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Structura postului:

Raporturi intre componentele enuntului publicitar
Strategii ale comunicarii vizuale in publicitate
Campanii in publicitate

Faculty of Letters
Department: Communication Sciences
Scientific field: Cultural Studies / Communication

Subjects in the Curriculum:

Relationship between the constituents of the advertising message
Strategies of visual communication in advertising

Advertising campaigns

Tematica postului:

Stilistica si pragmatica in titlurile publicitare
Entimema in argumentarea publicitara

Imaginea publicitard: semne iconice, semne plastice
Pozitionarea. Un istoric al conceptului

Publicitate si postmodernism

Utilizari ale simbolului in practica publicitara

Subjects:

Stylistics and pragmatics of advertising headlines
The enthymeme in the advertising argumentation
Advertising images: iconic and plastic signs
Positioning. A history of the concept

Advertising and postmodernism

Uses of symbols in advertising
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