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CALENDARUL UNIVERSITAR

ACADEMIC CALENDAR
Anul Activitéti didactice Sesiuni de examene Stagii de practici Vacante
de Course Calendar Examination Internships Holidays
studii
Year ;
Sem. I Sem. 11 Sem. I Sem. II Sem. 1 Sem. larna Primévari Vari
of Semester | Semester IT Semester [ Semester I1 Semester 1 1 Winter Spring Summer
Shed; Semest
erll
I 11.09-22.12 28.01-25.05 10.01-27.01 21.05-09.06 24.12-09.01 Pagte 25.06-31.08
(15 saptamani) | (15 sdptdméni) | (3sdptamani) | (3 sdptdmani) (2 saptamani) (1 (10 saptamani)
(15 weeks) (15 weeks) (3 weeks) (3 weeks) (2 weeks) s@ptdmana) (10 weeks)
Easter
(1 week)
11 11.09-8.11 10.01-30.01 03.06-29.06 19.11-22.12 24.12-09.01 Paste
(10 saptamani) (4 (3sdptamani) Practica de (2 s@ptamani) (1
(10 weeks) s@ptdmani) (3 weeks) specialitate (2 weeks) s@ptamana)
(4 weeks) (5 Easter
s@ptamani) (1 week)
Internship
Total 25 saptamani 15 saptamani 7 saptamani 6 saptdmani | S saptdmani 4 saptamani 2 sdptamani 10 s@ptdmani
25 weeks 15 weeks 7 weeks 6 weeks 5 weeks 4 weeks 2 weeks 10 weeks
CONTINUTUL PLANULUI DE INVATAMANT
INFORMATION ON THE STUDY PLAN
Mai e nevoie de inci o disciplind F cu 6 cr pentru a avea 25%
Numir de ore pe
Numair de ore G . Ii .
tipuri de activitati
Nr.
No. of Hours EC
f No. of hours TS
Denumirea unititii de Conta Forma de
. == -
Cod curs/modulului ct = = evaluare
TOta % = S V [
Code | direct | © & < P T Assessme | o~
. > S S 5
Course / Module = = RS g S| & S
2= |92 |E¢§lss TS
= S ~ = o) 5
Tota |, N A | S5 Cre
nta .
l v 5 @) ~ dits
. e | 23
Hours
L 2. 3 4. 5 6. T 8. 10.

ANUL I/I*" YEAR OF STUDY

Semestrul I/1* Semester




F.01.0.01

Epistemologia comunicarii
Epistemology of communication

F.01.0.02

180

Comunicare manageriala
Managerial Communication

180

15

15

30

30

F.01.0.03

Managementul
cercetare

proiectului  de

Research project management

180

45

135

15

30

F.01.0.04

S.01.0.05

Strategii de advocacy, comunicare
si mobilizare sociala

Advocacy, communication and social
mobilization strategies

180

45

135

30

MC_a_nTpanie de PR

(Proiect profesional/creatie I)
PR campaign

(Professional project/creation I)

180

60

120

60

Total semestrul I/total number for the 1"

semester

900

240

660

60

120

60

30

Semestrul 11 /2" Semester

S.02.A.06

S.02.A.07
S.02.A.08

S.02.A.09

S.02.A.10

Valente pragmatice si estetice ale
publicitatii
Pragmatic and aesthetic valences of
advertising

Semiotica comunicarii si
publicitatii

Semiotics of communication and
advertising

Copywriting si creativitate -
Copywriting and creativity
Managementul crizei
Management of the crisis

Planul de afaceri al agentiei de |
publicitate

Advertising agency business plan

S.02.A.11

S.02.A.12

Planul de afaceri al agentiei de PR
PR agency business plan

Productie publicitara
Advertising production

S.02.A.13

Psihologia relatiilor publice
PR psychology

180

180

180

180

45

45

45

45

135

135

135

135

30

30

30

30

S.01.0.14

Campanie publicitara

(Proiect profesional/creatie II)
Advertising production
(Professional project/creation II)

180

60

120

60

Total semestrul 11/ total number for the 2"

semester

900

240

660

60

120

60

30

TOTAL ANUL V/ total number for the 1*' year of

study

1800

480

1320

120

240

120

10

60

ANUL II/SECOND YEAR

Semestrul I11/3" semester

S.03.A.15

S.03.A.16

Event planing
Event planning

150

40

110

20

20




7ﬁzir]agementul institutigde PR si :
publicitate
Management of the PR and
advertising institution
S03.A17 Managementul brandului
The brand management
. = 150 40 110 20 20 E S
SO03.A18 Spoturi publicitare
U Advertising spots
Serviciul de presda si institutia
S.03.A.19 purtatorului d.e cuvant .
The press service and the institution i
150 40 110 20 20 E 5
of the spokesman
S.03.A.20 Publ.1c1tatea r-n-edla
Media advertising
S03.A21 Tehr?ologu m(.)derne de pr9m0vare
Media promotion technologies
Comunicare si promovare online 150 40 110 20 20 E 5
S.03.A.22 | Online communication and
promotion
Practica de specialitat
; petiniiale 300 300 E 10
Internships
Total semestrul 111/ total number for the 3"
900 160 740 80 80 0 5 30
semester
Semestrul IV /4" semester
Teza de master
. 900 900 30
Master thesis
Total semestrul IV/ total number for the 4" semester 900 900 30
TOTAL ANUL 11/ total number for the 2"/ year of 160
study 1800 1640 80 80 0 5 60
TOTAL program
15 120
TOTALLY perprosreamme 3600 640 2960 200 320 120
STAGIILE DE PRACTICA
Stagiile de practica
Internships
Durata
i . sapt./nr. ore Perioada i
Tipul stagiului de practica o df: S s g ) .. Numir ECTS
Nr. d/o . studii | Semeste Terms desfasurarii Credits ECTS
Internships type . redits
Year of r (nr. of weeks/nr. of Period
study hours)
Practica de specialitate 1l 11 5 saptamani/300 ore noiembrie- 10
Internship 5 weeks/300 hours decembrie
1
November -
'y December
Total 300 ore/hours 10
Totally

FORMA DE EVALUARE FINALA A STUDIILOR
FINAL EVALUATION




Nr. d/o Forma de evaluare finali a studiilor/Final Evaluation Form Termene de Nr. ECTS/ Credits
organizare ECTS
Term
1 Sustinerea tezei de master [unie 30
Presentation of the master thesis June J
UNITATI DE CURS/MODULE LA LIBERA ALEGERE
ELECTIVES
Numar de ore
Numair de ore pe
Nr. of hours tipuri de activitati Form
- a de Nr.
Nr. .Stl.ld_iu No. of hours evalii ECTS
s Co.ntac individu Practice! | mrea -
Denumirea unititii de el fl DRt al Semi de Assess Eré]fss
curs/modulului Total | Contac | Indepen Curs | nar | laborator | ment
t hours dent Cou | Semi | Laborato
Course / Module study rse | nar | rywork
Anul de studii I
Year of study 1
Psihologia organizationala
] Organizational psychology L2 - 60 Y 0 £ 4
g | Eenas e
120 60 60 30 30
Anul II
Year of study 11
3 Planificare strategica E 4
Strategic planning 120 60 60 30 30
Branding si resurse umane
4 | Branding and HR 120 | 60 60 60 E 4
Total
o 480 | 240 | 240 | 90 | 90 60 4 16
Totally
MINIMUM CURRICULAR INITIAL,
de orientare citre alt domeniu
CURRICULAR PREREQUISITE “
Numdir de ore Numiir de ore pe tipuri
de activitati
Denumirea unititii de s g dsairs BEEES) Nr
. Forma de e
curs/modulului ECTS
Cod/Code . No. of hours evaluare/ Credits
Contact _ = « .| 52 Assessment ECTS
Course / Module Total difect E ~§ g z E § ‘é %2 §
Totally Contact .E = ;i 2| © é E = .§ o=
hours % E E s @ Sl e
Introducere in stiintele
F.01.0.01 comunicirii 180 90 90 E 6
30 60




Introduction into
Communication
Sciences
Discurs public si analiza
critica 30 30
F.02.0.11 Public speech and critical 120 60 60 E 4
analysis
Legislatia in domeniul
F03.0.24 med.iatic.-comunication.al 120 60 60 30 30 E 4
Legislation of media-
communicational sphere
Eticdi i integritate 30 60
profesionala E
BB Ethics and professional L s o .
integrity
Negocierea si medierea
conflictelor 26 26
F.04.0.37 Negotiation and mediation 120 52 68 E 4
of conflicts
Comunicare in situatii
F.04.0.38 ‘ée e 120 52 68 26 | 26 E 4
risis sistuations
communication
900 434 466 172 262 6 30
Totaltotally

MATRICEA CORELARII FINALITATILOR DE STUDIU SI A
COMPETENTELOR formate in cadrul programului cu cele ale unititilor de
curs/modulelor
COMPLIANCE OF PROGRAMME LEARNING OUTCOMES AND
COMPETENCES WITH COURSES /MODULES

. Finalititi de studiu si competente
: . <= Study finalities/Specific competences
Denumirea unitate de curs/modul e 3 O 2 T 1213141516178
Module/The finality of study o3 T <)
z 9
53]
Ep|§temologla comumcaru ‘ F01.0.01 6 4 + i
Epistemology of communication
Comumc.are managgna-la £.01.0.02 6 n n 4
Managerial Communication
Management.ul proiectului de cercetare F01.0.03 6 |+ a
Research project management
Strategii de advocacy, comunicare si
mobilizare sociala o . F01.0.04 6 + |+ +
Advocacy, communication and social
mobilization strategies
Campanie de PR
(Proiect p.rofeswnal/creatle I $.01.0.05 6 + |+ + +
PR campaign
(Professional project/creation I)
Valente pragmatice si estetice ale | S.02.A.06 6 + + "
publicitatii




Pragmatic and aesthetic valences of S.02.A.07
advertising

Semiotica comunicarii si publicitatii
Semiotics of communication and advertising

Copywriting si creativitate

.. e S.02.A.08
Copywriting and creativity 6 + | n
Managementul crizei
.02.A.0

Management of the crisis e J
/l:zmutlld.e afaceri a;)ag.entlel ;ie publicitate S.02.A.10

vertising agency business plan S02A.11 6 g I 4 4
Planul de afaceri al agentiei de PR
PR agency business plan
Z;zdlzft?e publ:iclta.ra S.02.A.12

vertising production S.02.A.13 5 2 | 4+
Psihologia relatiilor publice
PR psychology
Campanie publicitara

< fesi "

(Proiect profesional/creatie II) S02.A.14

Advertising production 6 + + =+
(Professional project/creation 1)

Event planing

Event planning

Managementul institutiei de PR si
publicitate

Management of the PR and advertising
institution

S.03.A.15

S.03.A.16

Managementul brandului
The brand management
Spoturi publicitare
Advertising spots

S.03.A.17

S.03.A.18

Serviciul de presd si institutia
purtitorului de cuvant

The press service and the institution of the
spokesman

S.03.A.19 5 + || #F +

Publicitatea media

Media advertising S.03.A.20

Tehnologii moderne de promovare
Media promotion technologies S.03.A.21 5 + |+ it

Comunicare si promovare online
Online communication and promotion

S.03.A.22 5 + | <+ *

Lista finalititilor de studiu si a competentelor:

1. Demonstrarea capacitatii de a munci in cadrul unei echipe interdisciplinare;

2. Evaluarea critica a situatiilor profesionale, principiilor si metodelor de concepere si organizare/creare
a unei institutii de comunieare;

3. Valorificarea instumentelor gandirii critice si a creativitatii in proiecte publicitare si in activitatea de
relatii publice;

4. Utilizarea noilor tehnologii de relatii publice si publicitate;

5. Elaborarea, punerea in aplicare §i evaluarea criticd a proiectelor profesionale in domeniul relagiilor

publice si publicitatii;



6. Dezvoltarea abilitatilor manageriale in directia ludrii deciziilor, conducerii grupurilor de lucru;
7. Elaborarea si implementarea strategiilor de relatii publice si publicitate;
8. Valorificarea si aplicarea metodologiei de cercetare stiintifica in elaborarea proiectelor de cercetare si

a studiilor de piata.

Noti explicativd pentru programul de master profesional (MP)
Relatiii publice si publicitate

Fenomenele recente de pe piata sociald, politicd i economicd din Republica Moldova denota
cresterea solicitarilor pentru specialisti din domeniul relatiilor publice si publicitatii, precum si interesul
crescand al institutionalizarii fatd de acest sector. De aceea, in prezent, existd o necesitate stringentd de a
pregati specialisti in domeniul stiintelor comunicarii, mai ales in asemenea brangse cum ar fi relatiile publice
si publicitatea.

Programul de master Relatii publice si publicitate (MC) se incadreaza in Domeniul general de
studiu — 032 Jurnalism si informare si are drept scop pregitirea specialigtilor de inaltd calificare in
domeniul comunicarii, relatiilor publice si publicitatii. Programul de studii Relafii publice §i publicitate a
fost creat pentru a raspunde necesitailor si provocarilor timpului. Or, societatea contemporand, axata pe
valorizarea potentialului creativ al omului, revendica punerea pe rol a actiunii comunicative incadrate in
arii vaste de activitate, incepand cu sectorul social, relatii de piatd si mediu de afaceri g.m.a. pana la relatii
internationale. Comunicarea pand in prezent, s-a afirma tot mai mult in calitate de liant social, care conferad
tesutului societal nu doar tréinicie, ci si vivacitate, iar partile lui constitutive institutionalizate cetatenilor —
congtiinta rostului lor in societate.

Cunostintele, abilititile si competentele asigurate de programul de studiu Relatii publice si
publicitate—sunt dobandite in cadrul unor activitati de formare profesionald complexe: discipline
fundamentale, speciale si optionale, cursuri si lectii practice, accentul fiind pus, in special, pe implicarea
activa, creativitate, analiza critica si orizont larg al masterandului. Din aceasta perspectivd, instruirea la
program cuprinde activitdti referitoare la: (1) relatiile publice in mediul public si provat (2) evaluarea si
gestionarea strategicd a relatiilor publice (3) analiza criticd si creativitatea in promovare. Din punct de
vedere aplicativ, programul isi propune si instruiascd masteranzii in vederea formdirii competentelor
necesare in activitati din: sectorul privat (expert/director in departamentele de comunicare sau marketing
ale companiilor, pozitii in agentiile de relatii publice sau publicitate, brand manager, Social Media Manager
s.a); mediul non-guvernamental (inclusiv in ONG-urile studentesti sau internationale); institutii de stat
(referenti, consultanti in serviciile de comunicare, formatori de imagine, specialisti ai serviciilor de presa
etc.); mediul academic si de cercetare (lectori universitari, colaboratori stiintifici, manageri in serviciile de
informare si reclama, organizatii umanitare g.m.a.)

Formarea specialistilor la programul de master Relaii publice si publicitate este realizat conform
competentelor generale la domeniul de studii: Cultivarea abilitdtilor profesionale in scopul insertiei in
piata muncii §i adaptarii la noile fenomene comunicational-mediatice; Dezvoltarea capacitafii de gandire
criticd si argumentare intru evaluarea situatiilor profesionale; Dezvoltarea deprinderilor de cercetare prin
studiul individual al proceselor comunicational-mediatice §i al domeniilor conexe; Dobandirea

aptitudinilor de comunicare interculturald; Insusirea proceselor de realizare a studiilor de piatd in vederea



analizei fenomenelor §i mdsurdrii opiniei publice; Evaluarea realitatilor sociale prin prisma creativitafii
si caracterului inovativ,; Realizarea campaniilor comunicationale, sociale si publicitare; Evaluarea piefei
informationale in vederea conceperii, implementdrii i gestiondrii noilor proiecte de creaie. Precum si
competente specifice, care sunt:
- Demonstrarea capacitatii de a munci in cadrul unei echipe interdisciplinare;
- Evaluarea critica a situatiilor profesionale, principiilor si metodelor de concepere si organizare/creare
a unei institutii de comunicare;
- Valorificarea instumentelor gandirii critice si a creativitatii in proiecte publicitare si in activitatea de
relatii publice;
- Utilizarea noilor tehnologii de relatii publice si publicitate;
- Elaborarea, punerea in aplicare si evaluarea critica a proiectelor profesionale in domeniul relatiilor
publice si publicitatii;
- Dezvoltarea abilitatilor manageriale in directia ludrii deciziilor, conducerii grupurilor de lucruy;
- Elaborarea si implementarea strategiilor de relatii publice si publicitate;
- Valorificarea si aplicarea metodologiei de cercetare stiintifica in elaborarea proiectelor de cercetare

si a studiilor de piata.

Obiectivele programului Relatii publice si publicitate sunt orientate spre formarea competentelor
comunicational-manageriale ale viitorilor specialisti in relatii publice si publicitate, formarea specialigtilor capabili
s4 activeze eficient in calitate de profesionisti la diverse nivelure ierarhice, inclusiv cele superioare in domeniile
relatiilor publice si publicitatii. Elaborarea programului de studii Relatii publice si publicitate ciclului Il Master,
s-a desfasurat in conformitate cu obiectivele sistemului de management al calitdtii in cadrul USM, printre
care:

1. a contribui, in conjunctie cu alte mecanisme la promovarea calitatii si standardelor inalte in procesul de
predare-invétare;

2. a pune la dispozitia studentilor, angajatorilor si altor categorii de beneficiari informatie consistenta si
credibild in ceea ce priveste calitatea si standardele educationale in USM;

3. aasigura identificarea programelor educationale cu principiul excelentei si a imbunatéti mereu calitatea
lor;

4. adezvolta infrastructura universitatii prin imbunatatirea si diversificarea bazei materiale, pentru crearea
conditiilor optime pentru activitatea didactica si de cercetare;

5. aimbunatai relatiile cu reprezentantii comunitétii locale din diferite domenii;

6. aasigura integrarea pe piata fortei de muncd a absolventilor; »

7. a facilita recunoasterea reciprocd la nivel european a diplomelor si titlurilor universitare.

Programul de studii corespunde obiectivelor prevazute de strategia institutionald de dezvoltare,
printre care: dezvoltarea si consolidarea calitatii ofertei educationale; elaborarea planurilor de invatdmant
din perspectiva formdrii competentelor profesionale, a abordarilor interdisciplinare §i a problematicii
actuale a domeniului de formare profesionald; mentinerea procesului de formare profesionald la nivelul
unor standarde de calitate, prin care sa asigurdm recunoasterea competitivitatii studiilor la USM in tara si
peste hotare; modernizarea gi promovarea unui management al calitdtii participativ, cu implicarea activd a

structurilor la nivel de facultate (profesori si studenti) si cu reprezentantii pietei muncii §.a.



Racordarea programului de studii si a continuturilor din Planul de invitamant la tendintele
internationale din domeniu. in concordanta cu recomandarile Cadrului European al Calificarilor, de a
contribui la modernizarea sistemelor de educatie si de formare, precum si de a spori angajabilitatea,
mobilitatea si integrarea sociala a lucrétorilor si a cursantilor, planurile de studiu periodic sunt evaluate si
modernizate in conformitate cu cerintele pietii muncii, angajatorilor si tendintelor in domeniu la scard
internationald. In acelasi timp, pentru o mai bund o mai bund corelare a invatarii formale, nonformale si
informale si sprijinirea validarii rezultatelor invatdrii dobandite in diferite contexte, masteranzii
programului bineficiaza si au acces materii de studiu complementare, oferite de institutia de invatamant.

Programul de studiu este ajustat si inglobeaza tendintele internationale in domeniu, fiind adaptate
necesitatilor si particularitdtilor activitatii la nivel national. Planul de invatdmant prin formatul sau
urmdreste pregétirea specialistilor de format nou, competitivi pe piata relatiilor publice si publicitatii, care
s& corespunda noilor provocari ale timpului, cerintelor inaintate de angajatori si care, prin nivelul lor de
pregitire, vor putea concura pe piaa muncii din tard, eventual, si de peste hotarele ei. Accentul se pune pe
managementul comunicdrii publice, relatii publice si publicitate.

Programul de studiu Relatii publice si publicitate este elaborat in conformitate cu Cadrul
National al Calificdrilor, urmarind obtinerea competentelor necesare prin intermediul a doud modalitati:
una obligatorie, care urmeaza sd asigure pregitirea teoretica de specialitate, si alta practicd, optionald,
determinata de libera alegere a studentilor in functie de interesele specifice. Structurarea materiilor de studiu
in continutul planului de studiu acoperd in mare parte solicitarile angajatorilor in vederea posedarii
cunostintelor ce ar permite absolventului programului angajarea in domeniile prevazute de CNC. In acelasi
timp, potentialul didactico-stiintific al departamentului, precum si specialistii de valoare cooptati din piata
muncii permite asigurarea pregatirii specialistilor in domeniul vizat. Cooptarea specialistilor din piata
muncii sint implicati, prin intermediul diferitelor tipuri de colaborari, in special acorduri formalizate, ceea
ce permite corelarea programelor educationale in domeniu la necesitatile pietei de munca.

Evaluarea asteptdrilor sectorului economic i social, consultarea partenerilor. Relatiile
permanente de cooperare si colaborare, la nivel de conducere a departamentului, a Facultétii Jurnalism si
Stiinte ale Comunicarii, a USM si la nivel de proces de instruire cu reprezentantii piatii muncii este sursa
permanentd de consultare si testare a activitatii de instruire la programul de studiu, de adaptare la necesitatile
si solicitarile in schimbarea a acestora. in vederea ajustdrii si modernizérii planurilor de studiu la cerintele
angajatorilor, anual sunt organizate dezbateri publice, la care sunt invitati s& participe, partenerii in realizarea
stagiilor de practicd, reprezentanti ai pietii muncii s.a. interesati de formarea unor specialisti calificati §i
angajarea ulterioard a acestora.

La evaluarea continuturilor planurilor de studiu se tine cont si de opinia beneficiarilor directi, implicati
in procesul de instruire, adicd masteranzii actuali si fosti, dezbateri care sunt organizate fie online, fie prin
chestionare si discutii publice. o

La departament sunt organizate periodic mese rotunde, seminare teoretico-metodice s.a. la care participd
in egald masurd studenti, masteranzi, profesori de la FI$C, masuri care urmdresc cresterea calitatii procesului
educational-profesional i modernizare, perfectarea continud a planurilor de studiu.

Relevanta programului de master Relatii publice si publicitate. Programul va oferi masteranzilor

o pregitire aprofundatd, de fnalt nivel atat in plan teoretic, cat si in plan practico-aplicativ, cu utilizarea



celor mai noi metode de predare —invatare, centrate pe student si activitdti interactive si activ participative,
aplicate, de reguld in cadrul prelegerilor si seminariilor, raportate la necesitatile pietii muncii. Din
perspectiva abordarilor pedagogice, in vederea dinamizarii procesului instructiv - didactic sunt prezente
simulari, testarea capacitatii de implementare a cunostintelor insusite in activitatea practicd, sunt cooptati
practicieni din diverse domenii de activitate, sunt elaborate planuri si strategii de relatii publice si
publicitate, portofolii de creatie din cadrul lucrului individual, precum si prezentarile publice ale proiectelor
profesionale, asigurandu-se in acest fel pregdtirea unor profesionisti, in corespundere cu standardele
internationale, astfel incat absolventul programului, prin nivelul lor de competentd, sd poatd concura pe
piata muncii.

Posibilitdti de angajare: Absolventii acestui program de master vor putea opta pentru o arie vastd de
domenii de activitate, pe care le ofed piata muncii din spatiul RM. Dupa incheierea studiilor, detinatorii
diplomelor de master in Stiine ale Comunicdrii vor putea accede pe piata muncii in calitate de: - specialist in
comunicare si relatii publice; purtator de cuvant; manageri ai departamentelor de comunicare; coordonatori
de proiecte de promovare; manager de proiec; specialist in promovare si imagine; consultant; consilier; referent
s.m.a.

Astfel, absolventul programului poate urma:

- o carierd in diverse forme de organizare a activitatii de relatii publice existente la nivel national, intrucat
ei vor obtine competente necesare pentru a se implica diverse ocupatii tip specifice relatiilor publice: specialist
in comunicare, management, consultat-referent, purtar de cuvant, organizator evenimente, elaborarea de
strategii de comunicare institutionald etc.;

- 0 carierd de creatie in promovare si publicitate la diferite companii, firme, organizatii, intreprinderi si
in agentiile de publicitate, intrucét ei vor obtine competene necesare pentru promovare i publicitate;

Absolventii programului de masterat pot opta pentru cresterea performantei profesionale prin a
accede la nivelul urmitor de studii de doctorat, prin instruiri la cursuri de formare continud, inclusiv pot opta

pentru o cariera didactico-stiintifica in cadrul departamentului, pentru care vor urma modul ui psiho-pedagogic.

Explanatory note for the professional Master programme (MP)

Public Relations and Advertising

Description of the study programme. The last changes on the social, political and economic market
in the Republic of Moldova show an increase in demand for public relations and advertising specialists, as well
as a growing interest in institutionalization in this sector. That is why there is an urgent need today to train
specialists in the field of communication sciences, especially in such industries as public relations and
advertising. The master's program in Public Relations and Advertising within the General field of study - 032
Journalism and information aims to train highly qualified specialists in the field of communication, public
relations and advertising. The Publ:"c Relations and Advertising programme was created to meet the needs and
challenges of the times. Or, the contemporary society, focused on the valorization of the human creative
potential, claims the putting on the role of the communicative action framed in vast areas of activity, starting

with the social sector, market relations and business environment, etc. to international relations.



The knowledge, skills and competences provided by the study program Public Relations and
Advertising are acquired in complex vocational training activities: basic, special and optional subjects, courses
and practical lessons, with particular emphasis on active involvement, creativity, critical analysis and wide
horizon of the master student. From this perspective, training in the programme includes activities related to:
(1) public relations in the public environment (2) evaluation and strategic management of public relations (3)
critical analysis and creativity in promotion. From an applicative point of view, the programme aims to train
master students in order to train the necessary skills in activities in: private sector (expert/director in
communication or market departments of companies, positions in public relations or advertising agencies,
brand manager, Social Media Manager etc.); non-governmental environment (including national or
international NGOs); state institutions (referents, consultants in communication services, image trainers,
specialists in press services, etc.); academic and research environment (university lecturers, scientific
collaborators, managers in information and advertising services, humanitarian organizations, etc.). These
include also specific competences:

1. Demonstrating the ability to work in an interdisciplinary team;

2. Critical evaluation of the professional situations, principles and methods of design and
organization/creation of a communication institution;

3. Capitalizing on the tools of critical thinking and creativity in advertising projects and
in public relations activity;

4. Using new public relations and advertising technologies;

5. Developing, implementing and critical evaluation of professional projects in the field
of public relations and advertising;

6. Developing managerial skills in the direction of decision making, leadership of
working groups;

7. Elaborating and implementing of public relations and advertising strategies;

8. Applying of scientific research methodology in the elaboration of research projects
and market studies.

The objectives of the study program, including their correspondence to the university mission of
the Public Relations and Advertising programme are aimed at training the communication-managerial skills
of future specialists in public relations and advertising, training specialists able to work effectively as
professionals at various hierarchical levels, including the highest in public relations and advertising. The
elaboration of the study programme Public Relations and Advertising of the Il Master Cycle was carried out
in accordance with the objectives of the quality management system within USM, among which:

1. to contribute, in conjunction with other mechanisms, to the promotion of quality and high
standards in the teaching-learning process;

2. to provide studints, employers and other categories of beneficiaries with consistent and
credible information regarding the quality and educational standards in MSU;

3. to ensure the identification of educational programs with the principle of excellence and to
always improve their quality;

4. to develop the university infrastructure by improving and diversifying the material base, in

order to create the optimal conditions for the didactic and research activity;



5. to improve the relations with the representatives of the local community in different fields;
6. to ensure the integration of graduates on the labor market;
7. to facilitate the mutual recognition at European level of university diplomas and degrees.
The study programme corresponds to the objectives provided by the institutional development
strategy, among which: the development and consolidation of the quality of the educational offer; elaboration
of curricula from the perspective of professional skills training, interdisciplinary approaches and current issues
in the field of vocational training; maintaining the professional training process at the level of quality standards,
through which to ensure the recognition of the competitiveness of studies at MSU in the country and abroad;
modernization and promotion of a participatory quality management, with the active involvement of the
structures at faculty level (professors and students) and with the representatives of the labor market, etc.
Correspondence of the study program and the contents of the curriculum to the international
trends in the field. In line with the recommendations of the European Qualifications Framework, to contribute
to the modernization of education and training systems, as well as to increase the employability, mobility and
social integration of workers and trainees, regular study plans are evaluated and modernized according to the
requirements. labor market, employers and international trends in the field. At the same time, for a better
correlation of formal, non-formal and informal learning and to support the validation of learning outcomes
acquired in different contexts, the masters of the program benefit and have access to complementary study
materials offered by the educational institution. The study program is adjusted and incorporates international
trends in the field, being adapted to the needs and particularities of the activity at national level. The study
plan, through its format, aims to train new format specialists, competitive in the public relations and advertising
market, who will meet the new challenges of the time, the requirements submitted by employers and who,
through their level of training, will be able to compete in the labor market. possibly from abroad. The focus is
on public communication, public relations and advertising management. The study program Public Relations
and Advertising is developed in accordance with the National Qualifications Framework, aiming to obtain the
necessary competencies through two modalities: a compulsory one, which will ensure the specialized
theoretical training, and another practical, optional, determined by free choice. students according to specific
interests. The structuring of the study materials in the content of the study plan largely covers the employers'
requests in order to possess the knowledge that would allow the graduate of the program to be employed in the
fields provided by the CNC. At the same time, the didactic-scientific potential of the department, as well as
the valuable specialists co-opted from the labor market allows to ensure the training of specialists in the
targeted field. The co-operation of labor market specialists is involved, through various types of collaborations,
especially formalized agreements, which allows the correlation of educational programs in the field to the
needs of the labor market.
Evaluation of the expectations of the economic and social sector (studying the requirements of the
National Qualifications Framework, as well as the European one; studying the job descriptions from the
potential employer institutions, evaluating the market through the questionnaire method, etc.) The
permanent relations of cooperation and collaboration, at the level of management of the department, of FISC,
of USM and at the level of training process with the representatives of the labor market is the permanent source

of consultation and testing of the training activity at the study program. and requests to change them.



Partner consulting. In order to adjust and modernize the study plans to the requirements of the
employers, public debates are organized annually, in which the partners in the internships, representatives of
the labor market, etc. are invited to participate. interested in the training of qualified specialists and their
subsequent employment. The evaluation of the contents of the study plans also takes into account the opinion
of the direct beneficiaries, involved in the training process, ie current and former masters, debates that are
organized either online or through questionnaires and public discussions. Round tables, theoretical-
methodological seminars, etc. are regularly organized at the department. in which students, master students,
professors from FJSC also participate, measures that aim at increasing the quality of the educational-
professional process and modernization, the continuous improvement of the study plans.

The relevance of the study program for the labor market. The program will provide students with
in-depth, high-level training in both theoretical and practical-application, using the latest teaching-learning
methods, student-centered and interactive and actively participatory activities, usually applied in in the context
of lectures and seminars, related to the needs of the labor market. From the perspective of pedagogical
approaches, in order to dynamize the instructive-didactic process, there are simulations, testing the capacity to
implement the knowledge acquired in the practical activity, practitioners from various fields of activity are co-
opted, public relations and advertising plans and strategies are elaborated, creative portfolios from individual
work, as well as public presentations of professional projects, thus ensuring the training of professionals in
accordance with international standards, so that the graduate of the program, through their level of competence,
can compete in the labor market.

Employability. Graduates of this master's program will be able to opt for a wide range of fields of
activity, offered by the labor market in the Republic of Moldova. After completing their studies, holders of
master's degrees in Communication Sciences will be able to access the labor market as: - specialist in
communication and public relations; spokesman; communication department managers; promotion project
coordinators; project manager; promotion and image specialist; consultant; guidance counselor; referent and
SO on.

Thus, the graduate of the program can follow:

- a career in various forms of organizing the existing public relations activity at national level,
as they will acquire the necessary skills to get involved in various occupations specific to public
relations: communication specialist, management, consultant, spokesperson, organizer events,
elaboration of institutional communication strategies, etc .;

- a creative career in promotion and advertising at various companies, firms, organizations,
enterprises and in advertising agencies, as they will acquire the necessary skills for promotion and
advertising.

Further training. Graduates of the master's program can choose to increase professional
performance by accessing the next level of doctoral studies, through training in continuing education courses,
including can opt for a teaching-scientific career in the department, for which they will follow the psycho-

pedagogical mode .



