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Communications and New Media (Digital Advertising)
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Thinking Skills for Lifelong Learning
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Technology and Innovation for the Future
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Journey to Communication & New Media
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Law, Ethics and Responsibility in Communication
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Pitching & Negotiation
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Digital Photography
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Art of Storytelling
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Marketing Essentials

nsdeandnagns

Strategic Communication
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New Media & Communication Technology
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Art Appreciation for Communication & New Media

AedenguEmiunsseuslan
English for Exploring the World
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Critical & Creative Thinking
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Consumer Psychology & Behavior
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Corporate Branding
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Channel Communication Management
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Research & Consumer Insight
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Risk & Crisis Management
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English for Professional Communication
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Special Topics Seminar & Workshop
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Degree Project in Communication & New Media
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a (Digital Advertising)
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Creativity & Copywriting
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Art Direction in Advertising
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Creative Digital Advertising
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Innovative & Interactive Media
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Advertising Design & Production
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Digital Public Relations Strategy
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Relationship Management
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Social Media Community
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Brand Equity Management
NFATNMUTUARNAENS

Strategic Branding
N1900NLUULONANBAILUTUA

Brand Identity Design
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Global Branding
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Influencer Branding
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Monetization & Marketing Strategy for Influencer
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Appearance & Voice Work and Personality Development for
Influencer
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Online Content Creation
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Follower Acquisition & Engagement
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Digital Marketing Communication & Media Industry
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Campaign Architecture & Role of Channels
TUSHNTUNITIATIZRRAZ I N UED

Media Tools & Data Software

EP R v o

Digital Media Planning
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Independent Study
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Integrated Academic Social Responsibility
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Social Engagement Project
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Information Graphic Design
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Studio Photography
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Motion Graphics in Advertising
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Event Marketing
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Language Skills for Advertising Practitioner
AnwiBelsraunisalgsnalavanseninaseine
International Field Study in Advertising
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Public Relations for Creative Industries
N3UTEAURUTVRIMUILIIUTIVNITHAL BDIANITASITUN Aid
Public Relations in Governmental Institutions and Charitable Organizations
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Health Communication
N39ONHUUFINIUATNITATIMUTUA
Business Design and Branding
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Entertainment Business Branding
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Luxury Branding
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Fashion Branding
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Buyology and Communication
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Branding for Social Enterprise
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Branding Field Trip
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Selected Topics in Branding
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EN101 Everyday English
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Practice basic language structures and everyday expressions, including how to give
informative self-introduction, describe personality, talk about interests and personal passions, as well
as how to express opinions about general issues. Enhance language skills-speaking, listening, reading,
and writing—through integrated methods.
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EN102 Social English
Andunisyauazmsideuuszloauazdruiuilfiduused ionsfiujauiusyisdony
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Practice speaking and writing frequently used expressions for social interactions,
exchanging information, making comparisons, and explaining ideas in social and business-related
contexts, with emphasis on developing discussion and presentation skills along with digital skills and

creativity.
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EN103 Global English
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Intensive practice in portraying detailed experiences and expressing opinions about
living and working situations, and discussing global issues, with concentration on intercultural

communication skills and digital communication skills, which are vital to becoming global citizens.
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GEO11 Thinking Skills for Lifelong Learning
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Theories and practical thinking tools, practice critical thinking, creative and innovative
thinking, analytical thinking, synthesis thinking and problem-solving thinking, including how to link
and select appropriate thinking tools and effectively adapt to daily life, professional undertakings

and lifelong learning
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GE012 Citizenship in Society and International Community
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Concepts, traits, rights, duties and responsibilities of citizenship in Thai society, global
society, and digital society, with ability to adjust and live happily with others while keeping abreast
of and adapting themselves to societal changes which may affect livelihood and working life;

awareness and cooperation at different levels among people of diverse cultures
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GEO013 Technology and Innovation for the Future
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Concepts, roles, awareness and adjustment to changes of the future and applications
of various types of technology and innovation in knowledge acquisition and improvement of quality
of life in a new normal society including ways to solve life complexity and challenges, and to enhance
creative working life; impacts of technology and innovation on our livelihood, society and economics,

and how to optimize and to protect the intellectual property arising from technology and innovation
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GEO14 Aesthetics and Well-being for Life
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How to live a meaningful life through various types of arts, recreational activities and
sports; new perspectives for aesthetics of life that influence one’s mind and how one may plan a
path to success from one’s passion
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GEO015 Entrepreneurial Spirit and Financial Literacy
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The development of character traits that are vital to cultivating an entrepreneurial
spirit, with an emphasis placed on how to think like an entrepreneur, opportunities to start and run
a business with on the basis of ethics and moral grounds, how to effectively manage and make
financial decisions, personal financial management and investment, including sustainable
development, effective leadership skills development, teamwork, bold, prompt and well-informed

decisions-making
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CA 501 Journey to Communication & New Media
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Concepts, theories and elements of communication and new media and strategic
communication planning process. This course explores professionalism in the communication arts
fields, including digital communication and media industries, digital public relations, digital
advertising, creative branding, influencer branding, and Digital Communication and Media.
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CA 200 Law, Ethics and Responsibility in Communication
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Basic knowledge about law, freedom of expression, media rights, and the legal
responsibility of the media, special legal issues pertaining to mass media, consumer protection laws,
the Computer Crime Act, the Personal Data Protection Act, intellectual property, ethics and

responsibilities of communication professionals.

UA.503 N5ULEUILAZNITATINADTDY 3(3-0-6)
CA 503 Pitching & Negotiation
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WAL
The meaning and importance of presentation, negotiation, situation analysis as well as

the use of various techniques in presentation and negotiation suitable for various circumstances.
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CA 504 Digital Photography
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Basic principles of photography and the use of digital cameras, lenses, filters, flashes,
and accessories. Students will understand composition and visual storytelling concepts for
commercial photography, the retouching techniques through computer programs to achieve the

desired and creative results while creating new ideas suitable for each communication channel.
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CA 505 Art of Storytelling
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Various forms of storytelling in contemporary media through verbal and non-verbal
communication as well as essential storytelling elements. Students will learn about storytelling
techniques to convey meaning and emotions and how to develop listening skills and use imagination

and personal experiences to create unique and effective communication.
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CA 506 Marketing Essentials
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The meaning, importance, basic concepts of marketing, modern marketing principles,
marketing environment, market segmentation, target market selection, product positioning, consumer
behavior, marketing mix strategy, product strategy, price strategy, marketing channel strategy, and

marketing communication strategies as well as trends in marketing.
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CA 507 Strategic Communication
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Strategic communication principles, theories, and the overall process, includes
concepts on strategic communication behavior and elements impacting communication efficiency,
which is a vital component of strategic communication. Utilizing case studies of successful and

unsuccessful enterprises or brands.

uel. 508 Aolviduarimaluladnisdeans 3(3-0-6)
CA 508 New Media & Communication Technology
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The role of new media for contemporary communication, including advertising, public
relations, and brand building. Students will practice skills in new media technology for
communication, and examine social and cultural impacts of new media on privacy and identity issues

and social changes.

ur. 509 Aavrdemiientsdeansuardelm 3(3-0-6)
CA 509 Art Appreciation for Communications and New Media
Aavgnaingunuuuazgasis uarauiadoulmvesdauylugianaidig fidluafinuas
990u TaudauunAsvesdalunuddyifinasesueenuuy 38730 undy dud Taussaudwale o
mmmﬁﬁmﬂizqﬂsﬂﬂﬂumia%ﬁmiiﬁﬁaimaﬁa fanunsadernunnsuaziiavedessifiduuse i
wiaidunszuamuaulavesruludsnulsogedisadon
Various art styles and movements in different eras—from the past to the present day.
Emphasis is placed upon examining notable artists’ approaches and their influences on design,
lifestyle, fashion, products, and contemporary culture as well as being able to create contemporary

media that convey meaning and stories based on current issues and social trends.
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an. 014  mwidangudmiunisiseuslan 3(3-0-6)
EN 014 English for Exploring the World
WawiANasalunseug wazdrrannuduluvadlan wu duuinnssy dudausssu
wazuAuAn TnsmssruuandouniwdnguuarnsiiinelulaiuszneunsSoudiivlusasueniienon
dEnvinuedunsiluasyaluanunsaifivanuaisainniadouifemmeduiesfifinismaniu
A competency-based English course that focuses on student- centered exploration of
the world through the use of English language and technology. Reading about a variety of topics
provides a springboard for tasks both inside and outside the classroom. Students are equipped with
knowledge about the world especially about its different cultures, peoples, and ways of thinking.
Self-study learning in a language laboratory will allow the students to improve their listening and

speaking skills in different situations.

1 = % o o 1 a
NAUIYUANIEAIU-UIAY (54 uU8NA)

day. 101 ANNAATOININTLAZAUAAASINATIA 3(3-0-6)
CNM 101  Critical and Creative Thinking
unAniugulunmsadaassiay BeudnssuiunsinnueisadeassAiunsdienenain
Junnsgunuliannsafemsifestamngan sufdlnufiRmsaisassduanufemaiaisnisingg
fudanlmi ilelildnuiiunnmasazsmalie dilugmainndinsaluaziiauenanuiideasldesisdl
Uszansnn
Critical and creative thinking skills and an understanding of creative thinking process—
from imagination to realization of communicative pieces of work. Students will practice various new
techniques and methods for creative work development and be able to critique and exhibit their

works.

dau. 102 e IneuazngAnssuguilag 3(3-0-6)
CNM 102  Consumer Psychology & Behavior
LLmﬁwqwﬁmﬁmiwmLLasﬁﬂﬂﬁwmﬁLﬁ'snﬁquﬁﬂiiuﬂﬁimﬂimﬂmw 1 Jaduiidana
sanszurunsandulavesiuilan anudiAgvesnsAnwinginssuvesiuslaaluuiunss q wisy
nsdifnw iehludssendlflunisairenagndnisdeansednaiiussaninm
Psychological and sociological theories related to consumer behavior, factors affecting
consumer decision- making process, the importance of studying consumer behavior in different

contexts from various case studies.
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dan. 103 N19asISLUIUABIANTT 3(3-0-6)
CNM 103  Corporate Branding
AMNTLY AR BIRUTENEU MENNS waztlateTiieatuiuadiauusuRens Tauds
n3vUINMTARETHan1sad U s e elukarmeven nsusmsTantsandnvaikas S
Foidvaveuusuiodinig msmmungnBulususfiaenndesiunagnsgsiavesesinis mssuususesing
nMsaf1uuTuAsgnagndmsuanauiuinveuiodiau uazuaAalvlfiAsaesdunsadanusud
D4ANTT
The meaning, importance, elements, principles, factors related to corporate branding,
a communication process for internal and external corporate branding, image and reputation
management, brand positioning, corporate business strategy, corporate rebranding, responsible

branding as well as new corporate branding approaches.

aay. 204 msiaSesessaiisassddmiuunanvesueeulatl 3(2-2-6)
CNM 204 Creative Storytelling for Digital Platform
AnufiRAesunmaadesdomiundy s18ns Tuuwanslesusig q dnladsesduszney
P9IN15L 1509 NIEUIUNIHARTR N1sinunesdUsznevdad nsdadeddiunin saudanadase q 9
aunsansgennuaulavesviluunanasusig 9 uazdenafedtuleNdNYalLaTUARNANYDILUTUA
Practice creative storytelling by creating clips on different digital platforms. This course
will focus on storytelling elements, digital media production, art direction, editing, and other
techniques to capture audience’ s attention on various platforms while aligning with brand identity

and personality.

gay. 205 nsHnUURBenwuunI N 3(2-2-6)
CNM 205  Graphics Design Workshop
MaNN1508NLUUNTIAN NOufd n1sdnesdusznaunin sUuuy dladuasnisesnwuuniiiin
wagmsinufuRnmslilusunsuneufiawefdmiuaueenuuunsiin iloaunsondndesuimamans wu
muaaﬂqumwﬂixﬂauﬁ']M%Uﬁaumuﬁuﬁaﬁmuaauiaﬁ ﬂ’]i@@ﬂLLUUﬁ@éﬂﬁNﬁ NDBNLUUAIDNET Uay
udulnsdiln 1Budu
Graphic design principles, color theory, composition, formats, styles of graphic design.
Students will practice graphic design skills by using specific computer programs and be able to create
communication materials, such as visual design for online content, print media design, font design,

and infographics, among others.

adu. 206 nsAnUfURAenandendva 32-2-6)
CNM 206  Digital Media Production Workshop
wmailanardsnisdeasiiunmedouln nsesnuuukarnIsdE s A ouln
msdnosdvszneunmadeulm mslfiedesfieuarqunsallummanamadeulm AnufvAnisesnuuy
wazmstevhdssunmiedeulmegnifaly siudnssufiunsudanunmadeulnifiemeungtiiude
Avia
Techniques and methods of communication through moving images, design and

storytelling, composition, use of tools and equipment for moving image production. Students will
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practice designing and shooting motion pictures, producing and distribution of motion pictures

through digital media.

aau. 207 msdeansiituindeusnedoya 3(3-0-6)
CNM 207 Data-Driven Communication
WUIAR N8 mmé’wﬁmﬁummﬂ%’ﬁi’fa;ﬂaﬁlé’mﬂmmiuiaﬁmammmmﬂszmmm 5 Tunns
NIUNUNSABANTNINAIN UarAnInagnSaoansnsnaIAveIUTUs B3Ans ievsa Mlddeya Tuns
Tuirdou 3o adeasid WeussaTnguszasdnisnnsieas wazairssraunisalialiiungudmne
sufamsiinAnnagndnisdeansiiundsteyaiiulsslonilifuiusud viie asdng
This course emphasizes on concepts, theories, and importance of using information
from different types of marketing technologies for marketing communication planning, data-driven
marketing communication strategies that meet brand or corporate communication objectives and
create a good experience for target customers. Students will learn how to develop communication

strategies that bring useful information to brands or organizations.

ady. 208 ANTVNUNLYTBIVNANISADAS 3(3-0-6)
CNM 208  Channel Communication Management
ﬂﬂiU%%?i“d@\‘m’Nﬂﬁigaﬁﬂﬁ ma@ﬂ%u@\‘i?ﬁﬂ’ﬂ‘uiﬁﬁﬂL‘ﬁ‘um‘@ﬂ’]i’JNLLNu‘UI@WlNﬂ’ﬁgEJﬁﬂi ‘1/615\‘11‘14
FfunTiTIzsiaaLNsaININIIIaIn NeAnsveauilag wusUANAAT el N153iAT1 side Tanflevdn
waznagnslunsuimsvomenisdemsiudelnl lnsausodinseuuunfa saudansddnuly
Uszgnaldlaegraliusz@nsnim wasviugaiuade
This course explores communication channels management and planning. Emphasis is
placed upon analyzing market situations, consumer behavior, product branding, media analysis,
principles and strategies for new media management. Students will be able to apply a conceptual

framework and case studies effectively.

adu. 209 MTINENGANTTUEUSLAALTAEN 3(3-0-6)
CNM 209  Research and Consumer Insight
nszvUM e uiuasU iR faudnisimundymnside nseenuuunive mafu
toua uaznslideyaninunawing q aaensumsiengideyaiieAnyiwunliimensnaia nsdeasma
nsmanauazdelu wodnssuguilne uazAumanudesnsidsdnvesiuilan Tasanusaeusisnis
namIsuanUszendiiiensdadulamenisnaununiseansianagnsliogisdussansain
A study of theoretical and practical research process, research problem, research
design, data collection, and use of information from various sources, data analysis for market trends
study, marketing communication and new media, consumer behavior, in-depth consumer insight.
Students will learn how to apply research findings for effective strategic communication planning

and decision-making.
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aay. 310 MsUIIAadsaiaznniingd 3(3-0-6)
CNM 310  Risk & Crisis Management
ﬂa%ﬁ'LﬁEnﬁi’faqﬁ'Ummﬁswmmﬁﬂmaﬁﬂqﬁ LaENSTUIUNNINISUSIMSANILEBINGY
FupounisuImaingAninanszmudeTedos amdnwaivesesdnis fudmsinsesidiidmiendes aumg
wazkansznuveatafemudsaiiinenagnsnisdansingd mauszenduius daludsnuarludeiuiile
ﬂE]UﬂZﬁﬂ’]‘lmﬁaj Foidos nndnvalvesesins sudidnuduneumsussiiunannuduiavesnisusms
INgAINNTAUANW
Factors related to organizational and critical risks, risk management processes, and crisis
management procedures that affect reputation, corporate image, stakeholder analysis, causes and
effects of risk factors on proactive and reactive public relations crisis management strategies for
situation, reputation, and image restoration. Students will learn about the process of evaluating the

success of crisis management from case studies.

aay. 411 nwdingqudnsunisdeatsesiiontn 3(3-0-6)
CNM 411 English for Professional Communication

nMsldnsdsnguiifetesiuvinIndnamans nsilawazniseudulssiduainudila
domlufieussaneing 4 mssulang nisfeansdiena msasnfugndn naddes mudanstiaue
nugni aaensuEsudnslinmsinguludesnaruuazdeirdoiiedsnuesulatiegamnzay

Practice of English for communication arts professions. Emphasis is placed upon
listening and reading comprehension skills to make sense of media content, taking the briefs,
problem solving, verbal communication, negotiations with clients, storytelling, pitching and

presentations as well as English usage in mass media and social media platforms.

ddu. 412 msdunuidssiiuaniziaznsinufuR 3(3-2-6)
CNM 412 Special Topics Seminar & Workshop
Usgifiusing 9 Maulaluasgaavnssuiiideglurnuala wievndnnisdusunlu
Usgifiuding 9 neldgiensgvsinandinsuwaniudsuiouduues Ussaunsaliu viensdneusuids
UftRmsftoweiuinuuaziniounumiounouduianising
Various interesting issues facing the industry to organize seminars on various topics by
inviting experts to exchange thoughts and experiences with the class as well as hold workshops to
upskill and prepare students prior to graduation. the exchange of ideas between the lecturers and

the students, and among the students themselves.
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aay. 413 NISHNIIUAVITN 6(0-35-0)
CNM 413 Professional Internship
Jedadunieu : dnanusudi 3 ulU dmbheinavadlidesnit 90 mizefia fnineAnazaulusiedan
wmgenu-Tsdulidesndn 27 wieRn (Seulunianisfnuidedduld) uasdinsands
avau (CUM.GPA) laitdosndn 2.75
Prerequisite: ~ Third-year student or higher and passed at least 90 credits and 27 credits of major
required courses. A cumulative GPA of not less than 2.75.
nstinauvesindnunAugusznouns Wieesdns elithAnwiiiuszaunisalnmsiausis
TUUSI8INIAIIVDI09ANS L‘ﬁ'aﬁﬁuﬁ"f}’wuﬁisuLLa3ﬂszmum'ﬁﬁwmé’ﬁumﬂwLLNumaﬁamﬂugULL‘U'UGiNs]
MINUTUNVRIBIANT IeTinANyI9eABins18a1uUsEnouNSHNULAE/MI0RANWIAUATINISUWUIAA N B
i oad19assFlasansdnganisdne 1/%\‘157\]3@EJﬂ’]EJIGTﬂﬁﬂ’JUQ@JLLaSﬂ’]iUWLﬁumﬁ%@&ﬁ]’ﬁ]’]i&]‘i‘ﬁiJfSﬁJ
mhsnumeuen lnetdhAnwasdosdsvesnanisinnusuiaulddesndt 400 Falus
Students will serve an internship at an external organization in hopes of gaining
professional experience and practical knowledge in corporate culture and various ways of
communication planning. Students will be required to write an internship report or an individual
paper under the supervision of their advisor and outside parties. A total amount of the internship

period must be at least 400 hours.

aau 414 lasanisansinusifeatunisdeansuasdell 6(2-8-6)
CNM 414 Degree Project in Communication & New Media
Arfaduriow : dnAneduld 3 Juld fnhefnazauliifosnia 90 misefn uaviimheinavaulusedon
anziu-tsaulddesnida 27 wihedn (Seulunanisdnwfeaiule)
Prerequisite: ~ Third-year student or higher and passed at least 90 credits and 27 credits of major
required courses.
msinssiteyadelassnudnyanaiitindnwaule 4ilinquszasdifiensvaussai
fean1svesgaaInnsy uazdnmisndeyadniuiiaueiiiovesysidnennznssunis dsUsenoude
AnsSuazinssnandluaaiiiendes Tnedudusinsauslasean fauuazudlomuniugidu au
lUgn1nanauaTauasinun N TUgaNs Iy Vel nstanamaifeuvesmedinifossiunsuuusou
2,00 (1130 ©) Tuluilunasising
In this course, students will develop an individual project that is aimed to respond to
industry needs. Students are required to present and seek approval of their topic to faculty members
and industry experts, develop and revise the idea, create the project as well as disseminate it to the

public. A C-grade or 2.0 must be achieved to pass the course.
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aay. 021 M1IINSIANISARaTasassd 1 33-2-6)
CNM 021  Creative Communication Campaign |
wé’ﬂmil,l,ax?]ﬂﬂﬁﬁ’ﬁﬂizmumi’mu,muizu'ﬁaﬁmﬁam'ﬁﬁm%ﬁuﬁm%u’%ma&?&Lwima%"u
UIN Msieszianiunssl mideieadunginssuduilanidedn mstmuninguszasdusaununis
5U59A n1sfunnagns uaznaisnsdeansiudersooslatuavesulay nniiauesu nndnuas
WeunsEe wazn1sUszduNg
Practice of communication campaigns planning for products or services, from request
for proposal, situation analysis, in-depth research on consumer behavior, campaign objectives,
strategies, offline and online media communication strategies, presentations as well as media

production, delivery, and evaluation.

ddy. 022 NNISUTANTHOANTASINATIA 2 3(3-2-6)
CNM 022 Creative Communication Campaign |l

ANUATRNIEUIUNITIURLSSIA LA DN158 DEsUUTLS Faudn1sSuus nsiiasags
anunsal MsideRsadungAnssusuilaadedn Snquszasdveaunun1sIsd Msimuanagns was
ﬂﬁﬁ%ﬂ’]ﬁ?i@ﬁ’ﬁf}\i’mg@ﬂgﬂ@@mﬁﬁuaﬁ’e]’e)‘lﬂﬁﬁ AFUNEUDIU mmémammms’ﬁa warnITUTELIUN

A practical course focusing on a campaign planning process for brand communications,

taking a brief, situation analysis in-depth research on consumer behavior, campaign objectives,
strategies, offline and online media communication strategies, presentations as well as media

production, delivery, and evaluation.

ady. 031 NIIUTANTTH0AASATIA 3 3(3-2-6)
CNM 031  Creative Communication Campaign lll
?]ﬂUﬁﬁﬁﬂizU’mmi’JNLLNUSMS\‘iﬁ‘migamiﬁﬂ%%ﬁ@ﬂﬁﬂi@?ﬂLLGiﬂWi%JUU%W N153LATILN
anunsel midelRsatungAnssuuilaBedn fnguszasdvedununIsIsd nsimuanagns waz
ﬂﬁﬁ%ﬂ’]i?ﬁl@ﬁ’]i&i’mg@ﬁgﬂﬂﬂmaﬂuagEJEJ‘LJIﬁ“Lj AFUNEUDIU ﬂ’?iNéﬁLLaSLNEJLL‘Wﬁﬁ@ wazn1sUsEiiiung
Practice creative communication skills, including campaign planning for corporate
communication, taking a brief, situation analysis in-depth research on consumer behavior, campaign
objectives, strategies, offline and online media communication strategies, presentations as well as

media production, delivery, and evaluation.

aay. 032 NIINSIANIAeATATATIA 4 3(3-2-6)
CNM 032 Creative Communication Campaign IV
AnUFtRnszurunsnanuIissAnsiomsiieairsnsudsundamadny Faus sy
Uil msliegianunisal msideiiefunginssuduslaadsdn SnqUsrasdvosunumssused A3
ﬁ’]i}iuﬂﬂaq‘mﬁ waznadanisdeasiuderoonladuazesulay nsthiauenu MsnARLATNEUNTE © Waz
MsUsELilUNE
Practice advanced creative communication skills—ranging from campaign planning for
social changes, taking a brief, situation analysis in- depth research on consumer behavior, campaign
objectives, strategies, offline and online media communication strategies, presentations to media

production, delivery, and evaluation.
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1A }% =) ] a
NANAYRNIZANU-LADN (15 KRUWNN)
nguIvINTsleanfavia (Digital Advertising)

dund. 011 AsaseassALaznsloutenulawan 3(3-0-6)
CAD 011 Creativity & Copywriting
wAAgIfUALAnadNaTId Tnsdunussgndldlunsivuanagnduaznaitainaassd
alavan wasBinuiRmadeudennuuasidomlavanyszinnsg 4 Wethiaueliaonadomuuuifandn
YDINTLABAU UuﬁugmmammﬁiiuLLasﬁﬁasism
Concept of creativity and advertising strategies and tactics. Students will practice writing
different types of advertising content and delivering them based on advertising principles, morality, and

ethics.

dunl. 022 msmidvAadlusnulavan 3(2-2-6)
CAD 022  Art Direction in Advertising
n1sdnesAdsznaudad lngnisidenldninysenau (llustrate) AIUARURUUYBIAISNYS
(Typography) N (Theory of color) Watkazian FIUTINITANUAVUIAVBININHALBIAUTENBUAIN - 21N
Tngldndnnsnadaly Weadssadeufinliiulavandudosis
Art composition, illustration design, typography, theory of color, light and shadow,
resolution, composition, scene design, and artistic principles to create tasteful advertising through

various media.

dunl. 033 NIEsNATIAlAYANRIYA 3(3-0-6)
CAD 033 Creative Digital Advertising
AnvINg Anuddy JULUU AudnvrveinslavamedeRdia nsruIuITIHUNIS
a513a59A ndnnsidfglunsadeassdranulavannadeddvaliiauls lnedddenisadeassdesied
3esvaulud Ay sadainstananislavan dndnwaglideudanngud fegrnsdfnweng 4 waznis
SguimenisasiloUfUamenies
The meaning, importance, forms, characteristics of digital media advertising, and creative
planning process for digital advertisements. Students will learn about ethical practice, advertising

measurement, and relevant theories through case studies.

auny. 036 Aeuinnssuuazdeasiinsidnevlunislavan 3(3-0-6)
CAD 034  Innovative & Interactive Media
AnudAyvednagnsuaznaislunisaiisassddeninnssy (Innovative Media) Aoduines
woAfinl (Interactive Media) ilelaonadasiuidnmsduiudin uazwainsslunisdasudevesnguiuilan
Whmnefidsunladlulugaddva waznisussgnaldlunislasan
The importance of strategies and tactics in creating innovative and interactive media
while taking into account lifestyles, shifting media consumption behavior of targeted consumers as well

as advertising approaches.
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duns. 035  N130RNLUUNIIANLAZNISHERlIwN 3(2-2-6)
CAD 035  Advertising Design & Production
NANNITDBNKUUNTINN aﬂﬁUiSﬂBUﬁﬂaﬂﬂ’ﬁ@@ﬂLL‘U‘Uﬂ’i’lWﬂLL@%ﬁWIUUi%QﬂGﬂ%ﬁUﬂ’]iwam’]uiﬁ‘lﬂmﬂﬁgﬂ
fiduuuu 2 47 wazau 3 47 waziSousnsnssvaunmssdnnulavan Msimuades yundos YA
nsdiase waransaLNuiey — ndansuandelavuniviouiulusdnduing
Graphic design principles, graphic design elements, two-dimensional and three-dimensional
advertisements, and the advertising production process. Students will learn how to determine sound,
camera angles, image size, editing as well as pre-production and post- production processes practiced

by a production house.

nauN13UsEudNiusAIvia (Digital Public Relations)

alv. 011 nagnsmsUssndunusavia 3(3-0-6)
CPR 011 Digital Public Relations Strategy
[ARE ‘U’Juﬂﬂi’JNLLN‘Uﬂa&lﬂﬁﬂ’ﬁ‘Ui %WﬂMWUﬁVT\‘IL%\‘IﬁﬂLLa YIT95U LU UNTSIATIER YT
#0UNS0l ﬂ’]i’aLﬂi’]"‘ﬁﬂ’ﬁllﬁ]@\‘lﬂ’]iLLa”{]EU‘Vﬁ“U@\‘IN‘Wllﬁ’J‘ULﬂEJ’JﬁIUﬁﬁﬂ’ﬂ LLE"I“’ﬂ’ﬁﬂ’Wi‘LJfﬂLLU’Jﬂ’J’]QJﬂ@LLauiﬂLLUU
yosdelunsuszmduiusludel 9 3’;1J‘1/NmwumumaumiﬂivmumauaumaaWﬁSUENmmmLif\ﬂumumi
U NN USDIANTLaZNTUTETFURUSNITRAIR 8% 1nedn15AnILATIERIILAUNITRANUTINBENITUS NS
IANITINNTUANY
Proactive and reactive public relations strategies, emphasizing on situation analysis,
stakeholder needs analysis, concepts and new media landscape for public relations, evaluation
procedures and achievement in corporate and marketing public relations, among others, through

analytical thinking and management skills development from case studies.

aU. 022 nsTeunarmsadsasmieniitensussduius 3(3-0-6)
CPR 022 Public ReLatlons Writing & Content Creation
RANLAN Guumau ey ﬂaEWlﬁmiLGUEJuUiuLmlmﬁ 9 fisndudmsuanulsznduiug nmsdeu
wielw Gﬁ'agamami nMsi@euiieadsnmdnual msdeuiietusaiinswazudloaudileiin nsideu
Lﬁ@ﬁﬂLﬁ%ﬂJﬂ’]ima’m LLﬁSﬂWiL%UULﬁ@imix‘iﬁ i?uﬁzﬂaﬂﬂuﬁﬂwzﬂﬂiaaﬂLL'U‘ULLa&,’ﬂ’]iU%WﬁUSSLﬁuL‘W’@LNEJLL‘W{L‘U
Fedouszinneing o
Guidelines, procedures, and various writing tactics for public relations. Students will learn
how to craft writing pieces aimed to inform, build image, clarify facts, correct misunderstanding, serve
marketing promotion, and advocate for good causes; and how to develop and pitch story angles to

various media.
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auv. 033 nsusmsnwdnualuardeldeseddnis 3(3-0-6)
CPR 033 Image & Reputation Management
NITUIUNMSMIUIMSNWanwallazdeldesesdnng uaznsddussfavesesdnislifinauely
aenesUssreuriiduieitos wu wifnau gnd dnamu wesgueu lnsazdnundaderneluuey
meuen Fesnslunsdoans nszuaumsdomideimitaziusiaiflouanigaiuvesesdnng maUssandusius
ety MsUszanduiusnisnann warnsuanseusURnTeUsedrIasTRuIALS iy TauTennsuSIis
AMEINYHNNITANYINTUANY
Corporate image and reputation management as well as stakeholder-based approach for
business management in hopes of gaining trust among employees, customers, investors and
communities. Emphasis is placed upon internal and external factors, communication channels, vision
and mission, corporate positioning strategy, internal public relations, marketing public relations,

corporate social responsibility and sustainable development as well as crisis management.

aut. 03¢ NSUIMITANAUIUS 3(3-0-6)
CPR 034 Relationship Management
nsuinsiamsanuduiusgnd iieanudugniedadsdu mseenuuuisnisiiudeya
ag1adusyuu Iiseringinssuvedgndl Innqunginssuvesgnan wazasnagnsiininefunsasnguegig
Wuszuy LﬁaLﬂuﬁugwﬂumsa%ﬁﬂamaLLazU‘%mﬂﬁmqﬁquaﬂﬁmaamjmﬂmmEJ
Customer relationship management, focusing on retaining customers, designing
systematic data collection methods, analyzing and classifying customer behavior, determining suitable
strategies for each target group in hopes of creating opportunities and services that match consumer
behavior.

alv. 035 nsasamsidiusiuguyueauladl 3(3-0-6)
CPR 035 Social Media Community
WWIAA NAENS NaT5 LavinNuinyen15ANIATIZIKAL IR UES 1IN ST LT INULLNaAN B TY
dmfvaisguruaiiouuulanesulay ileneuausseitmanemsgaia wiouitaFousangiiussaunsniats
Concepts, strategies, tactics, critical thinking skills, and social media engagement plan for

virtual online community development to meet business goals.

NFLAYINIATIMUTUAAI9ET3A (Creative Branding)

dau. 011 N1SIANITAMAILUTUA 3(3-0-6)
CBD 011 Brand Equity Management
USUNLaEANEAYURIANAT AnwiAuming AnudAy Uselewiuanisdnnisnauausun
wAn/MauianA U Yadeviesdusznousiig 4 AlkadenisaiienmALuTUd LLMNINITInRMA N
WUsUA
A context and importance of values; the meaning, importance, and benefits of brand
value management; the concepts/theories of brand value; factors or elements affecting the creation of

brand values as well as brand value measurement approach.
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dau. 022 N3ATINMUTUATINAENS 3(3-0-6)
CBD 022  Strategic Branding
AINAIATY NANNITHALHUIAATBINAYNENITATIMUTUA NANNTTATLUTUALTINAENSLUTAvDY
LIYDIMUTUA 18U UTLANVDINAYNTNITATIUUTUA TINT0IAUTENBUNITAT MU TUALTINAYNS 817
ASMUAIFETATLUTLS WAUWTBIUSUR AsruARutILUTUs A Tudyveuusud YASNAIN
wUTUd tondnwalveauusud Wusu TnegBouaminsnnaununagnsmsaiauusudliannsd@nuniiueunne
An importance, principles, and concepts of branding strategy, strategic brand building
approaches as a brand owner, types of branding strategies, strategic brand building elements— ranging
from brand vision, brand essence, brand positioning, brand promise, brand personality, brand identity,

among others. Students will plan a branding strategy from case studies.

dau. 033 NT0RNLUULDNANWULUTUA 3(2-2-6)
CBD 033 Brand Identity Design
UNUI ANUEIAEY BAZATEUIUNITODNLUULDNANBAILUTUR ﬂiamquﬁﬂmﬁagmﬁaﬁwm
AAT12AlUNITERNLUY TINHIN1T98ALUUBIAUTENBUAIUATNY Yaaendnualiusualagldaauimosiung
GENUUY NIHITD BONLUUATIEydYe)l 9AMie Y09annune wazailensldiendnualuusud JuindAnwogld
SUUENKUULALAINN IO UTEENAN UL o898 967
The role, importance and process of brand identity design, data analysis for design as
well as the design of brand identity elements using computer-aided design, such as titling, logo design,
letterhead, letters, envelopes, and brand identity manuals. Students will be able to apply design skills

learned from this course to real-world assignments.

aau. 030 nagnsvesensdemsuazduiasiauuTud 3(3-0-6)
CBD 034 Brand Channels & Sense Strategy
WNAR JULUY ANdNuAILYRIINIINTABaTUUTUAYT ogadulauUTus  nsvhadidila
unansidunmavesgnditiveng n1stmuakaAnaiaassdeedudauusudifieaiiaszaunisainoute
yurdouarndsde Tfamsainsassdenduiauususinududas 5 (U sa ndu des duia) ldogsaonades
AUBRANHUUDILUTUA
Concepts, styles, features of brand communication channels, customer journey,
innovative brand touchpoints for pre-purchase, purchase and post purchase customer experience, as
well as five senses—look, taste, smell, sound, and touch for brand touchpoints in accordance with the

brand identity.

dau. 035 msdeansuususzaUlan 3(3-0-6)
CBD 035  Global Branding
LUIANYBINTTAS LU TUS UAZN1 58 pansuUTUATUTUMIAlan {iSsuaylfFouiA ey
aruddyeInIaiuUTLLa nagninisiomslulaniifimaudstugauasnidonledsiulutiagiu wingmsi
sztnevoniniasiieunfifoulunsinnisuardomsuusuduesnuegisiiuse s nmwkiuTausssn 1w uazde
F4 9
Branding and brand communication approaches in a global context and the importance

of branding and communication strategies in today's highly competitive and connected world. This
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course will equip learners with the tools to effectively manage and communicate a brand across

cultures, languages and media.

nauMN1IaLUTUABUNGLW®as (Influencer Branding)

gan. 011 msadauusuRdugieuges 3(3-0-6)
CBF 011 Influencer Branding
UNUIN AUETATY ﬁé’ﬂﬂﬁsuaﬂmia%'wl,l,muﬁqﬂﬂaLﬁaﬂﬂiLﬂuﬁquLaumai‘ UIgLanuag
Surgouwes ssduszneuddnesnsiudurigieuwes nszuaunsmsaauazdoasuusuddusigiouies
nsaiedndnualvesdurigioue’ sudsedesssuvesnsiudurigeuwesii
The role, importance, principles of personal branding, types of Influencers, key elements
of an influencer, the process of influencer brand development and communication, influencer identity

as well as influencers’ code of ethics.

aan. 022 nagnsnsaiunelanaznismaindmiusungieuiges 3(3-0-6)
CBF 022 Monetization & Marketing Strategy for Influencer
AesgianinmsainismsnaiaiiiefuuanagnsnanisnaInvesduslgiouites nsiAT1e
AumF AU Wias s AMuAINIsananvesdungouwes sauddenitaluniswauivazseveanisilu
Sungiouwesluszezenn matmuanguidvneiidudfosu faduayudagsia msfumlenianisnisnain
iereliAnels nagndnisune sawdsinuznsiasarosessgsiatugaivayy
Marketing situation analysis to determine influencer marketing strategies. Students will
learn how to analyze influencer’ s authentic identity, core competences, and long-term opportunities;
identify target audience and sponsors; seek market opportunities to generate income; formulate sales

strategy; and practice business negotiation skills.

aan. 033 M3UsINg Aauznisldides uasmsiauyadnamdmiudurigioues 3 (2-2-6)
CBF 033 Appearance & Voice Work and Personality Development for nfluencer
wadawazAauzlunsusngd msnsivesdungieuweslunisliduaivalie msusings
Tunudiiuvisng q medauasAauzmslfidoaiienisdoans nmsliidodunsdifiunenisuasusssiemnnizal
AnufiRnsunngfduiiugiuuasnisimunyednamiisiduieaiamiiuazussisgalaliiinnsfnnia
nnnguidmang
A study of public appearances, influencer positioning, media interview skills, techniques
and art of voice for communication, such as hosting a program and narrating an event. Students will
practice basic public appearances and personality development to develop charisma and attractiveness
in the minds of followers.
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ganl. 034 msuAndeiiontsassassdiomindesaulad 3(2-2-6)
CBF 034 Online Content Creation
nswandenava Wlatenszuiumsadisassdiiem ssddsznouvesnsE@ios nsruIuS
nande nsfviunesiuszneudad nisdasedisunn wailasag o fapfinanunaulalisudlem sauds
nsffiunsnandendviadiviunmsaianusudiiivswauulanesulavilowesunssiiutemisesulad
Digital media production, content creation process, storytelling elements, art direction,
editing, and other storytelling techniques as well as the production of digital media for influencer
branding through online channels.

dan. 035  NagNsMIasIaMazUIMIANUFURUSULFRnnL 3(3-0-6)
CBF 035 Follower Acquisition & Engagement
anuitladsdnfungudmnglugusidudianu mslinneideyaiiieaiisgugddaniu
wazuImsdnnsanauluunannesusing 9 SeunagnsnisadiaiAnauuaznisinugulfnaiulvineeg
suidsnsuimsianmanngingAniAstudugiidvinavulanooulad
An in-depth understanding of target groups. Emphasis is placed upon data analysis for
follower base development and management across platforms, follower retention strategies, and crisis

management for influencers.

NFuIYvINTSARANSAITIakArana1INTIHEe (Digital Communication and Media)

and. 011 msdoansmsnannAdviauazgnanynssude 3(3-0-6)
CDM 011  Digital Marketing Communication & Media Industry
AMTIVRINTADMININAIARVALAzRaNTINED IBMsvhnuvesyaansluiifeieiaud
deduiiugnilunsainnudiladeatugnamnssudelavan nudmainssuvesuilnafiudsuutasiy
desmnimelulaglfiduniumnludinvesiuslnauntu viliunumvesdelawaniie 4 Feaudsuulas
A4l maamauuL’%auiLﬁ'mﬁuﬁﬂﬁwﬁﬁugmé’mmimaLquﬁa
An overview of digital marketing communication and media industry as a foundation for
an understanding of the media advertising industry and shifting consumer behavior as a result of

disruptive technologies as well as basic terminology in media planning.

and. 022 Iassademsnaunudelavan 3(3-0-6)
CDM 022 Campaign Architecture & Role of Channels
Tassadansnaunudelavan Ussoduiusuazutiiivesdelavanieonladuazosvlal
wiauensdiAnuuauayase Lﬁ@IﬁLﬁuﬁqﬂwsi%ﬂaqméainq 9 Lﬁ@iﬁmmsmaui’mqﬂszmﬁmqmsmmmmaﬁi
Iedadhmngls
An advertising and public relations media planning— both offline and online media.
Students will examine case studies and make sense of various strategies in hopes of being able to meet

marketing objectives.
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ana. 033 lUswnsumMsdeseinanunde 3(3-2-6)
CDM 033 Media Tool & Data Software
arandlalunmsisuaseazndenlutoyanin Nielsen Software faviun Tavisn1sfinUfoR
lunsfauaznisdendeyaulinuainlandass itewdsunieulunnideyalulilunsiesshaududeld
uananisrmluianiaiious Software Bu q Aannsolfnuldluinisiiile wu T-Cube niawrdosiioluns
191880 WU Google Analytics, ComScore vf%am%qﬁai’mmmmﬁmmuﬁﬁw 9 Tulaneeulail 1wu Zocial
Eyes 1Uugu
An understanding of all Nielsen software with emphasis on practical exercises on data
extraction and selection from real problems for further analysis. Students will learn about other
software used in the media industry, such as T-Cube, or
others in-depth analysis tools, including Google Analytics, ComScore, or measurement tools for brand

mentions and visibility, namely Zocial Eyes, among others.

and 034 msMauRudendia 3(3-2-6)
CDM 034 Digital Media Planning
nsmaunudensosuler] Boudmnumiiounararuiieainde offline savis n1siinfiRnag
Maunudossulatanlandais uagnisianalunsnunudessulay
Online media planning. This course explores the similarities and differences between
online and offline media, online media planning based on real-world problems as well as online media

planning measurement.

and 035 nstede 3(3-2-6)
CDM 035  Media Buying
fumeu nagnsuaznaisnistede warflnujiRnistedelanan adedudu Iéun Aelnaviem
Aodefiud uavdousnaniud Wudy wardendvta neUszduiidendonmunnelfulssmaumunny o
fvueduNaNveIeIsAeTiaInsaaTmadnEve s lFATian nounsdlfn Wisuisunadnsng
Fedolansanindosmeofinounslavanlnenss nstedelavuuuuinionis uaznisdedelavande
TUsunsu
Media buying process, strategies, and tactics. Students will practice advertising media
buys, both traditional media outlets, such as television, print, out of home media and digital media
platforms. Emphasis is placed upon evaluating all media buying options within the planned budsget,
determining the best result- oriented and optimal mix of media channels for the campaign, examining
case studies, and comparing media buys from different approaches, including direct media buying, over-

the-top/connected TV advertising, and programmatic buying.
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A. NUINIVUFONLES (6 WUIBNA)

uA. 551 ANSAUAIIBATY 3(0-0-12)
CA 551 Independent Study
funhegaziden wieideluiide Usuiunietlywmslnamansitndnwilianuaulady
fues Tngdavihenunglinsmuniueennssiuin
Under the supervision of professor, this individual study requires students to conduct
thorough research on the topic regarding communication arts that students are interested in.

uA. 554 AISUSAITIBINISHNEIAL 3(0-6-6)
CA 554 Integrated Academic Social Responsibility
n13dalasensusMsIvIMsuAguuLazdsaluguluueng 9 Wy nstiAUInyl nseusy
nsdaUsEn Msdandiainn uaznsinfanssusing q Ansysanmsdawineinssmiunsisounisaey
M3 wagmsviyinsefay Jnusssy
In this course, students will learn how to organize several types of academic service
projects for community, such as consulting session, workshop, meeting, seminar, and integrated

activities.

uel. 555 msdmlasssifiensiidiusuiudaa 3(0-6-6)
CA 555 Social Engagement Project
nsdnlasansiiionsiidiusiudedenn msUssauduiusiugifanlddndelunsiamn
nszuIuMsiidIusy Boud Sudn 9 uafassdustlovilussing o fnevausironudosns
LATARAARDITUUTUNYDIBIANITAIATTUALIONYY BIANTITDATY DIANTITAITITULYUYY BIANITIYVITN way
danulaenivegradugussam
In this course, students will learn how to initiate community engagement projects and
collaborate with stakeholders to develop a participatory process that responds to the needs of
governmental and private sectors, independent organizations, community organizations, professional

organizations, and society as a whole.

uA. 562 wilukauaeassa 3(3-0-6)
CA 562 Creative Portfolio
LLmﬁmazﬂﬂﬂgjﬁﬁLﬁ'mﬁumia%’wLLﬁmaxamamud’mqﬂﬂa wiadalun1siesen N1599NLUY
wazasvassauinasaunanuliinnudiaula lnonrslalusinsuasuiamesiunisesniuu saulufienis
Uszgndthiandu q inldaisassdlianamumainmans Tagliin@nwisius mmanuvesnuiesnadnauiy
avaunaay et ldusznounsainsnunasAnwseluewinn
This is a practical course for creating students’ own portfolio. Students will learn a variety
of techniques to design and create the attractive portfolio by using computer programs and applying

other creative materials.
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ueA. 563 ﬂ’l‘é@@ﬂLLUULﬁ@ﬂ’]iﬁ’lL?{u@‘ﬂlalﬂa 3(2-2-6)
CA 563 Information Graphic Design
MIlATeRteya Beudnisiseusesdoyanig sgadussuuinunsiauemedydnuainn
(Pictogram) uKUANLATFISNYS TmddinufuRnseenuvuiiietiausdeyaliiaansodearstoyalsogad
Uszansamdmsuinlldiudesns
Analyzing data and sort all information needed, then present it with Pictogram, diagram,

a character set. Also, they will be trained to develop and apply those designs to several kinds of media.

uA. 565 maseamluandle 3(2-2-6)
CA 565 Studio Photography
nouuazinuuinisluanilonionin Ine@nwIuuinudn N153AINUUNIN NITIARAUDY
20 817 MMAUAT NMeIMIT myARa AMLITY Fendesarsnmideardnlagldanusaufulusungy
Aoufianes uay Ilunawdidnnsednduuuildluagilelsiognagnis
A studio-based photography, composition, lighting and setting for product, food, portrait,
and fashion photography using DSLR cameras, computer programs, and studio flashes.

uA. 566 msadenmiedeulmluimiasan 3(2-2-6)
CA 566 Motion Graphics in Advertising
wAnuazsinUATRtuR ugulunsaeamedeulmieeeuiiunefiflo Ul luany
lawanlvdanuiiaula lnefnwinszuinn1snsaineassfnuaienauiames 019 1153190 N N5as19u
mMsaisdeUszan uazaianmadeulmlvnsanuaiumnevesaulewan
This theoretical and practical course provides students with basic knowledge of
computer-aided motion graphics for advertising with emphasis on drawing, modeling, multimedia, and

animation.

Ul 567 NAINTTUALAYNIINITAAN 3(3-0-06)
CA 567 Event Marketing
wiaAR ANuEARY sULUY ﬂizmumﬁmﬁﬁmiiuﬁLﬁwLﬁaaﬁuauumﬂ%wmﬂ MuIAnLAY
AnUFUR Tnenseungunsneusy nszurumslumsaiieassd wagduiunisdnfanssuiimwiioatiuayuns
Tawanlinsafuanudesnisvesgndn meldauuszinauassseznaniianda ieadsssaunisaluazaing
Auduiusivgusnangudmnguazgatiuayu (Sponsorship) ageiiusednsan
Concepts, importance, types, and process of organizing special events for advertising.
Emphasis is placed upon event planning, creative process, and event organizing for advertising under
limited budget and time in hopes of generating customer experience while building relationships

customers and sponsors.
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uA. 568 inwennanwdgmiudUsEneuIvnlayan 3(3-0-6)
CA 568 Language Skills for Advertising Practitioner
ﬁ’ﬂwmmlmLLagmmﬁaﬂqwﬁgﬁmmmm msils nseu uagmsileui sndudmiug
Usgneulvdnlawan Anwiduiunviuasdminmemaiildluanislavan naensudnyivdnnisuagiineu
NFUNAUBLAUULHBUILAEN TR UTINUTURUUAN 9 VBIEN89IUUTNTANAILAZEN8UATINETIA i
mmm%awﬁ’ugﬂﬁwﬁgﬂﬁmﬂwaLLamnﬁhwisLwﬁléfaéwqﬁﬂizﬁm%mmaw532m%ma1uu’%wsm 9
Thai and English language skills in all areas — speaking, listening, reading, and writing,
required for advertising practitioners. This course will teach advertising jargons, advertising planning and
presentation, and contact report writing practiced by the client service and creative departments as

well as effective communication skills to deal with Thai and international clients.

ue. 569 AnwdeUszaunisalzsialavanseninalseme 3(3-0-6)
CA 569 International Field Study in Advertising
aaesudszaumsalluindnlevanainnseusy s wazgauiueadnsinIniiAsades
fuwamdlavan weidugshalavanlulssmauasgshlavanssdutumd Iannsodmdnnviongud
AenfunsTewansismanfusrAadlugsialavanmussgndldliAnmadsusmsihaumunssuansudedy
msmsnaraliaenadesiunginssvesiuilaaluginiadiig 4 Walan TaefiSouannsnidendseifiunie
dnwagnihiifiaulawaginsdnwuanzdnindunesmudseney
Experience in advertising area through workshops, seminars and field study at
national/international advertising company. Students will be able to select the topic they are interested

in for further research and writing a report.

WA, 572 MIUsyduiuSaRainIsNaIeasIe 3(3-0-6)
CA 572 Public Relations for Creative Industries
AIUNUNY AR ENTAIEAT WAZLUINIINITNAIUNATYFAIATIE@TIA AINTINVY
gnavinssuaivasAlulszmAlng aurtarunumvesmsUsrduiuslunsiuindeunazainalenaliiy
fusznaunislugnannnssuaiieassd savansinagrsuagnaisdunsusssduiusiniauinueuay
ANNEITaRUNTRYITuTasUsEneuMIngliiAuAnai19asIA wazaunsaseganaulalUSEUIINAIY
Vimﬂ'wmaLLazLaﬂé’ﬂwd%aﬁwuﬁiimLLawgzﬁ“f]agmﬂmiﬂzjmm%’wu?mﬂii:uLﬁamauauaﬂmmﬁaamiﬁum
paaLaziTTuienszLansUAsuuamesdiaulan
The meaning, importance, strategies and approaches for creative economy development,
creative industries in Thailand, the role of public relations for the creative industry, and the use of
public relations strategies to develop skills and competitiveness for Thai entrepreneurs, as well as the
use of diversity and uniqueness of Thai culture and wisdom to improve competitiveness and create

innovation to meet market needs and keep up with the changing global trends.
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WA 573 NIUSEYAURUSYRIMUIBIIUS BN TAYDIANITAN SN AR 3(3-0-6)
CA 573 Public Relations in Governmental Institutions and Charitable

Organizations

1A398519UAE AN YL SAEINLYBINLIBIIUTIUNTHAL BIANITANSITUN Ad Nt fives
nsUseduiusAensduaSuIderialuasiusiaveeednis nagnsuavimallalunisusemduiusdmsy
93ANITRINa MsUsziiiunanudiavenagnding 4 1wy nstuiedoumuulouisresdgissaineniig
Seuuniuszmend nssussiiiondlalamdng msadensiidnsinwarnadifassanoy wagn1ssnsed
MU uazn1saiiualevisfunialenyukaznialszv1vu iWunsafnwiwaznisuszyndlindnnis
Uszduiusdmiunsfnisiing1?

A structure and nature of operations of government agencies and charitable organizations,
roles of public relations to promote the vision and mission of the organization, public relations strategies
and techniques for such organization, evaluation of the successful various strategies, the capability of
driving government policies to create sustainability, advocacy campaigns to solve social problems,
engagement and public outreach, fundraising campaigns, networking with the private and public sectors.
Emphasis is placed on case studies and the application of public relations principles to those

organizations.

ue. 574 mz%mmﬁaqmmw 3(3-0-6)
CA 574 Health Communication
nslénagnsnisioansnmstszanduituslumsievendoyatnansauamainasdnaianiaiy
wazionsuluiiyanaunsdinn itoaeliyananasdenuldnssvindsssdunaaiuainsguaimiomadiu
sumeuazdala anumsalguanlutiagtu nmzidssmsguaimeing q lSudeyaguamiigndes asliave
wazvdefe simaidniudeussnduiusuaznslideyaioafuguamiodauaduuazudladigmeauanm
The use of public relations communication strategies in disseminating health information
from public and private organizations to individuals and society in hopes of helping individuals and
society to become aware of physical and mental health issues, current health situations, and various
health risk circumstances while using accurate, consistent and reliable health information from public

relations media to promote and solve health problems.

UuA. 576 N15PONLUUTINIHATNITATIHUUTUA 3(3-0-6)
CA 576 Business Design and Branding
NANN1T NTOUAIUAR ‘wqﬁﬂisuLLazLLsagﬂwaﬂmmL‘f]u;liﬂszﬂamﬁ NSLESNATIUUIAANTT
Juduszneunts nsiiaufnasvassduazuinnssuunviuldlunisadiuasesnuuugsia nsuszdiulenia
wazarindss mavihanudlaognedndaiauiunuindouuasnatamissaianag 4 doulanisgsia Taseadng
Y943317 An¥1AINABINTVRIFUTLAA Lﬁaﬁﬂmjmn%ammuqﬁaﬁqﬁaﬁmmima NIAAIN N15HY N5
Uy nsusvnaninensuyed wasveenalugnisasiawusunvesgsialiiinaae
Principles, conceptual framework, behaviors and motivations of entrepreneurship.
Emphasis is placed upon entrepreneurship concepts, creativity and innovation for business design,
opportunity and risk assessment, business contexts and dynamics, business conditions, business
structure, consumer needs. Students will practice writing business plans focusing on sales, marketing,

finance, accounting, human resource management, and valuable brand building.
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WA, 577 N1sasawusuAgsnatuie 3(3-0-6)
CA 577 Entertainment Business Branding
YBULYH UTNNTBIGINATULIN AENYME 5ITUYIRLATUTUNWINABNVDITINATUTY Nagns
nsaanususssiatufiduzuuuusing 9 917 Ias azAs Mswans AMmeuns MsfrunnagnsnsAaIInTY
gifvtufisuaznsdeniivessnsdeasiiussansnmuazssavsna
Concepts and characteristics of entertainment business (music, television series, stage

performance and film) to develop suitable brand strategies and effective communication.

WA 578 MIATLUTUATEAUN] 3(3-0-6)
CA 578 Luxury Branding
WUIAR ﬁﬂVlNﬂTiLaUImJEN@aﬂﬂLLU‘iuﬂ"i%ﬁUME‘ﬁQIULL@WﬁQUi%L‘Vlﬁ Taunsvinanadla
AMGNYTLUTUANS AIUAIANIY WoRANTIUYDIQNAT LLazéT’J%*TmmmﬁﬂL%ﬁmmmsuﬁizé’wyﬁaﬁﬂmﬁmum
nagnEnsuIMsdnans msaauazuimsUstaunmsaluazmsdeansuusudsyfungiieliignAiAnaudng
Tunusud
Concepts and trends of luxury branding locally and internationally. Students will leamn
the characteristics of being luxury brand, customers’ expectation and behavior, and brand’s key
performance indicator (KPI) in order to determine the effective brand strategies, impressive customers’

experience and build long-term brand loyalty.

WAL 579 ANsASauuUsUALIgy 3(3-0-6)
CA 579 Fashion Branding
ANRLNY UimﬂwﬁamaummmaqqiﬁaLL‘V\IS&"'u ANALANANNTEINNITASLUS LR ALl RU
Msaf1auUTUAAuAUNTY wunlifuvesgsRaundy nadnssunisuilandufundu nssuiunisvesnisaiig
LUSURAUA U nagndnsnatauaznsaTIsLUTUAAUAUNGY BsAUsEneULAs DadeidaasunaAuusud
Fudundy nadifnuvssuususaudundusng q welusazsUszme
Concepts and knowledge of fashion business. They will learn the differences between
general brand and fashion brand management, the trends of fashion industry, consumers’ behavior,

fashion branding process, marketing strategy, business challenges and local/international case studies.

ueL 580 enamswiin1siudeuagnisdoans 3(3-0-6)
CA 580 Buyology and Communication
wnfn nqwi Nnymesesiidiuividemnirefedesiulanvesnisduine loun wWhwes
LUTUA §udn 1ingsAe nnsnane §iUan waiuslaa lneAnwiiunsdfnwuieaiunginssulunisdndule
yosywd mavhanudilafefuiadouasmmualunisiadulalumsdovesiuilnaluriuniiunnsstudie
L‘fluLmeﬂumiﬁwmﬂaqwémi?ﬁ'ami
Concepts, theories and viewpoints of stakeholders in the world of shopping, such as
brand owners, product developers, investors, marketers, retailers, and consumers. The real issues
relating to consumer behaviors are applied to the classes as case studies in order to understand
conditions and reasons of consumers’ decision making and to develop effective communication

strategies.
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ue. 581 ﬂﬂiﬁ%WQLLUiuéqiﬁaﬁaQLﬁsa 3(3-0-6)
CA 581 Tourism Branding
WUIARA 68 LLawamiﬁugmﬁmﬁumiaaﬂLLUUﬂaqmﬁlmiuﬁ%uﬁm%ﬁﬂﬁﬁLﬁsaﬁﬁaqﬁu
qmammmﬂauﬁm L5ausu wagaenslu ﬁmﬁqqiﬁaﬁu 9 ﬁaq'maiﬁqiﬁwiauﬁm FUDINTLUIUNITNG
Aeansuusuduuuysanns msuimsUsraunsaigniuasnisaienaailiiuuusuduegsiaviesiion Tag
AnwinnsdiAnugsiaviesilen
Concepts, theories and basic knowledge of tourism branding. Communication strategies
for brands in tourism industry will be discussed. Also, customers’ experience management, brand value

establishment and tourism related case studies will be reviewed.

WA, 584 N13A3NMUTUATINRNWY 3(3-0-6)
CA 584 Sport Branding
WlavSunuaanuauzlanizveIgInaiu NMsIuNUNagnSLusUAaluasivkasdniw
mMsuimsteideauazanuinfvesunuady nasnaunagnsuaznsdeansvesnususmidudatuayusufm
Context and characteristics of sport business, focusing on brand strategies of certain sport
clubs and sport players, reputation management, fans loyalty, and sponsorship.

u. 585  msaianuudmiusiailiodeny 3(3-0-6)
CA 585 Branding for Social Enterprise
nsafnusuinfdmmetaadlunisufledymussiaundsey vy vieduwnndon tngld
sUuvuMhgsifidanudsdy msldnagnsnsnsnaiadudmdndulugmsuilotamuesdsnslnglsl
relifiAanansenudogunie dnunardanndouluszezen wazdiUmnglunisAunaussloviainnnsi
Aanstiliundseuuasguruannirdndinivundusalitudivesianisuas et
In this course, students will learn more about the brands with the visions to solve social

issues and/or become community or environmental-friendly brand.

uA. 586 MsaEiLUTURRE1eSBY 3(3-0-6)
CA 586 Sustainable Branding
mMsafLazimuLUTudogedsduiiannsoneuiuiuanudeanisvesantutlagiu 1aunu
nMsanusuindomingnsiidmivausudeluluewian myadauuswdindanuiuiaveudedseam lng
rudunsumsaiuususIundnyfeuasygianeifios Tnesautiunisidnussauey nstivgiing uagns
fgfifuAumeldosdmnuiifuazmsuimsededlsssunivia
Building and developing a sustainable brand for today's world, emphasizing on protecting
resources for future generations, and creating a responsible brand based on sufficiency economy
philosophy— moderation, prudence, and social immunity using knowledge and virtue as guidelines in

management.
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UA. 588 MSAN®INMUAUNNTATINLUTUA 3(3-0-6)
CA 588 Branding Field Trip
983U UTUA FUA IS BUS A998 DA NIVS pdaufias wTsludsEine waz/nde
U sTine et ATz aenunisey aﬁﬂiwLLazﬁﬂLauawamiﬁﬂ‘mmﬂﬂﬁﬁﬂmamulﬁﬂﬁlﬁmmi
Seu3TINiuY
Branding Field Trip is a chance for students to explore the branding process from the real
organization workplace domestically and/or overseas. They afterwards will analyze, discuss and present
what they learn from the field trip.

ue. 590 MISANWIUTEAUANIEAUNTES1MUTUR 3(3-0-6)
CA 590 Selected Topics in Branding
LA naud nievssifulaniziegluauaulatiagiy nudwulduewaslureuiuni
Aeatestunisasranusud TnegaduliEeuldidladndsudonanzdndn
Concepts, theories and interesting branding issues, and keep them up to date on the

current and upcoming branding trends.
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