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1. DATELE DE IDENTIFICARE A TITULARULUI DIPLOMEI
INFORMATION IDENTIFYING THE HOLDER OF THE DIPLOMA
Numele de familie la nastere Numele de familie dupd casatorie (dacd este cazul)
Family name(s) at the birth Family names(s) (after marriage) (if applicable)
1ia | | 11b | |
Initiala (initialele) numelui (prenumelui) tatdlui/mamei Prenumele
1.2a Initial(s) of father's/mother s first name(s) 1.2b First name(s)

Data nasterii (anul/luna/ziua) Locul nasterii
Date of birth (year/month/day) Place of birth
13 | | 130 | |
Numdr matricol Cod numeric personal (CNP) Anul inmatricularii
Student enrollment number Personal identification number Year of enrollment
14 | | |15 |

2. INFORMATII PRIVIND CALIFICAREA
INFORMATION IDENTIFYING THE QUALIFICATION

Denumirea calificarii si (daca este cazul) titlul acordat (dupa promovarea examenului de finalizare a studiilor)
Name of gqualification and (if applicable) title awarded (after passing the final examination)

2.1 PUBLICITATE, LICENTIAT IN STIINTE ALE COMUNICARII
ADVERTISING, BACHELOR IN COMMUNICATION SCIENCES

Domeniul de studii Programul de studii

Field of study Programme of study
2.2a STIINTE ALE COMUNICARI 2.2b | PUBLICITATE

COMMUNICATION SCIENCES ADVERTISING

Numele si statutul institutiei de invatamant superior care acordd

. n Ay Facul re organizeaza examenul de finalizar: iilor
diploma (in limba roman&) acultatea care organizeaza examenul de finalizare a studiilo

Name and status of awarding institution Faculty administering the final examination

733 UNIVERSITATEA DE VEST DIN TIMISOARA 23b FACULTATEA DE STIINTE POLITICE, FILOSOFIE SI

! UNIVERSITATE DE STAT ACREDITATA ' STIINTE ALE COMUNICARII

WEST UNIVERSITY OF TIMISOARA FACULTY OF POLITIC SCIENCES, PHILOSOPHY AND
ACCREDITED STATE UNIVERSITY COMMUNICATION SCIENCES
Numele si statutul institutiei de nvatamant superior absolvite Facultatea care a asigurat scolarizarea (dach difers de 2.3b)
(daca difera de 2.3a, in limba romana) 9 7 )
Name and status of institution administering studies (if different Faculty administering studies (if different from 2.3b)
from 2.3a)

2.4a 2.4b

Limba (limbile) de studiu/examinare

Language(s) of instruction/examination

2.5 [ ROMANA, ROMANIAN
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3.1

3.3

4.1

4.2

Nivelul calificarii

Level of qualification

3. INFORMATII PRIVIND NIVELUL CALIFICARII
INFORMATION ON THE LEVEL OF THE QUALIFICATION

Durata oficiald a programului de studii si numarul de
credite de studii transferabile (conform SECTS/SECT)
Official length of the programme of study and number of
ECTS/SECT credits

CICLUL I — STUDII UNIVERSITARE DE LICENTA, 6 CNC 3.2 | 3 ANI, 180 SECT
BACHELOR STUDIES, 6 EQF 3 YEARS, 180 ECTS

Conditii de admitere
Access requirement(s)

DIPLOMA DE BACALAUREAT
BACCALAUREATE

4. INFORMATII PRIVIND CURRICULUMUL SI REZULTATELE OBTINUTE
INFORMATION ON THE CURRICULUM AND RESULTS GAINED

Forma de invatamant
Mode of study

INVATAMANT CU FRECVENTA
FULL-TIME STUDY

Rezultatele invatarii asigurate prin programul de studii

Learning outcomes of the study programme

Competente cheie

competente de alfabetizare;

competente multilingvistice;

competente digitale;

competente personale, sociale si de a invata sa inveti;
competente cetatenesti;

competente antreprenoriale;

Competente profesionale

defineste identitatea marcii - defineste caracteristicile unei marci; identificd ce anume reprezintd marca; dezvolta o perceptie
puternicd a marcii, atat la nivel intern, cat si extern;

ofera informatii - asigurd calitatea si corectitudinea informatiilor furnizate, in functie de tipul de audienta si de context;
analizeaza tendintele de cumparare - analizeaza obiceiurile de cumparare sau comportamentul predominant al clientilor;
concepe experiente pentru clienti - creeaza experiente pentru clienti, pentru a maximiza rentabilitatea si satisfactia acestora;
dezvoltd instrumente promotionale - genereaza materiale promotionale si colaboreaza in productia de texte promotionale,
materiale video, fotografii etc. Pdstreaza materialele promotionale anterioare in mod organizat;

stabileste calendarul campaniei - creeazd un calendar si stabileste obiective finale pentru procedurile si sarcinile unei campanii
politice sau promotionale;

furnizeaza informatii in scris - comunicd in scris informatii prin intermediul mass-mediei digitale sau al presei scrise, in functie de
necesitatile grupului tinta. Structureaza continutul in conformitate cu specificatiile si standardele. Aplica reguli de gramaticd si
ortografie;

oferd interviuri mass-mediei - se pregdteste in functie de context si de diversitatea mijloacelor de comunicare in masa (radio,
televiziune, internet, ziare etc.) si oferd un interviu;

face prezentdri publice - vorbeste in public si interactioneaza cu cei prezenti. Pregdteste afise, planuri, grafice si alte informatii
n sprijinul prezentarii.

utilizeaza diferite canale de comunicare - utilizeaza diferite tipuri de canale de comunicare, cum ar fi comunicarea verbald, scrisa
de mana, digitala si telefonica, cu scopul de a construi si a face schimb de idei sau de informatii;

ofera consiliere in ceea ce priveste relatiile publice - ofera consiliere intreprinderilor sau organizatiilor publice cu privire la
gestionarea relatiilor publice si la strategii pentru a asigura comunicarea eficientd cu publicul tintd, precum si transmiterea
adecvata a informatiilor;

coordoneaza evenimente - conduce evenimente gestionand bugetul, logistica, sprijinirea evenimentelor, securitatea, planurile de
urgenta si masurile ulterioare;

pledeaza pentru o cauza - prezintd motivele si obiectivele unei anumite cauze, cum ar fi o cauza caritabila sau o campanie
politicd, unor persoane sau unui public mai larg, cu scopul de a obtine sprijin pentru cauza respectiva;

elaboreaza strategia mediaticd - creeaza strategia privind tipul de continut care urmeaza sa fie furnizat grupurilor-tinta ti cu
privire la ce mijloace de informare trebuie utilizate, tindnd seama de caracteristicile publicului-tinta ti ale mass-mediei care vor fi
utilizate pentru livrarea de continut;

coordoneaza campanii publicitare - organizeaza modul de actiune pentru promovarea unui produs sau serviciu; supravegheaza
producerea de anunturi publicitare televizate, din ziare si din reviste, sugereazad pachete de corespondenta, campanii prin e-mail,
site-uri, standuri si alte canale de promovare;

aplicd strategii de marketing afrent platformelor de comunicare sociald - utilizeazad traficul pe site-uri al platformelor de
comunicare sociala, cum ar fi Facebook si Twitter, pentru a atrage atentia si participarea clientilor existenti si potentiali prin
intermediul forumurilor de discutii, al registrelor de site-uri, al microblogurilor si al comunitatilor sociale in vederea obtinerii unei
imagini de ansamblu si a unei intelegeri rapide a temelor si a opiniilor de pe reteaua sociala si gestioneaza noutati care sosesc
sau solicitari;

gestioneaza proiecte de dezvoltare de continut - planifica si pune in aplicare crearea, furnizarea si gestionarea continutului digital
sau tiparit, dezvolta un sistem care descrie intregul proces de dezvoltare si publicare a continutului editorial si utilizeaza
instrumente TIC pentru a sprijini acest proces;
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evalueaza continutul materialelor de marketing - se ocupd de revizuirea, evaluarea, alinierea si aprobarea materialului de
marketing si continutului definit in planul de comercializare. Evalueaza materialul scris, imaginile, materialele publicitare tiparite
sau video, discursurile publice si declaratiile in conformitate cu obiectivele de marketing; evaluate marketing content - revise,
assess, align, and approves marketing material and content defined in the marketing plan. Evaluate written word, images, print
or video advertisements, public speeches, and statements in accordance with the marketing objectives;

analizeaza factorii interni ai societatilor - cerceteazd si intelege diferiti factori interni care influenteaza functionarea
intreprinderilor, cum ar fi cultura, fundatia strategica, produsele, preturile si resursele sale disponibile;

elaboreaza strategii de relatii publice - planifica, coordoneazd si depune toate eforturile necesare in cadrul unei strategii de relatii
publice, cum ar fi definirea obiectivelor, pregdtirea comunicarilor, contactarea partenerilor si difuzarea informatiilor intre partile
interesate;

administreazad bunurile de marcd - gestioneazd marcile ca bunuri pentru a le maximiza valoarea.

Competente transversale

respecta standardele campaniei - asigura conducerea si gestionarea in conformitate cu codul de conduita al organizatiei;
stabileste relatii cu media - adopta o atitudine profesionald pentru a raspunde in mod eficient la cererile mass-media;
desfasoara strategii de creare de nume de marcd - propun denumiri pentru produsele noi si cele existente; adaptarile la factorii
dati ai unei limbi si, in special, ai culturii sunt necesare pentru obtinerea efectului dorit;

dezvolta idei creative - dezvoltarea de noi concepte artistice si idei creative;

stimuleaza creativitatea la nivelul echipei - utilizeaza tehnici precum brainstorming pentru a stimula creativitatea in echipa;
studiaza culturi - studiaza si internalizeaza o culturd care nu este proprie pentru a intelege cu adevarat traditiile, regulile si
activitdtile acesteia.

Rezultate ale invatarii
a)Cunostinte

sa cunoasca spre folosire echipamentele informatice si tehnologia moderna;
sa defineasca principalele concepte specifice domeniului, sa le utilizeze alaturi de terminologia de specialitate n situatii multiple;
sa explice conceptual situatiile de comunicare si problemele de specialitate din domeniu;

e sd proiecteze punerea in aplicare a planurilor de comunicare interna si externd ale unei organizatii, inclusiv prezenta sa online;

e  sa defineascd componentele unei marci;

e s identifice particularitdtile culturale, strategice si resursele disponibile pentru promovare;

e sa formuleze concepte specifice pentru a internaliza o cultura care nu este proprie si pentru a intelege cu adevarat traditiile,
regulile si activitatile acesteia;

. sa formuleze pasii pentru planificarea unei strategii de relatii publice si publicitate;

e sa identifice si sd inteleaga teoriile cu privire la gestiunea informatiilor, comunicarea mediaticd, sistemele media, dinamica
acestora si la efectele comunicarii mediatice;

e sd identifice particularitati ale utiliz3rii specializate a diverselor tipuri media in comunicare;

e  sacunoasca procedurile de planificare necesare pentru un eveniment de succes;

e saidentifice aspectele tehnice si logistice necesare pentru un eveniment de succes;

e sa formuleze caracteristicile marcilor pentru a le maximiza valoarea.

e sacunoasca modul de aplicare specific pentru gestionarea brandului de catre toate partile interesate;

e  sa anticipeze asteptadrile viitoare si orientarile specifice brandului;

e 53 identifice in mod corespunzdtor strategii care vizeaza promovarea unui anumit produs sau serviciu, utilizand strategii de
marketing elaborate;

e sa elaboreze criterii pentru transmiterea corectd si de calitate a informatiilor, in functie de tipul de audienta si de context;

e safacd dovada cunoasterii fundamentelor artistice si creative pentru generarea de produse publicitare;

e sd implementeze regulile creativitatii pentru redactarea enunturilor publicitare tinadnd cont de cerintele clientului, de publicul-
tintd, de mass-media si de obiectivele de marketing;

e  sa defineasca obicieurile si comportamentul de cumparare ale unui public vizat.

e sa formuleze puncte spre care converg tehnologia, experienta utilizatorilor si mediul de afaceri pentru a crea si a dezvolta noi
produse;

e  saidentifice in mod corect noi produse si idei de produse bazate pe studii de piata privind tendintele si nisele;

e  sa formuleze pasii necesari dezvoltarii unei campanii politice sau promotionale;

e sdaleagd in mod corespunzator strategia de comunicare cu mass-media, in functie de necesitatile grupului tinta;

e sd identifice corect diferite tipuri de canale de comunicare in vederea schimbului de idei sau de informatii;

e sa formuleze relevanta motivele si obiectivele unei anumite cauze, cum ar fi o cauza caritabild sau o campanie politica, unor
persoane sau unui public mai larg, cu scopul de a obtine sprijin pentru cauza respectiva;

e s3 analizeze cantitativ si calitativ informatiile necesare pentru a evalua situatia actuald a unei marci;

e sd formuleze in mod clar si corect pasii necesari pentru promovarea unui produs sau serviciu;

e  sa identifice si sd utilizeze principalele teorii cu privire la segmentarea publicului tintd, la dinamica diverselor tipuri de audienta /
public;

e  sa trateze comunicarea si publicul / audienta din perspectiva unor parametri specifici domeniului;

e sd formuleze conceptele, teoriile, paradigmele si metodologiile utilizate in analiza comunicdrii publicitare;

e sa formuleze ipoteze, sa operationalizeze concepte, sa dezvolte unele modalitati de solutionare a problemelor de comunicare
publicitara;

e  sa identifice conceptele si metodele adecvate pentru dezvoltarea unui produs/campanii publicitare;

e sa utilizeze concepte specifice privind dezvoltarea unor produse/campanii publicitare cum sunt pozitionarea, planificarea
strategicd in publicitate etc.

e  sa identifice si sa descrie specificului deontologiei publicitare;

e  sa descrie modul de organizare a profesiei si a valorilor acesteia.

b) Abilitati

sa utilizeze in mod optim echipamentele informatice si tehnologia moderna

sa desfasoare activitdti de cercetare pentru a identifica fi cultura, fundatia strategicd, produsele, preturile si resursele sale
disponibile;

sa adapteze mesajul campaniilor pentru a internaliza o culturd care nu este proprie si pentru a intelege cu adevdrat traditiile,
regulile si activitatile acesteia;

3/14
L. S.




sa planifice pasii necesari unei strategii de relatii publice si publicitate;

sa implementeze procedurile de planificare necesare pentru un eveniment de succes;

sa descrie aspectele tehnice si logistice necesare pentru un eveniment de succes;

sa utilizeze caracteristicile marcilor pentru a le maximiza valoarea;

sa aplice un cadru specific pentru gestionarea brandului de cétre toate partile interesate;

sa analizeze continutul relevant, cum ar fi asteptarile viitoare si orientdrile specifice brandului intr-un context dat;

sa adapteze planurile de comunicare internd si externa ale unei organizatii, inclusiv prezenta sa online;

sa identifice componentele unei marci;

sa dezvolte o strategie pentru perceptia puternica a marcii;

sa construiasca Tn mod corespunzdtor strategii care vizeaza promovarea unui anumit produs sau serviciu, utilizand strategii de
marketing elaborate;

sa genereze informatii corecte si de calitate in functie de tipul de audientd si de context;

sa genereze produse publicitare pe baza fundamentelor artistice si creative;

sa construiasca anunturi publicitare tindnd cont de cerintele clientului, de publicul-tinta, de mass-media si de obiectivele de
marketing;

sa analizeze caracteristicile publicului tintd in functie de obicieurile si comportamentul de cumparare;

sa utilizeze puncte spre care converg tehnologia, experienta utilizatorilor si mediul de afaceri in vederea dezvoltarii de noi
produse;

sa construiascd experiente pentru clienti, pentru a maximiza rentabilitatea si satisfactia acestora;

sa elaboreze materiale promotionale, materiale video, fotografii etc.

sa ordoneze materialele promotionale anterioare in mod organizat;

sa genereze noi idei de produse bazate pe studii de piatd privind tendintele si nisele;

sa construiasca un calendar stabilind obiective finale pentru procedurile si sarcinile unei campanii politice sau promotionale;

sa comunice informatii in mod structurat catre canalele media, in functie de necesitdtile unui grup tint3;

sa elaboreze materiale grafice corespunzatoare si alte informatii in sprijinul unei prezentdri;

sa utilizeze optim diferite tipuri de canale de comunicare in vederea schimbului de idei sau de informatii;

sa construiasca strategii de consiliere a organizatiilor in vederea comunicarii eficiente cu publicul tinta, precum si transmiterea
adecvata a informatiilor;

sa gestioneze managementul organizarii unui eveniment, implicand bugetul, logistica, sprijinirea evenimentelor, securitatea,
planurile de urgenta si masurile ulterioare;

sa dezvolte strategii de diseminare a motivelor si obiectivelor unei anumite cauze, cum ar fi o cauza caritabild sau o campanie
politicd, unor persoane sau unui public mai larg, cu scopul de a obtine sprijin pentru cauza respectiva;

sa construiasca strategii privind tipul de continut care urmeaza sa fie furnizat grupurilor-tintd ti cu privire la ce mijloace de
informare trebuie utilizate, tindnd seama de caracteristicile publicului-tinta ti ale mass-mediei care vor fi utilizate pentru livrarea
de continut;

sa dezvolte o identitate clara si o pozitie unica pe piata pentru un produs, serviciu, actiune sau personalitate publica;

sa identifice canale de distributie optime pentru clienti;

sa interpreteze analiza cantitativa si calitativd a informatiilor necesare pentru a evalua situatia actuald a unei marci;

sa planifice toate activitdtile implicate in realizarea obiectivelor specifice de comercializare intr-un interval de timp dat;

sa elaboreze un plan de promovare a unui produs prin diferite canale, cum ar fi televiziunea, radioul, platformele de tiparire si
platformele online si platformele de comunicare sociald, cu scopul de a comunica si de a oferi valoare clientilor;

sa elaboreze modul de actiune pentru promovarea unui produs sau serviciu;

sa interpreteze traficul pe site-uri al platformelor de comunicare sociald pentru a atrage atentia si participarea clientilor existenti
si potentiali;

sa elaboreze strategii de comunicare prin intermediul forumurilor de discutii, al registrelor de site-uri, al microblogurilor si al
comunitatilor sociale in vederea obtinerii unei imagini de ansamblu si a unei intelegeri rapide a temelor si a opiniilor de pe reteaua
sociald;

sa planifice strategia de comunicare pe canalele digitale;

sa gestioneze continutul digital sau tiparit in vederea implementdrii unei strategii de comunicare publicitarg;

sa dezvolte un sistem care descrie intregul proces de dezvoltare si publicare a continutului editorial;

sa utilizeze instrumente TIC pentru a sprijini procesul de comunicare digitald a informatiilor dintr-o campanie publicitara;

sa aplice principiile deontologice si normele etice care stau la baza organizarii si functionarii activitatilor specifice domeniului de
specialitate;

sa aplice legislatia nationald si europeana privind liberul acces la informatie, proprietatea intelectuala, drepturile de autor,
copyright-ul etc. in procesul comunicdrii profesionalizate si in activitdtile de informare documentare;

sa elaboreze unele proiecte de investigatie si interventie in domeniul de specialitate;

sa utilizeze tehnologiile adecvate in realizarea si comunicarea profesionalizata a diverselor produse de informare, cu respectarea
dreptului publicului de a fi informat corect;

sa utilizeze unele modele, grile, teste, proceduri si softuri adecvate pentru rezolvarea problemelor privind segmentarea publicului
tinta si cu care se confrunta publicul tintd;

sa identifice metodele de cercetare a tehnicilor si instrumentelor de cercetare adecvate in scopul analizei comunicdrii publicitare;
sa identifice si sa aleagd cele mai bune canale de distributie pentru client;

sa dezvolte si sa implementeze idei creative publicitare;

sa evalueze modul in care o idee creativa corespunde obiectivelor specifice campaniei publicitare;

sa evalueze materialele scrise, imaginile, materialele publicitare tiparite sau video, discursurile publice si declaratiile n
conformitate cu obiectivele de marketing si comunicare ale clientului;

sa construiasca si sa analizeze o baza de date privind nevoile, interesele, obisnuintele, preocuparile si asteptarile unui segment
din public/audienta;

sa elaboreze proiecte publicitare uzuale in conditii prestabilite;

sa realizeze portofolii cu privire la dimensiunea mediatica a unui act de informare si/sau comunicare profesionalizatd;

sa elaboreze produse / campanii publicitare in conditii prestabilite;

sa utilizeze criterii si metode standard de evaluare a calitatii si limitelor folosirii diverselor tehnologii in cadrul unor acte concrete
de informare si comunicare;

sa identifice si sa utilizeze indicatori relevanti pentru evaluarea rezultatelor campaniilor;

sa evalueze date empirice;

sa adapteze instrumente tehnice si strategice de publicitate tindnd cont de deontologie si responsabilitate sociala.
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c) Responsabilitate si autonomie

sa isi ghideze comportamentul organizational avand in vedere elemente de deontologie si responsabilitate sociald;
sa rezolve in mod realist - cu argumentare atat teoretica, cat si practica — unele situatii profesionale uzuale, in vederea solutiondrii
eficiente si deontologice a acestora;

e sa fie capabil sa gestioneze provocdri viitoare;
e sd discute impreuna cu membri ai echipei de creatie pentru a gasi alternative, solutii si versiuni mai bune;
e sd se implice in colaborare cu echipa in productia de texte promotionale;
e  saisi dezvolte competente de a vorbi in public si de a interactiona cu grupurile;
e sa execute responsabil sarcinile profesionale, in conditii de autonomie restransa si asistenta calificatd;
e sd se familiarizeze cu rolurile si activitdtile specifice muncii in echipa si distribuirea de sarcini pentru nivelurile subordonate;
e s aplice tehnici de munca eficientd in echipa multidisciplinara cu indeplinirea anumitor sarcini pe paliere ierarhice;
e  sa gestioneze o relatie durabild si semnificativd cu furnizorii si cu prestatorii de servicii in vederea stabilirii unei colaborari,
cooperari si negocieri contractuale pozitive;
e sa constientizeze nevoia de formare continua;
e 3 utilizeze eficient si sustenabil resursele si tehnicile de invatare, pentru dezvoltarea personald si profesionald.
Key competences

Literacy competence;

Multilingual competence;

Digital competence;

Personal, social and learning to learn competence;
Citizenship competence;

Entrepreneurship competence.

Professional competences

define brand identity - define the characteristics of a brand; identify what the brand stands for; develop a strong brand perception
both internally and externally;

provide information - ensure quality and correctness of provided information, depending on the type of audience and context;
analyse costumer buying trends - analyse buying habits or currently prevalent customer behaviour;

design customer experience - create customer experiences to maximise client's satisfaction and profitability;

develop promotional tools - generate promotional material and collaborate in the production of promotional text, videos, photos,
etc. Keep previous promotional material organised;

create campaign schedule - create a timeline and establish final goals for the procedures and tasks of a political or otherwise
promotional campaign;

provide written content - communicate information in written form via digital or print media according to the needs of the target
group. Structure the content according to specifications and standards. Apply grammar and spelling rules;

give interviews to media - prepare oneself according to the context and the diversity of media (radio, television, web, newspapers,
etc.), and give an interview;

conduct public presentations - speak in public and interact with those present. Prepare notices, plans, charts, and other
information to support the presentation;

use different communication channels - make use of various types of communication channels such as verbal, handwritten,
digital and telephonic communication with the purpose of constructing and sharing ideas or information;

advise on public relations - advise business or public organisations on public relations management and strategies in order to
ensure efficient communication with target audiences, and proper conveying of information;

coordinate events - lead events by managing budget, logistics, event support, security, emergency plans and follow up;
advocate a cause - present the motives and objectives of a certain cause, such as a charity cause or political campaign, to
individuals or larger audience in order to gather support for the cause;

develop media strategy - create the strategy on the type of content to be delivered to the target groups and which media to be
used, taking into account the characteristics of the target audience and the media that will be used for content delivery;
coordinate advertising campaigns - organise course of action to promote a product or service; oversee the production of TV
advertisements, newspaper and magazine ads, suggest mail packs, email campaigns, websites, stands and other advertising
channels;

apply social media marketing - employ website traffic of social media such as Facebook and Twitter to generate attention and
participation of existing and potential customers through discussion forums, web logs, microblogging and social communities for
gaining a quick overview or insight into topics and opinions in the social web and handle inbound leads or inquiries;

manage content development project - plan and implement the creation, delivery and management of digital or printed content,
develop a system that describes the entire editorial content development and publishing process and use ICT tools to support
the process;

evaluate marketing content - revise, assess, align, and approves marketing material and content defined in the marketing plan.
Evaluate written word, images, print or video advertisements, public speeches, and statements in accordance with the marketing
objectives;

analyse internal factors of companies - research and understand various internal factors that influence the operation of companies
such as its culture, strategic foundation, products, prices, and available resources;

develop public relations strategies - plan, coordinate and implement all the efforts required in a public relations strategy such as
defining the targets, preparing communications, contacting partners, and spreading information among stakeholders;

manage brand assets - process for managing brands as assets in order to maximise their value.

Transdisciplinary competences

follow company standards - lead and manage according to the organisation's code of conduct;

establish relationship with the media - adopt a professional attitude to respond effectively to the demands of the media;

carry out haming strategies - come up with names for new and existing products; adaptations to the given factors of a language
and particularly to the culture are necessary in order to achieve the desired effect;

develop creative ideas - developing new artistic concepts and creative ideas;

stimulate creativity in the team - use techniques like brainstorming to stimulate creativity in the team;
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e study cultures - study and internalise a culture that is not your own to truly understand its traditions, rules, and workings.

Learning outcomes
a) Knowledge
e  know how to use modern computer equipment and technology;

. define the main concepts specific to the field, to use them together with specialised terminology in multiple situations;

. conceptually explain communication situations and specialist problems in the field;

¢ design the implementation of an organisation's internal and external communication plans, including its online presence;

. define the components of a brand;

e identify cultural, strategic and resource specifics available for promotion;

e formulate specific concepts to internalise a culture that is not their own and to truly understand its traditions, rules and activities;

« formulate steps for planning a public relations and advertising strategy;

. identify and understand theories of information management, media communication, media systems, media dynamics and the
effects of media communication;

o identify the specifics of the specialised use of various media types in communication;

¢ know the planning procedures necessary for a successful event;

* identify the technical and logistical aspects necessary for a successful event;

e  formulate the characteristics of brands to maximise their value.

¢ know the specific application for brand management by all stakeholders;

¢ anticipate future expectations and brand-specific guidelines;

e  appropriately identify strategies aimed at promoting a specific product or service using developed marketing strategies;

e develop criteria for the accurate and quality delivery of information, depending on the type of audience and context;

e demonstrate knowledge of the artistic and creative foundations for generating advertising products;

¢ implement the rules of creativity for writing advertising copy taking into account the requirements of the client, the target
audience, the media and the marketing objectives;

e  define the target audience's buying behaviour and preferences.

e formulate points towards which technology, user experience and business converge to create and develop new products;

e correctly identify new products and product ideas based on market research on trends and niches;

« formulate the necessary steps to develop a political or promotional campaign;

e  choose the right media communication strategy according to the needs of the target group;

e  correctly identify different types of communication channels for the exchange of ideas or information;

e articulate the relevance of the reasons and objectives of a particular cause, such as a charitable cause or a political campaign,
to individuals or a wider audience in order to gain support for the cause;

e analyse quantitatively and qualitatively the information needed to assess the current situation of a brand;

e clearly and correctly formulate the steps needed to promote a product or service;

¢ identify and use the main theories on target audience segmentation, the dynamics of different types of audience/public;

e  treat communication and audience/audience from the perspective of domain-specific parameters;

¢ formulate the concepts, theories, paradigms and methodologies used in the analysis of advertising communication;

. formulate hypotheses, operationalise concepts, develop some ways of solving advertising communication problems;

. identify appropriate concepts and methods for developing an advertising product/campaign;

e use specific concepts related to the development of advertising products/campaigns such as positioning, strategic planning in

advertising, etc.
identify and describe the specifics of advertising ethics;
e  describe how the profession and its values are organised.

b) Skills
e  make optimal use of computer equipment and modern technology
e conduct research to identify its culture, strategic foundation, products, pricing and available resources;
e  adapt the message of campaigns to internalise a culture that is not their own and to truly understand its traditions, rules and
activities;
plan the necessary steps of a public relations and advertising strategy;
implement the planning procedures necessary for a successful event;
describe the technical and logistical aspects of a successful event;
use the characteristics of brands to maximise their value;
apply a specific framework for brand management by all stakeholders;
analyse relevant content, such as future expectations and brand-specific guidelines in a given context;
adapt an organisation's internal and external communication plans, including its online presence;
identify the components of a brand;
develop a strategy for strong brand perception;
appropriately construct strategies aimed at promoting a specific product or service using developed marketing strategies;
generate accurate and quality information according to audience type and context;
generate advertising products based on artistic and creative foundations;
construct advertisements taking into account client requirements, target audience, media and marketing objectives;
analyse the characteristics of the target audience in terms of their buying habits and behaviour;
use points where technology, user experience and business converge to develop new products;
build customer experiences to maximise profitability and customer satisfaction;
develop promotional materials, videos, photos, etc.
order previous promotional materials in an organised way;
generate new product ideas based on market research on trends and niches;
build a calendar setting final targets for the procedures and tasks of a political or promotional campaign;
communicate information in a structured way to media channels according to the needs of a target group;
develop appropriate graphics and other information to support a presentation;
make optimal use of different types of communication channels to exchange ideas or information;
build strategies for advising organisations on how to communicate effectively with target audiences and how to convey
information appropriately;
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manage the management of the organisation of an event, involving budget, logistics, event support, security, contingency
planning and aftercare;

develop strategies to disseminate the reasons and objectives of a particular cause, such as a charitable cause or political
campaign, to individuals or a wider audience in order to gain support for the cause;

build strategies on the type of content to be delivered to target groups and on which media to use, taking into account the
characteristics of the target audience and the media to be used for content delivery;

to develop a clear identity and unique market position for a product, service, action or public personality;

identify optimal distribution channels for customers;

interpret the quantitative and qualitative analysis of information needed to assess a brand's current situation;

plan all activities involved in achieving specific marketing objectives within a given time frame;

develop a plan to promote a product through different channels such as TV, radio, print and online platforms and social media
platforms in order to communicate and deliver value to customers;

develop the course of action for promoting a product or service;

interpret website traffic from social communication platforms to attract attention and participation from existing and potential
customers;

develop communication strategies through discussion forums, site registers, microblogs and social communities in order to get
a quick overview and understanding of issues and opinions on the social network;

plan the communication strategy on digital channels;

manage digital or print content to implement a communication strategy for advertising;

develop a system that describes the whole process of developing and publishing editorial content;

use ICT tools to support the digital communication process of information in an advertising campaign;

apply the principles of ethics and ethical rules underlying the organisation and operation of activities specific to the specialist
field;

apply national and European legislation on free access to information, intellectual property, copyright, etc. in the process of
professional communication and in documentary information activities;

elaborate some investigation and intervention projects in the specialized field;

use appropriate technologies in the professional production and communication of various information products, while respecting
the public's right to be correctly informed;

use some appropriate models, grids, tests, procedures and software to address issues of target audience segmentation and
facing target audiences;

identify research methods of appropriate research techniques and tools for the purpose of advertising communication analysis;

identify and choose the best distribution channels for the client;

develop and implement creative advertising ideas;

evaluate how a creative idea meets specific advertising campaign objectives;

evaluate written materials, images, print and video advertising materials, public speeches and statements against the client's
marketing and communication objectives;

build and analyse a database of the needs, interests, habits, concerns and expectations of a segment of the audience/audience;
develop routine advertising projects under pre-determined conditions;

produce portfolios on the media dimension of a professional information and/or communication act;

develop advertising products/campaigns under predefined conditions;

use standard criteria and methods to assess the quality and limits of the use of various technologies in concrete acts of
information and communication;

identify and use relevant indicators for evaluating the results of campaigns;

evaluate empirical data;

adapt technical and strategic advertising tools taking into account ethics and social responsibility.

c) Responsibility and autonomy

guide their organisational behaviour in the light of ethical and social responsibility elements;

deal realistically - with both theoretical and practical argumentation - with some common professional situations in order to solve
them efficiently and ethically;

be able to manage future challenges;

discuss with members of the creative team to find alternatives, solutions and better versions;

engage collaboratively with the team in the production of promotional texts;

develop public speaking and group interaction skills;

perform professional tasks responsibly, with limited autonomy and skilled assistance;

become familiar with the roles and activities specific to teamwork and the distribution of tasks to subordinate levels;

apply effective multidisciplinary teamwork techniques with the performance of specific tasks on hierarchical levels;

manage a sustainable and meaningful relationship with suppliers and service providers in order to establish positive collaboration,
cooperation and contract negotiations;

be aware of the need for continuous training;

make effective and sustainable use of learning resources and techniques for personal and professional development.

Detalii privind programul absolvit, calificativele/notele/creditele ECTS/SECT obtinute (conform Registrului matricol al facultatii, volumul nr. .../...
Programme details and the individual grades/marks/ECTS/SECT crediits obtained (according to Faculty Student Records, volume no. .../...

4.3

Nr.

No.

3Total ore Nota Nr. credite
Number of
Denumirea disciplinei Number of hours Grade ECTS/SECT
credits
Subject c S p | p Sem I Sem II Sem I Sem II
Itsem | 2 sem Itsem | 2" sem

Anul I (anul universitar 2021-2022)
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4.3

3)Total ore Nota Nr. credite
Number of
Nr. Denumirea disciplinei Number of hours Grade ECTS/SECT
credits
No. Subject Sem I Sem II Sem I Sem II
C S LP P
I'sem | 2%sem | Isem | 2sem
1% year of study (2021-2022 academic year)
Introducere in stiintele comunicarii
1 ) S . 28 14 - - - 4 -
Introduction to communication sciences
2 Introducere in sistemul mass-media 28 14 ) ) ) 4 )
Introduction to the media system
Gandire critica
3| Gitical thinking 28 14 ] ] ) 3 ]
4 | Introducere in relatii publice 28 14 } } ) 4 )
Introduction to public relations
Introducere in publicitate _ _ ) _
> Introduction to advertising 28 28 4
Tehnici de colectare a informatiilor
6 ; : ) 28 14 - - - 3 -
Information gathering technigues
Istoria publicitatii ) ) ) )
/ The history of advertising 28 14 2
Informatica
8 | Informatics ) 28 ] ] ) 2 ]
Limba straina I
2 Foreign language I ) 14 ] ] ) 2 ]
Educatie fizica I
10 Physical education I ) ) ) 14 ) 1 )
Consilierea profesionala si orientarea in cariera
11 | @studentilor ) 14 B B ) 1 _
Professfonal counseling and career guidance for
students
Voluntariat I
12 Volunteering I ) 60 ] ] ) 2 ]
Etica
13 Fthics 28 14 - - - - 4
Tehnici de redactare
14 Writing techniques 14 28 ] ] ] ) 4
Multimedia
151 mutimedia 14 28 ) ) ) ) 3
16 Comunicare interna 28 28 _ _ _ _ 4
Internal communication
17 | Publicitate si tehnici promotionale 14 28 ) ) ) ) 4
Advertising and promotional technigues
Social media
18 | social media 28 28 ] ] ] ] >
19 Istoria si filosofia comunicarii 28 ) ) ) ) ) 3
History and philosophy of communication
Limba strdina II
20 Foreign language II ) 14 ) ) ) ) 2
Educatie fizica II ) ) ) ) )
21 Physical education 11 14 1
Voluntariat II
22 Volunteering IT ) 60 ] ] ] ) 2
Promovat cu media®: Total credite: 65 (60+5)
Pass, average grade per academic year: Total ECTS/SECT crediits:
Anul II (anul universitar 2022-2023)
2" year of study (2022-2023 academic year)
Deontologie profesionala ) ) ) )
1 Professional ethics 14 14 3
4 | Scriere academica 14 14 ) ) } 3 )
Academic writing
Marketing si management general
3 : 28 14 - - - 4 -
Marketing and general management
Analiza reclamei
| ad analysis 28 28 i i ) > ]
Media planning ) ) ) ) )
> Medlia planning 28 3
Practica in institutii de profil I
6 . - 42 - - - 5 -
Internship I
; | Editare in limbaje web ) 3 }
Web language editing 28 14 - -
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3Total ore Nota Nr. credite

Number of
Nr. Denumirea disciplinei Number of hours Grade ECTS/SECT
credits
No. Subject Sem I Sem II Sem I Sem II

C S LP P
Itsem | 2 sem Itsem | 2" sem

Comunicare pe dispozitive mobile
Communication on mobile devices

Elaborarea unui produs de RP cu ajutorul
calculatorului

Development of a RP product using a computer

Disciplina complementara transversala I

8 o 14 14 - - - 2 -
Transcisciplinary complementary course |

9 Limba straina III ) 14 ) ) ) 2 )
Forefgn language III

1o | Educatie fizica III } } } 14 ) 1 )
Physical education IIT
Voluntariat III

1 Volunteering III ] 60 ] ] ) 2 ]

1 | Metode de cercetare in stiintele sociale )8 14 _ _ } ) 4
Research methods in the social sciences

13 | Semiotica 22 | 14 | - | - - - 4
Semiotic

14 | Managementul agentiei de publicitate 14 28 ) ) ) ) 4

Advertising agency management

Elaborarea unui produs de publicitate cu
15 ajutorul calculatorului 28 14 - - - - 4
Developing a computer advertising product

Psihologia reclamei

16 Advertising psychology

14 14 - - - - 2

17 | Practica in institutii de profil II } ) ) 28 ) } 5
Internship I

Scriere creativa
Creative writing
Formate in media digitala 14
Formatted in digital media
Blogging si Vlogging
Blogging and Viogginf

18

Disciplina complementara transversala II
Transcisciplinary complementary course Il

19 14 | 14 - |- - - 2

Limba strdina IV
20 Foreign language 1V - 14 - - - _ )

Educatie fizica IV ) ) ) ) )
21 Physical education 1V 14 1

Voluntariat IV
22 Volunteering 1V - 60 - - - . 2

Promovat cu media®: Total credite:

Pass, average grade per academic year: Total ECTS/SECT crediits: 66 (60+6)

Anul III (anul universitar 2023-2024)

37 year of study (2023-2024 academic year)
Publicitate online

! Online advertising 14 14 i i j 4 j

Comportamentul consumatorului

; 28 14 - - - 4 -
Consumer behavior

Elaborarea unui produs de publicitate cu
ajutorul mijloacelor audiovideo

Elaboration of an advertising product with audio-
video means

14 28 - - - 4 -

Practica in institutii de profil III
Internship IIT

Creatie in publicitate

Advertising creation 28 28 j j ) > ]

Productie si editare multimedia
Multimedia production and ediiting
Introducere in stiinta retelelor
Introduction to network science
Naratiuni digitale

Digital storytelling

28 14 - - - 3 -

Retorica
Rhetoric

Disciplina complementara transversala III

Transcisciplinary complementary course Ill 14 14 ) ) ) 2 )
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4.3

4.4

5.1

3Total ore Nota Nr. credite

Number of
Nr. Denumirea disciplinei Number of hours Grade ECTS/SECT
credits
No. Subject c S p | p Sem I Sem II Sem I Sem II
I'sem | 2%sem | Isem | 2sem
Voluntariat V
2 Volunteering V ) 60 ) ) ) 2 )
Design publicitar - -
10 Advertising design 28 28 - - >
1 Metode si strategii de publicitate 28 28 ) ) - - 5
Advertising methods and strategies
Introducere in imagologie - -
12 Introduction to imagology 14 28 j - 4
Pragmatica - -
13 Pragmatics 14 28 - ) 4
Practica in institutii de profil IV ) ) ) - -
14| Intership 1v 42 5

Integritate academica: elaborarea lucrarii de - -
finalizare a studiilor

Academic integrity: the elaboration of the paper for
the completion of studies

Legislatie in domeniul comunicarii
Communication legislation
Teoria informatiei

16| Information theory 28 14 . . . . 4
Organizarea de evenimente
Organizing events
Voluntariat VI
7 Volunteering VI ) 60 ] ] ] ) 2
Promovat cu media®: Total credite: 64 (60+4)
Pass, average grade per academic year: Total ECTS/SECT crediits:
Media> de promovare a studiilor
Promovat: (ponderatd cu puncte de credit - Total credite:
daca este cazul): 195 (180+15)
Overall average garde (credit- .
Pass. weighted avergge f ifava/;a ble): Total ECTS/SECT crediits:

Sistemul de notare si, daca sunt disponibile, informatii privind distributia statistica a notelor

Grading scheme and, if available grade distribution guidance

Notarea unei discipline se face pe o scala de la 10 la 1, notele acordate fiind numere intregi; nota minima de
promovare este 5, iar nota maxima este 10.

Media minima de promovare a anilor de studii pentru promotia 202x, domeniul de studii Stiinte ale
comunciarii, programul de studii Publicitate este ..., iar media maxima este ..., titularul fiind clasat pe locul ...
dintr-un total de ... absolventi.

Grades are integer numbers and are given on a scale 10 (the highest grade) to 1 (the lowest grade).
The lowest passing grade is 5 and the highest grade is 10.

The passing overall average grades from the class of 202,
field of study Communication sciences, study programme in Advertising, are. lowest average: ... (out of 10) and highest
average: ... (out of 10), the degree holder is ranked ... out of ... graduates.

5. INFORMATII SUPLIMENTARE
ADDITIONAL INFORMATION

Informatii suplimentare Alte surse pentru obtinerea mai multor informatii

Additional information Further information sources

Universitatea de Vest din Timisoara

Bd. Vasile Parvan nr. 4,

Timisoara, cod postal 300223, judetul Timis, Romania
+40 256 592 111

secretariat@e-uvt.ro

www.uvt.ro

5.2

6. INFORMATII PRIVIND DREPTURILE CONFERITE DE CALIFICARE SI TITLU (daca este cazul)
INFORMATION ON THE FUNCTION OF THE QUALIFICATION AND DEGREE (if applicable)

Posibilitati de continuare a studiilor (dupa promovarea examenului de finalizare)
Access to further study (after passing the final examination)
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6.1 STUDII UNIVERSITARE DE MASTERAT
) MASTER’S DEGREE
Statutul profesional
Professional status
6.2
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7. LEGALITATEA SUPLIMENTULUI
CERTIFICATION OF THE SUPPLEMENT

Functia Semndtura Functia Semnatura

Position Signature Position Signature
7.1 Rector 7.2 | Secretar sef universitate

Rector University Registrar

Prof. univ. dr. Marilen Gabriel .

PIRTEA Ramona-Maria PUIU
7.3 | Decan Secretar sef facultate

Dean Faculty Registrar

Lect. wuniv. dr. Alexandru . "

JADANEANT Mihaela SABAU

ONr. si data eliberarii Stampila sau sigiliul oficial

No., and dated. Official stamp or seal
7.5 7.6

/ L. S.

Acest document contine un numar de 11 pagini.
This document contains a number of 11 pages.

1) Denumirea institutiei de invatdmant superior care a asigurat scolarizarea si care elibereaza suplimentul la diploma.

1) Name of institution administering studies and provided diploma supplement.

2) Se va completa de catre institutia de invatamant superior care elibereaza diploma. Aceasta trebuie sa verifice legalitatea tuturor inscrisurilor de
pe diploma si de pe suplimentul la diploma.

2) To be filled in by the awarding institution that must check the legality of all information provided in the diploma and djploma supplement,

3) Se va mentiona numarul total de ore din care: numarul total de ore de curs (C); numarul total de ore de seminar (S); numarul total de ore de
lucrdri practice (LP); numarul total de ore de proiect (P); etc.

3) It shall be mentioned the total hours of which: total hours for courses (C), seminars (S), practical courses (LP), projects (P).

4) Medie anuala cu doud zecimale, fara rotunjire.

4) Average grade per academic year, with two decimals and without rounding off.

5) Media generald, cu doua zecimale, fara rotunjire.

5) Overall average grade with two decimals and without rounding off.

6) Se va completa de catre institutia care a asigurat scolarizarea titularului.

6) 7o be filled in by the institution administering studies.

Suplimentul la diploma se va redacta pe format A4 (fatd/verso), se va numerota si se va stampila pe fiecare pagina, pe coltul din dreapta jos
(L.S.), cu acelasi specimen de la 7.6.

Diploma supplement shall be printed on both sides of an A4 paper format and shall be numbered and stamped on each page on the right bottom
corner (L.S.), with the same specimen from 7.6.
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8. INFORMATII PRIVIND SISTEMUL NATIONAL DE INVATAMANT
INFORMATION ON THE NATIONAL SYSTEM

A
age
31/32 Continuing Professional Training — Formare continud
A A A
29/30
Ciclul III — Studii universitare de doctorat
PhD studies
24/25
Ciclul IT — Studii universitare de masterat
Master studies
22/23
Ciclul I — studii universitare de licenta invatdmantul
Bachelor studies tertiar
< * non-universitar
Post
* * * Secondary
Education
18/19 . . ) )
Invatamantul secundar Invatamantul secundar Invatamant secundar superior Invatamant
superior superior profesional
Upper secondary education Upper secondary Upper secondary education Vocational
(General education) education (Military, artistic, theological, sports, Education
(Technical) pedagogical)
14/15 R
Invatamantul secundar inferior (gimnazial)
Lower secondary education
10/11 R
Invatdmantul primar
Primary education
6
Educatia timpurie (0-6 ani)
Early education (from O to 6 years)
0

EDUCATION SYSTEM IN ROMANIA

PREZENTARE GENERALA A SISTEMULUI NATIONAL DE INVATAMANT SUPERIOR
OVERVIEW OF THE NATIONAL HIGHER EDUCATION SYSTEM

Accesul in invatamantul superior se bazeaza pe diploma de bacalaureat (obtinutd la sfarsitul invatamantului secundar superior), iar accesul la
programe de master se bazeaza pe diploma obtinutd dupa finalizarea studiilor de licentd (BA/BSc/BEng).

Access to higher education is based on the baccalaureate diploma (obtained at the end of the upper secondary education) and access the master
programmes is based on the bachelor degree (BA/BSc/BEng).

Studiile universitare de licenta (BA/BSc/BEng) presupun 180-240 de credite, calculate in conformitate cu sistemul european de credite transferabile
(ECTS/SECT) si se finalizeaza prin nivelul 6 din cadrul european al calificdrilor pentru invatare pe tot parcursul vietii (EQF/CEC).

Bachelor studies (BA/BSc/BEng) presuppose 180-240 credits, calculated in accordance with the European Credit Transfer System (ECTS/SECT),
and ends with the level 6 from the European Qualifications Framework for lifelong learning (EQF/CEC).

Studiile universitare de masterat (MA/MSc/MEng) presupun 60-120 de credite, calculate in conformitate cu sistemul european de credite
transferabile (ECTS/SECT) si se finalizeaza prin nivelul 7 din EQF/CEC.

Master studies (MA/MSc/MEng) presuppose 60-120 credits, calculated in accordance with European Credit Transfer System (ECTS/SECT), and
ends with the level 7 EQF/CEC.

Pentru profesii reglementate prin norme, recomandari sau bune practici europene, studiile universitare de licenta si masterat pot fi oferite comasat,
intr-un program unitar de studii universitare cu o durata cuprinsa intre 5 si 6 ani, la invatdmantul cu frecventd, diplomele obtinute fiind echivalente
diplomei de master (in urmatoarele domenii de studiu: Medicina — 360 de ECTS/SECT, Medicind dentara — 360 de ECTS/SECT, Farmacie — 300 de
ECTS/SECT, Medicind veterinara — 360 de ECTS/SECT, Arhitectura — 360 de ECTS/SECT, Arhitectura de interior — 300 de ECTS/SECT, Design de
produs — 300 de ECTS/SECT.

For professions regulated by European norms, regulations or good practice, bachelor (BA/BSc/BEng) and master studies (MA/MSc/Meng) can be
provided as part of a 5 to 6 year full-time programme of study, thus diplomas are recognized as master's degree certificates (the following fields
of study are considered: Medicine - 360 ECTS/SECT, Dentistry - 360 ECTS/SECT, Pharmacy - 300 ECTS/SECT, Veterinary medicine - 360
ECTS/SECT, Architecture of inside - 360 ECTS/SECT and Design of product - 300 ECTS/SECT).
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Studiile universitare de doctorat conduc la o tezd de doctorat, iar candidatii care finalizeaza primesc diploma de doctor. Studiile universitare de
doctorat permit dobandirea unei calificdri de nivelul 8 din EQF/CEC.

PhD studies result in a doctoral research thesis, while successful candidates are awarded a PhD diploma. Doctoral studies allow obtaining a
qualification at level 8 EQF/CEC.

Sistemul de invatamant superior romanesc este un sistem deschis. Toate universitdtile din Romania folosesc Sistemul European de Credite
Transferabile (ECTS/SECT).
The Romanian higher education system is an open system. All Romanian universities use the European Credit Transfer System (ECTS/SECT).

Programele de studii universitare pot fi organizate, dupa caz, conform reglementarilor legale in vigoare, la urmatoarele forme de invatdmant: cu
frecventd, cu frecventa redusa si la distanta.

University programs can be organized, as appropriate, according to legal regulations, at the following forms of education: full time, part time and
distantly.

De asemenea, universitatile ofera programe de formare profesionald continud, pe baza cererilor de pe piata muncii.
Universities also provide continuing professional training programmes based based on the market demands.

*fn conformitate cu modificirile introduse in sistemul de invétsmént superior de Legea nr. 1/2011
According to the changes brought to the higher education system by Law no. 1/2011
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