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CALENDARUL LTNTVERSITAR
ACADEMIC CALENDAR

PLANUL DE TNVTTAMANT PE ANI DE STUDII

STT]DY PLAN ON YEARS OF STUDIES

Anul
de

stutlii
Acade

mic
v?ir

Activittrti didactice
Didactic aclivities

Sesiuni de examene
Examinations

Stagii de practictr
lnternships

Vac{nle
vacations

Sem. I
Semesler I

Sem. II
Semester Il

Sem. I
Semesler I

Sem. II .

Semester Il Iarctr
llinter

PrimXvarl
Spring

VarI
Summer

Anul
Ulutl

I

Septembrie -
decembrie

September -
december

Februarie - mai
February-mcty

Decembrie -
ianuarie

December -
ianuarv

Mai - iunie
Mcty-june

Sem. II, IV, V, VI Ianuarie
January Aprilie

April

Iulie -
august

July-august

Anul
il

Septembrie -
decembrie

September -
december

Februarie - mai
February-may

Decembrie -
ianuarie

December -
ianuan)

Mai - iunie
May-june

Sem. IV Ianuarie
January

Aprilie
April

Iulie -
august

July-august

Anul
III

Septembrie -
decembrie

September -
december

Februarie - mai
February-may

Decembrie -
ianuarie

December -
ianuarv

Mai - iunie
May-iune

Sem. V, VI Ianuarie
January

Aprilie
April

hlie-
august

July-august

Total
sIpttr
mSni
Total
nr. of
weelcs

40 sAptArnani
40 weelcs

32 slpt[m6ni
32 weeks

6 s[ptdmani
6 weelcs

6 slptdmdni
6 weeks

16 sAptlmani
I6 weeks

6 sdptdmAni
6 weeks

3 s[ptimrAni
3 weel<s

t6
sdptdmdni
I6 weeks

Numtrrul de ore Pe tiPuri de

activititi
No. of hours per tyPe of

Total ore
Number ofhours

Denumirea unittrfii de curs
Name of teh Course

Introducere tn qtiinfele comuniclrii
Introduction into Communication Sciences

Teoria gi practica relatiilor publice

Theories and technics ofpublic relations

Tehnica vorbirii
Speech technique
Dic{ie gi oratorie

Comunicarea institu{ionaltr
The instituti onal c o mmunic at i on

Norme $i interprettrri gramaticale
Grammar and interPretation rules

Limbtr strtrintr pentru comunicare
Foreign Language for Communicatio

Educafia fizictr
Physical education

TOTAL SEM.I
Total I't semester

*Limba romanl de comunicare
Ro mani an for c om munic ati o n

Nr.
credite
Nr. of

credits

ANUL U 1"1 YEAR

Sernestrul ll l't Semester (15 sdptdmdni/15 weeks)

5

4



Nurntr*lumtr.rl de ore Pe tiPuri de

activittr{i
No. ofhours Per tYPe of

Total ore
Number ofhours

Denumirea unittr{ii de curs
Name of teh Course

6A*r t.lriional institu{ional

Legisla{ia in domeniul mediatic-

comunicational
Le gislation of media- c ommunicational

Etictr qi integritate profesionaltr

Teoria imaginii
Image theory

Interpretarea qi percep{ia simpolului ln
comunicare
Symbol Interpretation and Perception in

s.A.l3

s.A.l4

St."t.gtt d-omunicare Ei Leadership in

Rela{ii Publice
Communication Strategies and Leadership

in Public Relations

Managementul Resurselor Umane

Filosofie gi gAndire criticl (ODD)

Philosophy and critical thinking (SDG)

Educafia fizictr
Physical education

Practica de inifiere in specialitate
sP.o.19

frrlt sElvt. tv r otul 2'd semester

ToTAL ANUL V rqSll:
Limba romintr de comunicare
Romanian for c o mmuni c al ion

Discurs public qi Persuasiune

e.**tt.a* $i dttt.g cultural (ODD)

C ommunication and cultural dialogue

Produse de PR
PR products

Produse publicitare

Inteligen{I artificialI in PR gi

publicitate
AIfor PR and Advertising

Design qi artil vizuali
Design andYisual art

Nr.
credite
Nr. of
credits

Semestrul llt 2'd Sqm9g41,

A.NUI, TV STCOND YEAR

Semestrul fiA 3'!-!S-gr!r, ( fr

i/l3 weeks,

Forma
de

evalua
re

,4ssess

mentCod
Code

Total
Total

Contact
direct

Contact
Hours

Studiu
individual
Individual

Study

\)

a\ ov (-) o.!Av)

ll,

!^s
GN
,.1 *i

39 39
examen

exam
5

F.O.10 150 78 72

52 68
26 26

examen
exam 4

F.O.1l 120

72
39 39 examen

p.xam
G.O.l2 150 78

68

26 26

examen
exam

4
120 52

150 52 98
26 26 examen

exam
5

s.A.l5

s.A.l6

52 68 26 26
examen

exam
4

s.o.17 120

13

evaluar

evaluati
onG.O.18 13 13

*70 20
examen

exam
3

90

913 447 466 182 182 13 7 ex.
I ev.

1828 882 946 287 311 208 13 ex.
2 ev,

G.O.20 90 45 45 45 evaluar

evaluat
ion

120 60 60 30 30

examen 4
F.O.21

90 30 30

examen
PXnm

5

F.O.22
Metodologia cercetlrii
Methor)ol ow of research

150 60

90

30 30 examen
exam

5

F.O.23 i50 60

90
15 15 60 examen

exam 6s.A.24

s.A.25

180 90

60 30 30

examen
exam 4

s.A.26

5.A,27 120 60



Total ore
Number ofhours

Nurntrrul de ore Pe tipuri de

activitlli
No. of hourq p912P9g[gc!iYitY-

Forma
de

evaluare
Assessme

nt

Nr.
credite
Nr. of

credits

5

I

Cod
Code

Denumirea unittr{ii de curs
Name of teh Course Total

Total

Contact
direct

Contact
Hours

Studiu
individual
Individual

Study r\ o

dB

EF
(h ")

Li

GN.li

150 75 75 30 45

examen
exam

u.A.28

u.A.29

u.A.30

u.A.31

u.A.32

Republica Moldova: istorie' polttlca,

societate
Republic of Moldotta: history, politics'

society
Cultura comunicIrii interpersonale 9i

organizationale
The culture ofinterPersonal and

o r g aniz at i onal c ommunic atio n

Antreprenoriat inovativ, 
.

I n nov ative e nt reqr e neurs ntP

Integrare euroPeantr
EuroPean integration
Etica qi estetica
Ethics and aesthetics

30
examen

examo.33 Proiect de cercetare
Research Proiect

30

40s 495 165 150 90 1 ex.

Semestrul lYl4th Semester (10 /10

40 examen
exam

4s.A.34

s.A.35

Mu-tod. d. promovare pe social media

Social media Promotion methods

Creativitate in Publicitate
Cr e at iv itY in adv er tis ing

120 60 60
20

20 10 30
examen

exan't
4

s.A.36

s.A.37

C"rr*t."* i, situa{ii de criztr

Cris is sistuations' communication

Comunicarea Interntr
Int e r nal c ommunic ation

120 60 60

60 60 30 10 20

examen
exam 4

s.A.38

s.A.39

ffi-nsabititate socialtr in PR qi

comunicare
Social ResponsibilitY in PR and

Communication
Comunicarea comunitarl
C o mmunitY C ommuni c ati o \-

120

120 60 60 20 10 30

examen
exam

4

s.o.40

Metode de cercetare cantitative $i

calitative in qtiin{ele comunictrrii

Quantitative and Sualitative Research

120 60 60 60
examen

exam
4s.A.4l

s.A.42

Tehnici de {ilmare qi montaj
Filming and editing lechniques

Editare video
Video editing

300 *210 90
examen

exam
10

sP.o.43
Practica de sPecialitate
Soecialiry internshiP
n 

^ 
r oDltr tv l'r^t^t llh 900 510 390 90 30 180 6 ex. 30

ToTAt ANUL I7rrl, I nuiUer for the 2'd year of 1800 915 88s 255 180 270 13 ex.

Semestrul Yl 5'h S ster (10 sdotdmdni/10

60
30 30

examen
exam 4

F.O.44
Reputa{ie gi mesaj Public (ODD)

Reputation and Public Messaging (SDG)
120 60

30 30

examen
exam

4s.A.45

s.A.46

New media
New Media
Producfie multimedia
Multimedia ProdA9$9n

120 60 60

30

TofAL SEMJil rrtul number id semesw 900

YEAROF STUDY



Cod
Code

Denumirea unitl{ii de curs
Name of teh Course

Total ore
Number of hours

Numtrrul de ore pe tipuri
de activitifi

No. of hours per type of
activitY

Forma
de

evalua
re

Assessm

ent

Nr.
credi

te
Nr. o/
qedit

s

Total
Total

Conta
ct

direct
Conta

ct
Hours

Studiu
individual
Individual

Study

\J
li ::

Q3
cqS

H'd) -uav)

t-}.

G*
Fli

s.A.47

s.A.48

Tehnici de formare qi gestionare a

imaginii
Image formation and management
techniques
Psihologia reclamei
Psychology of Advertising

120 60 60 30 30
examen

exam
4

s.A.49

s.A.50

Instrumente de marketing digital
Digital Marlceting Tools

Mobile Journalism (MOJO)
Mobile Journalism (MOJO)

120 60 60 20 20 20
examen

exam 4

s.A.51

s.A.52

Campanie de comunicare publicl
Pu b I ic c om mun ical ion camPa ign

Tehnici de influen{l qi maniPulare
Influence and manipulation techniques

r20 60 60 30 30

examen
exam 4

sP.o.53
Practica de produc{ie
Production internship

300 *2 l0 90
examen

exam
10

TOTAL SEM. V/Toral 5'h semester 900 510 390 140 140 20 6 ex. 30

Semestrul Yl I 6'h Semester it9

F.O.54
Teoria argumenttrrii gi dezbatere
publictr
Arsumentation Theorv and Public Debate

90 45 45 18 27
examen

exam
3

s.A.s5

s.A.56

Storytelling ln rela{ii publice qi

publicitate
Storytelling in Public Relations and

Advertising
Redactarea textului qi copywriting
Text Editins and Copywriting

90 45 45 45
examen

exam 3

s.A.57

s.A. 58

Etichetl qi protocol institu{ional
Label and institutional protocol
Gestionarea imaginii publice
Public image management

90 45 45 18 )1
examen

exam 3

s.A.59

s.A.60

Teorii gi tehnici ale publicit[{ii
Theories and techniques of advertising
Campanii publicitare
Advertising campaigns

t20 54 66 27 27
examen

exam
4

s.o.61 Branding qi identitate corporativtr
Branding and corporate identitY

120 54 66 27 )'7 examen
exam

4

sP.o.62 Practica de cercetare
Research Internship 120 120

evaluare
evaluati

on
4

Teza de licenttr
Bachelor thesis 270 270

examen
exam

9

TOTAL SEM. VV Total 6tt' Semester 900 243 657 90 108 45 6 ex.
1 ev.

30

TOTAL ANUL IIV Total j'd year of studY 1800 753 t047 230 248 65 12 ex.
1 ev.

60

TOTALlTotally 5428 2550 2878 111 745 543 38 ex.
3 ev.

180

*unicarc $i rclalii Publice' sunt

oblinute tn iadrui uridtoaretor unitdli ile curs de specialitale: Tehnici de Jilmare Si montai qi New meditt
..--. .--J--!^-^ -.-., D,,lr:- D^r-1;^e6..l,,rht hrnariltn nro".rt;;;; c,;;;;;;;;;;;;:;;;;";";,;;;;fi;:i;;;iitninaoei'i (Icr) withinthebommunication antt Pubtic Retations stttdv ptosruin, are

acquiredthrough thifollowing specialized couise units: Filming and Editing Techniques arul Nsw Media
*Itiotd: orele de contact direct pentru stagiile de practicd sunt pentru activitatea sludentului la entilde.
*Note: Dbec,t contact houts fot practicai placements arc fot the studentts activiU at the entity.

6ptArn



*.NDEREA ITNITATILORDE CURS iN pr',lNUr',-rySYnTAwrANt PENTRU STIIDII SIIPERI'ARE

DE LTCENTA ^h ^,-DDD c?rrDrF.q
LrNIrs IN rHE ;;rr;;;;;'ifi oo* BACHEL1R DEGuEE sruDIEs

sTAGIILE nn Pnl.crrcA

INTERNSHIPS

Nr. ECTS
Nr, ofECTS

51

----10

5

Ponderea, 7o

Ratio, %

28

Func{ia in formarea
profesionald.

,. - :-^ -.^^^t;^tnl tPntnln<,

Nr. total de ore

Total nr. ofhours

l 530

300

150

Unitl{i de curs fundamentate
G)

r -r----^.^t.,1 ^^.,tor rrnits /FI 6

1

Unitl(i de curs de crea

abilitliilor qi comPeten{elor
generale (G)

Course uits for creating general

skills and com7etencies (G)

-unitlti 

o. curs de orientare

socio-umanistic[ (U)

Course units of socio-humanistic
orientation (U) 43

78
2340ffit[tt det,rru de sPecialitate

(s)
.,-;r" /.q) 15

--
5

100

27Jpecta,.y 810
Stagii Practice (Sr)

lntcrnshios 9

180

270

5400

fem O. licen{l
Bachelor thesis

TOTAL
TotallY

Perioada desfiiqurdrii
PeriodTipul stagiului de

Practici
InternshiPs tYPe

ffi;tt., d. inifiere in

FORMA DE EVALUARE FINALA N' STUNTTION

FINAL EVALUATION

Nr. ECTS
Number

of Credits
ECTS

Forma de evaluare finaltr a studiilor

riiiitfi"ot evaluation of the studies

Teza de licenftr
Bachelor thesis



UNITATILE DE CURS/IVIODULELE
ELECTIVES

LA LIBERA ALEGERE

Numtrr de ore Pe
tipuri de activittr{i

No. of hours Per tYPe of
qctivity

Forma de

evaluare
Assessment

Nr. ECTS
Credits
ECTSCodlCode

Denumire a unittr{ii de curs

Name of the course

Total ore
Number of hours

Total
ore

Total
nr. of
hours

Cont
act

direc
t

Direc
t

hours

Studiu
individu

al

Individut
l.study

C S L
OF STUDYAI\UIJ U 1St, tLn

Semestrul V1

f""n;:T:L.A.01
Protec{ia Civiltr
Civil protection

60 l5 45 15

30 45

examen
exam

5

L.A.02
Sociolingvistica ]

Sociolinsuistics
150 75 75

f 
- 

T-T.h"ht de maniPulareL'A'03 I Technrcs if maniPulation
l-;- 45

examen
ex,am

5
150 75 75

105 15 30
examen

exam
5

L.A.04
Fsit ologia comunicdrii
P sy c hol o gY of c ommunic ati on

150 45

15 30
examen

exam
5

L.A.05
Semiotica discursului publicitar
The semiotic of the advertising

speech

150 45 105

105 150 0 5 22TotaVTotallY 660 255 405

MINIMUM-UL CURRICULAR iN NONNNNIUL DE FORM'ARE PROFESIONALA

CU RRICULAR P REREQUISITE

Forma de
evaluare

Assessmen
t

Numlrul de ore Pe
tipuri de activit5{i

Number of hours Per
Total ore

Number of hoursDenumirea unit[{ii de
curs

Course title

180 90 90
30 60 examen

exam
{M.O.0l Introducere in gtiinfele

comunictrrii
Introduction into
C o mmunic at i on S c i e nc e s

15 15 30 examen
exam

6
M.O.02 Teoria qi Practica

relatiitor publice
Theories and technics of
public relations

180 60 120

30 30 30 examen
exarn

5

M.O.02

Comunicarea
institufionall
The institutional
communication

150 90 60

72 39 39
examen

exam
5

M.O.03

Cadrul rela{ional
institufional
Instituti onal r e I ati onal

framework

150 78

30 30 examen
examM.O.04

Discurs public qi

persuasiune
Public speaking and
persuasion

r20 60 60

60
30 30

examen
exam

4
M.O.05

Reputafie qi mesaj
public

120 60

DElllEtll ur r! z
r



Nottrexplicativtrpentruprogramuldestudiilaspecialitatea
Comunicare qi relalii Publice

l. prezentarea succinttr a profilului specialittr{ii, precum qi a domeniului de formare profesionali Ei domeniului

general de studii.
Absolvenfii programului de studii comunicare gi relalii publice oblncalificarea de Licenliat in $tiinle ale comunicdrli, nivel

6 CNC, certific6nd competentele avansate necesare pentru a excela in gestionarea fluxurilor comunicafionale dintre

organizafii gi publicurile lor linttr. Specialiqtii formafi in cadrul acestui program dobandesc capacitatea de a concepe qi

ffilementa'strategii comunicalionale inovatoare, adaptate exigenlelor contemporane ale pielei'

programul se incadreaz[ in domeniul de formare'proflsionalaT 3) I Jurnatism si comunicare, parte a domeniului general de

studii 032 Jurnalism si in?or*or". Expertii # comrrnica.e qi relalii publice coordoneaza procesele comunicalionale

organizafionale, elaboreaza ,t rt"gii dJ comunicare intern[ qi ."1"*a, gestioneazd imaginea corporativ[ gi reputatia

institulional6, mediaz[ relaliile cu mass-media gi dezvoltd campanii de relalii publice in spaliul politic, economic, cultural gi

social.
Aceast[ calificare confera cunoqtinfe aprofundate referitoare la fundamentele teoretice qi instrumentele aplicative ale

comunic[rii strategice, la metodologia de cercetare a opiniei publice, la mecanismele de construclie gi consolidare a imaginii

institufionale, precum qi la interdependenla dintre iistemile comunicalionale organizationale gi alte structuri sociale'

Competentele dezvoltaie includ analiza contextelor comunicafionale, conceperea mesajelor persuasive, elaborarea

materialelor de comuoica.e institulionald, gestionarea crizelor de imagine qi evaluarea eficienlei strategiilor implementate'

Responsabilit{ile principale ale specialiqtilor ln comunicare gi rela}ii puurii" vizeazdmonitorizarea mediului infotma{ional,

identificarea oportunitalitor de 
'comunicare, 

elaborarea confinuturilor pentru diverse canale mediatice, organizarea

evenimentelor publice, gestionarea relaqiilor cu stakeholderii Ei evaluarea performanlei comunicafionale prin feedback-ul

furnizat de grupurile-fint[ vizate.
programul de studii insumeaz[ 1g0 de credite transferabile ECTS, asigurAnd o pregdtire completd pentru integrarea

abs;lvenlilor in piata muncii sau continuarea studiilor la ciclul masteral-

2. Obiectivele programului de studii, inclusiv corespunderea acestora rnisiunii universittr{ii, racordarea programului

de studii qi a conlinuturilor din Planul de inviftrmffnt la tendin{ele interna{ionale din domeniu

programul de studii comunicare qi relalii publice vizea zd,formareaspecialiqtilor de inaltd calificare in domeniul comunictuii

strategice, in concordanli cu misiunea universitdlii de a dezvolta competenle profesionale adaptate cerinlelor societatii

contemporane.
Obiectivele princiPale includ:

{ Formarea fundamentelor teoretice in gtiinlele comunicdrii qi dezvoltarea gdndirii critice in analiza fenomenelor

comunicalionale contemPorane;
t Dezvoltarea competenleior de elaborare qi implementare a shategiilor de comunicare institulionala qi relatii publice;

,/ Cultivarea abilitalilor de discurs public persuasiv, oratorie qi comunicare eficientf, penffu diverse audienfe;

,/ insuEirea *"tod.ior de creare gi gestionare a imaginii qi reputafiei organizafionale;
./ Dezvoltarea capacitdlilor de piodu"ere a con;inutLitoi aigitate Ei multimedia p.entruplatformele new media;

./ Formarea competenlelor de planificare qi implementare a campaniilor de relalii publice qi publicitate;

,/ insuqirea tehnicilor de comunicare tn situalii de crizl qi mediere a conflictelor;
./ Dezvoltarea abilitAlilor de branding Ei storytelling organizlional.

caracterul multidimensionai al programuluiurig*io prc[atiri integratd conform cadrului European al calificdrilor, crednd

specialiqti in comunicare institufiJnal[, relalii"publice ii marketing digital. Structura curriculard echilibreaz[ discipline

fundamentale precum Introducere in qtiintele comunicarii ii comunicire instiulionalf, cu discipline aplicative precum Tehnici

de formare qi gestionare a imaginii qi Metode d. prornou*" pe social media. Atenlia acordatr noilor tehlologii prin cursuri

de lnteligen!f, artificiald in pR qi publicitate qi New media demonstreaz6 racordarea la tendinlele intemalionale din domeniu'

planul de tnvd|5m6nt accentueaze d ezyoltareacompetentelor practice prin valorificarea. cunogtinlelor in realizarea produselor

de pR, campanii publicitare qi produciii multimedia, ieneciana standardele internalionale tn preg[tirea specialiqtilor din

domeniu. parteneriatel. 
", oig*iralii profesionale ofer6 studenfilor oporhrnitdli de aplicare practicd a cunoqtintelor ln

proiecte reale de comunicare qi retaliipuUtice, facilitdnd integrarea lor pe piap muncii'

3. Evaluarea aEteptirilor sectorului economic ai social (studierea cerinfelor Cadrului Na(ional al Califictrrilor)

programul de studii Comunicare qi relalii publice este elaborat qi actualizat in permanenF prin consultarea sistematicd a

reprezentanfilor sectorului economic Ei social, asigurand astfel concordanla dintre competenlele dezvoltate qi cerinlele reale

aie pietei muncii. Facultatea men{ine un dialog dJschis cu angajatol]i din diverse domenii - agentii de comunicare qi relatii

publice, departamente de comunicare din ca"drul instituliiloi publice qi private, companii de consultan!tr in imagine qi

reputafie, organizatii non-guvernamentale qi media. Evaluarea a$teptaril;r pielei muncii se realizeaz[ prin intermediul

parteneriatelor strategice cu organizatii ,elevunte, consultlri periodice cu spicialiqti din domeniu, studii de piaftr privind

evolufia profesiilor iin ,f.ru cJmunicdrii qi relaliilor publice, precum gi aniliza feedback-ului primit tn urma stagiilor de

practicd ale studenlilor. Aceste mecanisme permit iaentincarea precisd a competenlelor profesionale solicitate de angajatori



Ei adaptarea corespunz[toare a confinuturilor curriculare, Consultdrile cu expe4ii din domeniu au eviden{iat necesitatea

formarii specialiqtilor 
"upuuiti 

s6 conceap[ qi s6 implementeze. strategii comr.rnicafionale integrate, s[ gestioneze rela1iile cu

diverse categorii de public, s6 elaboreze contrinuturi persuasive p"nt u platformele digitale qi s[ utilizeze instrumentele

contemporane de analizl a eficienlei comuniclrii'
De asemenea, angajatorii subliniazd importanta dezvoltdrii abilitfiilor de gestionare a situatiilor de crizf,, de comunicare

intercultural6 qi de utilizare a tehnologiilor emergente in relaliile-publice. Procesul de evaluare qi imbundt{ire continud a

programului de studii respect[ cerintele caarutuT Nagonal ai calificarilor, asigurdnd formllea competen{elor generale gi

specifice necesare pentru ocuparea poziliilor profesionale din domeniul comunicdrii qi relafiilor publice. Aceastd abordare

strategica permite instituliei s6 preg6teasc6 specialiqti cu un lnalt grad de adaptabilitate la dinamica piefei muncii qi cu

capacr;tatea de a rtrspunde-provocdrilor comunicafionale actuale ale organizagiilor'

4. Consultarea partenerilor in procesul de elaborare a programului de studii
programul de studii comunicare gi relaiii publice este deivolfat prin consultarea mai multor categorii de parteneri, fiecare

contribuind cu p"rrp."tiuu proprie'la imbunatdlirea continua a ofertei educalionale. Procesul include urmdtoarele componente

concrete:
/ consultarea comunitdlii academice: cadrele didactice din cadrul Depa.rtamentului comunicare qi reoria Informrrii

rcalizeazdanalizep"rital.. ale programului, propundnd modificdri bizate pe evoluliile disciplinare qi feedback-ul din

activitatea didacticd. Aceste analizesunt discutate in qedinlele departamentului qi prezentate consiliului Facultatii'

/ Feedback-ul studenlilor: La finalul fiecarui semestru sunt aplicite chestionare de evaluare a cursurilor, care mf,soara

relevanta confinuturilor, metodele A" pr.J.. Si satisfaclia generald. Rezultatele sunt centralizate de Secfia

Managementul calit[tii a USM qi discutati in cadrul departamentului penhu implementarea ajustarilor necesare'

{ Implicarea partenerilor din mediul prorerionat, rrogramul beneficiazi de colaborarea cu organizafii precum ageniii de

comunicare, departamente de PR ain lr,rtitulii puUii.. qi private, care ofer6 feedback- specific privind competentele

necesare uuroru.niiil..-i'ntarri.il" a. 
""*uttarL 

,e desfagoar-a semestrial, iar recomandrrile sunt documentate qi analizate

de cdtre echiPa Programului.
/ Consultanla international6: Prin particip area laproiecte internationale qi programe de mobilitate academicl, membrii

departamentului identificl practici educalionali inovatoare care pot fi adapate contexfului local' Colabor5rile cu

ruriversit6fi partenere u, .ordu, la actualilari ale programului, inclusiv inffoducerea unor discipline noi sau revizuirea

metodologiilor de Predare.
in urma acestor .onruliari, programul de studii a fost adaptat pentru a include mai multe componente practice, tehnologii

digitale emergente ql aboriari iiterdisciplinare. procesul di consultare este documentat prin procese-verbale ale intalnirilor,

rapoarte de evaluare qi propuneri concrete a. *oain.*e a planului de inv6,tamdnt, toate acestea fiind disponibile in arhiva

departamentutui. consultarile periodice permit identificarea decalajelor dintre competenlele formate qi nevoile pielei muncii'

orientand eforturile de perfecaionare a curriculumului qi a metodelor de predare-invdlare-evaluare'

5. Relevan(a programului de studii pentru pia{a for{ei d-e munci
programul de studii Comunicare qi relalii pubtice iaspunde directnevoilor actuale gi de perspectivd ale pielei fo(ei de munc6'

lntr-un context in care comunicarea strategica qi m'anagementul reputaliei au divenii.funclii esenliale in toate tipurile de

organizafii. structura curricular[ este dezvoltati in coriordanti cu standardele profesionale recunoscute ln domeniu gi cu

..iirrpt.'.*primate de angajatori privind competentele ne.rsur"- specialiqtilor in comunicare.qi relalii publice'

Relevanla programului este asigurati prin echilibrul dintre firndamentarea teoreticd solidd qi orientarea practicd pronunFta,

absolvenfii dobandind at6t cunoqthfe conceptuale, c6t Ei abilitrfi tehnice aplicabile imediat in mediul profesional' Disciplinele

integrate tn planul de inv{trmant acoper[ tnt 
"gur 

spectru ai domeniuiui comunicdrii organiza.tionale, de la strategii de

comunicare qi leadership pdnd la tehnici avansate ie branding qi comunicare digitalI. Abordarea centrat[ pe student, ttilizeazd

metode interactive oe preaure-inv6{are, simul[ri, studii de-caz qi proiecte piactice dezvoltate in colaborare cu organizatii

pafienere.
Implicarea specialiqtilor din domeniu in activittrlile didactice_.consolideaz[ legtrtura cu realitatea pielei muncii qi oferi

studenfilor modele profesionale autentice. Bvalulrile periodice .realizale 
impreun[ cu angajatorii confirma alinierea

programului la tendinlele contemporane din domeniul comunicdrii qi relaliilor prbli"", asigurdnd formarea unor profesioniqti

ioripetitivi, capabili Ja raspunaa provocf,rilor comunicafionale complexe ale organizaliilor moderne'

6. Posibilittr(ile de angajare a absolvenfilor, corelate cu COR{ qi ESCO

Absolvenfii p.og.u-rrioide studii comunlcare!i relalii publice beneficiazd de perspective extinse de angajare in diverse

sectoare ale economiei, datorita caracterului transversal al competenlelor dezvoltate.- corrform clasificatorului ocupaliilor

din Republica Moldova (conp qi clasificariis*op.n. a Aptitudiniior/competenlelor, califictrrilor qi ocupaliilor (ESCo),

absolvinlii se pot integra profesional in urmdtoarele ocupatii:

'/ Specialist/specialistdin relalii publice;

'/ Putdtor/purtdtoare de cuv6nt;

'/ CoPYwriter(textier/textierf,);
,/ Social media manager;
/ Specialist/specialist6inpublicitate;
/ Brand manager;
,/ Consultant/consultant[in comunicare;

'/ Specialist/specialist6 ln comunicare corporativd;

'/ Manager de conlinut digital;
'/ Specialist/specialistlprotocol gi ceremonial;



,/ Manager de evenimente;

'/ Con.,iltuot/.onsultantd ln gestionarea crizelor;

'/ Sp..i"fitVtptcialist[ ln comunicare politicd;

/ AnalisVanalistd de imagine;

/ Director/directoare de comunicare'

versatilitatea programului permite absorvenlilor s[ activeze tn diverse medii organizalionale' inclusiv agenqii de relalii

publice gi comunicare, departamente de comunici. ar, .ro*i irrri*1iito, prurice qiprivate, organizalii non-guvernamentale'

tomoanii de consultanli in imagine gi reputalie,lg*iiiJ" pruricitut" ,ar"* ,p""iuiiq'i independenli' continua dezvoltare a

sectorului comunic,rii strategice, amprificat, a.iigitutirur"u ur."l"rutl u.iono*i"i, creeazd premisele pentru o cerere

susfinut'de specialiqti.u.oi.,p"t"rle avansate'il"".rrtr*. uir.i"riiprurir", "rig*a"ap""p"ttiu" 
favorabile de caricr4

pentm absotvenlii Programului'

7. Accesul la studii a titularilor de diplome.obfinute dup[ finalizarea respectivului program de studii

ritulariidipromeid.ri"'.;;'iluila-ausoruirit;l;;#ffii"r*oiicil;,fi;;;iii'i"ili''uricebenericiazddeuncadru
comprehensiv a" opo,t*'it;u;.r* uproruna*xlil'#t ;;; r"r*rrii"rl;;.;i.. qi profesionale' Parcursul educalional

poate continu, t *"d-;;;;i; prin accesut,J:t:il'il:;;;;F; '*Jii 
*i'"'siiare' configurdnd astfel o traiectorie

fiTl*r,iti",Tiffiff:"ili;[#flii':'l'ffifr::illi':#i:Hll|:iitii.l,r::',?jliua'or 
cicrurui,-s'iudii de

master, accesdnd prog.u*oi spJciarizat R"14ii;;ili;e'qi pubricitate- Aclasttr continuitate curricular, asigur' consolidarea qi

aprotundarea competenle,o, ?*rau*1-11r^g*";il ornl"rior' fac,it'nd speciarizarea avansat. in domeniile comunic[rii

strategice, relatiilor pubiice contemporant $i p;;;i;ii integlate' P'";;; ;;steral6 ofer6' o abordare multidimensionald'

imbin,nd perspectivere teoretice apioflrndate ;;;;;;i:ip1or?rionrr" ,?ffiil;;;tb;t"d astfel la dezvoltarea expertizei

^rpecrIizaL 
qi a capacitltii de cercetare aplicata'

Dup6 finalizar." *ro,iillol ;;;-";rir.rtf,p* opta p^entru conrinuarea parcursului academic prin accederea ta ciclul III

_ srudii doctorare, in cadrur gcolii Doctor"rrU $iilF.s9ci.ar1, "p"*t,"rira 
incepdnd cu anul )0t5' Rtogtumul doctoral

reorezint, cea mai inart' forml de educalie 
-aJua.*i.a 

Ei o. ".r"Jil;;;;#t, 
oferind cadrul institulional penhu

aprotundarea airecli,or Je cercetare in sfera.;;;;tii qi r"iuti,o, p,riit.., ;;tb"ild ra dezvoltarea cunoaqterii qtiinlifice

f*ft#flifffiT*JH*TilTl',,'.1tr1":flffi'J:,11*3l1,"i,',T,ftq*.g"^:,"1e 
trei cicluri consecutive de studii

universitare - ricenp, masterat, doctorat - ffi;;p*a r, a.iri"a concordanp cu principiile spaliului European al

invdydmdntutri srprliir?i"., Jr*arrJ"i. r#*"i."ri ir' a."13'r'i fi#;&;icarii' Aceasia permite mobilitatea

academic. verticar. qi asigur, compatibilita#;, p.g;;;;l; ,i*irur. aililnrtitugil. universitare e,ropene qi internalionale'

g. competen{ele generare gi profesionare asigurate de programut de studii (preluat din Standardul de calificare)

'C31:S{::#":"#:rZn:^cu d_ate ri informalii din interiorur qi exteriorur organizaliei

cG 2. Asiguru."u p.o."r,rt.i de organizar, $i;;i; ; u"tiritalito. ;;";il;;;e gi relalii publice, publicitate gi promovare

:: I gmrg':*:i:lH *il'"ffiti:' u"""': llP:::'::i:**cere 
qi distribuire a confinutur,or de comunicare

CG 5. Gestio,,*tu prottt"lui de distribuire a produselor de comuntcare

cG 6. Evaluar.u "orr]r#i 
u .nli""t"i activitdlilor de comunicare realizate

2. C omPetenle Pr ofes i onal e :

?;:;;:::-:J;f3:f;3;olrs:'fr','"'#Ji,Tiffi:ifi:ffi*:1";.- 
qi extern, adaptab,, priorir6li'1or instituliei

CP 3. Ciearea materialelor de relalii publice

*IntLXf*;ffi ff l5lTr:"::f,]lffi Hiii,',ur,desr6qurareatntdlnirilorcucaracterofi 
cial

cp 6. Disribro., #"iJrJnr"ri. r.r"rri puutice ln spaliul extraorganizalional

cp 7. procesarea informaliilor in vederea "r""b"dtfi;;d.r"ror 
p,iuii.itare qi conceperii activitalilor de promovare

3i B 3ifii#11$:LT'?:ffi:l'#1i. d.,oft*u,:-TIff:'.*.:l?i""J$fn",iff"rorpubricitare sipromolionare

cp 10. Realizarea activit{ilor d. prornoru.l r, rp"rirr nyulrc l uunurilor qi serviciilor

CP 11. oistriu'ireJlr"J"itr"t p':ulicitare Ei promotionale in circuitul

lui CNC

ar*p"t""te get ."ale/profesionale
ffieacalificdriipoate:

intern qi

;;-;;c"""a!ionalinprocesuld":'-:lXlt:T"f *f,:"fffi#iffi **r.ri"i.i.nia qi rentabil' a activit,lilor
orut qi

exteriorul organizatiei



ffid cu factorii de decizie interni qi

entitA$ din mediul extern (organizatii neguvernamentale,

agenli economici,organe ale puterii de stat, mass-media'

s6cietatea civild), in vederea facilitirii transferului de

informalie qi sporirii competitivita{ii qi vizibilit{ii in spaliul

CC Z. esigurarea procesului de organizare Ei realizare a

activitAUloi de comunicare qi relaiii publice, publicitate qi

3. etabora diverse produse de comunicare (sub form[ de

mesaje qi activitEli de relalii publice, produse publicitare,

mateiiaie de promovare), reieqind din necesit{ile organizafiei

si scopul urmirit, in vederea disemin@

CG 3. Crearea produselor de comunicare

+. utitira ef.ie"t i*trumente TIC qi programe de software '

specifice in activit{ile profesionale de concepere qi

distribuire a produselor de comunicare integrate, complexe,

pentru a tpoii calitatea qi atractivitatea lor pe pia{a media,

asieu$ndun feedback pozitiv ain panea p*tl

entelor digitale in Procesul

de producere qi distribuire a confhuturilor de comunicare

ffi qi externe de comunicare, Pentru

integrarea produselor de comunicare complexe in circuituleEEcesttonarea procesului de dishibuire a produselor de

@cului {inti (organizalii, tnass-media,

societatea civiltr, contribuabili simpli) asupra activitdtii de

comumcare
desfldqurate,incondiliidemonitorizarecontinudaatitudinii

CC O. p,ratuarea constanti a eficien{ei activitdlilor de

?I.e"tir" 
" 

aorr*entare ditaliatl qi multiaspectualE prin

colectarea datelor qi informaliilor privind contextul de

comunicare qi produsul ce urmeazf, a fi elaborat, in vederea

stabilirii metodelor qi instrullgntglglde-lggll'

Cp l- nUUotarea produselor de comunicare prin procesarea

8. tmple"rerta strat"gia de comunicare a instituliei, in

condiliile procesului de actualizare constantS, dezvolt6nd

mecanisme de consultare a opiniei publice, In vederea

amplificlrii relafiilor de incredere qi colaborare eficientI'

9. prezenta produse ale procesului de comunicare intern6'

elabordnd materiale privind procesele comunicafionale

institulionale (rapoarte, statistici, newsletter, materiale

informative, documente scqqg&rm3]e

@ei de comunicare institulionall
la nivel intern qi extern, adaptabild priorit{ilor institutiei

10. *da"t'd di"e.te *at"riat" O"."tatii p"Utice (sub form[ de

comunicate, fiqiere de presd, mape de pres[, revista presei,

declaralii de piesa, discursuri, invitafii, articole pentru site-ul

institulional), in vederea facilitdrii transferului de informatii

CP 3. Crearea materialelor de relatii publice

contacte cu reprezentantii 4gqq:!qg{El

@e pentru Presd (sub formd de

conferinle, briefinguri, tururi de pres6, vizite 9: pt"t4 . . .

recepfii pentru pr"ta;, in vederea impulsionbrii procesului de

p.odu"ge a maGrialelor jurnalistice-qi stabilirea de noi

Cp +. Conceperea evenimentelor speciale pentru pres[

n;rCrntra intatnill c" caracter oficial (sub form[ de

htrevlderi, negocieri, vizite de lucru, lntruniri, interviuri'

acorduri de colaborare, reuniuni,jubilee, etc), prin

implementarea cerinielor privind protocolul gi ceremonialu.l

institulional.
13. desfaqura activitati de instruire qi asistenti factorilor de

decizie piiuirra apariliile publice, in vederea pregltirii

u..ttotu pentru suslinere interviurilor, discursurilor oficiale qi

@e protocol qi ceremonial in

desfdqurarea intdlnirilor cu caracter oficial

ile massmediei, tn

vederea distribuirii materialelor de relalii publice in

concordan{i cu necesit{ile strategice qi solicitdrile parvenite

la adresa institutiei.
15. administra pagina web qi conturile instituliei de pe

r"1rf"t. de socialiiare, prin aplicarea instrumentelor digitale

de elaborare gi integrare a continuturilor in reteaua internet

(plasarea articoleloi integrate, postlrilor, comunicatelor'

gestionarea comentariilor)
i6. gestiona materialele publicate tn mass-media radilionalf,

(radlo, il, presd print) qi pe platformele instituqiilor de presf,

eF?. Distribuilea mte.ialelor de relalii publice in spaliul



@e monitorizare constanta a imaginii
instifirtiei in snatiul nublic.

ffitn vederea elaborlrii produselor

publicitare Ei conceperii activitdlilor de promovare

17. evalua piala pentru a stablll pozlponarea $1 \
produsului sau serviciului in spaliul informagional public, sau

pentru a dezvolta oportunitIti de piap pentru produsele qi

serviciile noi.

1g. stabili publicul !int6 cltre care se orienteaz[ activitatea de

publicitate qi promovare, in vederea elabor6rii profilului

psiho sociologic al audienfei strategice.

CP 8. Generarea produselor publicitare 19. elabora conceptul pentru dlverse mesaJe cu conlurut

publicitar (in format text, audio, video, produs integrat),

iespectdnd cerinlele de realizare a acestora in func1ie de tipul

dg publicitate selectat.

20. crea materiale de publicitate pentru diferite medii de

publicitate (mass-media tradifionald, mass-media digitald,

spatiul web, publicitate indoor 9i outdoor), tn vederea

realizlrii obiectivelor de vdnzdri.

eF 9. Utitira."a eficient[ a programelor de software in
procesul de elaborare a produselor publicitare qi promofionale

21. aplica programe de sottware speclllce nollol

.r.ur.u p.odut.tot publicitare qi promogionale integrate, ln

vederea fortificdrii ialit{ii qi atractivitaUi acestor

ffinale (sub formd de broquri,

pliante, story-uri, pop-upuri pentru rele1e sociale, flyere,

*unuui" deidentiiati vizuali, spoturi de promovare, articole

cu elemente de identitate institulional[), prin aplicarea

programelor de machetare pentru imagine qi text in procesul

de editare comPuterizatd.
23. desfdEura activit{i specifice de promovare a bunurilor qi

serviciilor in mediul offline qi mediul online (sponsorizdri,

evenimente de networking, prezentdri, retarghetare, campanii

de influencing, etc), pentru a mdri prestigiul qi gradul de

renrnnnstere al m[rcii.

Cp tO. ReaHzarea activitdfilor de promovare in spatiul publlc

a bunurilor qi serviciilor

@ publicitare gi promofionale in

circuitul informational

24. gestiona distributrea proctuselor puDllclmle- i
prorirolionale in spaiiul offline qi online, utilizdnd
'instrumentele ,p"iifi". de promovare, tn vederea facilitlrii
procesului deciiional ae aChizilie a produselor gi serviciilor qi

consolidare a m6rcii.



Explanatory Note for the Study Program in Communication and Public Relations

l. Brief presentation of the specialty profile, as well as the professional training field and general field of study'

Graduates of the communication and public Relations study program obtain the qualification of Bachelor of communication

Sciences, level 6 NeF, certiffing the advanced competenciis nei"ssary to excel in managing communication flows betiveen

organizaiions and their target audiences. Specialists trained within this program acquire the ability to design and implement

iniovative communication strategies adapted to contemporary market demands'

The program falls within the professional training netd orzt iournalism and communication, part of the general field of study 032

Journalism and Information. Experts in commun-ication and public relations coordinate organizational communication processes,

develop internal and external communication strategies, manage corporate image and institutional reputation, mediate relations with

mass media, and develop public relations campaigns in the political, economic, cultural, and social spheres'

This qualification provides in-depth knowledgl regarding the theoretical foundations and applied instruments of strategic

communication, public opinion research methoiologi, mecf,anisms for building and consolidating institutional image' as well as

the interdependence between organizational communication systems and other iocial structures. Developed competencies include

iialyzing communication contJxts, designing persuasive -irrug.s, creating institutional communication materials, managing

image crises, and evaluating the effectiveness oiimplemented stralegies. The main responsibilities of specialists in communication

and"public relations involvJmonitoring the informaiion environment, identiffing communication opporhrnities, developing content

for various media channels, organizin[public events, managing stakeholder relations, and evaluating communication performance

through feedback provided by targeted groups.

The study program totals lgb transferJbte BCts credits, ensuring comprehensive preparation for graduates' integration into the

labor market or continuation of studies at the master's level.

2. program objectives, including their correspondence to the university's mission, alignment of the study program and the

contenls of the Curriculum with international trends in the field
The communication and public Relations study program aims to train highly qualified specialists in shategic communication, in

accordance with the universiry,s mission to a.u.top prk ssional competenJies adapted to the requirements of contemporary society'

The main objectives include:
r' Establishing theoretical foundations in communication sciences and developing critical thinking in analyzing

contemporary communication phenomena;

r' Developing competencies for designing and implementing institutional communication and public relations strategies;

./ Cultivatin[ persuasive public speaking] oratory, and effective communication skills for diverse audiences;

r' Mastering methods of creating anA managing oiganizational image and reputation;.

,/ Developing capabilities for producing digitai ana multimedia content for new media platforms;

,/ Forming competencies for pianning and implementing public relations and advertising campaigns;

./ Mastering criiis communication techniques and conflict mediation;
,/ Developing organizational branding and storytelling skills'

The multidimensional character of the program .ruo", intelated training according to the European Qualifications Framework,

creating specialists in institutional communication, public-relations, *o aigitut marketing. The curricular structure balances

fundamental disciplines such as Introduction to comrnunication Sciences and Institutional communication with applied disciplines

such as Image Formation and Management Techniques and Social Media Promotion Methods' The attention given to new

technologies through cowses in Artificial Intelligence in PR and Advertising and New Media demonstrates alignment with

international trends in the field. The curriculum eriphasizes the development of practical competencies through.the application of

knowledge in creating pR products, advertising campaigns, and muliimedia productions, reflecting international standards in

taining specialists in itre neta. partnerships *itfr p.or"sii nal organizations offer students opportunities to practically apply their

knowledge in real communication and public relations projects, ficilitating their integration into the labor market'

3. Assessment of economic and social sector expectations (studying the requirements of the National Qualifications

Framework)
The communication and public Relations study program is continuously developed and updated through systematic consultation

with representatives of the economic and social ,."t'orr, thus ensuring ioncordance between developed competencies and actual

labor market requirements. The faculty maintains an open dialogue wiih employers from various fields - cornmunication and public

relations agencies, communication departments within public aid private institutions, image and reputation consulting companies,

non-goverrlmental organizations, and media. The assessment of labor market expectations is conducted through strategic

parfirerships with relevant organizations, periodic consultations with field specialists, market studies regarding the evolution of

professions in the communilation and-public relations sphere, as well as analysis of feedback received following students'

internships. These mechanisms allow for precise identihcation of professional competencies requested by employers and

appropriate adaptation of curricular content, consultations with .*p.rt, in the field have highlighted the necessity of training

specialists capable of conceiving and implementing integrated communication strategies, managing relationships with various

categories of the public, developing persuasive clontent for digital platforms, and using contemporary tools for analyztng

communication effectiveness.
Additionally, employers emphasize the importance of developing crisis management skills,,intercultural communication abilities,

and utilization of emerging technologies in public relations. ihJp.o".s of c6ntinuous evaluation and improvement of the study

program respects the requirements of the National eualifications Framework, ensuring the formation of general and specific

competencies necessary for occupying professional pisitions in the field of communication and public relations' This strategic

approach allows the institution to prepare specialists with a higl degree of adaptability to labor market dynamics and with the

.upu.rty to respond to cuffent organizational communication challenges.



4. Partner consultation in the study program development process

The Communication and public Relations"study program is developed through consultation with multiple categories of partners,

each contributing their perspective to the continuour'1*pror.*ent of the educational offering. The process includes the following

concrete components:
Academic community consultation: Faculty members from the Department of communication and Information Theory conduct

periodic analyses of ihe program, proposing modifications based on disciplinary evolutions and feedback from teaching activities'

ihese analysis are discuis.d in d.purt.ent meetings and presented to the Faculty Council.

Student feedback: course evaluation questionnaireiare applied at the end ofeach semester, measuring content relevance, teaching

methods, and general satisfaction. Results are centralizea uy ttr. Quality Management Section of MSU and discussed within the

department for imp lementing necessary adj ustments.

lnvolvement of professional partners: The program benefits from collaboration with organizations such as communication agencies

and pR departments from pubtic and private institutions, which provide specific feedback regarding competencies needed by

graduates. bonsultation -."tirg, are held semesterly, and recommendations are documented and analyzed by the program team'

Intemational consultancy: ThrJugh parlicipation in"international projects and academic mobility programs' department members

identify innovative educational practices that can be adapted to ttre toiat context. collaborations with partner universities have led

to program updates, including the inhoduction of new diiciplines or revision of teaching methodologies'

Following these consultations, the study program has been adapted to include more practical components, emerging digital

technologies, and interdisciplinary approaches. The consultation process is documented through meeting minutes, evaluation

reports, and concrete proposals ior modifying the curriculum, af of which are available in the department archive' Periodic

consultations allow for'identification of gaps bitween formed competencies and labor market needs, guiding efforts to improve the

curriculum and teaching-learning-evaluation methods.

5. Relevance of the study program for the labor market
The communication uno prutiJ nelations study program directly responds to current and prospective needs of the labor market, in

a context where strategic communication and reputuion rnunug"rn.nf huu" become essential fimctions in alt types of organizations'

The curricular structue is developed in accordance with recognized professional standards in the field and with employer

requirements regarding necessary cbmpetencies for specialists in communication and public relations'

The program,s relevance is ensuied through the balance between solid theoretical foundation and pronounced practical orientation'

with'graluates acquiring both conceptuaiknowledge and technical skills immediately applicable in the professional environn:ent'

The disciplines integrat-ed into the curriculum covir the entire spectrum of organizational communication, from. commrurication

shategies and leadership io uarun"ed branding and digital communication techniques. The student-centered approach uses

interactive teaching-learning methods, simulatiJns, 
"ur. 

-rtudi.r, 
and practical projects developed in collaboration with pafiner

organizations.
The involvement of field specialists in teaching activities strengthens the connection with labor market realities and offers students

authentic professional models. periodic .ruLiutiom conducted together with employers confirm the progtam's alignment with

contemporary trends in the field of communication and public relations, ensuring the formation of competitive professionals capable

of responding to the complex communication challenges of modern organizations.

6. Employment possibilities for graduates, correlated with coRM and ESCO

Graduates of the Communication and public Relations study program benefit from extensive employment prospects in various

sectors of the economy, due to the transversal nature of the developed competencies. According to the occupational classification

of the Republic of Moldova (coRM) and the European Skills/competences, Qualifications and occupations classification (ESCo),

graduatei can professionally integrate into the following occupations:
./ Public Relations Specialist;
r' SpokesPerson;
/ CoPYvgriter;

Social Media Manager;
Advertising Specialist;
Brand Manager;
Communication Consultant;
Corporate Communication Specialist;

Digital Content Manager;
Protocol and Ceremonial Specialist;

Event Manager;
Crisis Management Consultant;
Political Communication Specialist;

r' Image Analyst;
/ CommunicationDirector.
The versatility of the program allows graduates to work in various organizational environments, including public relations and

communication agencies, communication departrnents within public and private institutions, non-governmental -organizations,
image and reputation consulting companies, advertising agencies, or as indeiendent specialists, The continued development of the

strategic communication sector, amplified by acceleratld 
-cligitalization 

of the economy, creates the premises for sustained demand

for specialists with advanced competencies in communicatioin and public relations, ensuring favorable career prospects for program

graduates.



7. Access to studies for holders of diptomas obtained after completing the respective study program

Holders of a bachelor's degree after graduating from the Communication and Public Relations study program benefit ffom a

comprehensive framework Jf opportun-ities for deepening and extending their academic and professional haining. The educational

pattrcan continue organically itrougtr access to higheicycles of university studies, thus configuring a complete trajectory for

developing scientific and applied competencies in the field of communication sciences.

First, graiuates of the bacheior's p.ogiu- have the possibility to continue their training in cycle II - master's studies, accessing the

spe"iiired program in public Rilations and Advertising. This curricular continuity ensures the consolidation and deepening of

fundamentai competencies previously acquired, facilitating advanced specialization in the_fie1ds of strategic communication,

contemporary public relations, and intlgrated advertising. The master's prog.am offers a multidimensional approach, combining in-

depth theoreiical perspectives with inn&ative professional practices, thus contributing to the development of specialized expertise

and applied research capacity.
After completing master's ,todi"r, graduates can opt to continue their academic path by accessing cycle III - doctoral studies, within

the Doctoral School of Social Sciinces, operational since 2015. The doctoral program represents the highest form of academic

education and advanced research, offering the institutional framework for deepening research directions in the sphere of

communication and public relations, contriblting to the development of scientiflc knowledge in the field and to the formation of
highly qualified researchers and teaching staff.

ttls ffiortart to emphasize that this integrated educational architecture, structured on the three consecutive cycles of university

studies - bachelor's, master's, doctoral - is designed in full accordance with the principles of the European Higher Education Area

and with international standards in the field of communication sciences. This allows for vertical academic mobility and ensures

compatibility with similar programs from European and international university institutions.

g. General and professional competencies ensured by the study program (taken from the Qualification Standard)

l. General competencies:
GC 1. Eflicienfoperation with data and information from inside and outside the organization

GC 2. Ensuring ihe process of organizing and implementing communication and public relations, advertising, and promotion

activities
GC 3. Creating communication products

GC 4. Efficient use of digital tools in the process of producing and distributing communication content

GC 5. Managing the distribution process of communication products

GC 6. Constant evaluation of the efficiency of communication activities

2. Professional competencies:
PC l. Developing communication products through information processing
pC 2. Operationilization of institutional communlication strategyat internal and external levels, adaptable to institutional priorities

PC 3. Creating public relations materials

PC 4. Designing special events for the press
pC 5. Apptying protocol and ceremonial requirements in conducting official meetings

PC 6. Distributing public relations materials in the extra-organizational space
pC 7. Processinglnformation for developing advertising products and designing promotional activities

PC 8. Generating advertising products
pC 9. Efficient use of soft*i.i progru*s in the process of developing advertising and promotional products

PC 10. Conducting activities to promote goods and services in the public space

PC I l. Distributing advertising and promotional products in the information circuit

General/Professional Competencies Learnine Outcomes according to NQF level

The Rraduate candidatefor quqlficqllgrt qt!!tb!!gn 39!:

GC 1. Efiicient operation with data and information fiom
inside and outside the organization

1. evaluate information and data collected from the internal

and extra-organizational environment in the documentation

process, in order to effrciently and cost-effectively carry out

specifi c professional activities.

GC 2. Ensuring the process of organizing and implementing
communication and public relations, advertising, and

promotion activities

2. establish effective collaboration with internal decision-

makers and entities from the external environment (non-

governmental organizations, economic agents, state power

bodies, mass media, civil society), in order to facilitate

information transfer and increase competitiveness and

visibilitv in the public space.

GC 3. Creating communication products f. Oerretopvarious communication products (in the form of
messages and public relations activities, advertising

products, promotional materials), based on organizational

needs and intended purpose, for dissemination to the target

audience.

GC 4. Effrcient use of digital tools in the process of producing

and distributing communication content

4. effrciently use ICT tools and specific software in
professional activities of designing and distributing
integrated, complex communication products, to increase

their quality and athactiveness in the media market, ensuring

positive feedback from the targe! audience

9. List of



S*sete"t i"t.,mal and external communication channels for

integrating complex communication products into the

information circuit.

CC S. tvtanaging the dishibution process of communication

activity carried out, under conditions ofcontinuous
monitoring of attitudes toward the

6. synthesize target audience reactions (organizations' mass

meilia, civil society, simple taxpayers) to the communication
CC O. Constant evaluation of the efficiency of communication

activities

Z. conauct detailed and multi-aspect documentation by

working methods and tools.

collecting data and information regarding the communication

context und tir" product to be developed, in order to establish

PC i. Developing communication products through

information processing

& lrrpt"m""t the institution's communication strategy, under

condiiions of constant updating, developing mechanisms for

consulting public opinion, in order to ampli$ relationships

of trust and efficient collaboration'
9. present products of the internal communication process,

developing materials regarding institutional communication

procesies (reports, statistics, newsletters, informative
materials, formal written doquments

PC 2. Operationalization of institutional communication

strategy at internal and external levels, adaptable to

institutional priorities

10. draft varto"s public relations materials (in the form of
press releases, press files, press kits, press reviews, press

statements, speeches, invitations, articles for the institutional

website), in order to facilitate the transfer of information to

PC 3. Creating public relations materials

11. org"nrr" special events for the press (in the form of
conferences, briefings, press tours, press visits, press

receptions), in order to stimulate the process ofjournalistic
material production and establish new contacts with media

PC 4. Designing special events for the press

tZ, organ re ofiicial meetings (in the form of meetings,

negotiations, work visits, gatherings, interviews,

collaboration agreements, reunions, jubilees, etc.), by

implementing requirements regarding institutional protocol

and ceremonial.
13. conduct training and assistance activities for decision-

makers regarding public appearances, in order to prepare

them for supporting interviews, official speeches, and press

fC 5. Applying protocol and ceremonial requirements

conducting official meetings

fA. estaUtisfr collaborative relationships with media

institutions, in order to distribute public relations materials in

accordance with strategic needs and requests addressed to

the institution.
15. administer the web page and institution accounts on

social networks, by applying digital tools for developing and

integrating content on the internet (placement of integrated

articles, posts, press releases, comment management)'

16. manage materials published in traditional media (radio,

TV, print press) and on online press institution platforms

regaiding the organization, under conditions ofconstant

monitorine of the institution's image in the public space'

FC O. OistrlUuting public relations materials in the extra-

17. eral*te the market to establish the positioning and

visibility of the product or service in the public information

,pu.", o, to develop market opportunities for new products

and services.
18. establish the target audience towards which the

advertising and promotion activity is oriented, in order to

develop the psycho-sociological profile ofthe strategic

products and designing promotional activities
PC 7. Procetsing information for developing advertising

19. derelop tht-oncept for various messages with

advertising content (in text, audio, video, integrated product

format), respecting the requirements for their realization

depending on the selected type of advertising' 
-

20. create advertising materials for different advertising

media (traditional media, digital media, web space, indoor

and ouidoor advettising), in order to ach

PC 8. Generating advertising products



@ia software Programs in creating

integ atea idvertising and promotional products, in order to

and attractiveness in the market.

ffie programs intheProcess of
developing advertising and promotional products

,r. de*lop p-m"tt"nil materials (in the form of brochures'

leaflets, stories, pop-ups for social networks, flyers, visuai

identity manuals, promotional spots, articles with elements

of instltutional identity), by applying layout programs for

image and text in the computerized editing process'

23. ionduct specific activities to promote goods and services

in offl ine and online environments (sponsorships,

networking events, presentations, retargeting, influencing

campaignsl etc.), to increase brand prestige and rec

@s to promote goods and services in

and Promotional
products in offline and online spaces, using specifit 

, , - -
piomotion tools, in order to facilitate the decision-making

pror.r, for product and service acquisition and brand

onal Products in

the information circuit



MATRI6EA DE 66RELARE A coMpETEIyfELoR $I A REZWTATELOR iNVATARI DINSTANDARDI]L DE CALIFICARE cU
DISCPLINELE/IVIODIJLELE DIN PLANIJL DE IIWATAMANT

tTWATAruI AFERENTE PROGRAMULTI DE STUDIIISTA COMPETENTELOR SI A REZTILTATEI,OR

Competen{e generale/profesionale Rezultate ale invi(irii 
"onforlq-lqw4glglCNC

Ah.solventul candidatul la atribuirea calificdrii poate:

@6 cu date qi informalii din interiorul qi exteriorul

organizafrei

l.evalua informa{iile gi datele colectate dm medlul rntern 9l exra-

organiza,tional in procesul documentirii, in vederea realizdrii intr-o manierl

eficientl qi rentabili a activitellor profesionale

2. stabili o contu".rarc efectivd cu factorii de decizie intemi gi entitili din

mediul extern (organizafii neguvernamentale, agenfi economici,organe ale

puterii de stat, mass-media, societatea civil[), in vederea facilitdrii

transferului de informafie gi sporirii competitivit[]ii 9i vizibilit[tii in spa{iul

public.

Cg Z. Asigurarea procesului de organizare qi realizare a activttdfilor de

comunicare qi relafii publice, publicitate qi promovare

@duse de comunicare (sub forml de mesaje qi activitd,ti

de rela(ii publice, produse publicitare, materiale de promovare), reieqind din

rr"""rif,e,tii" organizafiei qi scopul urmdrit, in vederea diseminlrii c[tre
nrrhlicrrl tinti-

CG 3. Creareaproduselor de comunicare

CG 4. Utitirare, eficientd a instrumentelor digitale in procesul de producere

qi distribuire a con,tinuturilor de comunicare

4. utiliza eficient insftumente Tlc qr programe de software specflce m

activit[file profesionale de concepere qi distribuire a produselor de

comunicare integtate, complexe, pentru a spori calitateaqi atractivitatea lor
pe piata media, asigurand un feqdback pozitiv din partea publicului tint[.
5. *t""t" *ralele interne gi externe de comunicare, pentru integrarea

produselor de comunicare complexe in c
cc s. Gestionarea procesului de distribuire a produselor de comunrcare

6rt"t"tir" .*"tttl" publicului !int[ (organizalii, mass-media, societatea

civil[, contribuabili simpli) asupra activitefli de comunicare

desfEgurate, Ar condifli de monitorizare continu[ a atitudinii faJn de

orsanizatie.

CG 6. Evaluarea constant[ a eficien{ei activitefllor de comuntcare realtzate

7. r"*li^ " Aocumentare detaliatd qi multiaspectuald prin colectarea datelor

qi informa(iilor privind contextul de comunicare qi produsul ce urmeazd a fi
elaborat, in vederea stabitirii

CP 1. Elaborarea produselor de comunicare prin procesarea intorma{nlor

@omunicare a institutiei, in condiliile procesului

de actualizare constantS, dezvoltAnd mecanisme de consultare a opiniei

publice, in vederea amplificdrii rela$ilor de incredere 9i colaborare eficient[.
g.prezentaproduse ale procesului de comunicare intem[, elabor6nd

materiale privind procesele comunicafionale institutionale (rapoarte,

statistici, newsletter, materiale rnformative, documente

CV Z. Operafionalizarca strategiei de comunicare institulionali la nivel rntern

qi extern, adaptabil[ prioritililor instituliei

ffiderelaliipublice 10. ."d""t" dit *e materiale de relalii publice (sub formi de comunicate,

fiqiere de presI, mape de pres5, revista presei, declaralii de presa, discursuri,

invitalii, articole pentru site-ul institu{ional), in vederea facilitdrii

transferului de informatii cltre publicul interesat.



es[ (sub formi de co-nferin{e'

Urienrr"guri, tururi de presi vizite d" ptese, recepfii pentru-pres[)' in vederea

i-prrfrlon#i procesului de produclie a materialelor jurnalistice 9i stabilirea

de noi contacte cu reprezentantii mass-mediei' - - - -

CP 4. Conceperea evenimentelor speciale pentru pres[

ial (sub forml de intrevederi' negocieri'

,irit"i" lucru, intruniri, interviuri, acorduri de colaborare, reuniuni, jubilee,

etc), prin implementarea cerinlelor privind protocolul qi ceremonialul

institufional.
13. desfdgura activitSs de instruire qi asisten(i factorilor de. decizie privind

apari[iile publice, in vederea preg[tirii acestora pentru suslinere

interviuriior, discurstnilor oficiale qi declaratiilor de pres['

col qi ceremonial in desfEqurarea

int6lnirilor cu caracter oficial

stitugiile massmediei, in vederea

distribuirii maierialelor de relafii publice in concordanlE cu necesitllile

strategice qi solicitdrile parvenite la adresa.instituliei'

tS. a&ninistra pagina *"U gi conturile institufiei de pe re{elele de.

socializare, prin ulti"-"a instrumentelor digitale de elaborare qi integrare a

conlinuturiior in r!,tea,ra internet (plasarea articolelor integrate, postdrilor,

comunicatelor, gestionarea comentariilor)'

to. gestiona malerialele publicate in mass-media radilionali (radio, tv, presl

prinl) ;i pe platformele institutiilor de presd online privitor la

Lrg*rir"i*,in condif,i de monitorizare constantd a imaginii institufiei in

sPafl ul exff aorganizafional

ea qi vizibilitatea produsului sau

serviciului in rpugut informalional public, sau pentru a dezvolta oportunitali

de piali pentru produsele qi serviciile noi'

ig. rt"biii publicul lint[ citre care se orienteazi activitatea de publicitate qi

pro*or*i in vedeiea elabordrii profilului psiho sociologic al audienfei

rlrii Produselor Publicitare qi

conceperii activiti{ilor de promovare

nfinut Publicitar (in format

text, audio, video, p.odrt integrat), respectdnd cerin{ele de realizare a

acestora in funclie de tipul de publicitate selectat'

2A. creamateriaie ae puUticitate pentru diferite medii de publicitate (mass-

media tradi(ionala, mass-media oigitutu, spaliul web, publicitate indoor qi

outdoor), in vederea realizdni obiectiuelor de'

Cp 8. G"tt"rarea produselor publicitare

ilor media in crearea Produselor

p"Ulii,i *" qi iromolionale integrate, in vederea fortificdrii califfilii qie software in Procesul de elaborare

a produselor publicitare qi promolionale

sPafiul Public a bunurilor qi I de broquri' Pliante' story-uri'

p"p*p*i pentru retele sociale, flyere, manuale de identitate vizuald, spoturi

i" o.o',,or*, articole cu elemenie de identitate institulio



pentru imagine Ei text in procesul de

isiul si sradul de recunoaqtere al mdrcii'

editare computerizat[.
23. desflqura activit[fi specifice de promovare a bunurilor qi serviciilor in

mediul offline gi mediul online (sponsoizdti, evenimente de networking,

prezentdri,retarghetare, campanii de influencing, etc), pentru a mlri

ublicitare qi promofionale in spaSul

offlire gi online, utilizand instrumentele specifice de promovare, in vederea

facilitirii procesului decizional de achizi{ie a produselor 9i serviciilor qi

citare qi promofionale in circuitul



MATRTCEA DE conEr,ARE A CoMPETENTELoR $r REzuLrArEroR tr\vAtstraiaTiffiND** DE CALTFTCARE cu DrSCIPLrNELE/MoDULELE DIN

CORRELATION MATRIX OF THE LEARNING Rr,r;ULTS, FORMED WITHIN THE PROGMM WITH THOSE OF THE COURSE WITS / MODULES

Denumirea
unitl$i de

curs

Codul
unitlfii
de curs

Nr. de

credite de
studii

Comp.

CP5 CP6Gen. Pr.
CP6 CP6 CP7 CP7 CP8 CP8 CP9 CPlO CPlO CPlI

CGI cc2 CG] CG4 cGs CG6 CPl CP2 CP2 CP3 CP4 CP5

Rezultate ale
invl{irii conform
nivelului CNC

1l t2 13 l4 15 16 t7 18 19 20 2l )1 23 24

I ) 3 4 5 6 7 8 9 10
0,5 0,s 0,5

lntroducere in
qtiinlele
cornunicirii

F.O.01 6 1 i I 0,5

0,5

0,5 0,s

1,7 s 1,s
Teoria gi

practica
relagiilor
oublice

F.O.02 6 l, /) U,)

0,5 0,5

0,s

0,s 1,5 0,s
Tehnica vorbirii
Diclie qi

oratorie

S.A..03

s.A.04

4 il)

0,5 o5 0,s 0,s n5 0,s 0,25 0,25
Comunicarea F.O.05 5 0,25 0,25 0,25 0,25

2 2
Norme qi

i nterpretiri
F.O.06 4

1 I 1

I-imba straini
pentru
comnnicare

G.O.07 5
)

Educalia fizicd G.O.08
Limba romAnd

de comunicare
G.O.09

1

1

1 o5 0,s
Cadrul
relational
institutional

F.O 10 5 I I

2 2
Legislafia in
domeniul
mediatic-
comunicational

F.O.11 4

0,s

1

0,s

I

0,s 0,s 1

Etici qi

integritate
orofesionald

G.O.12 5 1

1 1

Teoria imaginii

Interpretarea $i
perceplia
simbolului in
commicare

s.A.13

s.A.14

4 0,5 o5

1

Strategii de

comunicre qi

Leadership in
Relalii Publice

Managementul
Resurselor
Umane

s.A.l5

s.A.16

5 1 1



9 10 1 l, l3 t4 15 16 17 18 19 20 2l .,, 23 24

Ri I , 3 4 6

Filosofie qi

eAndire criticl
s.o.17 4 2 2

Educalia fizicf, G.O.l8
Practica de

inifiere in
specialitate

sP.o.l9 3 I I 0,s U,)

Limba romand
de cornunicare

G.O.20
7

Discurs pubiic
qi nersuasiune

F.O.2l 4

2

0,s

)
Metodologia
cercetirii

F.O.22 5 1

0,s 0,5 0,5 0,s

Comunicare ;i
dialos cultrual

F.O.23 5 0,5 0,5 05 0,5 0,s

-U,5 0,5 0,5 0,s 0,s 0,s 0,5

Produse de PR

Produse
nublicitare

s.A.24

s.A.25

6 1 0,5 U,}

1 1 1

Inteligen,td
artificiali in PR

qi publicitate

Design Si artl
vizuali

s.A.26

s.A.27

4 0,5 U,)

Republica
Moldova:
istorie, politicS"

societate
Cultura
comunicirii
interpersonale gi

organizafionale
Antreprenoriat
inovativ
Integrate
europeane
Etica li estetica

u.A.28

u.A.29

u.A.30

u.A.31

u.A.32

5 1 2 2

Proiect de

cercetile
s.o.33 I 0,5 0,25 0,25

n5 0,5 0,5 0,5 0,s 0,5

Metode de

promovare pe

social niedia
Creativitate in
nublicitate

S.A. 34

s.A.35

4 0,5 o5

o5

1

0,5 1
1

Comunicare in
situalii de criza
Comuricaea
Intema

s.A.36

s.A.37

4 t)5 U,)

0,5 ns

0,5

Responsabilitate
sociali in PR qi

comunicare
Comunicarea
comunitard

s.A.38

s.A.39

4 0,5 U,5

n5 0,s 0,s

Metode de

cercetare

cantitative qi

calitative in

$tiinlele
cnmrniclrii

s.o.40 4 1
I

1 I

1

0,5



12 13 t4 15 16 l7 18 19 20 2l 11 24

I , J 4 5 6 7 8 9 11

Tehnici de

hlmare qi

montaJ
Editre video

s.A.41

s.A.42

4

10

1 1 1 1

I I I I

I I I I 1
I

Practica de
sneciatitate

SP.O.4J

0,s
i i 0,5 0,5 0,) U,)

Reputalie gi

mesai oublic
F.O.44 4 I05

New media
Produc!ie
multimedia

s.A.45

s.A.46

4 I 1

0,5 0,5 0,5

Tehnici de

fomare qi

gestionare a

irnaginii
Psihologia
reclamei

s.A.47

s.A.48

4 025 0,25 1 0,25 0,25 0,5

0,5 0,5 05

Instrumente de

marketing
digital
Mobile
Joumalism
(MOJO)

s.A.49

s.A.50

4 0,25

n?5

0,25 0,5 0,s 0,5 0,5

0,5 0,s o5

0,2s 1 0,25 0,25 0,s
Campanie de

comunicate
publici
Tehnici de

influenS qi

manipulare

s.A.51

s.A.52

SPO53

4

0,s

0,s 05 1

i0 1 1 I 1 1 I I
Practica de

orodnctie
0,s o5

0,25 0,25 0,s
Teoria
trgumenttuii $i
dezbatere
nublici

F.O.s4 J nr5 0,25

0,s 0,s
0,25 0,2s I

Storytelling in
relalii pubtice qi

publicitate
Redactarea

textului $i

s.A.55

s.A.56

3 0,25 U,/

71

1

Eticheta !i
protocol
institulional
Cestionarea
irnaginii publice

s.A. 57

s.A.58

3 0,s 0,5 1

10 11 13 14 15 16 17 18 19 20 2l )) 23 24

1
)
0J

J 4 5 6 7 I 9
I I 0,s

RT
0,5 0,5

0,s

Teorii qi tehnici
ale publicitalii
Campanii
oublicitare

s.A.59

s.A.60

4

0,5 0,s 0,5 0,5

Branding gi

identitate
comorativl

s.o.61 4

4

0,25 0,5 0,2s 0,25 or{

I 0,s 0,5 0,5 o5 I
Practica de

cercetare
sP.().oz I 1

I 1 1 1 1 1

Teza de licenti 9 I

180'TOTAL

RI


