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This course leads students to a better understanding of the interactions
among information, communication and society and thinking how to apply
social psychological and communicational observations on the creativity work
or marketing activities in the information and communication industries,
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able to apply theories and observations on their
creativity work or marketing activities
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able to communicate and cooperate with others in
related projects
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able to understand professional ethics and social

responsibilities
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Dominick, J.R. (2013). Dynamics of Mass Communication—Media in Transition
(12th ed.).Boston: McGraw—Hill
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