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PRA 3430 Public Relations and Advertising  (3,2,1)
  Agency Management
Prerequisite: PRA 1110 Principles and Practices of  Public 

Relations and PRA 1120 Principles and Methods 

of  Advertising; or PRA 1610 Introduction to 

Public Relations and Advertising

The organization and management of  multinational and local 

public relations consultancies and advertising agencies.  The 

complex roles and functions of  various departments in these 

organizations are analysed.   

PRA 3440 Branding and Communication (3,2,1)
Prerequisite: PRA 2140 Consumer Perspectives in Public 

Relations and Advertising

This course investigates brands—why they are important, what 

they represent to consumers, and how advertising and PR 

professionals could enhance the value of  a brand.  The course 

discusses the concept of  brand equity, how one creates brand 

equity and how one measures it.  Marketing concepts and the role 

of  integrated marketing communication (IMC) in building brand 

equity would be discussed.

PRA 3460 Social Communication and  (3,3,0)
  Advertising
Prerequisite: PRA 1120 Principles and Methods of  Advertising 

or PRA 1610 Introduction to Public Relations and 

Advertising

Examination of  advertising as a form of  social communication in 

contemporary society.  Stressed are the meanings and functions 

of  advertising in modern culture and advertising's psychological, 

ideological, and sociological implications.  Relevant ethical 

dimension and responsibilities are considered.  

PRA 3470 Crisis Communication and Public  (3,3,0)
  Relations
Prerequisite: PRA 1110 Principles and Practices of  Public 

Relations or PRA 1610 Introduction to Public 

Relations and Advertising

The concepts of  crisis management, the relationship between 

public relations and the handling of  crises, and the theories and 

techniques of  planning for crisis communications.  Relevant 

ethical dimensions and responsibilities are considered.  

PRA 3510 Public Relations and Advertising  (0,*,*)
  Practicum II
Prerequisite: Completion of  PRA Year II

Students operate an integrated advertising and public relations 

agency, The Young Agency.  Under supervision, each student 

is assigned a specific position and is required to work in a 

department within the agency.  Students gain practical experience 

by participating in the planning and execution of  actual public 

relations and advertising programmes.  Students become familiar 

with the techniques of  goal-setting, strategy-selection, and 

evaluation research.  

 

PRA 3530 Public Relations and Advertising  (0,0,0)
  Internship
Public Relations and Advertising students are encouraged to 

undertake a non-graded and zero-credit internship.  The internship 

is normally of  at least two months full-time employment or 

professional practice during the summer between the second 

and third years but it can be a minimum of  160 hours of  work.  

Students are required to conform to all reasonable requirements of  

their internship employer.  Both the employer and the student file 

reports with the Department of  Communication Studies after the 

internship.

PRA 3590 Public Relations and Advertising  (3,*,*)
  Honours Project
Prerequisite: Completion of  PRA Year II

Individual students independently construct an integrated 

marketing communication campaign proposal for a client.  Under 

the guidance of  a chief  adviser, each student works for a client, 

researches the competitive situation; identifies and researches 

target markets; constructs a specific part of  an integrated 

marketing communication campaign such as creative, media, 

public relations, Internet marketing, or other promotional 

activities.  Students can also choose to contact an original study 

on a specific topic in the areas of  public relations or advertising.

PRA 3610 Advanced Advertising Design and  (3,2,1)
  Visualization
Prerequisite: PRA 2610 Advertising Design and Visualization or 

PRA 2110 Advertising Copywriting

The creative and visual aspects of  advertising design.  Students 

are required to generate creative ideas and visualize their concepts 

aided by computer.  Learning will be emphasized through the 

hands-on practice of  assignments and projects.

PRA 3620 Advanced Public Relations Writing (3,2,1)
Prerequisite: PRA 2120 Public Relations Writing

This course provides instruction and writing practice designed 

to develop the professional-level writing skills expected of  

beginning public relations practitioners, emphasizing the different 

approaches required for particular audiences and media.  The 

course advances the level of  competency by building on second-

year introductory public relations writing course.  It explores, 

especially, writing abilities necessary for handling different 

and more complex communication situations.  Supervised and 

individual experiences in communication techniques such as 

public speaking, liaison with the media and audio-visual/Internet 

communications are assigned.  Practical exercise and case studies 

are conducted in both Chinese and English languages.

PRA 3630 Advanced Advertising Writing (3,2,1)
Prerequisite: PRA 2110 Advertising Copywriting

This course stresses additional creative copywriting exercises 

with a specific application to individual media.  Moreover, the 

students are encouraged to bridge up the task of  promotional 

communications with that of  strategic marketing planning in 

the form of  advertising campaign.  Hands-on practices in the 

preparation of  different forms of  advertising copywriting are 

required in the class.  Practical exercises and case studies are 

conducted in both Chinese and English languages.

PSY 1110 Principles of Psychology (3,2,1)
This course introduces the basic concepts in psychology and 

serves as a foundation course in psychology.  Major topics 

include biological and developmental processes, perception and 

consciousness, learning and thinking, motivation and emotion, 

personality and individuality, adjustment and mental health, and 

social behaviour.  The basic elements of  research methods in 

psychology and the major psychological approaches to the study 

of  behaviour are also discussed.

PSY 1120  Internet Identities, New Media  (3,2,1)
  Literacies and Ethics
This course generates deeper understandings about Internet 

participation and how its shift into the cultural mainstream raises 

ethical and identity challenges for young people.  In the virtual 

frontiers of  new digital media landscapes—Facebook, MySpace, 

Flickr, YouTube, Twitter, Virtual worlds, multi-player online 

games and blogs—a number of  issues emerge related to identity, 

privacy, authorship and ownership, credibility and participation.

PSY 1130  Social Behaviours in Everyday Life (3,2,1)
This course aims to provide students with background knowledge 

on the relationship between individuals and the groups to which 

they belong so that they gain a better understanding of  how 

people interact with and think about others.  Through this course, 

students look closely at social behaviours in everyday life in 

order to uncover some of  the taken for granted assumptions and 

knowledge people share (or do not share) with other members 

of  the society.  Students are required to study a range of  social 


