 

operation and management of enterprise communication. 

Source: Authors’ own creation 


4.4. Professional competencies 

As we have seen, the set of professional competencies includes both the best and the worst valued of all the competencies of the questionnaire. The most valued competence was “learn autonomously and adapt to changes”,    with an average score of 4.73 points on the Likert scale and a very low standard deviation of 0.57 points. The set of the 10 most valued competencies of all the questionnaire does not include  any  other  professional  competence.  On  the  other  hand,  there  are  five  professional competencies  among  the  10  lowest  valued  competencies.  These  competencies  are  technical  and/or linked  to the  phases of  audiovisual production  (Adjust the quantity  and  quality of sound,  light  and colour during the production process; Recreate the sound environment of audiovisual or multimedia productions according to the text’s intent and narrative; Use animation techniques and special effects; Analyse the structures, contents and styles of television and radio programming; and Create and direct the full staging of audiovisual productions). All of these competencies received average scores below 3 points, i.e., they are usually considered as “Not Important” or “Slightly Important”. 

Other high-ranked professional competencies within their internal block, with average scores above 4 

points, are: “Retrieve, analyse, process and disseminate information”; “Set the communication plan: objectives,  target  audience,  strategies  and  budget  control”;  “Apply  communication  techniques  in different media and multimedia interactive platforms”; “Write fluently texts, step-outlines and scripts; Program  and  optimise  web  pages  (SEO  and  SEM)”;  and  “Create  content  for  different  media  and control the continuity of the narrative discourse across them”. Many of these competencies are related to greater or less extent with the professional exercise in digital environments. 
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Table 5: Average importance, standard deviation and mode of professional competencies Code 


Competence

Media  Deviation  Mode 

P1 

Retrieve, analyse, process and disseminate information 

4.40 

0.89 

5 

P2 

Organise and manage technical resources 

3.60 

1.12 

4 

Manage strategically a company’s corporate image, adding P3 

3.96 

1.07 

5 

value to its products and services 

Analyse the structures, contents and styles of television and P4 

2.85 

1.30 

3 

radio programming 

Apply communication techniques in different media and 

P5 

4.31 

0.85 

5 

multimedia interactive platforms 

P6 

Use data and statistics correctly 

4.13 

0.96 

5 

P7 

Program and optimise web pages (SEO and SEM) 

4.21 

0.99 

5 

Adjust the quantity and quality of sound, light and colour P8 

2.65 

1.25 

3 

during the production process 

P9 

Write fluently texts, step-outlines and scripts 

4.27 

0.94 

5 

Search, select and systematise any type of audiovisual 

P10 

3.42 

1.13 

3 

document in a database 

Assemble sound and visual materials according to an idea P11 

3.21 

1.22 

4 

using the necessary narrative and technological techniques P12 

Learn autonomously and adapt to changes 

4.73 

0.57 

5 

Create content for different media and control the continuity P13 

4.21 

0.92 

5 

of the narrative discourse across them 

Design formal and aesthetic aspects in written, graphic, P14 

3.58 

1.15 

4 

audiovisual and digital media 

Recreate the sound environment of audiovisual or multimedia P15 

productions according to the text’s intent and narrative 2.67 

1.17 

3 



P16 

Create and direct the full staging of audiovisual productions 2.96 

1.32 

3 

Set the communication plan: objectives, target audience, P17 

4.40 

0.96 

5 

strategies and budget control 

P18 

Devise, plan and execute communicative projects 

4.19 

1.07 

5 

Create, develop and monitor graphic elements, images and P19 

4.00 

1.19 

5 

texts in a creative way 

Assist, advise and help clients, continuously, during and after P20 

3.98 

1.02 

4 

the execution of their communication actions 

P21 

Use animation techniques and special effects 

2.75 

1.34 

3 

Source: Authors’ own creation 
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4.5. Academic competencies 

Of the total set of 62 competencies listed in the questionnaire, only one academic competence is among the top 10 rated by respondents. It is important to note that this competence is directly linked with the digital  environment  (Ability  to  search  and  manage  information  in  a  digital  environment).  This competence  obtained  an  average  score  of  4.50  points  on  the  Likert  scale  and  a  very  low  standard deviation  of  0.74  points.  Other  high-ranked  academic  competence,  with  an  average  score  above  4 

points,  are:  “Present  properly  research  results  in  oral,  written,  audiovisual  or  digital  manner”  and 

“Ability  to  adapt  to  organisational  objectives  and  culture”.  The  digital  environment  is  explicitly mentioned in the former, and the need for adaptation is highlighted in the latter. 

On the other hand, the set of the 10 lowest-valued competencies of the survey includes two academic competencies  (Knowledge  of  theories,  methods,  languages  and  problems  of  audiovisual communication; and Knowledge of the didactics of the disciplines of information and communication), both of which are theoretical and little practical in the daily practice of the profession. 

Table 6: Average importance, standard deviation and mode of academic competencies Code 


Competence

Media  Deviation  Mode 

Identify relevant research topics, properly define and use A1 

information sources to generate knowledge in the area of 4.04 

0.97 

4 

communication 

A2 

Ability to adapt to organisational objectives and culture 4.17 

0.88 

5 

Ability to structure complex knowledge in a coherent way and A3 

3.90 

1.15 

5 

interact with other disciplines 

Assume leadership in projects that require human and 

A4 

financial resources, managing them efficiently and assuming 4.04 

0.92 

5 

the principles of social responsibility 

Knowledge of theories, methods, languages and problems of A5 

2.98 

1.14 

3 

audiovisual communication 

Capacity to understand and interpret critically a complex A6 

3.98 

0.89 

4 

communicative environment 

A7 

Know how to evaluate media productions 

3.38 

1.06 

3 

Knowledge of the didactics of the disciplines of information A8 

3.13 

1.10 

3 

and communication 

Present properly research results in oral, written, audiovisual A9 

4.21 

0.90 

5 

or digital manner 

Ability to search and manage information in a digital 

A10 

4.50 

0.74 

5 

environment 

Source: Authors’ own creation 
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4.6. Specific competencies 

The set  of specific  competencies  is  the best-valued competence  group  by  respondents.  All of them received scores above 4 points on the Likert scale. Thus, it can be said that this block of competencies is considered to be highly relevant. In fact, 7 of the 10 best-valued competencies of the questionnaire are specific competencies (“Capacity to adapt to technological, business and organisational changes”; 

“Capacity for critical analysis, synthesis and judgement and knowledge of how to relate causes and effects”; “Insight, inventiveness and creativity to find effective solutions to new problems”; “Capacity to  work  in  a  team  in  different  environments,  communicate  personal  ideas  and  become  part  of  a common results-based project, without losing autonomy, preserving one’s own identity and values”; 

“Capacity for self-criticism and correction of own mistakes”; “Knowledge of how to manage time and organise  tasks”;  and  “Ability  to  make  decisions  in  situations  of  uncertainty,  assuming  risks  and responsibilities”). Of these competencies, the one that obtained the highest score is precisely the one linked the most with ICT and with the idea of adapting to changes (“Capacity to adapt to technological, business and organisational changes”), which obtained an average score of 4.71 points and a standard deviation of 0.58. 

In addition, the set of specific competencies presents the highest degree of agreement in respondents’ 

answers,  since  the  standard  deviation  is  below  1,  with  the  exception  of  a  competence  that  has  a deviation  of  1.08  points.  This  means  that  the  average  scores  for  all  of  these  twelve  specific competencies are rather homogeneous; i.e., all above 4. 

Table 7: Average importance, standard deviation and mode of specific competencies Code 


Competence

Media  Deviation  Mode 

Capacity for the objective analysis of reality and extraction of E1 

valid considerations 

4.25 

0.73 

4 

E2 

Knowledge of how to manage time and organise tasks 

4.48 

0.68 

5 

Capacity to work in a team in different environments, 

communicate personal ideas and become part of a common 

E3 

results-based project, without losing autonomy, preserving one’s own identity and values 

4.54 

0.74 

5 

Capacity to adapt to technological, business and organisational E4 

changes 

4.71 

0.58 

5 

Capacity to transmit knowledge and advances to the non-

E5 

specialised majority in a comprehensive and effective way 4.42 

0.74 

5 

Equality awareness of individuals, peoples, cultures and E6 

respect for international human rights 

4.10 

1.08 

5 

Ability to make decisions in situations of uncertainty, 

E7 

assuming risks and responsibilities 

4.44 

0.68 

5 



http://www.revistalatinacs.org/073paper/1258/17en.html                                 Página 345 

 





RLCS, Revista Latina de Comunicación Social, 73 – Pages 331 to 351 

[Funded] [Research] | DOI:10.4185/RLCS-2018-1258en | ISSN 1138-5820 | Year 2018 



Capacity for critical analysis, synthesis and judgement. 

E8 

Knowledge of how to relate causes and effects 

4.56 

0.65 

5 

Capacity to act freely and responsibly, assuming ethical E9 

references, values and consistent principles 

4.44 

0.85 

5 

Insight, inventiveness and creativity to find effective solutions E10 

to new problems 

4.56 

0.65 

5 

E11 

Capacity for self-criticism and correction of own mistakes 4.52 

0.65 

5 

Capacity to apply interdisciplinary knowledge to the creation E12 

of communicative messages 

4.25 

0.89 

5 

Source: Authors’ own creation 



4.7. Relationship between professional competencies and professional profiles The survey results show the general trend in terms of competencies. These results are complemented with the interviews which help us contextualise competencies in relation to respondents’ views on the professional profiles of the area of Interactive Digital Communication. 

The two most important competencies according to respondents refer to the ability to adapt to change (“learn  autonomously and adapt to  changes”  and  “Capacity to  adapt  to  technological,  business  and organisational changes”). Precisely, the results of the interviews indicate that several respondents refer to the ability to adapt. Most of them do so to explain that traditional profiles have to be adapted to the new situation of the labour market, which is largely marked by technological change: 

-  “Flexible to adapt to the needs of society and the labour market” (Interview #2) 

-  “At the end all of this translates into ‘either you adapt or you’re out’” (Interview #7) Respondents generally perceive that many of the traditional profiles are being extinguished, but also that professional competencies can be adapted to the new context: 

-  “Traditional  profiles  must  be  adapted  to  the  new  demands.  Otherwise  they  will  eventually disappear” (Interview #5) 

-  “It  can  be  the  case  that  a  particular  professional  profile  disappears,  but  the  professional competencies can be adapted to the new profile that emerges” (Interview #13) Others say that traditional profiles can co-exist with emerging profiles, but provided they undergo a process of adaptation to the new context: 

-  “The traditional profiles can coexist perfectly if they adapt to new times” (Interview #9) 

-  “The good thing about these traditional profiles is that they have manged to evolve to the point of having their own niche in today’s job market, because they have adapted to the needs of the latter” 

(Interview #11) 
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However,  the  general  opinion  is  that  this  ability  to  adapt  has  to  arise  independently  from  the professional himself, through an effort to keep up-to-date and receive training continuously: 

-  “As I have said, either you adapt or you are out. It all depends on your attitude” (Interview #7) 

-  “Adaptability, ultimately we make tailored suits, curiosity to stay up to date and of course creative ability” (Interview #8) 

-  “Understand  the  new  communicative  situation,  adapt  to  it,  and  receive  education  continually” 

(Interview #14) 

The interviews also indicate that another important aspect is versatility. This versatility is related to a context of economic crisis that provokes layoffs, which in turn forces workers to take on more and new tasks. On the other hand, it is related with the need to adapt to the needs demanded by the new formats, especially those related with the digital environment. 

-  “The lowering of cost makes the profiles that were previously not so linked to technology perform technical tasks” (Interview #1) 

-  “A single professional profile works out less every time” (Interview #7) 

-  “Versatility does not oppose specialisation. One can be specialised in one area, but at the same time be versatile and flexible to adapt to the needs of society and the job market” (Interview #2) 

-  “The same applies to professional versatility. Honestly, I don’t believe in professional specialisation at a minuscule level. I work in a social media agency, and we do online campaigns. But we also design, manage accounts, organise offline activities integrated with the online environment. We can be specialists in social networks without being reluctant to do other things” (Interview #12) Finally, the outstanding aspect of the interviews is the assertion that there has been a transformation in the communication ecosystem that is closely related to the technological evolution, the emergence of ICT and the digital environment. Some point out that they did not see this change coming, that it was progressive, and that it is necessary to teach the new communication professionals to use digital environments. In other words, respondents point out that the digitalisation of the environment requires digital expertise in the professional profiles of communication. 

-  “Professional profiles are being transformed with the introduction of social media.” 

-  “Virtually all of the profiles are transformed by technological evolution.” 

-  “Perhaps  some  professions  are  disappearing,  or  the  number  of  vacancies  is  being  reduced dramatically, such as newspaper writers, for example. I will not blame those editors for not making their professional profile more digital, but that is there.” 

-  “It  is  not  a  change  that  we  saw  coming,  but  it  has  been  very  progressive.  We  need  to  see  these coming changes and place ourselves in the right position to be prepared for when the time comes.” 

-  “We must teach people to be online communication professionals, teach them to use social media, manage their contents, etc.” 

-  “One  cannot  be  a  communication  professional  if  one  dismisses  social  networks,  because  it  is  a suicide... It is a consequence of the digitisation of our environment.” 
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5. Conclusions 

The  degrees  in  the  area  of  communication  that  are  offered  in  Spanish  universities  (Audiovisual Communication, Journalism and Advertising and Public Relations) are configured on the basis of the guidelines established by the ANECA in 2005. However, given the technological and social changes that  have  occurred  in  recent  years  as  a  consequence  of  the  digitisation  of  the  communication ecosystem, it becomes necessary to review the status of the competencies of the communication sector and to adapt the curricula in this regard. 

Interviewees generally associate adaptation to the digital environment with motivational and personal aspects, i.e., as if the need to adapt to this new environment had to be the result of self-learning and self-motivation,  instead  of  pointing  out  the  people  and  institutions  responsible  for  the  possible deficiency  of  the  Spanish  university  system,  which  has  not  been  able  to  meet  this  need  by implementing it as a specific part of its degrees. 

Among the most outstanding aspects  of the  interviews  are  job  versatility,  digital specialisation and flexibility, understood as the capacity to adapt to changes and to the environment. According to Scolari et  al.  (2008),  the  main  function  of  versatility  is  to  apply  all  the  competencies  in  the  treatment  of information in different formats and languages. Adaptive capacity is rather associated with the idea to be prepared for change and with the constant transformation of the communication sector, especially due  to  the  technological  evolution.  In  terms  of  digital  specialisation,  the  traditional  competencies remain  (critical  capacity,  proficiency  in  native  and  foreign  languages,  creativity,  teamwork, organisation and general knowledge), but the need to acquire new competencies closely linked to the digital sector arises (multimedia competencies, real-time transmission and production of information and news, expertise in social networks, mobile technology knowledge, interactivity, etc.). 

With regards to competencies, it is worth noting that in general all of them have been valued positively (above the average). However, there is some consensus among respondents with respect to what are the most and least important competencies for the exercise of the profession within the field of Digital and Interactive Communication. The most pragmatic and attitudinal competencies are better valued than those competencies related to historical and theoretical knowledge in the field of communication. 

The  most  valued  competencies  are  related  to  adaptation  to  changes,  autonomous  learning,  digital expertise, creativity and teamwork. 

In  this  sense,  the  low  degree  of  importance  assigned  to  the  theoretical  competencies  and  the consideration that professional profiles in  IDC should be rather technical  leads us to question what impact  could  this  have  not  only  on  the  type  of  college  education  that  the  sector  requests  (which  is increasingly  resembles  postgraduate  degrees),  but  also,  and  above  all,  on  the  generation  of  quality content. How do we expect our future professionals to have critical capacity, adaptation to change and versatility if we do not provide them with theoretical competencies? 

The  results  are  in  the  line  with  those  obtained  by  other  authors  (Livingstone,  2011;  Buckingham, 2007b) who confirm the fact that the communication sector is changing towards a markedly digitised approach.  Therefore,  new  ICT  should  take  greater  role  in  the  competencies  considered  in 
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communication  degrees,  and  for  this  reason  the  ANECA  should  upgrade  its  White  Paper  and  the Spanish  higher  education  system  should  consider  the  introduction  of  a  specific  degree  in  Digital Interactive Communication. 
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Abstract
Introducton. The communication sector has experienced remarkable changes provoked by the
phenomenon of digtalsution and therse of new technologies. Due 10 these chang, it hs become.
ngent 0 ssess whether the cademic competncics nd professional profiles curenty consdered n
BA degrecs in Communication are adapied 10 the needs and changes of the Interctive Digital
‘Communication secor. Methods. This sscssment is based on @ survey spplid 10 a sample of
professionals, fuculy and sudents n the s of communication, and on ncrviews withprofssioals
of the same scctor. Resuts and discusion. The most valued competencis are et to adaptaton

1o changes, autonomous leaming and digial specilsaion, which leads us (o hink that the
‘Communication sector s changing but lso tht ot the moment the university cducation system hs nok
been able to dapt
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