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2 BE5(Core Courses)

oo s stE | 229 | A5 | ZUY
F&LA 00|12 (Communication Theories) 3 3 0
FHELAHO|MATEHE  (Communication Research Methods) 3 3 0
FHELAO|NEAHEA (Communication Statistics) 3 3 0
10|12 (Theories in Advertising) 3 3 0 SREUN
AL|X|FFLIA0ME (Speech Communication) 3 3 0 zZ=
HORAHEHE (Advertising Research Methodology) 3 3 0
JHE DA H T (Independent Study I) 3 3 0
HSE OIS T (Independent Study 1) 3 3 0
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Consumer Behavior)
Marketing Communication)
Public Relations Seminar)
Crisis Management)
Multivariate Statistics)
Theories in Public Relations)
Corporate Public Relations)
Advertising Campaign)

o AZst MZ(Communication Major)
LA StH | 29 | S | LA
FHEL[F0| M0 [2THIEQITEA  (Communication Theory & Network Analysis) 3 3 0
HEQIAIEIIEEE 2 (Network Society and the Flow of Information) 3 3 0
QIZHAE (Human Being and Communication) 3 3 0
S9E50|12 (Theories in Broadcasting) 3 3 0
=olcjofo|2 (New Media Theory) 3 3 0
ojC|oj At (Research on Media Industry) 3 3 0
TEXIEY (Audience Analysis) 3 3 0
WNEEEE (Journalism Theory) 3 3 0
HX|FHFLAOIM (Political Communication) 3 3 0
H|m7AFL|A0]M (Comparative Communication) 3 3 0
HEFHFLA0lME (Persuasion) 3 3 0
ojclo{MlolLt (Topics in Mass Media) 3 3 0 ISR\
H|EHHRLIA 0| (Critical Communication) 3 3 0 ZE
C|X|H0|C|{pAAIEHS (Digital Media and Social Change) 3 3 0
O|C|o{At2|st (Media Sociology) 3 3 0
0|C|0{2SkA} (History of Media Culture) 3 3 0
ojc|ojadzlst (Media Psychology) 3 3 0
ZEEOf7HFHFLIAHIO|M (CMC, Computer—Mediated Communication) 3 3 0
ofx|Z+olEH (Studies in Cross—Media and Multiple Media Use) 3 3 0
AMO|C|B AT (Longitudinal Studies of Social Media) 3 3 0
ZEHOIMDAMAOIHAACIMK|  (Practice in Computational Social Science) 3 3 0
OJC/AIEHQ IHEARRIZSIEHIX  (Media Entertainment and Communication) 3 3 0
stEARMNEE|E (Korean Media and Journalism) 3 3 0
0C|Zd= (Media and Journalism Reading) 3 3 0
o @unEHst FMI(Advertising & Public Relations Major)
o= stE | 42| s | sZUY

S37FLIFo[HEZm 2! (Public Communication Campaign) 3 3 0
HAF DL FHO0|M (Health Communication) 3 3 0
o) (Advertising Management) 3 3 0
OOHE=Z2M Tzt (OOH Promotion Strategy) 3 3 0
FnRe|HK (Advertising Ethics and Pub) 3 3 0
2oz (Psychology in Advertising) 3 3 0
C|X|Eo|C|ojet B (Digital Media and Advertising) 3 3 0
ZoMojLt (Topics in Advertising) 3 3 0
HaieHS LA 0|M (Brand Communication) 3 3 0
el k=anl: (Theories of Advertising Effects) 3 3 0
04| (Advertising and Media Strategy) 3 3 0
Bt (Global Advertising) 3 3 0 A HEAF
Fn3z|ofo|E|E (Advertising Creativity) 3 3 0 =
ZnxE (Advertising Strategy) 3 3 0
PRZ2F (Public Relations Strategy) 3 3 0
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=2 ZE(Core Courses)

715 L|7|0|MO|2(Communication Theories)
ZE ARUAOIM mat=2| 7|=7t == HFRUAOIM np-of| thst 7|x0|22| MAE EF5ict.
ZAFLIA0|M JHEHol| CHet Olsiet I MEsHE 7|I2= ol S®E ECL

HR LA O|MHPHHHZ(Communication Research Methods)
Atzlatetel st BOF2 N HRLUA0|IMEE Tdol=0 UM HAOF & AT HXIQt Q|| s

=
Olsigt HIE =+~ U= s=E 7IECL

HRLIAO|MEAHEM(Communication Statistics)

HRLIAIO|M AFHHE HAMZ Olshst &, #HHSZE XIRE EA46H7| ¢l H2e SAHXN
A|AE HiRL, 0|18 HMEAHE = U= SBEEIUE Hi2Ch

1 0|2(Theories in Advertising)

al

g dets 285k= 712 ARUA0| 0|2=2 0lsl5t 01240 B0l EA 0|8 xl=X]
2|E B

ro ok okl

ATL|X|FFL|H 0| M(Speech Communication)

ALR|E 7FLA0|Mel 7|2 |0o|Ct QIZte] BE QAIAEE LSI7|0IAM AlZIE|7| I{E2O0|CH,
ALX|= Yot7|2] 7|2 WSOAMRE ALX| =M, EE, =3 M S9| #HHE o2 S& 20}
oist 7|20l A&t 0|22 HiRCt.

D XA 2(Advertising Research Methodology)

2o #H HAFE TIdstr| et giHof cis olsistn HITHE o~ = SEE 7|2
JNHDIAIH T I (Independent Study 1)

w2t sto| JEx o2 EXE0K0| Chall 2Lt XMt 2tMEHA| HstiCt,

JHE M X T (Independent Study 1)
w2 sHMo| JfEMo = EXMEO| thsH 2Lt XtMGta 2HH5HA
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o A28t MZ(Communication Major)

41

HS LA 0| MO|2 Y| EQT3 2 M(Communication Theory & Network Analysis)
FFLIZ0|M 0|2 - JHE - Aol chal &-M(attribute)™ A|ZHO] Ol 2 A|(relation)&] A2t A H2
St ALE|EHd St W2 el HILE ALS| A aizto] w2t 22tXl= 2AE SAeE HER3
BEAMZ Soll AmEcEM Q17te] HFLIA oM o thst O[sHE SXIAIZICH

H EIALS| B EH o|S E(Network Society and the Flow of Information)
CIXE HIZs2Xe HEHE dEel ZH=o| SE0| ZUL| oM 25 Halst QUCE ol2{st
SES Yz|&E7|E Fao|M, FA Fao|M, &AM Fejlo|Md, MefA Fao|M, JHelx Fajlo|M
(algorithmic, journalistic, social, strategic, personal curations) Zt&0IM AHE D 7|&% - HX|™ - At
3|23 mEEatol s =&e=2M HERY3 Atz st OlsHE =2 Sirt,
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A E(Human Being and Communication)
Zto| = T 7t oAA S mEnt 1 ofofofl chal HTstH, &T At 217t A, KXot
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t£0|2(Theories in Broadcasting)
S muts SSHMD U= AEH 29| OS2, WE XA, 2E o1, 2 MEMRE =
Xtoll OIZ27 (K| WE S F46t= MEIRQIS0| O{EA S2I0l=X|0f &5t 02X iZS IS

0!

=0|C|0{0|2(New Media Theory)

Of ™[ EAL UM FO(C[012] ZHE ol CHSt ’é* FOIC|0fe] E4, FOICIHE {EA MM=l=
AQIX|, M35} FlHsl= AKX, J2[0 Sxl et=20ll U A S| F0O|C|o] =t LMo 2HE S42F
2 50| ofEA H2aHoF st=X| Soll thall Efetct,

o|C|oAtH T (Research on Media Industry)
HE0iAME 25 S4Y & otL|2t stLte| MHoE N OB A 222/0l= AQIX|o CHSt Olsh7t 2R
SiCh OfA|Atel ZXeA 2Ant AFol|l HE =0l el S&Stct.
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£2XH2M(Audience Analysis)
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HRLAOIME A0l UM =Xt JHHol et nE2 2 HJRL A0 %—MFE L=l =
g HER BRF 0l & otLIO|Ct ~ZX}ol|l Chet olaiol| T2st7| I8t 012X =2|52 HESICL
X<2|&0|2(Journalism Theory)

122 HIES QIMoiNe EX, 7=, J&=ol ot 2Esti XMEa|E0|2t R0l 1 JiEe

Al
SOl CHsHAM = nEFstct

X x| 7S L|7H 0| M(Political Communication)

SiCHe| ™X|hgol tHAAZ o HES 5tH I oiFILES (L SdEl=X £ AN E 4y
X|0ll A DHAZ T FMX[QI, oHAAD FHEOo| w7t o™ HJEHZ LIEHLI=XIE 215t

H| w7 FL|#H|0|M(Comparative Communication)

=7t 7F E= OE 23HH 7] ARLUA0|M L E HIwSHeEM K= Y 2|=2| o|sHE Z3leict

MEFHEL|AH 0| M(Persuasion)
Ef=H3} 0|22 HIRSI &1 S A 20t S80| =1 U= HA=upEol| st HF7L 70|45t
2| cHsf Hetct

o|c|o{M|O|LTopics in Mass Media)
Ofx| 20te] EX FA|ofl 2tot0] M= = EE
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H|ZH7{ S L|H|0|M(Critical Communication)
HIEH HFLIAO[M AL stA XA YIS HAEst 8] Al2H0]| = ERE H|w 246}
HA 0| st= AtZ|Q| FHFLIAOIM SAMDTt H2ASIH =2fstCt,

C|X|Eo|C|o{ kA2t S (Digital Media and Social Change)
ME2 ZESA7|E2 =0t 0130 w2t AlS| MBtEHo LoLtn U= Hete| EMS EAIGT,

0|C|o{At2|SHMedia Sociology)
FA ME SAE HR), RE|, ALE| O2|1n Z23teks Chket 2HEolA ZA9StTt



+ O|C]o{23tAHHistory of Media Culture)
O|IC|HE Solf LMol= Ate|et HFLIAO|MS| #AE DIC| 2312 A2t 2 :
0|2 ol AIF, 2iC|e, W&, TX|, QIS ofx|] o] 2lzknt Atslof| D|E Faks SAIHel &-

Ol A mtetatet.

o|C|oj Al 2|8 Media Psychology)

227} O/ E S8l F7ot= A0l QUK O|C|ofe] zF ZEEH EM2 FA0(1 Zt HEL| =5
of AA 7x0f 2ls ofwfst Mel7t &Estn U= AR S A 0
QA BAstct, B ofL|2t x|Z2of st YofLtn Y= EE 2t 82
Z, EQH, HolASt Z2 AH D|C[0, 2|1 C|X|E O0/C|o{et dl&el
oAM= Al A CHECY,

HEE{O7§F{FL|#H 0] M(CMC, Computer—Mediated Communication)

AREQ| Oi7H7), eIzt J2[n MEEM A—FS0| CHE A ED 43 2&sts dAlol, ©S
Hel HRUA O HEl St H|wSHH ofiet Heks DIXI=7HE OlsiSt=% S=Ch ARE oK
S-OIM A—S0] XS OEA 25t YHldE AMSHER], M=o tiet elds oEA gd
St QIZEIAIE O LTAIZ =X, O WA Z YSARIE P65t M 2FYE =25IH,
o Aoz AHUEYIE FF3IH S 0|F=X| SOl 2 0|21 AFE HEH2=M, HF
B 070 =L A0 o|8at Hekofl thet HIEX0|n 2MXel AlIE Adetct.

Oi®|Zto| A7 (Studies in Cross—Media and Multiple Media Use)

Ciofx| CHAE 2 CIXIE ohA| 88el STIeZ Qo= Zallo| Hatst= oA 2H4S 12{5H0,
CIASH HlQ| 7|& DIC|o O|2nt +8Xt AT E MUESICE HHUOiA|, THHiiE S4le 7|1& A7
OllA O|RO{X|X| =3HH, S=tOiA| o2t S&txE 0120 &L HFLIAONME AN 7|HE
= U= REESS ot e EMN, 2otz oA 2tZ0lA O|C|o Z-I= 01&2| 2|n|2f, xIES}
E H29 0|21 G O|EX0|1 FEXeE 2MY Al 8Tl = JHE oAl &40t 018

SiTE FExoz A, ZuEo
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2 o|c|of 2|E2|Aliteracy)2] SX|7HK| ZEsH0] EHEEHT)

0o

« AMpO|C|o{ECHH T (Longitudinal Studies of Social Media)
AH0|C|0{ 7t 7RIl QUZHEAIRE] 7|He| O a2l 22| AtEle| 62N Sl 0|Xl= &
0| &7tst UCt BHH FZS Sl AHDICIKE 7|EI2=E S 2A|7

WHEEE HEes HdHEe2M X2 HFUA0IME 7| chsi nEsHECt

o AFEHOIMIDAMALO|HAC|AMA|(Practice in Computational Social Science)
A9 8lMolEz2tn E2= H|EE HIOIHE WEYZ 24A, HAE Oiold, 24 2M S &80610
25t 0|27 So|E TEoH=Ct. 0] 2PHol|lA Hin|o|e 23 Aol AetEnt otA| Jz2(1 4
=2| S0 M= =5tH, &% AFHOINE ABAO|HATE FHFL|A 0| ALt 225t Lo}
7toret grekol| tHell A= EQ|Stot.

o|C|o{GlEEHICIHE ME| 232X (Media Entertainment and Communication)

0| =2 7|24 ™ 4 OjC|ojetd Hslof hE D|C|o] 2H=2t HESE3te| HEIE AtE|A2|&0|T
FRLIAIO|ME ARl RO A BfStCt 7[&2 AAel AN FE AFRHMO0| £[02 25t I
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srEA 22| S(Korean Media and Journalism)

0l IB2 Bt AR, W, QIEU A MAT ABIHS 02N, AME, SAHHOR HEs|
Bl olZo0f Cfet FEIN ofsf S22 FYAS == Bict

0|C|0{Z=(Media and Journalism Reading)
= Efgol SH= NME2|E0 28t 012N, A8, Hetx MEE MEste B ESES EE
},

[ [ )
15t Aol X22|F iy Ol 2 E O|2X, 48X, Mol =o|Ut 52! 2SS 25,

HI%a .

ZnsHsH M3(Advertising & Public Relations Major)

- 22 HFL|FHO|MZH|2I(Public Communication Campaign)
oM At E HIFHOZ OISt 3Z0|42 33 SHE H12t PR ZE0AM EAst CHSt 0]
EX E2 M85t EXsiZ Hetg =&ste S &6t /gt =0t 35 Am| el M=
TP A}HA 2HE0|T FHOo|XQl HIAIX| MEFZ TESH=E IHHS MS0|2E2 ENE M8t

A F{LEL|FH|0|M(Health Communication)

Y 22| AF[0M HZ o 2 E o0 e 242 O o= MECH SXstA| S7HHUCt &F
FAAM = S2E HFH JAHU|A 2| FA FHFLIAO[M Fofe| Etti= ol2fst =0T AtE|= 2tal
HHESICE @A R LU A0l 2ok= H1E HIRSH OHAIE HRLAI0|E 2ot HES Sal
SHOI AA AmQl MIAIX[L] JHYO| 7ISSICh 0 =0 = Crabet HAZ2E A CrollA 7H
E SoEE st otAE ZHRLA0IM 0|22 MEE2 FAMEo=E CHEA & ZAo|Ch
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SFM UX|Hu MEH AUXIE E&eta, 0|2 HIX} QIAIOIEE O{EH =Eot
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I =13
HEdinets FE=l= MulAZno] ths EEXSZ E76trh "SERVQUAL 1 2 &
TS o|c|ofet w0|C|o] oM Mu|AZ7 {7 718, MZ=0{oF 5h=
71E OIAA, AAH o] XEEo M ChShAl aErettt, ot Mu|A OiAIEat Mu|A Z=2{2a|
o g E EP%FPJ AHEME MSEe2MN 3 U= MH|A OAI"EATUAHONME, 7I”ATUA
O|ME flet X|Hel ECHE FHEICL

g 22|PHA|(Advertising Ethics and Pub)

ZnAdn A E YEo| M 2 A4E 7Nt O|Xl= 222 dHEQ! Hof AH|XIEX|, 22|
7199 oAtEY So| #HEoA CHEC £5| DAl ZD st} gt3sto] 21| sut & ASH =2|0f
A B{o{Lt Zoot At El HAMQUOIK}; HEUE A2, HEI S0| AEF2| AFEH Ll st
QAZNC| ZTE o{E/ siAst &elst=s XIE FEt™Mo=2 =oIsirt J2|1 HAIAQ! 2| A
07t AH|XE, ALE|, =274 32|10 28 H0|l HEA &8st 7|0st= 7IE HEXCE, AEH
o= Estt
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ZMa|(Psychology in Advertising)
QIZt ME|2RE HIE FI6tH H1n FHO| Maz|, QIX| upHE, 2lzte| 7| Azl S &1 s1tof
2 E =2|of cisf TESiC,

C|X|Z0|C|ojtZ(Digital Media and Advertising)

ojcoje] SYLz 2ot Halst= oSl reat sidE 24t

ar

'O M|O|L(Topics in Advertising)
st 20fel EF FA[of ste] A U= EEA ~UE Solf ZHXe| HEa JHnt ZHolE

n

HaeHEL|AH0|M(Brand Communication)

AE 70| H|2E(parity) SIS Z 1 2 OHAHE 20k 2 =9| ZRM0| E2tx|1 Ut &ut
ol Heficdlig g 25t M2f &2 0|ES iR Ax U= AMHIEFE Sl XIME &5sith
DS Theories of Advertising Effects)

207t AH[XIOA D0|X|=s 20E SHst= W 2 0|20 ot st

oo ofx|(Advertising and Media Strategy)

2102t 0fN|e| #AIE AulDT, Liotrt S1tAQl M7 |8 Y S stEsitt
S2H2Z(Global Advertising)

A0 Hdtol| 22 0|8 ¥ IAE 22| 2ofol| 22 E Crtst Mo #6tof nEsiot,

Zt1132|0|0|E|E(Advertising Creativity)
=] g y

ofo|C]of &t BAE MEHQl 0|2SS E11st

X AlZtolN TSI

Ok of!

T X2k Advertising Strategy)
nHEF TS QS HAE, 2oiE ZoAIAY 0|BE2 TS

PRZZ(Public Relations Strategy)
PRO|| 2tHE 115 0|21 PR 7|22 2Iet MAXQ! HMIZYHE MEXo= st

AH|X}EH=E(Consumer Behavior)

AH|Ae| FoiS 7|, HEX2[RHY, AH] #el SE dFsts et HEfFo|H YTUHSS 4T
23, Lotrt ol2{et AH|X} S0l SRet FetS 0|xl= A2letH, Ateleld QIS0 #5t0 A

=Ck.

OFAIE HS L A 0| M(Marketing Communication)
ZoEoolL|2t EE, MYUXZ=2D M, O[HIE, AZAME SOt 22 CYSt oA’ HRLIA 0| £
HE SA0 &8st= MER SEX Jn 23 E 0|452 M=UA THRO| oo st OlsHE

s lCt.

PRAM|O|L}(Public Relations Seminar)

sHst Fotel EF Aol 25l M= U= +~HE Sdll =01 thigt olsiE Helch

2|7|&2|(Crisis Management)

OlrEialel giy|Ralats SHo] LRE Holmt BHUE FHSS CHECE of7|M olEal gole
ZEl0| TEO} 715, ThSWOlO BB DIXIE AHE, R, HX|, BZ S| ol4 S8 Mt BS
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-1, =2 O —
712l SH2 #A7of IZHOF CH|, ARl Z=H], $17]2e]

g 7|dto 2 o|fmtet BA Xzko| MEH st=m = aHo| AlSH W7 50| Ao s ZE SO
= XXI| X A
o

Hoz AM/AbR HElshs AMA"E FEots Lol aigs el

CHHOIE A2 M (Multivariate Statistics)

7|1E0| U O|3X EAHIHO| SHME HEHZM O = ol
SAHHSES CIEC, CIES|HEAM, THEEEAM QIXIEA, CHHEIEM ZEEM &
PRO|=(Theories in Public Relations)

PRe| Ho| At J2|m 7|s0l thste] Azfsta, 7|22l JHEnt o|=20f CHaH Lot=Ct.

2PR(Corporate Public Relations)
o] RS0 AALL 7| HAHZ T2t &Y |IAe SH} 0AI’R S X|st= B 1=l &H
|

71g0llA 2Rt Cret PRl 7St AM| Atzofl chHah ZOR=CE.

1 E2l(Advertising Campaign)
ZnAgelel 71a, 2 st S0t #HHAE o|E=at Crrst M|l Ao chalf ok=Ct.

2 otEstAEI=(Advertising and Cultural Contents)
R, ME0HE S Charst 2st7HI=0 s AJHst, 25tEI=7t OtAE, &1, EE2| FOofo
Al OfEA A= J=X| O 0|2t MBS LotELCt



