olZ st}
(Dept. of Communication)

MX| B MARIRY, SIARRRY, A SASEIRRY

o
stat 200

Solf AlElollM oA Djc]o{ef fgto| FAt Soh=1 QITt HEYEStIE= sfAte] £2f oA FHFL

70| SHaboll CHE O|sHE =0|2 O|F Sall oiA0|C|of S&fofl Chet Bt of|Z, Liofyt SHIE «let

— o
CiYSh 0|2, YHEN LES &58ict

|'0

mEE

IZHmsius olzio| AR Mol oIM TRE 24 F siiel olzh HRLIAH OO chat
7|25 OfshS HIZOR AR JALSe| MAIZAS] DHADICIOf TRl chet SEESI olsiE SE=

SiCL O|E <lolf Cirst HRFLIAOIM O|2nt AlS|ntet HHES S5611, 411, 84, HE 20foM
olC|ofol| 2t =27tX| CIfst siatg BME = U= SEHE ufYsict
e
ME 2ot
2 of N 2
ol=al xm o2& 2 oA HRFRLIAO|Ma A2 SHA HMutof st &2 olsel A2, HaiH|
=S M = |_ | 9‘”0| TV | MUlA o|Eul = ots = [y
- . M, = 2{MeErs, olE{ul S ChSH ofx|of it O|2X EAMSE 9
(Communication Major) 5:}9__;% ne =ma o)
FIEEE HE FIEHS2 ARUAOIME 5ot 217t 59| 2oz FHRLAH0|M, 21, o}
(Advertising & Public AY, M5 S| 2oloM 2N SEHg 7|21, &1, 5=, AHel 2otof oy
Relations Major) 3t 0|2X M5l g us SEZ ir}
5 o
st 2L
1 Memie
Et AlE S MA P TL SAIREY stlo| Mant=g X Y FAwsIt Heseiot QI e uj

ARSOl| X|Eeict

2. 2=0IAH

1) LIZOIABO] SR U SAZAHS Cistel SE O chstel SIAHRYT (H4sZ-48Z)0] Z8ic,
2) BARIES| B2 H22iR0] AIBS MABIA| i=Ct,
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1) SEAIES SAXIZ U SAITAKS Cfsiel oial U Cfsiel SRR Fsik,
2 BEAHS MALY 2SEIIE 11S, W MY 11D, HARYL NSEHISIE 13
2, ©3 ME 2R)o= B,
4. SRy

) SRIHT=R0| Bt REASS Chetel SHA U Chael SIARYTE F3ict
2) =SSN XSDHo| EHolS Wot MATINS 3% 87| Lix|, BALIEE 45t 81| LtR|

T oA MEsto{of et

3) &2 Al 2A S| =EX | EIHE Sipass)5to{of Bict.

4) =20l At = AL 8P| Z7IX| AAISHH, ofH|MALE =228 alAl 23 Fof| Fu
oA ME3tof ofe| Al RlofA ME= =S sHof et

5 2AAE SRIEF=E ME7(|E2 ®7|ol| E2HS AL St o I, 2700 &

[l
rio
0=
ro

~ 3
e
b

Sl 0At St oistAM2 48 Z=7KK| MESHo{of ettt 72l MESHK| 2 =22 Al
M| efstet.
6) =EaAts MAlntY : == 2

A0, =R AA U K= mET AR
ol AlAKRIRIO|A| FiZ3toiof Sick

0| LH+H= 20034 3 12FE XMEairt

0| 814 Li+f= 20054 3 1LFE MIsICt

o M& Z%(Core Courses)

e stal | 2ol | d& | 2o
FHRUAOIMO|E (Communication Theories) 3 3 0
FHRELZAO[Mod H =2 (Communication Research Methods) 3 3 0
HRUAOIMEAEAN  (Communication Statistics) 3 3 0
Z0|2 (Theories in Advertising) 3 3 0 M . HEAL
AT X|F{FL|AO|M (Speech Communication) 3 3 0 o
*—‘_'XM':”“*E (Advertising Research Methodology) 3 3 0
Haotx| A 1 (Independent Study I) 3 3 0
Htg.ﬂmlpj?ll (Independent Study 11 ) 3 3 0
A=EXHst | 193



st X -&(Communication Major)

e st | Zol | Mz | S2oha
FHRELIAO|MO|ZTHIERITEAM  (Communication Theory & Network Analysis) 3 3 0
L EQTAIZ|AXMEHL|S 2 (Network Society and the Flow of Information) 3 3 0
oIZINAE (Human Being and Communication) 3 3 0
gi20|2 (Theories in Broadcasting) 3 3 0
=ojc|jojo|2 (New Media Theory) 3 3 0
Ojcjof Mt d7t (Research on Media Industry) 3 3 0
SEREM (Audience Analysis) 3 3 0
WSEEESES (Journalism Theory) 3 3 0
EHR|FFHA oM (Political Communication) 3 3 0
H| A FL A 0|M (Comparative Communication) 3 3 0
MSFHTHAOIM (Persuasion) 3 3 0
ojc|ofAlofLt (Topics in Mass Media) 3 3 0 AL HEAL
H| T FL|#H 0| M (Critical Communication) 3 3 0 35
C|X|HO0|C|{efAle|H S (Digital Media and Social Change) 3 3 0
o|c{o{Ats| st (Media Sociology) 3 3 0
O|C|o{235tA} (History of Media Culture) 3 3 0
o|C|o{alz|et (Media Psychology) 3 3 0
AFEOHIHAT LA O|M (CMC, Computer-Mediated Communication) 3 3 0
oiA|Zto]| &1 (Studies in Cross-Media and Multiple Media Use) 3 3 0
AMo|C]o{ S e (Longitudinal Studies of Social Media) 3 3 0
ZFE o[ MDA o[odA0|AlK|  (Practice in Computational Social Science) 3 3 0
O[C|o{HEERIHEAR[ISS|ZEIX  (Media Entertainment and Communication) 3 3 0
stEMZ2nxda|S (Korean Media and Journalism) 3 3 0
][ [oi A== (Media and Journalism Reading) 3 3 0
o =35t M3 (Advertising & Public Relations Major)
FETE stx| zof| alg| sz

ZEFFLFH o MZHT ol (Public Communication Campaign) 3 3 0
AT FLFHOIM (Health Communication) 3 3 0
Znae| (Advertising Management) 3 3 0
OOHZZZM Mzt (OOH Promotion Strategy) 3 3 0
ZoRe|HA| (Advertising Ethics and Pub) 3 3 0
ZAlE| (Psychology in Advertising) 3 3 0
CiX|Zoc|ofet &2 (Digital Media and Advertising) 3 3 0
Z0Mo|Lt (Topics in Advertising) 3 3 0
g2l =3{FL#H0|M (Brand Communication) 3 3 0
k=il (Theories of Advertising Effects) 3 3 0
ZH ool (Advertising and Media Strategy) 3 3 0
==2"z0 (Global Advertising) 3 3 0 A . HEAL
Ztn3zE|ojo|E|E (Advertising Creativity) 3 3 0 S8
oMt (Advertising Strategy) 3 3 0
PRI 2k (Public Relations Strategy) 3 3 0
AH|XIH S (Consumer Behavior) 3 3 0

OIAEZHFL A oM (Marketing Communication) 3 3 0
PRA|O| Lt (Public Relations Seminar) 3 3 0
Il (Crisis Management) 3 3 0
CHH QIS H 2 A (Multivariate Statistics) 3 3 0
PRO|2 (Theories in Public Relations) 3 3 0
7|4PR (Corporate Public Relations) 3 3 0
2 ool (Advertising Campaign) 3 3 0
LRSI X (Advertising and Cultural Contents) 3 3 0
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X2 ZE(Core Courses)

F{FL| 70| M0|Z(Communication Theories)
2E HFUAOIM mut=ol 7|=It == HFUAOIM Mo chst 7|=0|22| MAIE EHSiCL
HFLAOIM JHHo| st ofsliet O MBSEE 7|2 ol S2E ECt

F{ L 7| 0| M1 F2EH Z(Communication Research Methods)
Alz|alstol st 2Ot2M FHRUA0|MEHE HIsh=H UM F{A{of & ol X}l 2o Ch3
St

ofsisin i 4 Sl= S2g 7|20

FHZL| 7| 0| MEH|E A (Communication Statistics)
HRUAOIM oAFHHE MAXMSZ olsliet F, FAMASZE AZE EM5PY| 26 2st SHH

X|AE B9, 0|F MM = U= SSZES Hi2C

+ Zt110|=(Theories in Advertising)
A MUE dYshk= 7|12 HRLAOIM O[22 Olshsl 0[Z40] 10| OfEH 0|8==X|
#E|E B

o AI|X|F{FL|7|0|M(Speech Communication)
AL|R|= FIFRLZ0|Me] 7|2 #e[o|ct 217te| BE QAAE2 LUsIZ (oM AlRtEZ| FEO0|CH.
AL|R|= Zol7 (9| 7|2 MSUHMPE ALX| 2Hy, EE, =8, oM 39| 2HEl 0f2] S8 20}
CHSH 72201 &1t 0|22 Hi2C,

« 2T AlEE 2 (Advertising Research Methodology)
20 2 A E ZIdsty| sk 2hof chsh olsist HIEE + = SEE 7|20t

70 2px| 247 T (Independent Study 1)
w=ot sHdo| JHEM o= EXEoto]f chsl ECt XiMstn tMstA oISt

7HeE 2bA| 2472 1T (Independent Study 1)
oot sto| JHEA o= EXHF00l| Cholf £t ARMSH 2EMSEA| A7-8ICt HHEA| JHE | 04

o i E 25 a4 E Ee= gltt

o 1238} X Z(Communication Major)

« F{FLIAH 0| MO| 2| EL T E A (Communication Theory & Network Analysis)
FHFLIZ0|M O|2 - JHH - Aol CHal SM(attribute)X] A|2t0| OF=l ZHA|(relation)™ A|ZHOAM &2
SICE ALE|2Rd islof WE e HEIE ALS|A tof w2l HEfX|= 2IE SAe=E UEX3
2AMg Soll d4mEc=2M 2lZtel HFUAHo[M ol thist olsiE STIAIZICE

- HEQITALS|2FM Ho| S E(Network Society and the Flow of Information)
CIX Y HE=2X|e HEHE FHe} ZEIXo| SE0| ILie| SH4oM 25 Hatstn RUCE 0[2{st
SES L2|E7|HE FH oM, A Fo|M, A4 Feo|M, MaFN FHo|M, JHol™ Fo|M
(algorithmic, journalistic, social, strategic, personal curations) ZFE0IA AHE T, 7|&% - HX|H - A}
3|25t s ol s =&o=M HIEL|S Atslof chst OlsHE ==25iC.
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196

OlZtrA~5(Human Being and Communication)
AREE 79| EE= AR 7o o|AlAE TM T O o|ofof| chsl oi+tsim, REt 8k, oIZF 21|, Xfot
| 2IX|, olofe| olof, H|o{™ MIA|IX| Soi| chal o37SiCt

H3+£0|=(Theories in Broadcasting)
g MUS SEMT U= AISIE 2140| O[SIE2EE], B X, i 013 g RMEE £8
Aol 0|27 |7HX| &8 T ok= MEIRPIS0| oEAH S2l0l=X|of 25t 0|2 HiAS MISSIC

Fa|C|o{o|=(New Media Theory)

o 2tAte]] QUOIA] FFOlE|ofe] ZHHol| chet DAL FO|E|o{e] S4, FO|C|of2t of e MN==
ZiCIX|, s}, Rl=sh= ZiQIX|, J2|1 Sixf sk=of I A0jAMe| FO|C|of =izt EhXof| Sl St
2 Folo|0{ ofgH HZsHo}t sk=X| Soll chal EEsiCl.

O|c|o{Ar2i0171(Research on Media Industry)
CHE0HNI= 235t sS4 & o2} site] Moo= A ofEA S2|0l= ZLIX|of cist olai7t 2
STt oA Atde| AXEHA EA0L AP0l 2=l Fx|of chsl shasict

[l | =

2=2AH=AM(Audience Analysis)
FHRFLAO|M o720l UM F=SXIe| o] cist nE2 -E HFLAO|M SAE E= Aot SY
st M2 =3 0|fF = sHIo|Ct =2X}o|| cHst o|aHof| 25| 2ot 0|2 =0|=E= ZHESH}

—

X<2|&0|=(Journalism Theory)
AZE d|Re Clajoire] B, 72, FE=dof| cisto] 2HEtstH Xde|&0l2 F0|H 1 7HE9|
HEHO|| CHeHM = TDESIC

A X|FFL|H 0| M(Political Communication)
SOl MX[2HYO| ojAZH2 o Q&2 sl 1 ofFIHE2 O{EA HA=E=X| &t AXZE HAN
X|olM oA} MX|ol, ofAAHD} HEO| ZA |7t O HERZ LIEIL=XE SAMSICL

H|m>{FL|7|0|M(Comparative Communication)
=7t 2+ L= CHE 25k 7te| FFLAH0IM Si2|E H|mEo 2 A= I 2|=32| O[HE ZsIsSict

M =77 AH 0| M(Persuasion)
Ei=H5t 0|22 H|Rst0] &1 S X 2o 80| =1 U= MSuA| chst HFUA 0| MEke|
2ol chslf oi-rsiCt

o|C|o{M|O|LKTopics in Mass Media)

oix| 2ote| 5 Fxol 510 A= Q= EEA 1S Safl ZiAte| o112k 2dodut 21018 HSIch
H| Et5{FL| 70| M(Critical Communication)

HI|E FHFRLAHOIM oi71o| MM Aot WMINE HAESIT 0{2] Al20| 2= S22 H|W EA5)
HM 0|E = AlS|e| HFRLAOIM A 25l =2fsiCl.

C|X|=Z0|E|o{ AL S(Digital Media and Social Change)
Mz ST 2| =211t 00| et Als] MEgkddolM ojutn U= Bisle| S-S 2A8iCt

O|C|o{AlS|EHMedia Sociology)
A ME SHaZ JHel =2 AR 2|1 EsiEle ChRst ZE0M 2AM ST
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O|C|o{235}AKHistory of Media Culture)
O|C|01E Soll Wilshk= Als|ef HRFLIAO[Me| 2HE O|C|o] Este| AA 2= 2R EAEICE
O|E 2ol AE, 20|, &&, &KX, CIELl ofx|e| LMo QIZEnt Als|ol O|Fl Feks SAIAQ

—_. oo H
EollA metgict.

Ao

o|c|o{4lz|EKMedia Psychology)

2|7t 0|c|01E Salf Ftok= Z0| FeielX|, O|cfofe| Zt A=Y M2 Folo|1 2t 29| =5
&t o1z =0] 2lslf ofst 2|7t sl U= AKX S Al A
RUA 2SI} BEDE o2t =20 s dojtn U= FE ZF 8 satut elEul, Edt
£, ER|E|, Ho|AS3t 22 A4 00|, J2(1 C|X[H 0|C|o{e} ofl=9 ZEQel 0|C|o] ofE Sof

[m—]

CisHM= A= U CHECH

ZFE{OIHZHF LA 0[M(CMC, Computer-Mediated Communication)

ZTrEQ| oi7H7L cielZh 2| FERSEOIM AIZIS0| THE ARSDt o455 HE

o
)a
2

k= Ao, XS
ol FiFL 7ol HetSat H|wSlo{ ol Feks O|X|=71E olsist=S S=Ct ZFE iy
SEOIM AIZIS0| RS o EA EH5I D HAlEE AsH=Al, MZ0f ChiEh elaks o EA ¥y
St QIZEUAIE OfEA LTAIFIEA], Of P o=z 4SMRIE FE510, HE 2HE =251,
O o= AMUIEQISE 75510 gHS 0|F=A| Sofl 2et 0|2 AT E AEHo=ZM, AR
B o7 ZHFLZHo[M2f o|Szt ekl chHEt B|EXo| 1 EMAel AlnE ALt

OiA|Z+0[ 291 71(Studies in Cross-Media and Multiple Media Use)

Clofa| CHiE & CIX|E oA 88l ERIc=E Q== Zafe| Hslst= oA &dE 124510,
Cirst #elel 7|E O|C|of O|2nt 8t H71E AZESICE THUoHA|, TG Salef 7|1&E o4
oM O|FO{X[X| Z3HH, SetolA| o|Szt =etald 0|30 Sxje| HFL A0 710 Z|ofe
T U= FESE 3ot BFECEMN, S8 sk= oA 240l D|cjo] 2EI= 0]8<2| o|0|2f, AfH5t
El Z29| 0|22t PEE 0|2X0|1 ZX o= BAE 4 U SiCh = JHY ofix|e] £t ol
HI71E H|RS104, OiA[E FAIZ el LHEnt 29| H41 JEAFE TetXe= An, Zu¥o

£ 0|c|o] 2|E{2|Alliteracy)2| 2H|7HX| ZEk510] BRI

AMO|C|o{ZTHed 7  Longitudinal Studies of Social Media)
2M0|C|07} ZHole] CIZIEAIRE] 7|e| OIAHIE 2|1 R AlSle] 6{EE Y Sof 0|X|= HeH
0| B7fstm Ut BT HEES Sdll AMD|C{E 7[BIeZ §F 27t MY - §X| - 2H 2|1

o
MUY== tde dugc=m 22X FHFHZ oM Z|Hof chsh nEsH=CL.

AFHIOIME AMALO[HA A S| A K|(Practice in Computational Social Science)

22| HiH|o[EElr S2/= H|EY H0[HE UHIERZ 4, EIAE no|d, 244 M 52 28510
E45l10 O|2X &o|E TEsiECt o] nHEofM BIH|O[E 2Hd dte| ZERYE Rt A4 J2|1 o+t
22| S0l CHshM = =35I, &= ZFHIO|ME AMA0[AAT}E HFLF0|M o17et EH2dsto] Lot

\J
o
I g
oz

Fsfof| CHSHAM = EC|5iCt.

>

ojElojllEfEIptE
0] Sgie 7|Ee
ARLIAO|M Bl
g Z&xo|T 45

I2|2}=25}=E|x(Media Entertainment and Communication)
| O|C|o{&kd Bistof| w2 n|cjo] 2EI=e} CiEEsIe| HsIE Als|Az|Ho|

0
PO EfTBICE 7|Ze| Aol 10N FE 1TCHAO| S0j2 23t 2o
ol 2Z0IM HANOR O|27|E 91T B & U oIS Bict,

e A8

1

=~
=
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« sl2o12xH2|S(Korean Media and Journalism)

o] =2 gl= AE, &5, elEul w2 di +=Z0HE 0|2, JAH, SHHo=E HES
o= oi=0l tiet SEH ofsh sHE YEs =E=2 BICh

0|C|0{Z=(Media and Journalism Reading)
=2 ot=e| 3= XMdelEo &St 0|2, A8, Had MEE M3cke JUe| EFES 4E
EAMsl= AoICh ME2lE A o|vet 2 El 0|2A, A8A, EeA =97t 7l E6E

[== T = |
H|EeiCt.

o ZnEH35t MZ(Advertising & Public Relations Major)

2T A 0| MZ4m|2I(Public Communication Campaign)

oM ALE HIEoZ CIkst 30|11t 3= 2XE 2112t PR
EX ES ARSot0] 2o gete =5sk= IS s&sh| /18 24

ol UM F1Ho|1 Xl HAIX| M2S EEsk= 2t S MS0|8E2 ECHE HISCL

To
o
ikl
2
=
HI
1z
_O'L
kl
il
09

S AF|FL|F|0|M(Health Communication)

2= el ABloM 42T 2=l o|frof| Chsh 2AI2 1 o= 20t SXSHH S7IRICt sHEA
FoAoME SE AT FAolMe| ”A FHFLIFH0IM 2ote| Eh= 0[2{8 =OIXl AlS|A ZAlg
BrASICE @A FIFUAO|M Eol= 2T E HIRSH 0FE HRLIZOIM 2ofele| H=g2 Salf A
S0l g ol HAIX|Q| ZiEto] 7tS3SICE O] RfSoME Ciaksh AZERE FH| CtofA 7lel
4 MSNEE 28t oFAHE HRUAOIM 0|29 MES A= CIFEA & Zo|Ct

—

= ZOlAL R B350 STt SH5kE AH(AL S0 UK 231E 2N o2 S}
2Asto] 8 U= UM} FuXE

g el HoM MFHczE 725 =
o MEA XYt =X AHXIE 251D, 0| 25

r
J

o Mo
O
i
ol
N
10
_('J£
o
kl
N
ok
ic
0
fo
0>
H
20
N
Il
A
a

for
ok
[
=]
Inl
=)
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Kl
]
o
=
=)
m
[is
18]
40

00 rY m R Bt ook

+ OOHZZ2EMZ2K00H Promotion Strategy)
YUMo Z MEE M= FHE= M|AZDo| sl AESMoZ BT} “SERVQUAL 2t 2=
NE=2 SAS= FSA 0|C|0{Qf FO|C|0] SHE0AM Mu[AZTTL OEA 7(=, HM|%f=|0{of sh=
7tE OIAIA, HAIA Zoai2| Ao CrfstA| DEFSHT) EESH AH (A OFAE BF My (A =22k
o BHEEl CISH AIHEME MSEoEMN 42E A= Mu|A OAHEZHFLAOIM, ZIHFHATHA
O|MEZ I8t X|XQl ECHE F&ETHL

1]

_

£ ZHHel g, aH|X=A] T2
t2isto] 2ol et & 45K =2l

S0iLt et ZEE Ao}, HFEE, AAdY|E, HETE S0| XEFol AlEEHe
gt R4z B8 oEA siAsie Bi2lshs AIE He¥ oz =2ofpict T2 HAF! 2
OlAM &7t £H[RL, Ale], =71 12|10 28t HolM o1EH 2E5tL 7(0{sk= 7IE JHEH L=,

Mzdo= eipsich

< 1o

=
10| o|AHE Y S2f 2HHolM THECL 53| OlAlZ ekt

ZINT} BRIE FEo| I W 2F BRI} ORI
O

it

ozt
et — |
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21 2l2[(Psychology in Advertising)
oIzt AE|2RE ZH1E FIsto 2 FEo| X2, 21X 1Hy, elzie| 7| 42| & &1 110
ZHAEl =2|of| cHsff &SI

C|X|=H0|C|o{=t&t 1 (Digital Media and Advertising)
Fo|c|ofe| SESZ Ql5to] Halsh= A0iAe| Rt Sate EASICL

M|O|LKTopics in Advertising)

a1
st Hoto] S FA| Va0l AT U= E2A SIS sl Ul HPA Hoint 2o|S
S

Z710| T{E|(parity) H#ACZ T Y OBHIE 2olofA| =0l SeMo| F2ieD ck &1t
ol LRCULIS 9[5t X2t £2] |22 Hi2D AT Ut ARINITE Sai AAlg &St

25 HTheories of Advertising Effects)
0t 2H[XA O]x= &0E S8ckh= WY ! 0|20l 2tsto] EHEICH

2t o[ (Advertising and Media Strategy)
et ofAe| AE Au|l, Lot SaXQl oAV |8 2 SS skEEich

3

222 (Global Advertising)
=HZ0 HMutol| ZZ 0|2 ¥ IME 22| Z2ofof| 2HAEl kst Z4F™ol| 2isto] nESiC

& 132|0|0|E| =(Advertising Creativity)
ofo|C|of Ehafnt 2=l MEIAOl O|2ES 2 0E A|Zo|A DEksiTh

[ LT o ==

Z X 2KAdvertising Strategy)

=L
X RIS 28 T, 2ofd FoAREE 0|ES et

PRZIZ2HPublic Relations Strategy)
PRO|| ZHHEl 1= O[22t PR 7[2lE «&t MAKel MIZUWHE MEXo= ESICL

=i

Z~H| X} S(Consumer Behavior)

AH|Xfo| FOiS7|, MEXE| A, AH| 2| 52 MHESI= Clfsl HEfFO|N FHAUHES AE
27, Lioly} 0|28t AH|X| S0l S5 WekS D|X|= AEleA, AlSsHd 0l s

2.

O3 FL| A 0| M(Marketing Communication)
Zndat olL|2l B8, MA=xZ20M, OJHIE, AZAME S1f 22 CIst DpHE HFHA0|M
THE SAlol| €8ot= ME22 28 JYnt 2AE O|FSE A=A CHFo olof chst o[sHE

sslct.

mn o

PRAM|O|LHPublic Relations Seminar)

S5t 2olel S FHof| 250 A= s sUE Soll 20l thet ofshE EElct

2|7|2[(Crisis Management)
OlxrEtz(et 7[222l= FoHel LESH FQnt pHHEl FHSE CHEC 07| olxiz| Y
|

ZE|o| 9t 7|5, thadelo| e UlXl= Atel, X, Fx|, & S2| olfF S 245k=

i 710
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2 7|Bto@ offmlel, 24, M2o| ME|, BSm2 0| A%, Ty} So| Ao BYS T

= o — =23, = =
CL. 7|22 S92 7[of chet chie], FAIXQl ZH|, /7[22] S Z=ZX|0] X 2|7 | &l chsh
HAMoZ AIX/AIRE B2[she AIARE FEshs L3e| 2tys ZLesitt

CHH OIS 7| 2 M (Multivariate Statistics)
7|z )X, o|aX Aol SlAlE| HEfZA Clo| SgIH0lnt ZHHOIZ SAlo| EAsk=
SAUHES CIEC) CFEsFEA, ZiEEAM ) CIXIEA, CHHEIEAM HARIEN Sof 210 SFsict

+ PRO|=(Theories in Public Relations)

PRO| 9|, AL 12|11 7[S0] cisto] A0Sk, 72X el JHEnt o|=of cHal Lok=Ct
+ 7|PR(Corporate Public Relations)

Dz=qlo] 5ol AL} 7| HAS EFF'—IEI— X7 |Xo| =07} OIS X|sk= Cly|xo

S 7oA 28t Ciekst PRe| 7|52t &AM Aol cHsl ohECt
I
L

Z4T| 2I(Advertising Campaign)
Zujlelel 71=], Hd, &1t EH 1} ZHEl O|SS2t Crst ZH|Ql Afad|ol| CHsi oh=Ct.

I-_I

0H o
kl

oK

‘_T’_QF—E—QPE’JEﬂE(Advertising and Cultural Contents)
=7, AE0IAE S Cist E8tZ4EI=0] chs Aofstn, ESEI=Tt 0FE!, &1, S5l &0}
oM Of X A=D1 A=K 1 0|2 HES LOot=Lt

2 o
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