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lcomu2330
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Analyse des productions
communicationnelles

5.00 credits 30.0 h Q1

Teacher(s) Catellani Andrea ;

Language : French

Place of the course Louvain-la-Neuve

Main themes The course will offer a critical description and presentation of the advertising industry, ranging from production
areas through mediatisation campaigns and activities, to recipient populations. It will also present various analytical
methods and methodological approaches to enable students to understand the many aspects of the discourse and
of advertising strategies. There will be a special focus on a comparative study of the various parts of the media
used by advertising.

Learning outcomes At the end of this learning unit, the student is able to :

1.
Identify advertisements as a global phenomenon, and to understand them in their institutional, meaningful
and communicational dimensions and in their various media crystallisations ;

2..
Have acquired the conceptual and methodological means to conduct analyses in, and critical
interpretations of, various media forms of advertising communication, in addition to a good knowledge of
the pole of production (the world of advertising).

Evaluation methods The assessment is based on the production of a written report analysing a website, carried out partly individually
and partly in groups (the report produced by each group includes collective and individual parts).

(the report produced by each group includes collective and individual parts). Part of the final mark is collective (5
points), another part is individual (15 points).

Second session: if all the students who form a working group have to retake the exam, they have to redo the
analysis work and submit a new analysis report (which counts for 20 points, of which 5 points are for the group
part and 15 for the individual part); if only one or more members have a deficiency rating, they have to represent
only their individual part of the analysis, and thus only their individual part of the group report (which counts for 15
points), and in this case the part of the rating concerning the collective part is kept.

Teaching methods Lectures, reading of texts, accompanied exercises, individual and group practical work.

Content The course aims to provide students with effective theoretical, conceptual and methodological tools for the
production of a semiotic-communicational analysis of communicative productions. In particular, this course aims
to enable students to learn how to carry out a semiotic analysis of one or more websites in an autonomous way.

To do so, the course presents :

- the basic notions and concepts of semiotics, with a view to its application to the digital world;

- a reflection on a series of important concepts and notions for understanding the digital world from a semiotic point
of view (in particular, the screen as text, multimedia, and the distinction between text and paratext);

- the components of a semiotic analysis grid for analysing websites.
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Programmes containing this learning unit (UE)

Program title Acronym Credits Prerequisite Learning outcomes

Master [120] in Translation TRAD2M 5

Master [120] in Multilingual

Communication
MULT2M 5

Master [120] in Communication CORP2M 5

Master [60] in Information and

Communication
COMU2M1 5

https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-trad2m.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-trad2m-cours_acquis_apprentissages.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-mult2m.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-mult2m-cours_acquis_apprentissages.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-corp2m.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-corp2m-cours_acquis_apprentissages.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-comu2m1.html
https://sites.uclouvain.be/archives-portail/ppe2021/en-prog-2021-comu2m1-cours_acquis_apprentissages.html

