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Bachelor of Business Administration Program in Digital Marketing
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Introduction to Economics
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M. 212 QURISITLEARY

FI 212 Business Finance
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Integrated Marketing Communication Management
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Data Management in Digital Marketing
FUNIIRANAINA

Digital Marketing Research
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Seminar in Digital Marketing
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Current Issues in Digital Marketing
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Entrepreneurial Marketing
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International Marketing
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Appearance, Voice Work and Personality Development for
Influencer
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Acting for Personality Development
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Digital Media Production Workshop
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Strategic Brand Management & Digital Brand Communication
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Graphics Design Workshop
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E- Logistics & Supply Chain Management in Digital Business
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Inventory & Warehouse Management in Digital Business
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Predictive Marketing & Marketing Automation
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an. 101 awdanguludinuszdniu 3(2-2-6)
EN 101 Everyday English

Andunsldlassadisiiugiusazdnunvdanguiildludinusediu Ussnaudienisya
wuzihauesuazlidoyadiuda msussersyadndnuay msyadaiesiiaule Besiiduanuveunas
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81U UarN1si0eumeIBdaysaNIng

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.

an. 102 mwdanguluusunvnadany 3(2-2-6)
EN 102 Social English

Andunisyauaznsidoulszleanazduiuildifulszd onisdufduiusniedeny
mswanidsudeya msTouiiisy wazmseSuisanuAnifsiuGosing 4 luudunmedeuuargsia lng
dedumsiaurinegnisefuseuaznsiaue mewalulagiaraufnaseassn

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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an. 103 ;wsanguluusunaina 3(2-2-6)
EN 103 Global English
Anlumsusseneyssaunisallaeszyseasidenatuayy waziansrnudniuieifuiinag

Juey mavhau wazUszinlgmluszivaina neyadunsimuinuenisdoanssewineiuusssy uay

'
%
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Intensive practice in portraying detailed experiences and expressing opinions about living
and working situations, and discussing g¢lobal issues, with concentration on intercultural

communication skills and digital communication skills, which are vital to becoming global citizens.

NFUINIYIUIMINBLAVIIN (21 ieiin)

v, 101 sinwemsAniiien1siSeunasndin 3(3-0-6)
GE 101 Thinking Skills for Lifelong Learning
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In this course, students will learn about theories and practical thinking tools such as
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

their daily life, professional undertakings and lifelong learning.

fn. 102 anudunaiies waznisiasunlasasdeny 3(3-0-6)

GE 102 Citizenship and Social Transformation

D
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In this course, students will learn about definitions, attributes, rights, civic duties and
freedom associated with citizenships and social transformation of Thailand and global communities
in current times and in the future, such as digital society, multicultural society. To be able to live

peacefully and happily with others, it is important to understand evolving changes and learn about

4 dimensions of the environments affecting health, namely, body, mind, society and wisdom.
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an. 103 welulaBuazuinnssuiieewian 3(3-0-6)
GE 103 Technology and Innovation for the Future
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In this course, students will learn about concepts and innovative technology and
applications aiming to better a quality of life of people in a new society, including how technology
and innovation affects our livelihood. The course also covers information on intellectual property

protection as a result of technology and innovation.

v 104 guvieniniuguanziitedin 3(3-0-6)
GE 104 Aesthetics and Well-being for Life
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In this course, students will explore relevant theories and concepts of aesthetics related
to life and society and learn to cultivate positive outlook and attitude and understanding of different
forms of taste and beauty, which will enhance their perception of diversity and enable them to
appreciate art, music, literature, images, films and other forms of art. Students will also learn how to
depict their imagination via communicative design using images, colors, calligraphy and other related

tools to create value-added identity and characteristics to services, products and media.

M. 105  susinsnsdanniazuseinuiinlvlvedlan 3(3-0-6)
GE 105 Global Alliance and Emerging Issues
AnwinaiauiAusud esed v mAniaasugiauaznisifiesi dawansenusanis
WasuwammadsnuuarTausssuludenulan e lasuiuddgiintulmivessynaulan
In this course, students will learn about international economic and political
collaborations and developments affecting/constituting changes globally, in order to understand key

global issues.
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an. 106 ANUINNITRULaENTTLNaE 19y 3(3-0-6)
GE 106 Financial Literacy and Sustainable Development
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In this course, students will learn about management and effective financial decision
making, including personal finance management and sustainable development and personal finance

literacy, with special attention on integrated knowledge for local community and society, in order to

highlight key issues and offer practical solutions.

an. 107 Indggrannuduguszneunswaginwenisidugi 3(3-0-6)
GE 107 Entrepreneurial Spirit and Leadership Skills
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In this course, students will study and develop important characteristics of
entrepreneurial mindset, with an emphasis on a combination of creativity and entrepreneurship and
explore entrepreneurial opportunities while learning about business best practice and ethics

including leadership skills and qualities, effective leadership characteristics which will enable them

to effectively work as a team and be able to make well-informed decision when required.

¥. MUINIVUANIE (99 VUeNA)
nauAvIunY (48 wiulenn)
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AC 200 Business Accounting
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Study of the evolution of accounting, the role of accounting towards society, criteria, analysis,
record-keeping, classification of financial reports and preparation of financial data, including study of
the use of accounting data for business and limitations of accounting data, as well as ethics in the
accounting profession.
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NAUAYATYAIENT
fiF. 203 Asugmansiiesdu 3(3-0-6)
EC 203 Introduction to Economics
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In order for students to learn and understand economic principles related to economic
events in daily life; study of pricing of goods, production factor prices, production theories, national
income, composition of national income, finance, dealing internationally, as well as the use of

different policies to stimulate economic development.
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nu. 102 AYWNNESsNa 3(3-0-6)

LA 102 Business Law
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Study of legal principles and practice of civil and commercial law relating to business,
business models, procedures for establishing and operating business organization models, important
contracts such as sales contracts, property contracts, loan agreements, and including laws relating

to digital markets.

nu. 301 NISATEINT 3(3-0-6)
LA 301 Taxation
AnwuuiAnuazanuduinvesn18e1ns dnwae waninmet 35115UseLY N1SAUINLAZNNS
FafiunBennsing q audszanaiuging uazmddu 4 Miedes suldun mdEuldyeeasssum mEculd
dfyana MBRULININ & 91 MEyadfin MEgsAaems ensuanud Mdraning mSasswania way
MEBU 1 MAetes Wy mEmssunsan mdedimumindoudyannddeu Wusiu ufeimuanaidy
WUULEAITIINITTITENIBUTZLANFN 9|
Study of concepts and history of taxation, characteristics, criteria, assessment methods,
calculation and collection of various duties and taxes under the Revenue Code and other related
taxes: personal income tax, corporate income tax, withholding tax, VAT, specific business tax, stamp

duty, customs duty, excise tax, and other related taxes such as inheritance tax, real estate tax, double

taxation agreements, including different tax submission deadlines.
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AR 102 AdlAIERSTINg 3(2-2-6)
MA 102  Business Mathematics
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Study of calculus, functions, gradient of curves, formulae for finding function derivatives,
maximum and minimum values of functions related to business, partial derivatives, integration and
application of integration understanding to business, series and using knowledge of series in business
in order to provide students with sufficient mathematical knowledge in business studies, both

theoretical and applied.

Us. 207 MFiATzTisadfiiionisindulanisgina 3(2-2-5)
BA 207  Statistical Analysis for Business Decisions
AnyunAniiugiunadafifisaiunsideyeundieseidielilumaneinsaiuagnadnaulang
5309 Wnefnwignisdmiudeya nstauwliudigaiunans msianisnszanevesdeya Ay nns
Uszanaan MInedevallAgIunsaiffeafuAedslazdndin melengiaaulsusiu mmegey
auuAgIuAIeatAlAaLAIT N1TIATILRNITONNBULALENTUNUS FIUTINTIATIZIBLUNTLLIAN
Study of fundamental concepts of statistics relating to data analysis for forecasting and
decision-making in business, with study of methods of data storage, measures of central tendency,
measures of data distribution, probability, estimation, testing statistical hypotheses of mean and

proportion, analysis of variance, testing hypotheses using chi-square statistics, regression and

correlation analysis, and time series analysis.

NAYIYIUINTFING
M. 212 MSRUGINY 3(3-0-6)

FI 212 Business Finance
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Study of the roles, duties and business ethics of financial managers, financial management

in business organizations to achieve organizational goals, analysis of major operational assets such as
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cash, working capital, trade receivables, basic financial ratio analysis, financing from both short-term
and long-term sources, calculation of capital costs, efficient investment, as well as concepts of the
value of money over time.

a a

N4, 222 MISURYTUIMG 3(2-3-6)
FI 222 Managerial Accounting
sAuneu : aaula uv. 200 uay N9, 212
Anwinslivsslomiandeyametyuazsunsiuiionsuimsau nsinseilasinisamu
N3UUTEN0 LLu’JﬁﬂLﬁEJ’JﬁU{?’quu mﬁmmzﬁéquul,l,asﬁ’ﬂnﬁaﬂ’ﬁmqLquLLasﬂ’ﬁéf@ﬁuhﬁuaqshau%mi
Study of the use of accounting data and financial statements for management, investment

project analysis, budgeting, concepts of cost, cost and profit analysis for planning and decision-making

by management.

pa. 101  MaNNIIHAIN 3(3-0-6)
MK 101 Principles of Marketing
AnwLuIALAMAEITUNIIAAIN AUNINE TBULYA ANAAY wifiaruinisvematnvin
199 N139AUTZANAUAT N15LAY NI1FLEDNYDINNITTINUNY UlEUIBNIRITIAT WaTNNTELASHNNS
Fine MItesgiuarnisidenaaindiving daandeudiddninanienisnain naenaun1sMIIsNIs
m’uqummmmLLa3ﬁﬂw’lmm?jlﬁmG’TuLﬁsJ’JﬁUﬂ’ﬁma’lmm’j’NUixmﬂ
Study of concepts related to marketing, definitions, scope, importance, functions and services
of various market types, product classification, planning, selection of distribution channels, pricing
and sales promotion policies, analysis and selection of target markets, environments influencing
marketing, as well as finding methods to control marketing and study of basic knowledge about

international marketing.

n. 111 MsIANITRIANIUaENINEINTUYYd 3(3-0-6)
MG 111 Organization and Human Resource Management
Anwiuufn ngul wazminfindnminisdanis Iiud msnausn msdnesdnis n1sdh nsgda
Msdeans LayMIMUALEIAY AaonIuNsinNIsgsiasenilsema sufefnunszuunsuimsauyana
U38NaUAIENITINHHUMGIAU NTATINMALAALGDNYAAINT NITHNBUTURAIU Uazn15UTTUNANTT
UftRnumeluesdnms Tasmilfinnudsuulasesanimundoninasonisdanmsfslulszinauas
sEinuseine
Study of concepts, theories and main functions of management: planning, organization,
guidance, motivation, communication and business control, as well as international business

management, including study of personnel management systems consisting of manpower planning,
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personnel recruitment and selection, training and performance evaluation within the organization,

by considering environmental changes that affect management both domestically and abroad.

AN. 212 NFIANITNUNEALAZNITANTUNY 3(3-0-6)
MG 212  Production and Operations Management
Anwarudilostuiisafunssuiumsndndudiuazuing dududdunousesnmdaduladen
NanSaal n1sviaTics n159aiilssnuLazdITnIY N151URURNEIN1SNER N15IREITUNNSHER N3
USMIAUAIAIATY PRBATUNITATUANAMNAINVDIAUALALUINT
Study of basic knowledge of the production process of goods and services, from the decision-

making process on product selection, finding a location, plant and office layout, planning capacity,

production scheduling, inventory management, and quality control of goods and services.

an. 222 madudusznaumsuaznsimungsia 3(3-0-6)
MG 222  Entrepreneurship and Business Development
wdsduneu: @oula an.111
ANYIANUMLNE UNUIW Uselan Aadnuaslagyinyeveusenauns Inneiuagyseilivlenia
ysgsnaitewamnsidudusznounts fuuauumianisdiugsfaluguuuuvesunugsiaiteldidu
wamslumsimuafienanisdidugsiants naensuUszidunundesiionaazinansenudegsia
Study of definitions, roles, types, characteristics and skills of entrepreneurs, analysis and
assessment of business opportunities for developing entrepreneurship, defining business operating
practices in the form of a business plan to be used as a guideline for setting the direction of actual

business operations and assessment of risks that may affect the business.

N, 429 NFIANINAYNS 3(3-0-6)
MG 429  Strategic Management
Fwdadunew: aauld an.111 9n.212 #18.101 wag N9.212 viielasususiRnaInAmud
ANwINg¥] nannis LLazﬂizmumi’JNLLNuﬂa&mﬁ Jinszianizandsuienelusazansuen
psfmsfidssarensisuanagns wazysannsmansfunsUIMsgsAasneg eldnausunagnslunis
afeanuldiusunismsudedu sunsldinusiaemisgsie wiensdfnwfiAed uasmisgsAaundu
wesdlelunsiingiest Mmaunagndaznmsindulanisgina
Study of theories, principles and strategic planning processes, analysis of internal and external
environmental conditions of the organization affecting strategy formulation, and integration of
business management fields in order to plan strategies to gain a competitive advantage, through the
use of business simulation games or real business case studies as analytical tools, business strategy
planning and decision-making.
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NAX3Y1NW
an. 014  awdangqudmiumsiseuslan 3(3-0-6)

EN 014  English for Exploring the World

Wawanuaunsatunssews wazdranudulivedan wu druuianssy duiausssuias
wwrAuAn Tneniseuuasdsunundinguuazmslimaluladusznaunisdeudiisluuarusniioadsu
savidEnvinugiunsiluasyaluanunsaiivanuaisanmaouifenumesduios fifinismaniw

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.

aNn. 331 MW9INHuYIIAATIUJUR 3(3-0-6)
EN 331  Practical Business English
Bouduasfinlinwdnqugsiaiiiendedoaslrldnanuidents wu nislénwdnquiiiens
vodayansdstoduimaamnevidodumeiidn uazmslimussngulumsdomsnislussdng WWudu
This course will look at the English needed to achieve business communication; for example,

studying and practicing English in ordering merchandise by mail or on the Internet and practicing the

English structures that are needed when communicating within organization.

an. 332 MwdaNguEINAlean i 3(3-0-6)
EN 332  Professional Business English
Seufuagiinnisldnmndangugsialdodiaiionndn ilethluldfndedomsmagsisluaniunisal
#ne 9 1w nslEnedinguiiienisiasaidesesmanisi nsldnwidangwlunsiiaueduduazusng
sy
Learning and practicing business English in a professional manner for communication in a
variety of business situations, such as the use of English for trade negotiations and the presentation

of goods and services.
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nguRvNANIEAU-UIAY (27 ndaein)

mhefn (Ussee-Ujua-Anwiniegnues)
man. 101 wdnnsaduesdossulatiiarnsnainiana 3(3-0-6)
DMK 101  Essentials of Social Media & Digital Marketing

Aa o

Anwiuariinssinudn ngud uazuivgdunisdearsnismaindavaniifmuinisunainms
deansmsnannnaiy Zjﬂ’]ig’ejﬁﬁmima’]ﬂLLuﬂ‘VlliLL‘U‘U 2 138 (Two way Marketing Communications) Uy
nunanesy vaiuledid Tuuvieled uasuenndindurinugunsaidoansiildnuinia iudu st
IaTzvingAnssunnsdeansvedansuazyuaisaavia demiitnaueriunisdoansnsnainddsad
GRUGRRMITTATRET

Study and analysis of concepts, theories and philosophies of digital marketing
communications that have evolved from traditional marketing communications to new two-way
marketing communications on all platforms, websites, PCs, mobile sites and applications accessed
through personal communications devices, and including analysis of the behaviour of senders and

recipients of digital communications, content presented through digital marketing communications

that is matched to consumers.

man. 202 msiladeyaidadnuaznginssuguilan 3(3-0-6)
DMK 202  Consumer Insights and Behavior
Fwdsfuneu : @euld ma. 101
Anwvdnmsuaznguiiugusuiaive woAnssuuslan nslesgvdadunelulazaneuen
fiftdvawasdenginssufusloadimsumanannidva nsiieneinszuaumsdndulate deszneuludaenis
nsgvidindedgm nissausmdoya nsUssdumaden nsdadulades uagnisusedunandanisie
paenaLNsAnwIRINTIsennRnsauiuslaatuiuguuasuultinsAsuuasmuuiunnenseain
Study of fundamental psychological principles and theories, consumer behaviour, analysis
of internal and external factors affecting consumer behaviour for digital marketing, analysis of the
purchasing decision process consisting of awareness of problems, data collection, evaluating

alternatives, purchasing decisions and after-purchase evaluation, as well as study of basic consumer

behaviour research and trends in changes in marketing contexts.
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pan. 311 NITIANITHARSUTILAZATIAUA 3(3-0-6)
DMK 311 Product and Brand Management in Digital Platform
sAuneu : @ould ma. 101

AnvuuiAnuagvguiifeafunisdanimandueinazasdud nagndnisuTmamadudlid
ARIAT NTUTITANERAAN U N1TUNUIRNEAS I MsTauIRdad U LagnTdualng nsusms
nAnAusiLaras AU luLsar TIN5 InnEn el vudeuazdeasnsmannfiavia amguazIuanides
ANAULVAIVBINITUI I TNUATURAAA ITULATATIEUAY ﬂ’]iﬁ’mumﬂaqmﬁﬁ’mﬂisammﬂmima’mgﬂﬁ
danndesiunagnsnandueiuarnsndus n1sadiwmsduabiaunsoudsdulalunainlan aaenauunuim
yeeigUIaNanenIUITHANSeiLaEATIALA LagnTUTSHARS YLz ALt liaTusT L

Study of concepts and theories relating to product and brand management, valuable brand
management strategies, product line management, product positioning, new product and brand
development, product and brand management at each stage of the product life cycle on media and
digital marketing channels, causes and avoidance of product and brand management failures,
defining other marketing mix strategies consistent with product and brand strategies, creating brands
able to be competitive in global markets, as well as the role of government in product and brand

management and ethical product and brand management.

pan312  nsdansnismenAuasuUsEIN 3(3-0-6)
DMK 312  Pricing and Budgeting Management
Adsduneu : aeuld ma. 101

AnyuAnifeafumsuimuasnsnausunagnsiuNAuUUATTa uleueslunisisaniily

Y a [

FEAURNAALAZEINTIMUNY MABAIUNTIATIZVANINLINGBNNNNITHUITUEAT AL el agega Ly

Y

1

AUslaA waradeauliuIounienisutety Anwi3sn1sne1nsalanufednIsnINITnaTn AaenIun1sIin
qUUsTaNa AlGI1ENINTAAIALAYNSATIIEDURAL NSUSEIURANTSA LT LU

Study of concepts relating to digital pricing management and strategic planning, pricing
policy at the level of both manufacturer and distributor, as well as analysis of the competitive
environment in order to create maximum consumer satisfaction and creating a competitive

advantage; study of methods to forecast market demand, as well as budgeting, marketing costs and

monitoring and evaluation of operations.
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pan. 315  N19NIZALAUALALTDINNNITNAIARIVIA 3(3-0-6)
DMK 315  Digital Distribution and Channels
sAuneu : @ould ma. 101

AnwrALmINe "’meqﬂismﬁ AUEIALY AnMIAdauTidiansENuAeTemINITHANNRTTE N3
MUHULATIATIVRIYRIMNINTINT MY i’mﬁﬂmiﬁ@miﬁwwqﬂmu nswennsaikayNTUIMIsdsd
MsUIMIMsTnds Msudmsadadudn msdafiunazindeudiodud qudnszansdud naonaudnui
svvunalulafansaumeafildlussuunisnszanedudi

Study of definitions, objectives, importance, conditions affecting digital marketing channels,
structural planning of distribution channels, and including supply chain management, forecasting and
order management, delivery management, warehouse management, storage and movement of
goods, distribution centres, as well as the study of information technology systems used in

distribution systems.

Aan. 314 ﬂ’]55@ﬂ’l'ﬁﬂ’lié@ﬁ’lim’lﬁﬂ’]'ﬁﬁ]ﬁ’l@lLLUUUﬁiﬂJ’lﬂ’li 3(3-0-6)
DMK 314 Integrated Marketing Communication Management
Jurderuneu : aouled ma. 101

ﬁﬂmmmilﬁaﬂﬁulﬁmﬁumi?fami‘vmmWlmﬂ mmﬁﬂﬁzymadmi?famwwmimmﬂﬁua'au
Uszaumsnan anuduiusseninsmsiemsmanisnaiatunisuimanagnénismsnanadna diulsy
AUNTEULATUAITRANN %ﬂﬂigﬂaUé]jﬁﬁJﬂ’l'ﬁI"ZJUM’] ATENLETUNITVIY ﬂ’]'ﬁﬂ'ﬁﬁﬂﬁﬂﬁﬂé n5UElANTNITY
VY BATNITNATINNIIANI u@ﬂﬁl’]ﬂﬁlgﬁﬁﬂ@’lﬂ’l'ﬁU%M’]iﬂl'ﬂuﬂitﬁNﬂ’]iﬂlﬂL?{%Nﬂ’l'ﬁﬁla’]ﬂLLagﬂ’]i')’NLLN‘LI
maamumimmméﬁuguﬂ FAetestumsdanisuarUssiliunanisdoansniensnainnasa

Study of basic knowledge of marketing communications, the importance of marketing
communications to marketing mix, relationship between marketing communications and the
management of digital marketing strategies, promotion mix consisting of advertising, sales promotion,
public relations, selling sales staff and direct marketing; in addition, the study of marketing mix
management and planning, and other aspects of marketing related to the management and

evaluation of digital marketing communications.
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pan. 412 FuNISHaIARIVIA 3(3-0-6)
DMK 412 Digital Marketing Research
sAuneu : @ould ma. 101 wag us. 207

AnwINsruINMTITensnaInRava n1seenuuuiinsidelimngduanunisalwasnineinsiid
9 Msduimeogns mylnseitoya nsasswuuiudeya Bmaiiudeya nisldadfuazlusunsudnsogy
lumsusgaiana Msdnauenan1sId LarmsusrgnAlinauIdeiunTIuNUNINaInATsa

Study of the process of digital marketing research, designing research methods suitable for
existing conditions and resources, sampling, data analysis, data collection design, data collection
methods, use of statistics and off-the-shelf software in data processing, presentation of research

results, and the application of research to digital marketing planning.

nan. 419 M1SUTMTIANTTRYaN1INANARTTA 3(3-0-6)
DMK 419 Data Management in Digital Marketing
dsduneu : @eula ma. 101

AnwinszuiumsuImsianisdeyalunisinisnainuudemmauasdenidia nseeniuuisnis

v v ' a

Wudeya nsdwundaya nMsiwszideyauasnisUssendldinseslenasdoyasieg Mvanwanglaniely

Y
'

uwannesuiAeaty il mavssifiunuamuesteyaiiey sziuanuiidefiouarauaonadoiiewild
afanagnsvsaununsaaInLazNsdnaulananisnainfdvialiegeliusednsnm

Study of the process of data management in marketing through digital channels and media,
design of data collection methods, data classification, data analysis and application using a variety
of tools and data in different ways available within a single platform, including quality evaluation of
existing data, levels of reliability and consistency, in order to create effective marketing and planning

strategies and digital marketing decisions.

man. 421  JUNUINITRAIARING 3(3-0-6)
DMK 421 Seminar in Digital Marketing
Fdsduteu : asuld ma. 101
AN¥INTANTUNUNNAIUNITIAIALUUATTaVRIBIANTTINTTT fafifusadnslulsemeuas
AsUszma W elvimuieanudiiauazauduima nasnautamiaieg uazuuiniudlovesesdns
uen9Indl SaSeudiasiindu nistieraruifiSeusnuszendld ieusuuseudla Tagl#asnsseavauos
uazmseAuTungu iewssumundounounsufiRnufuesinsmeuenluouan
Study of digital marketing operations of real business organizations, both domestic and

foreign, in order to understand successes and failures, as well as the various problems and solutions

of those organizations; in addition, learning and application of knowledge for revision through
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brainstorming and group discussion in preparation for working with external organizations in the

future.

NHUIVNANIZAIU-LEBN (24 Wiawhin)
mhefn (Ussene-UjUa-Anwisienues)

nan. 321 NAgNSNITNAIARIYA 3(3-0-6)
DMK 321 Digital Marketing Strategies
FrdeRuneu : @ould ma. 101

Anwnagnsiidanuddgdeniudiiavegiia mylzinmsiamnazuszgndlinagns
msnaalugsiands eahevinuzuazszaumsallumsiannnagnsmsnaiadivsnzasluaniunisalsag
nsAN¥INTEUILNISIUNSIUANAENSN1IAAINATIIE ﬂ’]iﬁ’]LﬁuﬂaQ%ﬂuw’mﬂﬁﬁai’mﬁ'ﬂmi(ﬂi?ﬁ]ﬁ@‘uLLaz
Uszidunalaeldnsdi@nvnduedeafiolunsuszanamiuiuazmaiaiiedmunnagnénisnaindaviald
pg19mLzEL NUlANANAZISTIUNINITITNAITAAN

Study of strategies important to business success, analysis of development and application
to marketing strategies in real businesses to build skills and experience in developing appropriate
marketing strategies for different situations; study of the process of formulating digital marketing
strategies, the implementation of strategies, including monitoring and evaluation using case studies
as tools for processing knowledge and techniques in order to formulate appropriate digital marketing

strategies in accordance with professional marketing ethics.

man. 322 msoenuuLiomuunIIRaInRaTa 3(3-0-6)
DMK 322 Digital Marketing Content and Design

ﬁﬂiﬁ’lﬂ’l‘iﬁ%’mLLNUﬂaEJquﬁ‘ﬂ’l‘ima’méj’JEJLﬁlﬁlw’lﬂqﬁﬁ’a (Digital Content) Lagn15iANaAMUELTa
awwazsauTomiunuiieliiinnisdwiaidion (Viral Content) lUsglmianmsrinlawanuude
Fennoaulall WioliiAanisnszaemeunslusweamsdedinunanivled 33assassdunulagaensy
nauihmsnguudedsauiflingonusuaznsiusluiuusudduiiendosdiodidnmsetnd

The study of creating strategic marketing plans using digital content and measuring success,
content development and compilation to create viral content, utilizing online social media
advertising to be distributed across social media channels and websites, methods of creating
campaigns to expand target audience on social media in order to increase sales and brand awareness

through electronic tools.
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man. 323 IAsedsilouazmedadunisnaInnava 3(3-0-6)
DMK 323  Digital Marketing Tools and Techniques

o w s ]

AnwLwIruAndAyreINagnsnIsieaIN1IaIaRvialuaInrategluuy Jinsentadey

Y

'
&

AMUEUSAVDILANLUYNITHBET NNTAAALUUNUSHRAT WLIeiipgawAllUyINATHRnYIdAY way

BoudEmsldnunsnainidva ieusslomilumssaunauiuusunudug vuwaymsnainfaa
Study of key concepts of digital marketing communication strategies in a variety of formats,

analysis of factors for the success of communication campaigns, affiliate marketing, sample campaign

guidelines from important case studies, and learning methods of using digital marketing for integration

with other plans in a digital marketing campaign.

man. 325  uinnssuasassdundeniva 3(3-0-6)

DMK 325 Creative Digital Innovation

aa o - ] o A

ANYIUNUINNNTYINUASI9ETSAVUE DA LNl luNI9N9LHUE DRIV ATIUAUE B laI AU

aa o a b a

NauKaLALe Beuiinvendnduiiondnnuaisassduudeniva Seusunumanudnassassanldluns

- a

wAnulavauuAendva warthnaluladfisossuldnudiodud e uanafdng

Study of the role of creative work in digital media for use in digital media planning, together
with other integrated advertising media; learning the skills necessary to produce creative work on
digital media, the role of creativity in the production of advertising on digital media and the use of

supported technology as part of digital campaigns.

man. 326  Msdanislavanuasdelawan 3(3-0-6)
DMK 326 Advertising and Media Management
AnwIUTEIR ANYNIY AUEIAY LasUITLANTDINTIAYAL unuInfivesdeusm sy
Tawan FAnwnfiannsadneassaduaulavan ssrusenevredunulavan Ussiandsiun nsnszaisides
LaYNISWINEATN MITRnsAeatudelavan nMsmasunssasidnslavan nsUseduuszansainns
Tawan naesaunguanedetaduiifsrdestunslavanuazmhsnuiiaiuayunisdnduanulasan
Study of the history, definition, significance and types of advertising, the role of advertising
management, the creation of advertisements, the elements of advertisements, types of printed
media, broadcasting, advertising media management, advertising campaign planning, evaluating

advertising effectiveness, as well as laws and regulations related to advertising and agencies

supporting the production of advertising.
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Aan. 327  N1399NLUULANLYNITNAIARINE 3(3-0-6)
DMK 327  Digital Marketing Campaign Design

Y

AnwesausenavdiAguesnsinuauydeaisnisnainnaia sauludanisduunngugiuansnd

A
AnIAN MNausUTeWNEemT TauazUsziiuna MauNLIUUTEIN Wagdseiliunannuduiavesuaudgnis
doansira salufimsaunldfnssuBsgns iz aurudenanssinag

Study of the key elements of digital marketing communication campaigns including the
classification of valuable recipients, planning communication channels, measurement and
evaluation, budget planning and evaluating the success of digital communication campaigns,

including the planning of appropriate tactical activities through various media.

fan. 328 NsIaARTUAIosdeA UL umesidn 3(3-0-6)
DMK 328 Search Engine Marketing
ANWILUIAR NSEUIUAS NSYINISAANARIBLAS B3slaAuMT (Search Engine) We38n15 Search

Engine Marketing (SEM) tuu Pay Per Click (PPC) way Search Engine Optimization (SEO) A28/ANAURY
(Keyword) ifgadesiududuazuinig ileaunsnaenagnénsnaialagldiadesiiodudu Ufuuss Click
Through Rate (CTR) Aaanau AuuadaianadgadeavanzauuasdvussAnsaiwaseiuidmunouay
InguUszasdmsihmsnainuudeuassULUUATYa

Study of concepts and processes of Search Engine Marketing (SEM), both Pay Per Click (PPC)
and Search Engine Optimization (SEO) methods, with keywords related to products and services in
order to be able to formulate marketing strategies using search tools, improving Click Through Rate

(CTR), as well as setting correct, appropriate and effective measurements to meet marketing goals

and objectives on media and digital formats.

Aan. 329  NINAIALUULIIAINA 3(3-0-6)
DMK 329  Inbound Marketing

ANWIMUIAR MENNT WAENTEUIUNIINITTININITANIARIENITaIAlugULUULSIFga Wrlamaile
dmfunsadienagnéilinismaiauuudiaga (Pull Strategy) lugUnuuiivaianatsuuuysanns Wy
nsnaaiiievn uden uled idesiodudu aamnednn uasTensuuuranrlefulndeaiife iefga

andrgudnsu wazuinsinudemnismainuud edeaueeulal Tasanunsaviauadoya 1ew
msedfiifigumasafungugndivane aansoaiseuduiusiazanunnifusionndud Uinsuay
04AN35379 aonIuTEUUSAlLTANIN SAAIRTiaLIs0aTUA LN IAMIALUULSIRIR A teFesile nagndlu
madsudAanailugandutmnouasmadensessuunsmanndalusifdinfussuunisiansgnandusiug
(CRM) TupeAnsgsna

Study of concepts, principles and marketing processes of inbound marketing, understanding
techniques for creating strategies using pull strategy in a variety of integrated formats, such as content
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marketing, blogs, websites, search engines, newsletters, and content on social media platforms in
order to attract customers to products and services through content marketing on social media to
enable presentation of important information and content of direct value to target groups of
customers, building relationships and ties to brands, services and business organizations, as well as
automatic marketing systems that can support inbound marketing, tools, strategies to convert
subscribers into target customers, and connecting automatic marketing systems to customer
relationship management (CRM) systems in business organizations.

fan. 330 MInaaruNguATidvEwauudeLardeIeAivia 3(3-0-6)
DMK 330 Influencer Marketing

= a

ANWIMUIAA UHNNIT KATNTEUIUNITNITVIINITARIAAIENITUTINTIANSTARATHIUNG AU

'
£ o Yala

dnsnavuFedentesulauazyan1addvia Msduunngudiansnaluudazsedu nsseyunanneasunedn

9 Y

v '3

yosEiiavEna UnumveiisvswauudeuaztesidviadouususLazsTIANAUM MsuImsdanisuas
Muunugluuvde om Femnulumsiomsinugddsnnaliussgdmnegsianas ingUsrasdnmanis
paneE1diusEaNSAImN

Study of concepts, principles and processes of marketing by communication management
through influencers on social media and digital channels, classification of levels of influencers,
identifying the main platforms of influencers, the roles of influencers on media and digital channels
towards brands and types of goods, management and planning of media formats, content,
communicating messages through influencers to meet business targets and marketing objectives
effectively.
pan. 331 NISHNIUNNAIUNTIAINRTYIA 3(0-9-0)
DMK 331 Digital Marketing Internship
sAuneu : aaulsiranizau-Uidueestioy 2 390

Anundndynuueaiusznouns mnufnaieassd manmamlenalunisasmugsialeaglide
AT N1TLNUNITIAIARIT NMFUFURMLATY Msumsgsiandviaegrnlusyuu wagmuwimislunis
uidgmiiunsmanaiiiddes Inedndnwazdedinnululasinisfinauvesmingtds melinisgua
1091587 UT N TASIN1s WieRneulueadnisdneg Wusuaulidesndn 200 $3lus wariindnwides
ﬁlﬂ‘ﬁ’]‘i’]ENWua':zﬂwaﬂ’l’iﬂmWULﬁlaéqu{ﬂm‘iﬁﬂﬂ’m

Study of entrepreneurial spirit, creativity, seeking out business investment opportunities
using digital media, digital marketing planning, actual work, systematic digital business management

and seeking solutions to related marketing problems, with students training in the university

internship program under the supervision of the program advisor or training in an organization for not
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less than 200 hours and students must complete a summary report upon completion of the

internship.

pan. 411 MFINUNULAZIATIZANIIRIE 3(3-0-6)
DMK 411 Digital Planning and Analytics
Jurderuneu : aoule ma. 101

Anwmgud wwafe nszuaunIs wazied eaflelunisuimanisnainlagyswaun sinvzuay
UixﬁUﬂﬁidﬂuﬂ15§mﬁwumuﬂWimawmLﬁéﬂﬂ%%ﬂﬂiaUﬂquﬂWiﬁWﬁwzﬁaﬂwwuamﬁauﬁﬁmaﬁaﬁaﬂiiumwa
nsnann lnolanizegsdmginssuuilan msudsduaztadedug nmsdmuanagns nsiawudiy
Uszaun1ani1snann 1IN Imensuiiniuunu wagnisauaunisaidununinismainddianiels
NANATLTITULALAINTURATDUMDEIAL

Study of theories, concepts, processes and tools in marketing management with the aim of
developing skills and experience in making marketing plans; the course covers analysis of
environment conditions affecting marketing activities, especially consumer behavior, competition and
other factors, strategy formulation, marketing mix development, and including guidelines for plan
implementation and control of digital marketing operations in accordance with ethics and social
responsibility.
man. 415  UszihudiAnmianisnainfaava 3(3-0-6)
DMK 415 Current Issues in Digital Marketing

Fnwviade wuafn s ufanagnémnamsnanaadviaasislmiluwiegsia vieiedesllolanns
Fadutauinisnenisaaialng 9iviuais viemdsdufiauls viaduwwilduiidfyluowan e
Uszlordlunmsnauinudn Lazn1svinauestndne

Study of topics, concepts, methods, including modern digital marketing strategies in the
business field or specialized tools which are the latest marketing developments, or are of current
interest, or are important trends for the future, in order to be of value to the development of

students’ thinking and work.
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man. 418 msmaradmsunisiuduszneunis 3(3-0-6)
DMK 418 Entrepreneurial Marketing

ﬁﬂ‘t‘ﬂUVlU’WlLLa3ﬂ’li%ﬂﬂ’l'i‘V]’Nﬂ’]'ﬁﬁlﬁ’]@ﬁ’m%’Uﬂ’]iLﬁuﬁgﬂitﬂ@‘Uﬂ’]'ﬁ ANYILAZ LN UNINITAAA
iedniugsfa lneRiansaunadedwindounislunaznsuenesdnsidenanssnuionisaiugsna
’JNLquﬂaqwﬁvmmmmmﬁm%’u@fﬂizﬂaumi 919 N1ILUSEIURAIR N1TAUARaIALTIMNNY N5
AUMINIaN15Aa1n Wleugaunandue uTIdue N15as1nsdud MNUATIALAEYeIMIINITIA
MUY LazN1TARETUNITNAA

Study of roles and marketing management for entrepreneurship, study and marketing
planning for operating a business by considering internal and external environmental factors that
affect organizations’ business operations, planning marketing strategies for entrepreneurs such as
market segmentation, defining the target market, market positioning, product policy, packaging, brand

building, setting prices and distribution channels, and promotional marketing.

pan. 423 NIINAIATENINUTEImNA 3(3-0-6)
DMK 423  International Marketing

AnwIANNAIAYYRINITRAIATENINUTEMARAE SEAULAN N1TTINNFUNIUATYINIVEIUTEINA
714 9 @annzinaenlun1susyine 1assas1anazn1sA iU uee9eIAnIssnIeUsEImna N15I98naNn
JENINUTENA NAENENITNAINTENINNUTEMA SUUTENaUMIY NagNSNanAuYkassIAEIMTURaINTENINg
Useine N5 Aa1neUsemna NSaLasIn1IIaInTEnIausEna nsauNukarnsiddIulsray
N1IAAA maamuﬁﬂmﬁaﬂsmamiﬁqLa'%um'ﬁé’wi’mﬂismﬂmgwaqmﬂ%“gmaLLasmﬂLaﬂﬁzju

Study of the importance of international and global marketing, economic groupings of
different countries, local conditions in other countries, structure and operation of international
organizations, International market research, international marketing strategies consisting of product
and pricing strategies for international markets, entering foreign markets, international marketing
promotion, planning and use of marketing mix, as well as study of policies for promotion of

international trade in both state and private sectors.
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man. 501 N1saTLUTURBUNgLe U TLavHilTaLdEe 3(3-0-6)
DMK 501  Celebrity & Influencer Branding
Anwihanudilandnniswaresdusenaulunisasiauusuiuana n1sasiuenanuallvinu
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This course will makes students understand the principles and elements of personal
branding. Creating an identity and presenting an image to create awareness and create a good
recognition for business as well as communication strategies and widening personal brand awareness
through digital communication channels and social media. The course also introduces the marketing
communication techniques such as creating and defining personal identity communicating through
storytelling which derive from skills, experiences, and personality, or from the way of speaking,

practice, and ideas that make one's identity different from others in order to create recognition and

enhancing the businesses competitive advantages.

man. 502 M3afkaENITUIIMIANNFNTUSTURaaY 3(3-0-6)
DMK 502  Evangelist Acquisition and Engagement Management
ANWINAYNTNINITAAIALALNITADHITNIIAIATUNITTINNGULIAYUNOATIGNATEAUATIN

nshaszideyaididnvoinqugnandimneglugiusidulfnniu nsduasizideyaiioasiaununis
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This course teaches students the marketing strategies and marketing communications in
mass gatherings to create disciple-level customers. Insightful analysis of prospects as a follower and
synthesis of data to create a follower management plan across digital and social media platforms,
including follower-building techniques. Maintaining your follower base as well as management and
risk prevention principles for crises affecting relationships and impact on organizations, brands, and

goods or services.
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man. 503 N1sUTINged Aadensldideanagnisimunyaanamdmsusurlgiouwes 3 (3-0-6)
DMK 503  Appearance, Voice Work and Personality Development for Influencer
AnwiAvaiumaiauas@aurlumsunngi minsfvesdurigiouweslunmsiiauedinu
wusud dudvdeuinis Tunsusmngiilufanssunisdeasuagnislavan saufsianssunisussanduius
seansnsaiy wmadanisaiiannzgin mswauyadnam Aavzaisesnides nisléidedlunisdoans il
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Study the technique and art of appearance for influencers posing in presenting a person,
brand, product, or service. Understand the principle of how to appear in communication and
advertising activities including public relations activities and leadership building techniques for
personality development. Learn the art of pronunciation using voice in communications to carry out
the transaction activities to support and promote marketing and sales. Practicing the basic acting and
personality development necessary to create charismatic and attractive follow-ups from your target

audience for business results.

nan. 504 MIkansiaRmUIYATNAN 3(3-0-6)

DMK 504 Acting for Personality Development

v
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A practical study of Basic Acting to improve personality. Focusing on self-exploration to

understand actor’s materials; body, voice, senses, emotions, imagination, rational motivation that

causes action. The adaptation of Acting in daily life.

fan. 505 mMsAnUfdRnsHARAeRIva 3(3-0-6)
DMK 505  Digital Media Production Workshop

Anvunadauazisnmsdeasirunimadeuln nsenwuunn nMsdauas MsdnesAuszney
A msldiedesilonazgunsaiuszney InujiRniseoniuuamuazmsmevidesunmadeulmegned
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The course aims to introduce techniques and the principle of visual communication
through moving image, design image, lighting design, composition, how to use various tools and

props, practice image design and creating the production artfully, including practicing the production

for publishing through digital media.
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fan. 506 MIUIMIIANSUUTUAITINAgMSuazAeasIUTUARATIA 3(3-0-6)
DMK 506  Strategic Brand Management & Digital Brand Communication

Anvmdnnisiaziundnuasnagnnisairauusuduaynsdomsuususuudendvia ndnnns
UIMSUUSUABINaeNSluliAveuiIreskusun 1W11999AUENoUvRINALVIENITATIHUTUA NTASILUTUR
luiaa duUsznoume IFVAYeILUTUA AMAIYDILUTUA AMSNYUZIUTUS UARNAMNLUTUA N15AVILA
FLAUILUTUA iwﬁﬂmiﬁmumﬂaQwa‘uaza%ﬁdLLN‘LNmmiﬁamﬂmiuﬁéf’saﬁaaaﬁa

This course will makes students understand the principles and concepts of strategic
brand management and brand communication on digital media. Understand the elements of a brand
strategy, brand model which consists of brand vision, brand value, brand attribute, brand personality,
brand positioning including formulating strategies and creating a brand communication roadmap on

digital media from the assigned case studies.

pan. 507 nsEnUURBankuuNIITN 3(3-0-6)
DMK 507  Graphics Design Workshop

Anwmdnnisesnuuunaiin noud esduszneunn JULULLazdlAdYRINITERNKUUNTITN
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mwdsenevdmiunisdeansludendva n1seenuuusdnes waznudulringiin

The course aims to introduce the principle of graphic design, color theory, composition,
form and style of graphic design, and the practice in graphic design to produce works for
communication arts, including illustration de-sign for digital communication, typography, and
infographic.
man. 508 Msdansladafnduasldgunuiessuudidnnseiinddwiugshaddia  3(3-0-6)
DMK 508  E- Losgistics & Supply Chain Management in Digital Business

v =
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Study of various e- commerce tools and the main information technology used in the
management of logistics and supply chains, such as in procurement, demand forecasting, inventory
management, production, packaging, transportation and distribution, customer service and others,

global logistics and supply chain management, including the application of different e-commerce

tools and information technology to logistics and supply chain management.

o

AT INTHANNAIVIA



28

Aan. 509 N13IANITAUAAIAGILAEASIFUAAmMTUTINARIYIA 3(3-0-6)
DMK 509  Inventory & Warehouse Management in Digital Business
Anwiganundnn1silesiunagidon1veanisinn1TauAIAIAGs ATUARUDUlEUIELAY
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Study of basic principles and content of inventory management covering policies and
purposes of inventory management, inventory costs, inventory types, inventory control systems,
determining inventory quantity, demand forecasting, materials requirements planning, strategies for
inventory control; in addition, study of primary warehouse activities, warehouse design, objectives

and mission of warehouse management, strategies for selection of warehouse location, types and

benefits of warehouses.

pan. 510 NISAAIALUUAIANITAILAZ AIHAIALUUSH LUITR 3(3-0-6)
DMK 510  Predictive Marketing & Marketing Automation

AnwimsnaiauuuaansaingAnssuvesnguidmneldaimi Ineldusslemianteyaidl
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This course will makes students understand the predictive marketing of the target
audience’s behavior in advance. Utilizing the advantage of the available information to formulate
marketing strategies and plans that can best meet the needs of the target groups, they can also
analyze data on marketing trends in the dimension of demand and consumer behavior that has
changed. This includes using technology and tools which be able to track consumers to make
predictions effectively as well as the evaluation of marketing strategies. This course also aims to
introduce the marketing automation by using software or technology as a tool to automate marketing

activities. The analysis of customer behavior to understand the needs of customers on the spot, such
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as email marketing, social media posting. and advertising campaigns to increase a personalized

experience to customers by using marketing automation technology to make work easier and faster.

af. 301 pspNAuNaAnNY 3(3-0-6)
CO 301 Pre-Cooperative Education
AnwwiAnuazaudilavesssuvaniafnwnasnaudunmsniouaunSounasinwea1um199)
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98198519a53¢4 nallansdeusenu wagnisiaue finvensudusenaunis AusIILASEEIIL TIUEN
95581055l YapsUfURlusEninmsufiReu wazanulasndeluaniulssneunis
Study of concepts and understanding of the cooperative education system, and the
preparation of various skills such as writing job application letters, selecting a workplace, job interview
techniques, developing communication skills, personality, team work, creating work through 5 S
activities, organizational culture, creative thinking techniques, report writing and presentation
techniques, entrepreneurial skills, ethics and professional codes of conduct, conduct while working,

and safety in the workplace.

an. 430 anfafine) 9(0-35-0)
MG 430 Cooperative Education
FdsAuneu : @auld d@d. 301 wardnan1zau-UInu 9819tloy 3 390
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Study of real-life work systems as an employee in a business to enhance students’
professional readiness through basic principled and structured practice; students must work full-time
for not less than 16 weeks or 1 semester, including work evaluation by their advisor and workplace;
students must record their progress at work during the internship and both complete a report and

make a presentation on their performace at the end of the internship.
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