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o M2 ZE(Core Courses)

migne= SN | Ze| | Al | A
HRUAo|Mo|2 (Communication Theories) 3 3 0
FHFL A oM 2 (Communication Research Methods) 3 3 0
HRUAO|MEAHEN (Communication Statistics) 3 3 0
o2 (Theories in Advertising) 3 3 0 | Ad-giA}
2| X|FHFH A 0|M (Speech Communication) 3 3 0 2=
LAl E (Advertising Research Methodology) 3 3 0
THEH A A2 1 (Independent Study 1) 3 3 0
JHH PN QA4 T (Independent Study 11 ) 3 3 0
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o o1=3st MZ(Communication Major)

o= St | 2ol | AL | sZoiat
FHFUZOIMO|Z2EHERITEAM  (Communication Theory & Network Analysis) 3 3 0
HERFAIS QN EHO S (Network Society and the Flow of Information) 3 3 0
ClIZtniAE (Human Being and Communication) 3 3 0
LE0|2 (Theories in Broadcasting) 3 3 0
wolEjofol2 (New Media Theory) 3 3 0
O|EfofAtedoit (Research on Media Industry) 3 3 0
TEXEN (Audience Analysis) 3 3 0
WSEEEES (Journalism Theory) 3 3 0
YR FHFLAHOIM (Political Communication) 3 3 0
Hl AR 7 oM (Comparative Communication) 3 3 0
MEFHFLAOIM (Persuasion) 3 3 0
ojc{o{ MLt (Topics in Mass Media) 3 3 0 A HEAL
H| T S L FH 0| M (Critical Communication) 3 3 0 38
C|X|HO|C|o{2tAtS#HS (Digital Media and Social Change) 3 3 0
O|C|o{ At &t (Media Sociology) 3 3 0
O|C|0{Z5tAL (History of Media Culture) 3 3 0
o|c|ojAlz|st (Media Psychology) 3 3 0
AFEO7Z T LA 0| M (CMC, Computer-Mediated Communication) 3 3 0
oA Zto| 81+ (Studies in Cross-Media and Multiple Media Use) 3 3 0
AM0|C|{ BT (Longitudinal Studies of Social Media) 3 3 0
ZFEO|MDAMALO|QIAC|AIK|  (Practice in Computational Social Science) 3 3 0
O[E|AIEHICIHEAZ[Q|SS|IZHIX  (Media Entertainment and Communication) 3 3 0
e =iy S ETES (Korean Media and Journalism) 3 3 0
o|c|o{Z= (Media and Journalism Reading) 3 3 0
o A1 =35t MB(Advertising & Public Relations Major)

o= SiE | 2o | AE| TZohy
S37{FLA oM m 2l (Public Communication Campaign) 3 3 0
HAFFLIF 0| M (Health Communication) 3 3 0
ZnzEz| (Advertising Management) 3 3 0
ooHZ=Z2 M FMEf (OOH Promotion Strategy) 3 3 0
e | (Advertising Ethics and Pub) 3 3 0
Z oAz (Psychology in Advertising) 3 3 0
C|X|=Ho|C|o{et 21 (Digital Media and Advertising) 3 3 0
A—F_TI_HIEIII—} (Topics in Advertising) 3 3 0

2= FL|A 0|M (Brand Communication) 3 3 0
%F_T'_QJ—} (Theories of Advertising Effects) 3 3 0
2o (Advertising and Media Strategy) 3 3 0
==z9aT (Global Advertising) 3 3 0 A LHEA}
Zn3ezlofolE|lE (Advertising Creativity) 3 3 0 3=
kS (Advertising Strategy) 3 3 0
PRZ 2t (Public Relations Strategy) 3 3 0
AHIXY S (Consumer Behavior) 3 3 0
OHAE AHFLIA oM (Marketing Communication) 3 3 0
PRAIO| Lt (Public Relations Seminar) 3 3 0
o7 |2k (Crisis Management) 3 3 0
CHHOISHEA (Multivariate Statistics) 3 3 0
PRO|Z2 (Theories in Public Relations) 3 3 0
7|PR (Corporate Public Relations) 3 3 0
2l (Advertising Campaign) 3 3 0
N2 SIAHEIX (Advertising and Cultural Contents) 3 3 0
oiExEs | 3
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« 7{2L|7|0|M0|=(Communication Theories)

2E ARHAOIM wut=ol 7|EV} == FHFLA0IM 2HYol chgt 7|=0|2e| MAZE BHElct
ZIFHZ0IM ol et ofshet O MEsHE 7|=2= o SEE =4

F{FL|AH 0| M 412 Z(Communication Research Methods)
Alz|nfstol st 2of2M HRUAO|MEE HZok=H AUHM FHAoF & o7 HRIe} 2o Chs
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F{FL|H 0| MEAHE A (Communication Statistics)
HRUAOIM AR E MAXMSZ Olalst &, FHEHSZ XZE B 57| el st SHH

A2 HiRL, O HBAE = s SSZ=US Hi2CL

+ Z710|=(Theories in Advertising)
SN MUtg MYsk= 7|2 HRUA0|M 0|2=Z ofalist 0[Zd0| 10| ofEA O|B=[=X|
HelE sl

o ATI|X|FFLH 0] M(Speech Communication)
AL|X|= HFUAOIML 7|2 di|o|ct 2Zie] BE SAANER LstZ|0IM A|Zt=|Z| HiE0]CH.
AI|R|= He17(9] 7|2 WSHMEFE ALX| 2y, EE, =2, oM So| 2= oi2] S8 2ofof
cist 7|2&iel &1t 0|22 ui2Ct

o LT AlEHHZ(Advertising Research Methodology)
20 2 A E TIssty| 28t 2ol chall Ofsfstn H|EE £~ U= SHE J|ELL

+ JHHopM[247 T (Independent Study 1)
et sHMo| JHHEA o= EFEotof chol =Lt AtMlstm b5 o17HSICt.

70 TpA| 2472 1T (Independent Study 1)
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o o128t FZ(Communication Major)

« F{FL|FH 0| Mo| 214 EQ|FEM(Communication Theory & Network Analysis)
FIFHZ0|M 0|2 - 7HY - SAkol| CHal £ (attribute)™ A|Z{0] OF-l ZHA|(relation)X AlZtofl A E2
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HIERX T AIS[FN 2o S E(Network Society and the Flow of Information)
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o1ZInfAE(Human Being and Communication)
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20| ZE(Theories in Broadcasting)
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0|C|0{0|=(New Media Theory)

OHAEFALO] AIAM FO|E|01e] ZHHo)| ChEE &, wO|E|oje] £4, 0|02t ofEH dd=l=
ZQIX|, ¥is}, RlEsk= ZiQIX|, J2|1 SxY sh=0f UoIMe| Fo|c|o =2lmh Ehxof ZHEl ot
2 F010|0 ofEgH| FZsHof shk=%| Soil chalf BElct.

O|c|ofAteiod72(Research on Media Industry)
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T2XIEM(Audience Analysis)
FFLAOIM o170l UM F=8XI2| 7ol chst TE2 2 FFLFH0|M SIE B Zint 8¢
&Y== 26! 0|7 S SiLI0|CL £=3Xtof| chst olshiof] HZ5t7| f/St 0|2A =o|=2 HESICL

X2 |Z0|=(Journalism Theory)
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X X|FFL|AH| 0| M(Political Communication)
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MEF{HL|H 0| M(Persuasion)
EH=H35} 0|2 H|Rs10 21 S A 2ofol| 80| =11 = M5yl chst 77 A o|MdEte
F2Hol| cHalf oisict.
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H|Zt7{ 7 L[| 0| M(Critical Communication)
H|E FHFLZO|M o17o| 1A X|A|el UM S HESI T 048] A|ZH0| ZH= EEI2 H|w E4A5]
HAM 0| T2 Algle] AHRUAIOIM Hatml 23

C|X|20|c|o{fAlS| 2 S(Digital Media and Social Change)
MES FES47 =] =21t 020 w2t Als| MEIEA0M oLt = Hisle| EMZ 2ASICL

0|c|o{AlE|sHMedia Sociology)
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+ O|C|0{235}AKHistory of Media Culture)
O|C|01E Sall Wst= ALS|et HRUAO|Me| ZHA|IE DIC|o] E8l9| dAlat= ZHEIM EAISICY
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o|c|o{4lz|sHMedia Psychology)
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o x| ZHo| £947X(Studies in Cross-Media and Multiple Media Use)
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FHO|IMEAaMALO|o1A O Al K| (Practice in Computational Social Science)
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{2 1tx'H2|Z(Korean Media and Journalism)
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2 =8t XMZ(Advertising & Public Relations Major)

F{57L|7{|0| M Z4H| ©I(Public Communication Campaign)

A ALDE HIECRZ Tt 330[7ret 33 2HIE 2112t PRO| 2HE0|AM 2445t Tt

E2 AMEsto] ZHsiZ Yete =&5ck= 1Y e s&sh| I8 a=olct 33 2|2l
X

7
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HAF|FL|A| 0| M(Health Communication)

=t 22| AlBlofM 2kt 2=l o|FFof| chet 2R T ol =t HX S| SYIBICE SHEA
FAoME E2 AN FAollMe| €A FIFLFH0|M 2ot S 0]2{8 =0IFl AlSA BRAE
grisict @A F{FLF0|M 2ot= 1E H|Rst 0AHE FHFRUAHO0|M Eolele| =2 Sl &
SExol sl Muol HAIX|Q] JHto| 7HsSICh 0] DF=o|M= Ciksh AR FA| QtoflA JHol

—/ Tl =

3 59 MSHEE 25 0PE HFUAOIM 0|29 MES FHEo= LT € Zo|ct
2 o2t2|(Advertising Management)

|2 ZcHEAL S A nFS0| FEet SHchs AH[AL @S0 AH[X 2SIE nstHo = ZiEkst
1 24slo] A QU= AnFAn dnMts ofEsy| /5t 2nr|E oEe MEUA CHECE
E3 Z0Auel SoM MEXoZ FER0] A= Z17(E, F10|Tof, 2n32|oo[EE HF
ke M2 2X|Mut M=A ALX|E E&sta, 0|E 2{sl 2H|AL QIAO|EE ofEA =&st1 &
&ol{of sh=7|E BHSICE

OOHZZEMAMZKOO0H Promotion Strategy)

UM o= XMEZ k= PHEl= Mu|AZ o] chs] S o= EHSIC} “SERVQUAL D 2HAEE
NEHEE A2 MEX 0|C|ofel FO|C|0] A0 Mu[AZTTt ofEA| 7|=l, XEt=|o{of sh=
715 OIAIE, HAIN Zze| XH2IollM CFstAH| DEFSICE S M| A DEAHET Md|A =X 22|
o ZHAEl CISH AlREME HSEoEMN 2 U= MH|A DIAEFHTUAOIM, 7|H77HA
O|ME 28t XMl ELHE FHFICL

Z 22| A|(Advertising Ethics and Pub)

Soakednt PHEAE HEo| MM gl ZEE A7t 0|X= S1E ZHEel Mt AH|X=X|, J2(1
7|de| oArdE Se| ZEolM CHECE £35| O|A|Znstnt 2liEsto] 1o st 3 MSH =90
A-I —_ [

SojLt et AHE A0}, HFEE, MY |2, MEVH S0l AEFe AlFH e
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oM 117}t AH|XL AKE|, =7t J2[1 28 [ollM oEA 285t 7|0f5h= 7HE HEH =,
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FEo| Xz, 2|

C|X|E0o|c|o{2t2t T(Digital Media and Advertising)

oy, elziel 7|9 a2| S 21 Sufof|

FolCjofe] SEHS=E 2Isto| Halsh= HIIHAe| Rut satg EAMGICE

20 MO|LK(Topics in Advertising)

sl 2ote| EY Fof Bsto] M= U= EEA £HS Solf ZKe| o712t godut 20|12
el

HeH={FL|F|0|M(Brand Communication)

AE71e| H2{E|(parity) HACE 1 S OIAHE FO0foflM EEiES| S2440| F2t=11 Ut St
Mol gei=dE s 25 M2t £ 0|ES iR A= U= AFRIHTE Soll X|Alg &53iCt
25 1H(Theories of Advertlsmg Effects)

ot (XA OlXls S0tE E&sk= W 3 o|ES0]| Eisto BHSICL
ZtnofiA|(Advertising and Media Strategy)

et ofA|e] BAE Am|D, Lot 2Tl oiM7 |2l 2 S shESIiTt

222 71(Global Advertising)

=M HMEto] ZZl 0|2 ¥ I Zi2| 2ofol| 2HEAE Charst MEol| Zhsto] TESICE

Z132|0f|0|E| E(Advertising Creativity)
oto|C|of Hhalu}l ZHHEl MEHXOl 0|2EE2

o

SR A|ZH

i B |

Z X 2K Advertising Strategy)

oMzt SRS 25 Chd, 2ofd oMY o|ES o7t

PRZ1Z2KPublic Relations Strategy)

PRO|| ZtHEl 0= 0|22} PR 7[ES 2/t AMAIRCl MU E MEA o= BT
AH|X}eHS(Consumer Behavior)

AH[Rte| FOHS7|, MEMe|2ty, AH| e SS AYWsh= CIYst SEfFo|x FIUHES AT
7, Loy} o|2{Et AH|Xt S0l S8t Y2 D|X[= AlE[EHE, A 2050 2lsto] Al
2Lt

OFAEFH R L ZH 0] M(Marketing Communication)

st ofLet B2, MUXTZ0M, OHIE, AZME S3t 22 CIFst OFAE FHFHAH0IM
T2 SA0| €8sotk= ME2 2N JYut ZAE o= A=A CHFo{ o[of cist o[sHE
L5IC}

2H .

PRA|O|LKPublic Relations Seminar)

E53) Hojo| £X

2|7|2t2|(Crisis Management)
olfratz|et 27|22zt ':7H°| aIxy
ZRo| Axet 7|5, chEdol o
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FHol zhsto A= A= TAUS Sl

SH0i| cht o[sHE slelct

SHE FHSE CHECH 07| olfr2iz| g2
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Sg v|BloR olfuiel, 24|, F2o| MeY, ZEm=2i0] A, Tyt So| Asie| BYS Ty
Ch. 17122] Qe 2i7lof che che|, PAXS! Zu, 27|22 S F/0| M3k 217|4k#0 chf
HAROR ARIALE BRISH AAHS TH5H= Yol TS =
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ol
s
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Cl2 OIS 7|2 A (Multivariate Statistics)
7|Zo| el™ o|x EAMaieiol sixlz| SHEfZA Clpo| SgEIHelnt ZEHol2 SA|of| EASH=

—

SAl
SHTHSS CIEC CISE 24, HEEA, XA, CIHEREAM, ZEIEM Soll 21510 SF el

PRO|=(Theories in Public Relations)
PRe| &<o|, A}, O2(1 7|50l chsto] Aolst, 7[2Ael it o2 chall ok=Ct

7|24PR(Corporate Public Relations)
Sae| 250l 2L 7| WM E Eesh= &7(Ael EHu o EE X[sk= B [&Ql
aff

m
= — L
S 7|olH 2est THet PRO| 7|S2t &X| Atol chs ok=Cf

[

e

Jh

Zt 74| ol(Advertising Campaign)

ZoZdelel 718, A, St ZYut 2AHEl o|ES2t oY

rdf

24w el AfE[ol| cHal toh=Ch

Lot 51 EI =(Advertising and Cultural Contents)
T, MEoAE S Crarst 2siZsI=x0| ths Avistn, 2siZiE =0t oA, 21
oA O gH Asl=|T U=X| O 0|21 HSS LOoH=CL
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