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CALENDARUL UNIVERSITAR
ACADEMIC CALENDAR

PLANUL DE INVATAMANT PE ANI DE STUDII

Anul Activitdti didactice Sesiuni de examene Stagii de practicd Vacante
de } Didactic activities Examinations Internships vacations J
studii ' Sem. I Sem, II Sem. I Sem. II .
Acade }  Semester 1 Semester 1 Semester 1 Semester 11 Tarnd Primévard Vari
mic § Winter Spring Summer
year. ;
Anul Septembrie — | Februarie—mai § Decembrie — Mai — iunie Sem. IL, IV, V, VI lanuarie Tulie —
/71X decembrie February-may ianuarie May-june January Aprilie august
I September - December - April July-august
december Jjanuary
Anul Septembrie — | Februarie—mai | Decembrie — Mai — iunie Sem. IV lanuarie Aprilie Tulie —
1L decembrie February-may ianuarie May-june January April august
September - December - July-august
december january
Anul Septembrie — | Februarie—mai | Decembrie — Mai — iunie Sem. V, VI [anuarie Aprilie Tulie —
1 decembrie February-may ianuarie May-june January April august
September - December - July-august
december January
Total 40 saptaméni 32 s#ptdmani 6 saptdmani 6 s@ptamani 16 s#ptaméni 6 sdptdmdni]| 3 saptdméni 16
s#ptd 40 weeks 32 weeks 6 weeks 6 weeks 16 weeks 6 weeks 3 weeks s#ptamani
mani 16 weeks
Total
nr. of
weeks
STUDY PLAN ON YEARS OF STUDIES
Numiirul de ore pe tipuri de | Forma Nr.
Total ore activitati de credite
Number of hours No. of hours per type of evaluar | Nr. of
activity e credits
Cod Denumirea unitétii de curs Contact Studiu Assessm
Code Name of teh Course direct | individual o =y § g‘ ent
Total Contact | Individual E g £ = 28
Total Hours Study O S £ r§; _c% 2
@ S
1. 2. 3. 4. < 6. T 8. 9. 10.
ANUL ¥/ I¥" YEAR
Semestrul I/ ¥ Semester (15 sdptdmani/15 weeks)
Introducere in stiintele comunicérii examen
F.0.01 Introduction into Communication Sciences 180 90 90 30 60 exam 6
Teoria si practica relatiilor publice 15 15 30 examen
F.0.02 Theories and technics of public relations 180 60 J20 exam o
L, o | cumen
pEea e e 120 60 60 exam 4
S A04 Dictie si oratorie
S Diction and oratory
F.0.05 Com.um.car.ea mstltutlon?lﬁ . 150 90 60 30 30 30 examen 5
The institutional communication exam
o ¢ : examen
F.0.06 Norme si mterpretirl gr?matlcale 120 60 60 30 30 e 4
Grammar and interpretation rules
; : : examen
G.0.07 leb} striiind pentru comunicare 150 60 90 60 S 5
Foreign Language for Communicatio
Educatia fizic# evaluar
G.0.08 Physical education 15 15 15 e
evaluat
ion
TOTAL SEM. I 915 435 480 105 135 195 6 ex. 30
Total ¥ semester 1 ev.
G.0.09 *Limba rom4n# de comunicare 90 45 45 45 evalua
Romanian for communication re
evalua
tion




Numirul de ore pe tipuri de | Forma Nr.
Total ore activitdti de credite
Number of hours No. of hours per type of evalua | Nr.of
activity re credits
Cod Denumirea unit#tii de curs Contact Studiu Assess
Code Name of teh Course direct |individual o =y § %‘ ment
Total Contact | Individual E g g = g3
Total Hours Study | © § g5 28
v QA |3
|
Semestrul T/ 279 Semester (13 saptdmdni/13 weeks)
F.0.10 ?ad‘rul. relationa! institugional 150 78 7 39 39 examen 5
nstitutional relational framework exam
Legislatia in domeniul mediatic-
S examen
FO.11 | Comunicational = 120 52 68 26 2y exam 4
Legislation of media-communicational
sphere
Etici si integritate profesionald 39 39 examen
G602 Ethics and professional integrity L . 2 exam ®
Teoria imaginii
S.A.13 Image theory 26 26
Interpretarea si perceptia simbolului in 120 52 68 eiir;rzn 4
S.A.14 comunicare
Symbol Interpretation and Perception in
Communication
S.A15 Strategii de comunicare si Leadership in
Relatii Publice
-Commu.nzcatzot? Strategies and Leadership 150 50 08 26 26 examen 5
in Public Relations exam
S.A.16 Managementul Resurselor Umane
Human Resources Management
Filosofie si gindire critici (ODD) examen
SO Philosophy and critical thinking (SDG) 120 22 5 20 29 exam d
Educatia fizici evaluar
Physical education 13 e
G.0.18 13 13 evaluati
on
SP.0.19 Prac?icg dg in‘iti.ere ?n speci_alitate 90 70 20 examen 3
Speciality initiation internship exam
TOTAL SEM. II/ Total 2" semester 913 447 466 182 182 13 7 ex. 30
1 ev.
1828 882 946 287 317 208 13 ex. 60
TOTAL ANUL ¥/ Total I* year of study 2 ev.
G.0.20 Limba romin# de comunicare 90 45 45 45 evaluar
Romanian for communication €
evaluat
ion
ANUL II/ SECOND YEAR
Semestrul TIU/3"¢ Semester (15 sdptamdni/l5 weeks)
Discurs public si persuasiune examen
boil Public Speaking and Persuasion Ll 5! 90 30 30 exam 4
Metodologia cercetdirii examen
Ll Methodology of research . B 2 30 30 exam 2
Comunicare si dialog cultural (ODD) 30 30 SRATEn
F.0:23 Communication and cultural dialogue 150 60 90 5
exam
(SDG)
Produse de PR
S.A.24 PR products 15 15 60 examen
Produse publicitar 180 2 2 exam 6
S.A.25 P 4
Advertising products
S.A.26 Inteligent artificialii in PR si
S.A27 2}1?'“}3;& d Ad ARIGH
AL or an vertising
Design si artd vizuald 120 % gy 20 L L 4
Design and visual art




Total Numirul de ore pe tipuri de Forma Nr.
N l;) ’ ;Ze activitidti de credite
L No. of hours per type of activity evaluare | Nr.of
Contact Studiu Assessme | credits
Cod Denumirea unititii de curs direct individual - =& nt
Code Name of teh Course Total Contact | Individual | @ 3 s E ® g
Total Hours Study 5 é '% 'g g §
@n N 3.3
U.A28 Republica Moldova: istorie, politicd,
societate
Republic of Moldova: history, politics,
society
U.A29 Cultura comunicirii interpersonale si
organizationale Seumnen
The cu.lturle of mterperso.nal. and 150 75 75 30 45 i 5
organizational communication
U.A30 Antreprenoriat inovativ
Innovative entrepreneurship
U.A31 Integrare europeani
European integration
U.A.32 Etica si estetica
Ethics and aesthetics 5
0.33 Proiect de cercetare examen
; 30 30 1
Research proiect : exam
TOTAL SEM. I1¥/ Total number 3 semester 900 405 495 165 150 90 7 ex. 30
Semestrul IV/4 Semester (10 sdptdmadni/10 weeks)
S.A34 Metode de promovare pe social media
Social media promotion methods 20 40 examen
120 60 60 4
S.A.35 Creativitate in publicitate exam
Creativity in advertising
S.A.36 Comunicare fn situatii de crizd
Crisis sistuations’ communication | akathen
120 60 60 20 10 30 i 4
S.A.37 Comunicarea Internd
Internal communication
9 .A38 Responsabilitate socialii in PR si
comunicare ey
ioczal Retspo&szbzlzty in PR and 120 60 60 30 10 20 B 4
ommunication
S.A.39 Comunicarea comunitard
Community Communication
Metode de cercetare cantitative i
calitative in stiintele comunicrii examen
3040 Quantitative and Qualitative Research oy 60 & 20 10 30 exam 4
Methods in Communication Sciences
S.A41 Tehnici de filmare i montaj
Filming and editing techniques examen
S.A42 Editare video i & &l 69 exam 4
Video editing
SP.0.43 Pracmea dg specla!ltate 300 210 90 examen 10
Speciality internship exam
TOTAL SEM. IV/Total 4" semester 900 510 390 90 30 180 6 ex. 30
TOTAL ANUL IV/ total number for the 2" year of 1800 91s 885 255 180 270 13 ex. 60
study
ANUL I/ 3" YEAR OF STUDY
Semestrul V/ 5" Semester (10 sdpidgmani/10 weeks)
o examen
Reputatie §i mesaj public (ODD)
FOr Reputation and Public Messaging (SDG) 120 £ 6 30 30 sl 4
S.A45 New media
New Media examen
S.A.46 Productie multimedia 120 o 60 30 30 exam d
B Multimedia production




Numsérul de ore pe tipuri | Forma | Nr.
Total ore de activitati de credi
Number of hours No. of hours per type of | evalua te
activity re Nr. of
Cod Denumirea unititii de curs Conta | Studiu Assessm | credit
Code Name of teh Course ct individual S L 5 g‘ ent s
N
Total |direct | Individual | £ € 88 | ES
Total | Conta Study | O § E S 28
e B S
Hours
Tehnici de formare si gestionare a
Had] llrt;\zglel;;rmation and management exam
ge geine 120 60 60 30 30 s B
techniques exam
S.A.48 ; . .
Psihologia reclamei
Psychology of Advertising
SA4 g Tk S
S.A.50 Mobile Journalism (MOJO) 120 gl 63 i 2 29 L g
e Mobile Journalism (MOJO)
Campanie de comunicare publici
S.A.51 ; o ; examen
Publ t
e O 120 60 60 30 30 exam 4
Tehnici de influentd si manipulare
S.A.52 : ; ;
Influence and manipulation techniques
SP.0.53 Practlcg de .producpe 300 ¥210 90 examen 10
Production internship exam
TOTAL SEM. V/Total 5" semester 900 510 390 140 140 20 6 ex. 30
Semestrul VI / 6" Semester (9 saptdmani/9 weeks)
Teoria argumentirii si dezbatere
FOS4 | hablic 90 45 45 18 27 e’;;“;“ 3
Argumentation Theory and Public Debate
SASS Stor)"tfelling in relatii publice si
publicitate Stamion
Storyte.ll{ng in Public Relations and 90 45 45 45 cwih 3
Advertising
S.A.56 Redactarea textului si copywriting
Text Editing and Copywriting
S.ALST Etichet# si protocol institutional Seanion
Label and institutional protocol 90 45 45 18 27 s 3
S.A. 58 Gestionarea imaginii publice
Public image management
S A59 Teorii si tehnici ale publicitétii
Theories imd tec-h.mques of advertising 120 54 66 27 27 examen 4
Campanii publicitare exam
S.A.60 S A
Advertising campaigns
S.0.61 Brand}ng si identitate c(‘)rpm.'atlvﬁ 120 54 66 27 27 examen 4
Branding and corporate identity exam
SP.0.62 Practica de cercetare evaluare
Research Internship 120 120 evaluati 4
on
Teza de licent#
Bachelor thesis 270 270 e 9
exam
TOTAL SEM. VV/ Total 6" Semester 900 243 657 90 108 45 6 ex. 30
1 ev.
TOTAL ANUL II/ Total 3" year of study 1800 753 1047 230 248 65 12 ex. 60
1 ev.
TOTAL/Totally 5428 2550 2878 772 745 543 38 ex. 180
3 ev.

*Noti! Competentele generale, precum utilizaree tehnologiilor informationale (TIC) in cadrul programului de studii Comunicare si relaii publice, sunt

obtinute in cadrul urmdtoarelor unitdfi de curs de sp
*Note! General competencies, such as the use of info

ecialitate: Tehnici de filmare si montaj §i New media.
rmation technologies (ICT) within the Communication and Public Relations study program, are

acquired through the following specialized course units: Filming and Editing Techniques and New Media.
*Notd: orele de contact direct pentru stagiile de practicii sunt pentru activitatea studentului la entitate.
*Note: Direct contact hours for practical placements are for the student's activity at the entity.




PONDEREA UNITATILOR DE CURS iN PLANUL DE INVATAMANT PENTRU STUDII SUPERIOARE
DE LICENTA
RATIO OF COURSE UNITS IN THE CURRICUL UM FOR BACHELOR DEGREE STUDIES

Ponderea, %
Ratio, %

Nr. total de ore
Total nr. of hours

Functia in formarea
profesionald
Function in vocational training
Uniti#ti de curs fundamentale
¥
Fundamental course units (F,
Unititi de curs de creare a

abilititilor si competentelor

generale (G)

Course units for creating general

skills and competencies
Unitati de curs de orientare

socio-umanisticd (U)

Course units of socio-humanistic

orientation

Unititi de curs de specialitate

)

Specialty course units S,
B i L

Internships 5
Bachelor thesis

STAGIILE DE PRACTICA

INTERNSHIPS

Durati
Tipul stagiului de An de Term 5 ..| Numir ECTS
practicd studii Semestr Pernoad;;(;zgﬁsurﬁrll Nr. of credits
Internships type ECTS

Semester| ggptimén Ore
Weeks Hours
specialitate
Seciali initiation internship : : : My -
Bl P P AP N N R P
Speciality internship 1I 4 5 300 10
Production internship 1 5 5 300 September -october 10
e T, [ | w | B |
Research Internship 1 4 120 April-may 4
s ]
Totally 16 810 27

FORMA DE EVALUARE FINALA A STUDIILOR

FINAL EVALUATION

Termene Nr. ECTS
Forma de evaluare finald a studiilor de Number
Form of final evaluation of the studies organizare | of Credits
Nr. d/o Term ECTS

Teza de licentd
Bachelor thesis




UNITATILE DE CURS/MODULELE LA LIBERA ALEGERE

ELECTIVES
e Numér de ore pe
tipuri de activitati
Total ore No. of hours per type of
Number of hours d e
activity
. Forma de Nr. ECTS
Cod/Code Cont : St‘,ld,m evaluare Credits
Total act individu| Ascossment ECTS
direc al
ore ¢
: i Total . 59
Denumire a unitdtii de curs | f Direc | Individug
> t [ study
Name of the course hours Lo . c g L
ANUL V/Ist YEAR OF STUDY
Semestrul I//st Semester
L.A01L ijoltectla ClYllﬁ 60 15 4% examen 2
Civil protection 15 exam
Sociolingvistica examen
Lal2 Sociolinguistics 150 75 73 30 45 exam S
Semestrul 11/2nd Semester
L.A.03 Tehnici de manipulare 150 | 75 75 30 | 45 sxamen 5
Technics if manipulation exam
L.A.04 Psihologia comumcﬁr{l _ 150 45 105 15 30 examen 5
Psychology of communication exam
Semiotica discursului publicitar Sxaman
L.A.05 The semiotic of the advertising 150 45 105 15 30 Svih 5
speech 2
LarsliToaly 660 | 255 | 405 | 105 | 150 | 0 5 22
MINIMUM-UL CURRICULAR iN DOMENIUL DE FORMARE PROFESIONALA
CURRICULAR PREREQUISITE
Numiirul de ore pe
Total ore tipuri de activitati Fotis de Nr.
Cod Denumirea unitétii de Number of hours Number of hours per svaliafe credite
Chds curs type of activities Jeiahion Nr. of
Course title Contact Studiu ol| 58 5 g : credits
Total direct | individual E Ll EE |2 87 ECTS
Total Contact | Individual | QO S E § é SHB
hours Study v EEN J
M.0.01 Introducere in stiintele
comunnc;ru . 180 90 90 30 60 examen 6
Introduction into exam
Communication Sciences
M.0.02 Teoria si practica
relatiilor publice 15 15 | 30 examen
Theories and technics of e oL 120 exam 6
public relations
Comunicarea
institutionald 30 30 30 examen
M.0.02 The institutional 150 2 & exam 3
communication
Cadrul relational
institutional examen
MO.03 Institutional relational 120 18 12 a3 39 exam 2
framework
Discurs public si
persuasiune 30 30 examen .
M@0 Public speaking and 120 g l exam 1 .
persuasion
Reputatie si mesaj examen
M.0.05 public 120 60 60 30 30 S 4




Reputation and Public
Messaging

Total/Total number of 900 438 462 174 204 60 6 30
Hours

Not# explicativii pentru programul de studii la specialitatea
Comunicare si relagii publice

1. Prezentarea succinti a profilului specialititii, precum si a domeniului de formare profesionald si domeniului
general de studii.

Absolventii programului de studii Comunicare gi relatii publice obtin calificarea de Licenfiat in Stiinfe ale comunicdrii, nivel
6 CNC, certificAnd competentele avansate necesare pentru a excela in gestionarea fluxurilor comunicationale dintre
organizatii si publicurile lor tintd. Specialistii formati in cadrul acestui program dobandesc capacitatea de a concepe $i
implementa strategii comunicationale inovatoare, adaptate exigentelor contemporane ale pietei.

Programul se incadreazd in domeniul de formare profesionald 0321 Jurnalism si comunicare, parte a domeniului general de
studii 032 Jurnalism si informare. Bxpertii in comunicare si relatii publice coordoneazd procesele comunicationale
organizationale, elaboreaza strategii de comunicare internd si externd, gestioneazd imaginea corporativd §i reputatia
institutionald, mediaz4 relatiile cu mass-media i dezvolta campanii de relatii publice in spatiul politic, economic, cultural si
social.

Aceastd calificare conferd cunostinte aprofundate referitoare la fundamentele teoretice §i instrumentele aplicative ale
comunicdrii strategice, la metodologia de cercetare a opiniei publice, la mecanismele de constructie si consolidare a imaginii
institutionale, precum si la interdependenta dintre sistemele comunicationale organizationale si alte structuri sociale.
Competentele dezvoltate includ analiza contextelor comunicationale, conceperea mesajelor persuasive, elaborarea
materialelor de comunicare institutionals, gestionarea crizelor de imagine si evaluarea eficientei strategiilor implementate.
Responsabilititile principale ale specialistilor in comunicare §i relatii publice vizeaza monitorizarea mediului informational,
identificarea oportunitailor de comunicare, elaborarea continuturilor pentru diverse canale mediatice, organizarea
evenimentelor publice, gestionarea relatiilor cu stakeholderii si evaluarea performantei comunicationale prin feedback-ul
furnizat de grupurile-tint3 vizate.

Programul de studii insumeazd 180 de credite transferabile ECTS, asigurdnd o pregitire completd pentru integrarea
absolventilor in piata muncii sau continuarea studiilor la ciclul masteral.

2. Obiectivele programului de studii, inclusiv corespunderea acestora misiunii universititii, racordarea programului
de studii si a continuturilor din Planul de invitdmant la tendintele internationale din domeniu

Programul de studii Comunicare si relaii publice vizeaza formarea specialistilor de inaltd calificare in domeniul comunicarii
strategice, in concordantd cu misiunea universitatii de a dezvolta competente profesionale adaptate cerintelor societatii
contemporane.

Obiectivele principale includ:

Formarea fundamentelor teoretice in stiintele comunicarii si dezvoltarea gandirii critice in analiza fenomenelor
comunicationale contemporane;

Dezvoltarea competentelor de elaborare si implementare a strategiilor de comunicare institutionald si relatii publice;
Cultivarea abilitdtilor de discurs public persuasiv, oratorie si comunicare eficients pentru diverse audiente;
Insusirea metodelor de creare si gestionare a imaginii si reputatiei organizationale;

Dezvoltarea capacitatilor de producere a continuturilor digitale si multimedia pentru platformele new media;
Formarea competentelor de planificare si implementare a campaniilor de relaii publice si publicitate;

insugirea tehnicilor de comunicare in situatii de criza si mediere a conflictelor;

Dezvoltarea abilitdtilor de branding si storytelling organiztional.

Caracterul multidimensional al programului asigura o pregitire integratd conform Cadrului European al Calificérilor, crednd
specialisti in comunicare institutionald, relatii publice si marketing digital. Structura curriculard echilibreaza discipline
fundamentale precum Introducere In stiintele comunicarii si Comunicare instiutionald cu discipline aplicative precum Tehnici
de formare i gestionare a imaginii si Metode de promovare pe social media. Atentia acordatd noilor tehnologii prin cursuri
de Inteligents artificiald in PR si publicitate §i New media demonstreaza racordarea la tendintele internationale din domeniu.
Planul de invaimant accentueazd dezvoltarea competentelor practice prin valorificarea cunostintelor in realizarea produselor
de PR, campanii publicitare §i productii multimedia, reflectand standardele internationale in pregtirea specialigtilor din
domeniu. Parteneriatele cu organizatii profesionale oferd studentilor oportunitdti de aplicare practicd a cunogtintelor in
proiecte reale de comunicare si relaii publice, facilitand integrarea lor pe piata muncii.

«
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3. Evaluarea asteptirilor sectorului economic si social (studierea cerintelor Cadrului National al Calificérilor)
Programul de studii Comunicare si relaii publice este elaborat si actualizat in permanentd prin consultarea sistematicd a
reprezentantilor sectorului economic si social, asigurénd astfel concordanta dintre competentele dezvoltate i cerintele reale
ale pietei muncii. Facultatea mentine un dialog deschis cu angajatorii din diverse domenii - agentii de comunicare si relatii
publice, departamente de comunicare din cadrul institutiilor publice si private, companii de consultantd in imagine si
reputatie, organizatii non-guvernamentale si media. Evaluarea agteptarilor pietei muncii se realizeazd prin intermediul
parteneriatelor strategice cu organizafii relevante, consultdri periodice cu specialisti din domeniu, studii de piatd privind
evolutia profesiilor din sfera comunicérii §i relatiilor publice, precum si analiza feedback-ului primit in urma stagiilor de
practica ale studentilor. Aceste mecanisme permit identificarea precisd a competentelor profesionale solicitate de angajatori




si adaptarea corespunzdtoare a continuturilor curriculare. Consultdrile cu expertii din domeniu au evidentiat necesitatea
formarii specialistilor capabili sa conceapd i sd implementeze strategii comunicationale integrate, si gestioneze relatiile cu
diverse categorii de public, si elaboreze continuturi persuasive pentru platformele digitale si s& utilizeze instrumentele
contemporane de analizd a eficientei comunicrii.

De asemenea, angajatorii subliniazd importanta dezvoltdrii abilitatilor de gestionare a situatiilor de crizd, de comunicare
interculturali si de utilizare a tehnologiilor emergente in relatiile publice. Procesul de evaluare si imbunétatire continud a
programului de studii respectd cerinfele Cadrului National al Calific#rilor, asigurand formarea competentelor generale si
specifice necesare pentru ocuparea pozitiilor profesionale din domeniul comunicrii si relatiilor publice. Aceastd abordare
strategicd permite institutiei s& pregiteascd specialigti cu un tnalt grad de adaptabilitate la dinamica pietei muncii i cu
capacitatea de a rispunde provocarilor comunicationale actuale ale organizatiilor.

4. Consultarea partenerilor in procesul de elaborare a programului de studii

Programul de studii Comunicare si relatii publice este dezvoltat prin consultarea mai multor categorii de parteneri, fiecare

contribuind cu perspectiva proprie la imbunatétirea continud a ofertei educationale. Procesul include urmétoarele componente

concrete: '

v Consultarea comunitdtii academice: Cadrele didactice din cadrul Departamentului Comunicare si Teoria Informérii
realizeazi analize periodice ale programului, propunand modificiri bazate pe evolutiile disciplinare gi feedback-ul din
activitatea didactic. Aceste analize sunt discutate in gedintele departamentului i prezentate Consiliului Facultatii.

v Feedback-ul studentilor: La finalul fiecdrui semestru sunt aplicate chestionare de evaluare a cursurilor, care masoard
relevanta continuturilor, metodele de predare si satisfactia generald. Rezultatele sunt centralizate de Sectia
Managementul Calitdtii a USM si discutate in cadrul departamentului pentru implementarea ajustarilor necesare.

v' Implicarea partenerilor din mediul profesional: Programul beneficiazad de colaborarea cu organizatii precum agentii de
comunicare, departamente de PR din institutii publice §i private, care oferd feedback specific privind competentele
necesare absolventilor. Intalnirile de consultare se desfdgoard semestrial, iar recomandarile sunt documentate si analizate
de catre echipa programului.

v Consultanta internationald: Prin participarea la proiecte internationale gi programe de mobilitate academicd, membrii
departamentului identifica practici educationale inovatoare care pot fi adaptate contextului local. Colabordrile cu
universitati partenere au condus la actualizdri ale programului, inclusiv introducerea unor discipline noi sau revizuirea
metodologiilor de predare.

fn urma acestor consultiri, programul de studii a fost adaptat pentru a include mai multe componente practice, tehnologii

digitale emergente si abordari interdisciplinare. Procesul de consultare este documentat prin procese-verbale ale intélnirilor,

rapoarte de evaluare si propuneri concrete de modificare a planului de invatdmant, toate acestea fiind disponibile in arhiva
departamentului. Consultérile periodice permit identificarea decalajelor dintre competentele formate si nevoile pietei muncii,
orienténd eforturile de perfectionare a curriculumului si a metodelor de predare-invitare-evaluare.

5. Relevanta programului de studii pentru piata fortei de muncd

Programul de studii Comunicare si relatii publice rdspunde direct nevoilor actuale si de perspectiva ale pietei fortei de muncd,
intr-un context in care comunicarea strategicd si managementul reputatiei au devenit functii esentiale in toate tipurile de
organizatii. Structura curriculard este dezvoltata in concordanti cu standardele profesionale recunoscute in domeniu i cu
cerintele exprimate de angajatori privind competentele necesare specialistilor in comunicare si relatii publice.

Relevanta programului este asiguratd prin echilibrul dintre fundamentarea teoretic# solida si orientarea practicd pronuntata,
absolventii dobandind atét cunostinte conceptuale, cat si abilitati tehnice aplicabile imediat in mediul profesional. Disciplinele
integrate in planul de invatdmént acoperd intregul spectru al domeniului comunicdrii organizationale, de la strategii de
comunicare si leadership pand la tehnici avansate de branding si comunicare digitala. Abordarea centratd pe student, utilizeaza
metode interactive de predare-invitare, simuldri, studii de caz si proiecte practice dezvoltate in colaborare cu organizatii
partenere.

Implicarea specialistilor din domeniu in activitatile didactice consolideazd legatura cu realitatea pietei muncii §i oferd
studentilor modele profesionale autentice. Evalugrile periodice realizate impreund cu angajatorii confirmd alinierea
programului la tendintele contemporane din domeniul comunicdrii i relatiilor publice, asigurand formarea unor profesionigti
competitivi, capabili si réspundé provocérilor comunicationale complexe ale organizatiilor moderne.

6. Posibilititile de angajare a absolventilor, corelate cu CORM si ESCO

Absolventii programului de studii Comunicare si relatii publice beneficiazd de perspective extinse de angajare in diverse
sectoare ale economiei, datoritd caracterului transversal al competentelor dezvoltate. Conform Clasificatorului Ocupatiilor
din Republica Moldova (CORM) si Clasificérii Europene a Aptitudinilor/Competentelor, Calificgrilor si Ocupatiilor (ESCO),
absolventii se pot integra profesional in urmétoarele ocupatii:

Specialist/specialisti in relatii publice;

Purtitor/purtitoare de cuvant;

Copywriter (textier/textierd);

Social media manager;,

Specialist/specialisté in publicitate;

Brand manager;,

Consultant/consultantd in comunicare;

Specialist/specialistd in comunicare corporativé;

Manager de continut digital;

Specialist/specialista protocol si ceremonial;
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Manager de evenimente;

Consultant/consultant3 in gestionarea crizelor;

Specialist/specialistd in comunicare politicd;

Analist/analistd de imagine;

Director/directoare de comunicare.

Versatilitatea programului permite absolventilor si activeze in diverse medii organizationale, inclusiv agentii de relatii
publice si comunicare, departamente de comunicare din cadrul institugiilor publice si private, organizatii non-guvernamentale,
companii de consultantd in imagine §i reputatie, agentii de publicitate sau ca specialisti independenti. Continua dezvoltare a
sectorului comunicarii strategice, amplificata de digitalizarea acceleraty a economiei, creeazd premisele pentru o cerere
sustinutd de specialisti cu competente avansate in comunicare si relatii publice, asiguréind perspective favorabile de carierd
pentru absolventii programului.
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7. Accesul la studii a titularilor de diplome obtinute dupi finalizarea respectivului program de studii

Titularii diplomei de licentd in urma absolvirii programului de studii Comunicare si relatii publice beneficiaza de un cadru
comprehensiv de oportunitdti pentru aprofundarea si extinderea formarii lor academice si profesionale. Parcursul educational
poate continua in mod organic prin accesul la ciclurile superioare de studii universitare, configurénd astfel o traiectorie
completd de dezvoltare a competentelor stiintifice si aplicative in domeniul stiintelor comunicarii.

in primul rénd, absolventii programului de licentd au posibilitatea de a-si continua formarea in cadrul ciclului II — studii de
master, accesind programul specializat Relatii publice i publicitate. Aceastd continuitate curriculard asigurd consolidarea i
aprofundarea competentelor fundamentale dobandite anterior, facilitand specializarea avansatd in domeniile comunicarii
strategice, relatiilor publice contemporane si publicitdtii integrate. Programa masterald oferd o abordare multidimensionald,
imbinand perspectivele teoretice aprofundate cu practici profesionale inovatoare, contribuind astfel la dezvoltarea expertizei
specializate si a capacitatii de cercetare aplicatd.

Dupid finalizarea studiilor de master, absolventii pot opta pentru continuarea parcursului academic prin accederea la ciclul III
_ studii doctorale, in cadrul Scolii Doctorale de Stiinte Sociale, operationald incepénd cu anul 2015. Programul doctoral
reprezintd cea mai tnalta forma de educatie academica si de cercetare avansata, oferind cadrul institutional pentru
aprofundarea directiilor de cercetare in sfera comunicarii si relatiilor publice, contribuind la dezvoltarea cunoasterii stiintifice
n domeniu si la formarea cercetitorilor si cadrelor didactice de fnalt3 calificare.

Este important de subliniat c# aceastd arhitecturd educationald integratd, structuratd pe cele trei cicluri consecutive de studii
universitare — licentd, masterat, doctorat — este conceputd in deplind concordantd cu principiile Spatiului European al
Invagdmantului Superior si cu standardele internationale din domeniul stiintelor comunicarii. Aceasta permite mobilitatea

academica verticald si asigurd compatibilitatea cu programele similare din institutiile universitare europene si internationale.

8. Competentele generale §i profesionale asigurate de programul de studii (preluat din Standardul de calificare)
1. Competente generale:

CG 1. Operarea eficientd cu date si informatii din interiorul si exteriorul organizatiei

CG 2. Asigurarea procesului de organizare si realizare a activitatilor de comunicare si relatii publice, publicitate si promovare
CG 3. Crearea produselor de comunicare

CG 4. Utilizarea eficientd a instrumentelor digitale in procesul de producere si distribuire a continuturilor de comunicare
CG 5. Gestionarea procesului de distribuire a produselor de comunicare

CG 6. Evaluarea constantd a eficientei activitatilor de comunicare realizate

2. Competente profesionale:

CP 1. Elaborarea produselor de comunicare prin procesarea informatiilor

CP 2. Operationalizarea strategiei de comunicare institutionald la nivel intern gi extern, adaptabila prioritétilor institutiei
CP 3. Crearea materialelor de relatii publice

CP 4. Conceperea evenimentelor speciale pentru presd

CP 5. Aplicarea exigentelor de protocol si ceremonial in desfdgurarea intalnirilor cu caracter oficial

CP 6. Distribuirea materialelor de relatii publice in spatiul extraorganizational

CP 7. Procesarea informatiilor in vederea elabordrii produselor publicitare si conceperii activitatilor de promovare

CP 8. Generarea produselor publicitare

CP 9. Utilizarea eficientd a programelor de software in procesul de elaborare a produselor publicitare si promotionale
CP 10. Realizarea activitatilor de promovare in spatiul public a bunurilor i serviciilor

CP 11. Distribuirea produselor publicitare si promotionale in circuitul

9. Lista rezultatelor invatarii
Competente generale/profesionale

Rezultate ale invitdrii conform nivelului CNC

“Absolventul candidatul la atribuirea calificdrii poate:

CG 1. Operarea eficientd cu date si informatii din interiorul si
exteriorul organizatiei

Levalua informatiile si datele colectate din mediul intern si
extra-organizational in procesul documentsrii, in vederea
realizdrii intr-0 manierd eficientd si rentabild a activitailor
profesionale specifice.




CG 2. Asigurarea procesului de organizare si realizare a
activitatilor de comunicare i relatii publice, publicitate si
promovare

2. stabili o conlucrare efectiva cu factorii de decizie interni §i
entitati din mediul extern (organizatii neguvernamentale,
agenti economici,organe ale puterii de stat, mass-media,
societatea civild), in vederea facilitarii transferului de
informatie si sporirii competitivitatii si vizibilitatii in spatiul
public.

CG 3. Crearea produselor de comunicare

3. elabora diverse produse de comunicare (sub formd de
mesaje si activitati de relatii publice, produse publicitare,
materiale de promovare), reiesind din necesitéile organizatiei
si scopul urmdrit, in vederea disemindrii cétre publicul tint3.

CG 4. Utilizarea eficientd a instrumentelor digitale in procesul
de producere si distribuire a continuturilor de comunicare

4. utiliza eficient instrumente TIC gi programe de software
specifice in activitatile profesionale de concepere si
distribuire a produselor de comunicare integrate, complexe,
pentru a spori calitatea si atractivitatea lor pe piata media,
asigurand un feedback pozitiv din partea publicului tintd,

CG 5. Gestionarea procesului de distribuire a produselor de
comunicare

5. selecta canalele interne si externe de comunicare, pentru
integrarea produselor de comunicare complexe in circuitul
informational.

CG 6. Evaluarea constant a eficientei activitafilor de
comunicare realizate

6. sintetiza reactiile publicului tinta (organizatii, mass-media,
societatea civild, contribuabili simpli) asupra activitatii de
comunicare

desfasurate, in conditii de monitorizare continu a atitudinii
fatd de organizatie.

CP 1. Elaborarea produselor de comunicare prin procesarea
informatiilor

7. realiza o documentare detaliata si multiaspectuald prin
colectarea datelor si informatiilor privind contextul de
comunicare si produsul ce urmeaza a fi elaborat, in vederea
stabilirii metodelor si instrumentelor de lucru.

CP 2. Operationalizarea strategiei de comunicare institutionald
la nivel intern si extern, adaptabild prioritéilor institutiei

8. implementa strategia de comunicare a institutiei, in
conditiile procesului de actualizare constantd, dezvoltand
mecanisme de consultare a opiniei publice, in vederea
amplificérii relatiilor de incredere si colaborare eficientd.
9, prezenta produse ale procesului de comunicare internd,
elaborand materiale privind procesele comunicationale
institutionale (rapoarte, statistici, newsletter, materiale
informative, documente scrise formale).

CP 3. Crearea materialelor de relatii publice

10. redacta diverse materiale de relatii publice (sub forméa de
comunicate, fisiere de presd, mape de presd, revista presei,
declaratii de presd, discursuri, invitatii, articole pentru site-ul
institutional), in vederea facilitdrii transferului de informatii
citre publicul interesat.

CP 4. Conceperea evenimentelor speciale pentru presa

11. organiza evenimente speciale pentru presd (sub formd de
conferinte, briefinguri, tururi de presd, vizite de presd,
receptii pentru presd), in vederea impulsiondrii procesului de
productie a materialelor jurnalistice si stabilirea de noi
contacte cu reprezentantii mass-mediei.

CP 5. Aplicarea exigentelor de protocol si ceremonial in
desfagurarea intalnirilor cu caracter oficial

12. organiza intalniri cu caracter oficial (sub form# de
intrevederi, negocieri, vizite de lucru, fntruniri, interviuri,
acorduri de colaborare, reuniuni, jubilee, etc), prin
implementarea cerintelor privind protocolul i ceremonialul
institutional.

13. desfisura activitati de instruire i asistentd factorilor de
decizie privind aparitiile publice, in vederea pregétirii
acestora pentru sustinere interviurilor, discursurilor oficiale §i
declaratiilor de presa.

CP 6. Distribuirea materialelor de relatii publice in spatiul
extraorganizational

14. stabili relatii de conlucrare cu institutiile massmediei, Tn
vederea distribuirii materialelor de relatii publice in
concordant cu necesitatile strategice si solicitdrile parvenite
la adresa institutiei.

15. administra pagina web si conturile institutiei de pe
retelele de socializare, prin aplicarea instrumentelor digitale
de elaborare si integrare a continuturilor in refeaua internet
(plasarea articolelor integrate, postérilor, comunicatelor,
gestionarea comentariilor).

16. gestiona materialele publicate in mass-media raditionald
(radio, tv, presd print) si pe platformele institutiilor de presa
online privitor la




organizatie, in conditii de monitorizare constant3 a imaginii
institutiei in spatiul public.

CP 7. Procesarea informatiilor in vederea elaborrii produselor
publicitare si conceperii activitatilor de promovare

17. evalua piata pentru a stabili pozitionarea si vizibilitatea
produsului sau serviciului in spatiul informational public, sau
pentru a dezvolta oportunitdti de piatd pentru produsele si
serviciile noi.

18. stabili publicul tintd catre care se orienteaza activitatea de
publicitate si promovare, in vederea elabordrii profilului
psiho sociologic al audientei strategice.

CP 8. Generarea produselor publicitare

19. elabora conceptul pentru diverse mesaje cu continut
publicitar (in format text, audio, video, produs integrat),
respectind cerintele de realizare a acestora n functie de tipul
de publicitate selectat.

20. crea materiale de publicitate pentru diferite medii de
publicitate (mass-media traditionald, mass-media digitald,
spatiul web, publicitate indoor si outdoor), in vederea
realizdrii obiectivelor de vanzdri.

CP 9. Utilizarea eficients a programelor de software in
procesul de elaborare a produselor publicitare §i promotionale

21. aplica programe de software specifice noilor media in
crearea produselor publicitare si promotionale integrate, in
vederea fortificarii calitatii si atractivitatii acestora pe piata.

CP 10. Realizarea activitatilor de promovare in spatiul public
a bunurilor si serviciilor

22. elabora materiale promotionale (sub formd de broguri,
pliante, story-uri, pop-upuri pentru retele sociale, flyere,
manuale de identitate vizuald, spoturi de promovare, articole
cu elemente de identitate institutionald), prin aplicarea
programelor de machetare pentru imagine si text in procesul
de editare computerizatd.

23. desfasura activitdti specifice de promovare a bunurilor si
serviciilor in mediul offline si mediul online (sponsorizdri,
evenimente de networking, prezentri, retarghetare, campanii
de influencing, etc), pentru a mri prestigiul §i gradul de
recunoagtere al marcii.

CP 11. Distribuirea produselor publicitare i promotionale in
circuitul informational

24, gestiona distribuirea produselor publicitare si
promotionale in spatiul offline si online, utilizénd
instrumentele specifice de promovare, in vederea facilitarii
procesului decizional de achizitie a produselor si serviciilor i
consolidare a mércii.




Explanatory Note for the Study Program in Communication and Public Relations

1. 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 NQF, certifying the advanced competencies necessary to excel in managing communication flows between
organizations and their target audiences. Specialists trained within this program acquire the ability to design and implement
innovative communication strategies adapted to contemporary market demands.

The program falls within the professional training field 0321 J ournalism and Communication, part of the general field of study 032
Journalism and Information. Experts in communication 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 knowledge regarding the theoretical foundations and applied instruments of strategic
communication, public opinion research methodology, mechanisms for building and consolidating institutional image, as well as
the interdependence between organizational communication systems and other social structures. Developed competencies include
analyzing communication contexts, designing persuasive messages, creating institutional communication materials, managing
image crises, and evaluating the effectiveness of implemented strategies. The main responsibilities of specialists in communication
and public relations involve monitoring the information environment, identifying communication opportunities, developing content
for various media channels, organizing public events, managing stakeholder relations, and evaluating communication performance
through feedback provided by targeted groups.

The study program totals 180 transferable ECTS 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
contents of the Curriculum with international trends in the field
The Communication and Public Relations study program aims to train highly qualified specialists in strategic communication, in
accordance with the university's mission to develop professional competencies adapted to the requirements of contemporary society.
The main objectives include:

v Establishing theoretical foundations in communication sciences and developing critical thinking in analyzing
contemporary communication phenomena
Developing competencies for designing and implementing institutional communication and public relations strategies;
Cultivating persuasive public speaking, oratory, and effective communication skills for diverse audiences;
Mastering methods of creating and managing organizational image and reputation; :
Developing capabilities for producing digital and multimedia content for new media platforms;
Forming competencies for planning and implementing public relations and advertising campaigns;
Mastering crisis communication techniques and conflict mediation;
Developing organizational branding and storytelling skills.
The multidimensional character of the program ensures integrated training according to the European Qualifications Framework,
creating specialists in institutional communication, public relations, and digital marketing. The curricular structure balances
fundamental disciplines such as Introduction to Communication 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 courses in Artificial Intelligence in PR and Advertising and New Media demonstrates alignment with
international trends in the field. The curriculum emphasizes the development of practical competencies through the application of
knowledge in creating PR products, advertising campaigns, and multimedia productions, reflecting international standards in
training specialists in the field. Partnerships with professional organizations offer students opportunities to practically apply their
knowledge in real communication and public relations projects, facilitating their integration into the labor market.
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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 sectors, thus ensuring concordance between developed competencies and actual
labor market requirements. The faculty maintains an open dialogue with employers from various fields - communication and public
relations agencies, communication departments within public and private institutions, image and reputation consulting companies,
non-governmental organizations, and media. The assessment of labor market expectations is conducted through strategic
partnerships with relevant organizations, periodic consultations with field specialists, market studies regarding the evolution of
professions in the communication and public relations sphere, as well as analysis of feedback received following students'
internships. These mechanisms allow for precise identification of professional competencies requested by employers and
appropriate adaptation of curricular content. Consultations with experts 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 content for digital platforms, and using contemporary tools for analyzing
communication effectiveness.

Additionally, employers emphasize the importance of developing crisis management skills, intercultural communication abilities,
and utilization of emerging technologies in public relations. The process of continuous evaluation and improvement of the study
program respects the requirements of the National Qualifications Framework, ensuring the formation of general and specific
competencies necessary for occupying professional positions in the field of communication and public relations. This strategic
approach allows the institution to prepare specialists with a high degree of adaptability to labor market dynamics and with the
capacity to respond to current 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 continuous improvement 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 the program, proposing modifications based on disciplinary evolutions and feedback from teaching activities.
These analyses are discussed in department meetings and presented to the Faculty Council.

Student feedback: Course evaluation questionnaires are applied at the end of each semester, measuring content relevance, teaching
methods, and general satisfaction. Results are centralized by the Quality Management Section of MSU and discussed within the
department for implementing necessary adjustments.

Involvement of professional partners: The program benefits from collaboration with organizations such as communication agencies
and PR departments from public and private institutions, which provide specific feedback regarding competencies needed by
graduates. Consultation meetings are held semesterly, and recommendations are documented and analyzed by the program team.
International consultancy: Through participation in international projects and academic mobility programs, department members
identify innovative educational practices that can be adapted to the local context. Collaborations with partner universities have led
to program updates, including the introduction of new disciplines 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 for modifying the curriculum, all of which are available in the department archive. Periodic
consultations allow for identification of gaps between 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 and Public Relations study program directly responds to current and prospective needs of the labor market, in
a context where strategic communication and reputation management have become essential functions in all types of organizations.
The curricular structure is developed in accordance with recognized professional standards in the field and with employer
requirements regarding necessary competencies for specialists in communication and public relations.

The program's relevance is ensured through the balance between solid theoretical foundation and pronounced practical orientation,
with graduates acquiring both conceptual knowledge and technical skills immediately applicable in the professional environment.
The disciplines integrated into the curriculum cover the entire spectrum of organizational communication, from communication
strategies and leadership to advanced branding and digital communication techniques. The student-centered approach uses
interactive teaching-learning methods, simulations, case studies, and practical projects developed in collaboration with partner
organizations.

The involvement of field specialists in teaching activities strengthens the connection with labor market realities and offers students
authentic professional models. Periodic evaluations conducted together with employers confirm the program'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),
graduates can professionally integrate into the following occupations:

Public Relations Specialist;

Spokesperson;

Copywriter;

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;

Image Analyst;

Communication Director.

The versatility of the program allows graduates to work in various organizational environments, including public relations and
communication agencies, communication departments within public and private institutions, non-governmental organizations,
image and reputation consulting companies, advertising agencies, or as independent specialists. The continued development of the
strategic communication sector, amplified by accelerated digitalization of the economy, creates the premises for sustained demand
for specialists with advanced competencies in communication and public relations, ensuring favorable career prospects for program
graduates.
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7. Access to studies for holders of diplomas obtained after completing the respective study program

Holders of a bachelor's degree after graduating from the Communication and Public Relations study program benefit from a
comprehensive framework of opportunities for deepening and extending their academic and professional training. The educational
path can continue organically through access to higher cycles of university studies, thus configuring a complete trajectory for
developing scientific and applied competencies in the field of communication sciences.

First, graduates of the bachelor's program have the possibility to continue their training in cycle II - master's studies, accessing the
specialized program in Public Relations and Advertising. This curricular continuity ensures the consolidation and deepening of
fundamental competencies previously acquired, facilitating advanced specialization in the fields of strategic communication,
contemporary public relations, and integrated advertising. The master's program offers a multidimensional approach, combining in-
depth theoretical perspectives with innovative professional practices, thus contributing to the development of specialized expertise
and applied research capacity.

After completing master's studies, graduates can opt to continue their academic path by accessing cycle I1I - doctoral studies, within
the Doctoral School of Social Sciences, 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, contributing to the development of scientific knowledge in the field and to the formation of
highly qualified researchers and teaching staff.

It is important 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.

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

GC 1. Efficient operation with data and information from inside and outside the organization

GC 2. Ensuring the 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 1. Developing communication products through information processing

PC 2. Operationalization of institutional communication strategy at internal and external levels, adaptable to institutional priorities
PC 3. Creating public relations materials

PC 4. Designing special events for the press

PC 5. Applying protocol and ceremonial requirements in conducting official meetings

PC 6. Distributing public relations materials in the extra-organizational space

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

PC 8. Generating advertising products

PC 9. Efficient use of software programs in the process of developing advertising and promotional products

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

PC 11. Distributing advertising and promotional products in the information circuit

9. List of learning outcomes

General/Professional Competencies Learning Outcomes according to NQF level

The graduate candidate for qualification attribution can:
GC 1. Efficient operation with data and information from 1. evaluate information and data collected from the internal
inside and outside the organization and extra-organizational environment in the documentation

process, in order to efficiently and cost-effectively carry out
specific professional activities.

GC 2. Ensuring the process of organizing and implementing 2. establish effective collaboration with internal decision-
communication and public relations, advertising, and makers and entities from the external environment (non-
promotion activities governmental organizations, economic agents, state power

bodies, mass media, civil society), in order to facilitate
information transfer and increase competitiveness and
visibility in the public space.

GC 3. Creating communication products 3. develop various 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. Efficient use of digital tools in the process of producing | 4. efficiently use ICT tools and specific software in
and distributing communication content professional activities of designing and distributing

integrated, complex communication products, to increase
their quality and attractiveness in the media market, ensuring
positive feedback from the target audience.




CG 5. Managing the distribution process of communication
products

5. select internal and external communication channels for
integrating complex communication products into the
information circuit.

CG 6. Constant evaluation of the efficiency of communication
activities

6. synthesize target audience reactions (organizations, mass
media, civil society, simple taxpayers) to the communication
activity carried out, under conditions of continuous
monitoring of attitudes toward the organization.

PC 1. Developing communication products through
information processing

7. conduct detailed and multi-aspect documentation by
collecting data and information regarding the communication
context and the product to be developed, in order to establish
working methods and tools.

PC 2. Operationalization of institutional communication
strategy at internal and external levels, adaptable to
institutional priorities

8. implement the institution's communication strategy, under
conditions of constant updating, developing mechanisms for
consulting public opinion, in order to amplify relationships
of trust and efficient collaboration.

9, present products of the internal communication process,
developing materials regarding institutional communication
processes (reports, statistics, newsletters, informative
materials, formal written documents).

PC 3. Creating public relations materials

10. draft various 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
the interested public.

PC 4. Designing special events for the press

11. organize special events for the press (in the form of
conferences, briefings, press tours, press visits, press
receptions), in order to stimulate the process of journalistic
material production and establish new contacts with media
representatives.

PC 5. Applying protocol and ceremonial requirements in
conducting official meetings

12. organize official 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
statements.

PC 6. Distributing public relations materials in the extra-
organizational space

14. establish 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
regarding the organization, under conditions of constant
monitoring of the institution's image in the public space.

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

17. evaluate the market to establish the positioning and
visibility of the product or service in the public information
space, or 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 of the strategic
audience.

PC 8. Generating advertising products

19. develop the concept 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 outdoor advertising), in order to achieve sales objectives.




PC 9. Efficient use of software programs in the process of
developing advertising and promotional products

21. apply specific new media software programs in creating
integrated advertising and promotional products, in order to
strengthen their quality and attractiveness in the market.

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

22. develop promotional materials (in the form of brochures,
leaflets, stories, pop-ups for social networks, flyers, visual
identity manuals, promotional spots, articles with elements
of institutional identity), by applying layout programs for
image and text in the computerized editing process.

23. conduct specific activities to promote goods and services
in offline and online environments (sponsorships,
networking events, presentations, retargeting, influencing
campaigns, etc.), to increase brand prestige and recognition.

PC 11. Distributing advertising and promotional products in
the information circuit

24. manage the distribution of advertising and promotional
products in offline and online spaces, using specific
promotion tools, in order to facilitate the decision-making
process for product and service acquisition and brand
consolidation.

-




MATRICEA DE CORELARE A COMPETENTELOR SI A REZULTATELOR INVATARII DIN STANDARDUL DE CALIFICARE CU

DISCIPLINELE/MODULELE DIN PLANUL DE iNVATAMANT
LISTA COMPETENTELOR SI A REZULTATELOR INVATARII AFERENTE PROGRAMULUI DE STUDII

Competente generale/profesionale

Rezultate ale invitirii conform nivelului CNC

Absolventul candidatul la atribuirea calificdrii poate:

CG 1. Operarea eficientd cu date §i informatii din interiorul i exteriorul
organizatiei

l.evalua informatiile si datele colectate din mediul intern si extra-
organizational in procesul documentdrii, in vederea realizdrii intr-o manierd
eficientd si rentabild a activitatilor profesionale specifice.

CG 2. Asigurarea procesului de organizare si realizare a activitatilor de
comunicare si relatii publice, publicitate $i promovare

2. stabili o conlucrare efectivi cu factorii de decizie interni si entitti din
mediul extern (organizatii neguvernamentale, agenti economici,organe ale
puterii de stat, mass-media, societatea civild), in vederea facilitérii
transferului de informatie si sporirii competitivitatii si vizibilitatii in spatiul
public. )

CG 3. Crearea produselor de comunicare

3. elabora diverse produse de comunicare (sub forma de mesaje si activitati
de relatii publice, produse publicitare, materiale de promovare), reiesind din
necesititile organizatiei si scopul urmdrit, in vederea disemindrii catre
publicul tint.

CG 4. Utilizarea eficientd a instrumentelor digitale in procesul de producere
si distribuire a continuturilor de comunicare

4. utiliza eficient instrumente TIC si programe de software specifice in
activitatile profesionale de concepere si distribuire a produselor de
comunicare integrate, complexe, pentru a spori calitatea si atractivitatea lor
pe piata media, asigurénd un feedback pozitiv din partea publicului tinta.

CG 5. Gestionarea procesului de distribuire a produselor de comunicare

5. selecta canalele interne si externe de comunicare, pentru integrarea
produselor de comunicare complexe in circuitul informational.

CG 6. Evaluarea constanti a eficientei activitatilor de comunicare realizate

6. sintetiza reactiile publicului tintd (organizatii, mass-media, societatea
civild, contribuabili simpli) asupra activitatii de comunicare
desfasurate, in conditii de monitorizare continud a atitudinii fati de
organizatie.

CP 1. Elaborarea produselor de comunicare prin procesarea informatiilor

7. realiza o documentare detaliati si multiaspectuald prin colectarea datelor
si informatiilor privind contextul de comunicare si produsul ce urmeaz a fi
elaborat, in vederea stabilirii metodelor si instrumentelor de lucru.

CP 2. Operationalizarea strategiei de comunicare institutionald la nivel intern
si extern, adaptabila prioritatilor institutiei

8. implementa strategia de comunicare a institutiei, in conditiile procesului
de actualizare constant3, dezvoltdnd mecanisme de consultare a opiniei
publice, in vederea amplificdrii relatiilor de incredere si colaborare eficienta.
9. prezenta produse ale procesului de comunicare interna, elaborand
materiale privind procesele comunicationale institutionale (rapoarte,
statistici, newsletter, materiale informative, documente scrise formale).

CP 3. Crearea materialelor de relatii publice

10. redacta diverse materiale de relatii publice (sub forma de comunicate,
fisiere de presa, mape de presd, revista presei, declaratii de presa, discursuri,
invitatii, articole pentru site-ul institutional), in vederea facilitérii
transferului de informatii cétre publicul interesat.




CP 4. Conceperea evenimentelor speciale pentru presa

11. organiza evenimente speciale pentru presi (sub forma de conferinte,
briefinguri, tururi de presd, vizite de presa, receptii pentru presd), in vederea
impulsionirii procesului de productie a materialelor jurnalistice si stabilirea
de noi contacte cu reprezentantii mass-mediei.

CP 5. Aplicarea exigentelor de protocol si ceremonial in desfasurarea
tntalnirilor cu caracter oficial

12. organiza intalniri cu caracter oficial (sub forma de intrevederi, negocieri,
vizite de lucru, intruniri, interviuri, acorduri de colaborare, reuniuni, jubilee,
etc), prin implementarea cerintelor privind protocolul si ceremonialul
institutional.

13. desfisura activititi de instruire si asistentd factorilor de decizie privind
aparitiile publice, in vederea pregitirii acestora pentru sustinere
interviurilor, discursurilor oficiale si declaratiilor de presa.

CP 6. Distribuirea materialelor de relatii publice in spatiul extraorganizational

14. stabili relatii de conlucrare cu institutiile massmediei, in vederea
distribuirii materialelor de relatii publice in concordanta cu necesititile
strategice si solicitdrile parvenite la adresa institutiei.

15. administra pagina web si conturile institutiei de pe retelele de
socializare, prin aplicarea instrumentelor digitale de elaborare si integrare a
continuturilor in reteaua internet (plasarea articolelor integrate, postarilor,
comunicatelor, gestionarea comentariilor).

16. gestiona materialele publicate in mass-media raditionald (radio, tv, presa
print) si pe platformele institutiilor de presi online privitor la

organizatie, in conditii de monitorizare constantd a imaginii institutiei in
spatiul public.

CP 7. Procesarea informatiilor in vederea elaborarii produselor publicitare si
conceperii activititilor de promovare

17. evalua piata pentru a stabili pozitionarea si vizibilitatea produsului sau
serviciului in spatiul informational public, sau pentru a dezvolta oportunitati
de piati pentru produsele si serviciile noi.

18. stabili publicul tintd catre care se orienteaza activitatea de publicitate si
promovare, in vederea elaborarii profilului psiho sociologic al audientei
strategice.

CP 8. Generarea produselor publicitare

19. elabora conceptul pentru diverse mesaje cu continut publicitar (in format
text, audio, video, produs integrat), respectand cerintele de realizare a
acestora in functie de tipul de publicitate selectat.

20. crea materiale de publicitate pentru diferite medii de publicitate (mass-
media traditionald, mass-media digitald, spatiul web, publicitate indoor si
outdoor), in vederea realizdrii obiectivelor de vanzari.

CP 9. Utilizarea eficientd a programelor de software in procesul de elaborare
a produselor publicitare si promotionale

21. aplica programe de software specifice noilor media in crearea produselor
publicitare si promotionale integrate, in vederea fortificarii calitatii si
atractivitatii acestora pe piat.

CP 10. Realizarea activitatilor de promovare in spatiul public a bunurilor si
serviciilor

22. elabora materiale promotionale (sub formd de brosuri, pliante, story-uri,
pop-upuri pentru retele sociale, flyere, manuale de identitate vizuald, spoturi
| de promovare, articole cu elemente de identitate institutionald), prin




aplicarea programelor de machetare pentru imagine si text in procesul de
editare computerizata.

23. desfasura activitati specifice de promovare a bunurilor si serviciilor in
mediul offline si mediul online (sponsoriziri, evenimente de networking,
prezentiri, retarghetare, campanii de influencing, etc), pentru a mari
prestigiul si gradul de recunoastere al mércii.

CP 11. Distribuirea produselor publicitare si promotionale in circuitul | 24. gestiona distribuirea produselor publicitare si promotionale in spatiul
informational offline si online, utilizdnd instrumentele specifice de promovare, in vederea
facilitirii procesului decizional de achizitie a produselor si serviciilor i
consolidare a mércii.




MATRICEA DE CORELARE A COMPETENTELOR $I REZULTATELOR iNVA’IA‘ARI_I DIN §TANDARDUL DE CALIFICARE CU DISCIPLINELE/MODULELE DIN
PLANUL DE INVATAMANT

CORRELATION MATRIX OF THE LEARNING RESULTS, FORMED WITHIN THE PROGRAM WITH THOSE OF THE COURSE UNITS / MODULES

Denumirea Codul Nr. de Comp.
unititii de unitiitii | credite de
curs de curs studii

Gen. Pr.

CG1 CG2 | CG3 | CG4 | CG5 | €G6 | CP1 | CP2 | CP2 CP3 | CP4 | CP5 | CP5 | CP6 | CP6 | CP6 | CP7 Ccp7 | cps | Ccp8 | CP9 | CP10 | CP10 | CP11

Rezultate ale
Tnvitarii conform
nivelului CNC

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

Introducere in F.0.01 6 1 1 1 0,5 0,5 0,5 0,5 0,5 0,5
stiintele
comunicarii

Teoria si F.0.02 6 1,75 [ 0.5 0,5 175 1,5
practica
relatiilor
publice

Tehnica vorbirii | S.A.03 4 : 0,5 0,5 0,5 0,5 15 0,5
Dictie si
oratorie S.A.04

Comunicarea F.0.05 5 0,25 025 | 0,25 0,25 | 0,5 05 |05 [05 |05 |05 |05 |025 0,25

institutionald

Norme si F.0.06 4 2 2
interpretari
gramaticale

Limba straind G.0.07 5 2 : : ;
pentru
comunicare

Educatia fizica G.0.08

Limba roména G.0.09
de comunicare

Cadrul F.0.10 S 1 1 1 1 0,5 0,5
relational
institutional

Legislatia in F.O.11 4 . 2
domeniul
mediatic-
comunicational

Etica i G.0.12 5 1 1 0i5 0,5 0,5 0,5 1
integritate
profesionala

Teoria imaginii | S.A.13 | 4 05 |05 1 1 1

Interpretarea i

perceptia
simbolului in S.A.14

comunicare

Strategii de S.A.15 5 1 1 1 1 1
comunicare §i
Leadership in
Relatii Publice
Managementul S.A16
Resurselor
Umane




Ri

AN

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

Filosofie §i
gandire criticd

S.0.17

Educatia fizica

G.0.18

Practica de
initiere in
specialitate

SP.0.19

0,5

0,5

Limba romand
de comunicare

G.0.20

Discurs public
si persuasiune

F.021

Metodologia
cercetdril

F.0.22

Comunicare si
dialog cultural

E©23

0,5

0,5

0,5

0,5

0,5

0,5

0,5

0,5

0,5

0,5

Produse de PR

Produse
publicitare

S.A24

S.A25

0,5

0,5

0,5

0,5

0,5

0,5

0,5

0,5

0,5

0,5

Inteligentd
artificiala in PR
si publicitate

Design si artd
vizuald

S.A26

S.A27

0,5

0,5

Republica
Moldova:
istorie, politica,
societate
Cultura
comunicarii
interpersonale §i
organizationale
Antreprenoriat
inovativ
Integrare
europeand
Etica §i estetica

U.A28

U.A29

U.A.30

U.A31

U.A.32

Proiect de
cercetare

S.0.33

0,5

0,25

0,25

Metode de
promovare pe
social media
Creativitate in
publicitate

S.A34

S.A35

0,5

05

0,5

0,5

0,5

0,5

0,5

0,5

Comunicare in
situatii de crizd
Comunicarea
Internd

S.A36

S.A.37

0,5

0,5

0,5

0,5

Responsabilitate
sociald in PR si
comunicare
Comunicarea
comunitard

S.A38

S.A.39

0,5

0,5

0,5

0,5

Metode de
cercetare
cantitative i
calitative in
stiintele
comunicarii

S.0.40

0,5

0,5

0,5

0,5




Ri

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

Tehnici de
filmare si
montaj
Editare video

S.A41

S.A42

Practica de
specialitate

SP.0.43

10

Reputatie si
mesaj public

F.0.44

0,5

0,5

0,5

0,5

New media
Productie
multimedia

S.A45

S.A.46

0,5

0,5

Tehnici de
formare si
gestionare a
imaginii
Psihologia
reclamei

S.A47

S.A.48

0,25

0,25

0,25

0,25

0,5

0,5

0,5

0,5

Instrumente de
marketing
digital

Mobile
Journalism
(MOJO)

S.A.49

S.A.50

0,25

0,25

0,5

0,5

0,5

0,5

0,5

0,5

0,5

Campanie de
comunicare
publica
Tehnici de
influenta si
manipulare

S.AS51

S.A.52

0,25

0,25

0,25

0,25

0,5

0,5

0,5

0,5

Practica de
productie

SP.0.53

10

0,5

0,5

Teoria
argumentarii i
dezbatere
publicd

F.0.54

0,25

0,25

0,25

0,25

0,5

0,5

0,5

0,5

Storytelling in
relatii publice i
publicitate
Redactarea
textului i
copywriting

S.A55

S.A.56

0,25

0,25

0,25

0,25

0,5

0,5

Etichetd si
protocol
institutional
Gestionarea
imaginii publice

S.A. 57

S.A. 58

0,5

0,5

RI

10

11

12

13

14

15

16

19

20

21

22

23

24

Teorii §i tehnici
ale publicitatii
Campanii
publicitare

S.A.59

S.A.60

0,5

0,5

0,5

Branding §i
identitate
corporativd

S.0.61

0,25

0,25

0,25

0,5

0,5

0,5

0,5

0,5

Practica de
cercetare

SP.0.62

0,5

0,5

0,5

0,5

Teza de licen{d

TOTAL

180




