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Liczba godzin w semestrze 
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Forma zaliczenia

Ćwiczenia 15 1 - - Zaliczenie na 
ocenę

Cel przedmiotu
Familiarizing students with the problems of advertising in the social aspect, types of advertising messages and models of their social decoding.

Wymagania wstępne
-

Zakres tematyczny
1. Basic definition issues related to advertising.
2. Psychological aspects of advertising.
3. Social and economic aspects of advertising.
4. Types of ads: related to the media: TV advertising, press advertising, radio advertising.
5. Outdoor advertising.
6. Commercial advertising and social advertising.
7. Decoding the advertisement.
8. Social roles in advertising.

Metody kształcenia
Work with the text, group work, brainstorming, group discussion.

Efekty uczenia się i metody weryfikacji osiągania efektów uczenia się
Opis efektu Symbole efektów Metody weryfikacji Forma zajęć
The student is ready to critically evaluate information from various sources concerning the 
analyzed social phenomena.

K_K01 Written paper Ćwiczenia

The student has in-depth knowledge of the structures and principles of functioning of selected 
institutions and social organizations and their mutual relations (eg economic, cultural, political, 
religious).

K_W04 Written paper Ćwiczenia

The student can make a critical analysis of social phenomena and processes. K_U01 Written paper Ćwiczenia

Warunki zaliczenia
The evaluation criterion is the selection of papers/magazines, the design of the tool (the categorization key, conclusions from the analysis). Compliance with the topic, correct 
work structure, language, reliability, independence of the work, appropriate selection of the literature of the subject.
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