
ABSTRACT: 

Considering Human Rights Advertising Campaigns  (HRACs) as a specific genre in 

advertising, this dissertation approaches a study to some of the characteristic features of 

HRACs, in order to deliver whether Human Rights could benefit of interactivity with new 

meadia resources through the production of interactive advertising campaigns. Its goal is 

to set a reflection on how interactive technology may benefit humanitarian causes and 

enhance dissemination of Human Rights related areas.  


