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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.

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

Andunisyauaznisidoulssloauazduiuildifuused iWemsivfduiusmedsny
ﬂ’]iLLaﬂLUgﬁlu%’E]uua mMsFeuiiou wagnisesuiennuAndietuiEomsing 9 luusunnadanuuazgsia oy
yadumsnawrineensefusewarnsiaue mewalulaguaraufnaseEssa

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.

an. 103 ;wdanguluusunaina 3(2-2-6)
EN 103 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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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.

an. 102 anudunaiies wasmsitdsunlawesdany 3(3-0-6)
GE 102 Citizenship and Social Transformation

Anwianuvang Aadnuway ans nihiuazieinmvesnudunailosidludseilng dsnulan
wardanuduifluiagiuuazounan wu deuddva dunsyiamsssa Wudy Wedviviunisiasuulas
Y9I IANA19 TIAUTUITIDUTIN ?ﬁLL’mé’auﬁdqwa@iaqmm 4 97 feo ne Ta dnu way Joygn e
wionuumegsuiugpuludnsldensiinnuguuaglifondouldy

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.

an. 103 weluladuazuinnssudiieauian 33-0-6)
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.
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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, callisraphy and other related

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

An. 105 siusinsymsdsauuavUseinuinlmizedlan 3(3-0-6)
GE 105 Global Alliance and Emerging Issues
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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.

An. 106 mmimﬂmiﬁuLLazmsﬁmma*&iNQ’ﬂgu 3(3-0-6)
GE 106 Financial Literacy and Sustainable Development

Anwin1sdnnisuazdedulaninisiuegeliusednsua 11IN153nNsN1sRUEILYAAALAYNIS
89U TIINTRRILIBE 1B Tneguiiun1sysannsesRnuiNaennaeafuuSuNnuUg YUy Lavdany
& o W = v & = ! &
JudAny iielviiutadyvuazunmenisuntvegadugusssy

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 %m%zyiyﬂmm’mLﬂuﬂﬂizﬂaummazﬁﬂmmsﬁ‘]ué’ﬁﬂ 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.
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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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fiFl. 203 AsugAansiiesiu 33-0-6)
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.

NGIRVIN MUY
nu. 102 AHWUNEEINT 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.
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LA 301 Taxation
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ABe1NTANS 9 MMUUsEINATYINT warmFB 9 MAerdes Sulsun mERuliyarasssum MSRulFTRYARa
MBFULFN @ fide mByariiin MEgsiatens ensuand MEraning MFasswaniin uarn1Fdu
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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.

NANIYNTIUTIIN
ARl 102 ANAAIERSIINT 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 msiATgTinsaififionsinaulanisgsi 3(2-2-5)
BA 207  Statistical Analysis for Business Decisions
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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.
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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
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.

M. 222 NSURYTUTING 3(2-3-6)
FI 222 Managerial Accounting
FrtaRunou : @auld U, 200 wag N4, 212
Anwinslivsslemianndeyanetyiuazsunsiuiionsuimsnu mslaszsilasinisamy
N1SIUUTEU LLmﬁmﬁ'mﬁUﬁunu m'ﬁmi?sﬁé’unmmzﬁﬂﬂﬁamimqLLmuLLazmiéfﬂauklmadﬂwﬁmﬁ
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 MANN1INAIN 3(3-0-6)
MK 101 Principles of Marketing
ANwILUIAUAMAEITUNISAEIN AUMLNY TEULR ANNENADY wihfiwazusnisvemalnyiin
A9 NTIAUTTLANAUAT ATTINUKY NITIERDNYDININITINNUNY Weuen159351a1 warnsdaEsunng
Fwng NMshesekaznisdenaainlining dandenifianinanianisnain naenaun1sMIIENS
muammimmﬂLLazﬁm&nmmﬁlﬁmﬁulﬁmﬁumwmmijﬂizL‘Vlﬁ
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.
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n. 111 N5IANITRIANISLaENINEINTUYYE 3(3-0-6)
MG 111 Organization and Human Resource Management
ANWILUIAR N WY warntindnmenissnns 1Eua n15919uNY N153RRIRnTS A3EL ﬂ']iiqﬂfﬂ
n1sdeANT UALNIAIVANGIAY MABAIUNSIANISTIRRsENIIUSEWA TTNFnITEUUMSUIINTIUYARA
UszNaUA18NITINNLRUAIRIAY miaﬁmuazﬁmﬁaﬂqﬂmﬂi AITRNDUTL AU wazn1sUsEIdUNanTs
UftRnungluesdnis Taemidsdimalisuamosanminadesiiinadensinnisislulsemeuas
FEMINUTZNA
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,
personnel recruitment and selection, training and performance evaluation within the organization, by

considering environmental changes that affect management both domestically and abroad.

AN, 212 NIFIANITNUNAALAZNITALTUIY 3(3-0-6)
MG 212  Production and Operations Management
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USMNITAUAIAIAGY ARBATUNITATUANANAINVDIAUAILALUINT
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 miL“fJuliiﬂizﬂ@UﬂWSLL@SﬂWﬁW&NUﬂqiﬁ% 3(3-0-6)
MG 222 Entrepreneurship and Business Development
wtdunow: aouls an.111
AN¥IAINYNIE UNUIN ULy ﬂmé’mﬂmmazﬁﬂwmm@ﬂﬁzﬂaumi AnginazUszdiulania
msgstaftonammsdudusznouns Muuauuimenisddugsisluguuuuvesunussiaieldidu
wmslumsimusiieynanisdiiugsienss aaensuUssiiumnuidesfientasinansenusiegsia
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.
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AN, 429 MIINTBINAGNS 3(3-0-6)
MG 429  Strategic Management
Fwdadunew: aould 9n.111 9n.212 #18.101 wag N9.212 viselasuauiRaInAuUA
AnwInguy nann1s LLazﬂssmummwumunaqwﬁ Anszianzundsuienislusazaieuen
aqﬁmiﬁdmammiﬁmumﬂaqwé LLaSUuiiuﬂﬂﬂiﬂﬂamgﬁﬂuﬂﬂiU%M’]iﬁq’ﬁﬁﬁ]@i’lﬂ5] Lﬁ@lﬁff’mmuﬂaqwﬂumi
as1emnulaiuseumenisudstu irunsldinudiasmnegsia M%@ﬂiﬂjﬁﬂ‘iﬁ’]ﬁLﬁ@‘ﬁu%%ﬁﬂwﬁﬁﬁﬁm%{lu
insesdlelunsiinsiest Maukunagndaznsindulanisgina
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.

NAYIYINN
an. 014  awdangudmiunsiseuslan 3(3-0-6)

EN 014  English for Exploring the World

Wawanuasalunisieus wazdrsiannuduluvedian wu Auuinnssy suiausssunay
wwauAn Tasnssruuandountvdinguuarnisldimaluladusenounsfeudislusasuoniiouson
suidnineriunsiuagyaluanunsaiivanuatsnnmsGeudienueduios fiRmamsas

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.

an. 331 AYIBINGUTINATIUHUR 3(3-0-6)
EN 331  Practical Business English
Gouduasfinlinwdinquesiaiiedndedoansllduanuiidenis wu nmsldnwdnguilens
vodayamsdadedudmaanmnenieduimedidn uagnsldnunsngulumsdearsneluosdng s
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.
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an. 332 AW uIINALenN 3(3-0-6)
EN 332  Professional Business English
Bouiuariinmslénwnssnqugsialaedisiiondn e luldRnsedeamsmagsialuaniunisal s
7 wu Msldnwsinguiiienisiasaeseananisd msld mudsngulunsiiaueduduazuinig (Ju
Ay
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.

1 = v o o/ ] a
NANIYUINIZAIU-UIAY (27 RUWNA)

mhefn (Ussene-UjUa-Anwisienued)

man. 101 wdnnisddnyvesdonsulativaznisnainfdsa 3(3-0-6)
DMK 101  Essentials of Social Media & Digital Marketing

Anwuagliaszsiiundn nguf uardivgniiunsdeaisnsnainfavafdimuinisnainms
?‘iamsmwmmé‘ﬁﬁu quﬂ”li?llam'imimmﬂLLu’ﬂmJ'LLUU 2 19 (Two way Marketing Communications) Uu
nounanrlasy vaiulediia Tuvieled uasuenndinduniugunsaidoansildauiai Wudy s
JisesingAnssunisdeansvesidsansuaze uansaasia lomilthiauerunisdearsnisnarafdvai
donAneaiuguLaa

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 nswnladeyaednuazngAnssuduslaa 3(3-0-6)
DMK 202  Consumer Insights and Behavior
wrtduneu : @aule ma. 101
Anwmdnnisuasnnuiiugudnuieine ngdnssuduilon mslemeitiaduaslusazaneuen
fslavswasongnssuguslandmsunismannaavia nMsinsznszuaunsidulate deusznauludenis
pyzudndsleun ﬂ’lii’)Ui?@Jsthjmﬂa AsUsuduniaden nsindulade wazrnisussidunandanisde
maamumiﬁﬂmﬁdmﬁ{fﬂwqﬁﬂim@ﬁiﬂﬂﬁﬁy’uﬁugmuazLLmI‘fI:,JmiLU?{EJuLLUaﬂmmﬁuwmmsmmm
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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man. 311 NI5IANITHANAUTILAATIAUAN 3(3-0-6)
DMK 311 Product and Brand Management in Digital Platform
Fwdsduneu : @ould sa. 101

AnwuuiAnuaznguiiierfunsinniman fueitazasdudn nagndnisuimansaudnlsd
AAT NTUTITANENEAANI N15IANUINEAA I NSNS kaEa UYL N15UTINS
wAn sz AuA LAy TinNEn e VudsuatesmnansmanRIvia avnLAENNTUANLAD
AUAUMAIVDINITUTI TIUA TURAR AU LAZATIAUAN m‘aﬁmumﬂaqmédauﬂizammﬂmimmmﬁluw
donndesiunagnsuaninsiuaznidun n1sasnsduiliauisoudsdulalunainlan nasnauunum
Yosiguratitlionsudmsuanfusinasnaud uaznsuimsnaniasitarnsiaufegisdiaiesssy

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  msdRntsmsReTImkaTsUYsTIng 3(3-0-6)
DMK 312  Pricing and Budgeting Management
wtduneu : @ould ma. 101

ﬁmﬂ’]LLu’JﬁﬂLﬁﬂ?ﬁUﬂ’]iU%WﬁLLﬁ%ﬂ’]’i’J’NLLNuﬂﬁqméﬁ’mi’]ﬂ’]LLUUﬁ%ﬁa Wlsvnelumsiesansialy
seiufHanuasindming naenaum Tl zianinuIndonynansutsiuiioadsnnuiisnelogsgaliiiy
AUslaa wazadanulaeunamaudatu AnwiiEnsmensalnuden1sMIINITnaIn Aaenaun1sin
JuUTEIU AlE9I8N9N1TIANALAZNITATINE VLAY TUTLHUNAN TALEUIU

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.

aan. 316  NISUINITOMINIIAAIARITARUUREUTe M LazAaaTeeBEnnsedind 3 (3-0 - 6)
DMK 316 Omni-channel and E-Marketplace Management

ﬁﬂmmwﬁLLawé’ﬂmssuaqﬂ’1iu'%mssu'aqwmﬂ'ﬁmmmuuumﬁmwuwmuﬁdaﬂmqLLawmms‘?‘Ta
vedudrnugemisesulall nuiadilanumneuasauddyresnsysauinisideusdevesdomis
nMsnaanmanmnadeuasialutlag i Tudsmsusegndliinalulad in3esilouaznagnseng q Aldlu
msu’%miﬁdaamama'w%siwﬁﬂsz%m%mwmﬁLﬁmmﬁu,azﬂs:ﬁL:ﬁuﬁﬁaaﬂaﬁswswmﬂézj'aﬂmamﬁmu”]mﬁa
iluldlunisiadula Junildaagonnadeliindnuivinsuasenuiiisndulumsuimsdemienisia
SIMIERUURE TN IaDRILRA AT e RSN s AN UsEANS A

To study the theory and principles of Omni - channel and E-marketplace management.
This course covers the fundamentals of Omni-channel and E-marketplace, including their definitions

and the importance of their integration in today's business environment. Students will apply various
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technologies, tools, and strategies to manage these channels effectively. This course will also delve
into the analysis and evaluation of data collected from these channels and its use in decision-making.
This course aims to equip students with the skills and knowledge needed to effectively manage
Omni-channel and E-marketplace operations.

fan. 314 mﬁmm3m3?1'6217imﬂmimmmw‘uyim’]mﬁ 3(3-0-6)
DMK 314  Integrated Marketing Communication Management
Awtadunou : @ould ma. 101

ﬁﬂmmmilﬂyaﬂﬁuLﬁaaﬁUﬂﬁsﬁaaﬂinﬂﬁmam mmé’wﬁm%qmigamimdmsmamﬁ"uﬁ'w
Usgaumnan anuduiusseninsmsdomsnanisnaiatun1suimsnagninieanisnainfdvia dauuss
aunsanaunIsnann Feszneumenslavin nsduaiunisue msusnduiug msnelaendnau
P UAZNIIAAIAVIINTY UONIING TIANE1N1TUTMTAILUTZANUNTAUATUNITNAINRALNITINIREY
maamumimmmﬁmguﬂ fiRedestunisianisuasUssifiunanisdoansnianisnainidsa

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 commmunications.

pan. 412 3UN1IRaINRNA 3(3-0-6)
DMK 412 Digital Marketing Research
JdsRuneu : @ould ma. 101 wag us. 207

Anwnsz LI sIsunsmaniana nseenwuuisnsidelimnsiuanunisaliuasninensiidl
8y N1gudiegns mylwmzideya msaduwuuiudeya Bmsiivdeya nsléadfuazivsunsudiiagy
lun1suszaiana nMstiauaran1sIde kazn15UssynalinauideiunIsIURUNITIAINATA

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.

man. 419 NSUIMIIANTToLANITAANAFTVA 3(3-0-6)
DMK 419 Data Management in Digital Marketing
Fdaduneu : aeuld ma. 101
Anwinszurumsuimsinnisteyalunsvinisnaiauutesmauazdendsia mseenuuuisnig
\Futeya msduundeya nmsineideyauazmsUszendliiedesiionasdoyasieg finarnvangldnngly
wwanvledufeiu siufs mavszidiugunmuesdeyadiiley sefumideiiouazamuaenndesiiotily
a9nagnsvawNuNIRaInLarNInaulanINIInaInfAdvialaegeliusEansan
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

ANUIINTIANRAINE_V.67.1



17

existing data, levels of reliability and consistency, in order to create effective marketing and planning

strategies and digital marketing decisions.

pan. 421  dUNUINITRAIARINA 3(3-0-6)
DMK 421 Seminar in Digital Marketing
Jtaduneu : @ould ma. 101
ANWIN1IANTUIIUNIAIUNITAIARUUATITATD98IANTTINDTTS e duesdnslutssimauas
A1auszina delimsuiinnudidanazanuduinas AaoAUd Y1199 LaZLUINIUALUUDID9ANT
uenanil dadouduariindu nMaiiermuifidounndseendld Weufudgaudle Ineli38nsseauanes
wazmseAUTIENgy iewsuramienneunsufiRnuivesdniaeuenluouiag
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
brainstorming and group discussion in preparation for working with external organizations in the

future.

nguvUANIEAU-1REN (24 iIBin)

mhefn (Ussene-UjuR-Anwisienued)

nan. 321 NagNSNMINAIARIYA 3(3-0-6)
DMK 321 Digital Marketing Strategies
FyrdsRuneu : aould ma. 101

Anwnagnsidanuddgdennudiiavesssia nslnsginsiauazssgndldnagné
msmaelugsiante ileadeinuuasussaunsallumsimunagvdnisnaiafimangasluaomunisalingg
N3ANYINTEUIUNITIUNITAIIMUANRENTNITNAINATIA msﬁﬂLﬁuﬂaqwﬂumwﬁﬁai’mﬁgﬂmimaﬁ]aa‘uL,Laz
Uszifiunalagldnsddnvnduniosdelunmsuszinamnuiuasmedaiiormusnagnsnisnainadsiale
9819mZEN NElANANITIFIIUNIIVITNNITNAN

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 n1sepnLULemuUNIAaRRITA 3(3-0-6)
DMK 322  Digital Marketing Content and Design

Anwnsadisununagnsnisnaiadeiiioniidia (Digital Content) uagnisiamanatud s
WamnuazsuTiemdunuiielfiiansdeseiiom (viral Content) TUsslemiannmsvilavanuude
Fenuoaulall wieliiAnnisnszarameunslusweomid edsrusansiuled 33as19assduauyvens
nauihmneuudedsnuiofinsenueuaznsiuilusiuusudduimelndosdodidnvsetind

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
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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.

man. 323 iesesfleuasivaiadiunisnanniara 3(3-0-6)
DMK 323  Digital Marketing Tools and Techniques
AnviunauAaddyenagndnisdearsnisnainadsialunarnanesuuuy Tinsegidadeg
audSImewmaUyn15deas N1IRaIARUURLSTAT wuan1eiiegwAUyInnsdAnwddY uay
Fouditnsldnunismainiasia eusslovilumssaumanufuunuanudug vulasgynisnainaasa
Study of key concepts of digital marketing commmunication 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  winnssuadassduudenisa 3(3-0-6)
DMK 325 Creative Digital Innovation

AnwunumnsieuaiassAuudeddva weldlunisnunudendinasiutudelavauuy
NeNa LAY Bouinuesiduiuiendnnuaisassduudenivia BouunumeruAnainsassaliluns
nanlevauudendva waziinaluladiisesfuinldnuiialuduviweuaudgyidia

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.

an. 326 nsdanslavanuazdolawan 3(3-0-6)
DMK 326 Advertising and Media Management
AnwUsed Anumune Anudde wardssinnvesnisiavan unumminfive wheuimsauy
Tawan Anundinisadreassiiunulavan ssiusznovvesiuelasan Ussandsiud msnszaneides
WarNITUNININ MITnsAafudelavan nsnsNLnTsusAn1slavan nsUssiulseansainns
Tawain paeasungunedetafuiifsdestunslesanuasmhsnuiiaiuayunissdndunulayan
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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Pan. 327  N1999NKUULANLUYNITNAINATIA 3(3-0-6)
DMK 327  Digital Marketing Campaign Design

AnwiesdUsznevdfguosmmhuaulgyieansnsnaindavia sauludanssuunngudfuansiil
ARUAN MALHUTEIMEDENT TanarUseiduna 1aunuIuUszann uazysefiunanudniavesamlaynng
doansAavia auluanmanauuldfanssudagnsisiuengauriudenananige

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.

an. 328 MsmaartuAIasledumuuBumesdide 3(3-0-6)
DMK 328 Search Engine Marketing

ANWILWIAA NTLUIUNTT N1SVIIN1TAAIAR8LAS Bad oAU (Search Engine) Wa33ms Search
Engine Marketing (SEM) WuU Pay Per Click (PPC) wag Search Engine Optimization (SEO) AR8A1A UM
(Keyword) ffedostududuazusnng L‘WE]ﬁ’]@J’]iﬂ’J’NﬂaEJVlﬁﬂ’]W]a”lﬂIﬂEJIEULﬂiEN@JE]ﬂ‘Uﬂu U3uuse Click
Through Rate (CTR) Aa9AU ANNUAAITANAT qﬂmENmmuaml,av:uﬂivawﬁmwm&ﬂ‘ULﬂmmmLau
Snuszasdnisinsnainuudeuas sULUUATYIa

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.

fam. 329 mmmmwmmﬁq@ﬁ 3(3-0-6)
DMK 329  Inbound Marketing

ANYILUIAR NANNIT LLaSﬂizmumimiﬁﬂmwamﬁwmimmﬂiugﬂLL‘U‘ULLiﬁQQm Wlawmadla
ﬁ’m%’umm%‘mﬂawéﬁiﬂ’fmimamt,wﬁmm (Pull Strategy) ‘L‘LmJquﬁﬁmﬂ%mmwummms L
mimmmuam ‘Uaaﬂ L’J‘Ul‘lﬁm Lmamaamu NN LLﬁ”i’]‘EJﬂ’]i‘U'ULLW@WW@?MI%L%’U&&IL@H L‘W EJ\'NGW]
aﬂmamamﬂm% warusnsnIwd eninsmatauud ederneoulay Iﬂammmu%auamaua o
migmﬂmwmmmmqmﬂqmgﬂmLf]mma mmmaiwmmamwuﬁuazmmr;dﬂwumammum UINIHaE
aﬂﬁﬂiqsﬁa maammwué’miuﬁavmmwmmﬁa’lmiaaﬁuaﬁgumimmmLL‘U‘ULmﬁ\‘i@m w3eaile ﬂaqwﬁﬂlu
madsudRenaluggniitminsuasmadouseszuunsmanndnlusifdfuszuunisiansgnanduiug
(CRM) TuaeAnsgsng

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
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

ANUIINTIANRAINE_V.67.1



20

subscribers into target customers, and connecting automatic marketing systems to customer
relationship management (CRM) systems in business organizations.
man. 330 MspaArunAuALTIESWaUUAsLAT TR s 3(3-0-6)
DMK 330 Influencer Marketing

ANYILUIAN UanNNIS LLa3ﬂ33mum§miﬁ1mmam51"3EJma‘u%mﬁﬂmsﬁlamm'mmjmuﬁﬁ
vwavudodsaueeulaviazdomnanda msduunnguiivinaluusiazszdu maszyunanilesuvan
vosgilavEna unumuearivEnauudeuarvemneidviadeuusudiarUssanaui msuimsianisuay
MaunugUuuude e femnalumsdeansiiudidvinaliussatimnegshauar ingussasdnisnis
AANBENLUIZANS AN

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.

man. 331 NIENUNNRIUNITHAINATYA 3(0-9-0)
DMK 331 Digital Marketing Internship
wrtaduneu : aauliivanizau-UiRuagisdey 2 391

Anwdndyauvesiusznouns mnufnaineassd msuamamlenalunisasmugsialaglide
A391a N1URUNNTIAIARATE N15UJTRNUAZ MIudmsgsiafdviaegiauszuy wazmuuamsluns
uidgmiumsnaniiieites Inedndnwiazdesdinaululasansil nuveswmine1ds meldnisqua
193158 7UT N lAseng vieRineulussdnisingg Wusaulitesndn 200 9lus wariinAnwdes
5@ﬁ151801uaqﬂmamiﬂﬂmuLﬁaéuqmmiﬂmm

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
less than 200 hours and students must complete a summary report upon completion of the
internship.
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pan. 411 N9 NLNULAZILATIZANI9AITA 3(3-0-6)
DMK 411 Digital Planning and Analytics
Judaduneu : @ouls ma. 101

Anwmgud wwadn nszuIuNns waze3 eslielunisuimsnisnainlaessinu Wnwezuas
Uszaunsallun1s9anILNunITnaIn LﬁuamﬁﬁmﬂiaUﬂqmmﬁmiwﬁamwané'amﬁﬁmaﬁiaﬁﬁmﬁmm
nsnann lnglanzedisBanginssuduilan nsudstunasiadedug msfvuanagnd mswaundau
USTAUNNNITNAIA FIUDUWINIINITU TR LAY LLasmimwlumiﬁﬂLﬁumumqmwamﬁ%ﬁams’lé\}
NANITLFITULALAMUTUNATOUADEIAY

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  UsziudAmnensnainfavia 3(3-0-6)
DMK 415 Current Issues in Digital Marketing

Anwihde wunda A3 rufsnagninisnsnaiafdvaadislmluiiaegsia viewdesdeanis
Faduiauinismeniseanlndgfivuade vierduduiaula niaduwunliuiddyluouan i
Usglorulun1siaiulnuan wan1svinauvesindng

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.

man. 418  nisnaiadmsunisiduguszneunis 3(3-0-6)
DMK 418 Entrepreneurial Marketing

ﬁﬂwwwmmmsmﬁ@mimdmimmmﬁm%’umiﬂuﬂﬂimaum3 ANBILAZINUNUNINITAAN
wlafifiugsia Tnsinnsaniadedandounelulas neusnasdnsiidssansenudonisduiugsia 1w
ﬂaq‘mﬁmqmwmmﬁm%’u@ﬂizﬂaumi 917 NIUUIAIUAAIA NITAINUARAIALUINLIY NITINFTLAUS
N19N159819 UlGUIEAUNEAS U UTTRAI N15ATNATIAUA AMUATIAKATYBINNNITINT MUY Uag
NIAUATUNITHAN

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.
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pan. 423 N1IRAINTTNINNUTLNG 3(3-0-6)
DMK 423 International Marketing

AnwiAnudAgreINITnaInsEnItUTEmALa sEAUlan N1ITINNGUNILATYFNAVOIUTELNA
AN 9 @nzwIndonlunsUTEma 1ATIE59as NI UTI09ANTIENINUTEINA N1TITURAINTZRIN
Uz Nagnsn1snaInTenInysewme sulsenaume nagnsnandusiwazsmdniunainseninalsene
N3dgaaina1Usema NSELASUNITNAINTENINUTENA N15IRHULAE NS ITEINUTTANNITRIATA
ma@ﬂﬁluﬁﬂwﬂaﬂuiﬁluqﬂﬂﬂiﬁﬂLﬁ%mﬂ’liﬁ’]Gi’NUi%LVIﬂﬁ’jﬂﬁUaﬂﬂ’lﬂ%ng’]aLLaxﬂﬂﬂL@ﬂﬁﬁu

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.

pan. 501 nsadanuTueungeuesuasiiideldes 3(3-0-6)
DMK 501  Celebrity & Influencer Branding

Anwianudilandnnisuazesdusenaulunisasiawusudyana Msaisendnualliiu
fmunazmsthiauenmdnuvaliAnnsudiesiinnisandiifsesanullangsie swdanagnsnisdedns
wazmsairsssuiliunuusudyanaluianig iudemnanisdeansidsiauazdedsauesulay iiumada
msdeansnisnann liuA nsaeuasivuainu nsdeasdenisidnies anvinue Ussaunisnl uay
yAdnAM 3091n3BMIyn MIUFUR uaz uwdnsieg MilrAsendnvaluanmsangdu eaians
wnduaglisunsatuayuiieligsfaidolduTeumenisudedu

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 commmunication 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 N1IATILAENITUTMIANNFNRUSTURFRaAL 3(3-0-6)
DMK 502  Evangelist Acquisition and Engagement Management

ﬁﬂ‘mﬂaqma‘mamimmmLLazms?iamimima1Gﬂ,umiﬁmﬂq':uma%mﬁaa%fw@ﬂé"ﬁzﬁuanﬂ
mslingideyaidednvengugnandmnslugusidudfony nmsdunszideyaiioaiaununns
Uimsinnisganaaluunamiesudendsiauardodsausoulating 4 sudanadanisadreg@any s
SnwgugAnnaliased aasasuvdnnisnsuimsinnisuazdesiuanudssdmiuanzingiiuasie
ANUANRUSLAZ NANITNUADBIANTLUTUA WaAUAINIBUTNNS

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,
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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.

man. 503 MsUsINg Aavznisldideuasmsimunyadnaind miudurgienwes  3(3-0-6)
DMK 503  Appearance, Voice Work and Personality Development for Influencer
AnwiAvaiumadauas@aUrlunsunngi msnsivesdurgeuweslunsiiauediny
WUTUS AUAINIOUINNT Ium'i"diﬂﬂgﬁﬂuﬁf\]ﬂ'ﬁﬁumiﬁammazmﬂ%wmﬂ sdafanTINAISUTERENRUS
seansnsais madan1sadianedih mswauyadnam Aavsaseenides msldidedlunisdoans e
ALTINTIENT AANTTUATUAYULATALASUNITAAIALALNITVILTINEINTT ?Jﬂ‘dﬁﬁ’amnmm%’uﬁugmummi
Waynanamiidndudeairsauinazussisgalalfifnnsinauanngudmnefionadnsnisgsio
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.

pan. 504 mnmmﬁaﬁwmqﬂéﬂmw 3(3-0-6)
DMK 504  Acting for Personality Development

Anwuagfindurinugiiugiuresmuans wunmsdsanueaiie Seuduanidnlaingiuiugu
vostfnuans A $19me 1dse Uszamdnda ersuaianuidn Juauinis wmes wazussgslafineliiAnns
nszviieliAnauilaludngnmnisuansesnuesnuies uazannsnagihluldlunsuiulsayadnnim
Usggnaltiuansnuiiieademieludinuszdriu

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.

pan. 505  msinUfRnsHARdeRdvia 3(3-0-6)
DMK 505  Digital Media Production Workshop

Anwmadawarisnsdeasiunimedeulmn nMseenuuunIw N15TALEs N15SRBIAUsENeU
am msldiaiesfionargunsaiuszneu Anujtinisesnuuunmuazasteyindesunmiedeulmediedl
favy yawdinsaufiunsudanuamiedeulmifiowsunsinudeniva

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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Pan. 506 MsUIMMIIANSUUTLUAITINAgMSuarAeasIUTUARAYIA 3(3-0-6)
DMK 506  Strategic Brand Management & Digital Brand Communication

AnwmdnnisuazuuiAnyesnagnsnisaiiausuduaznnsieansuusuduudendvia ndnnns
UIMsuUsuRdanagnsludfveadnvasiusus 1W1laeeAUsznoureInagnsnIsasuusua N13as1auusud
luina dulsenaume TduMIUeMUTUA ANAIYBILUTUS ANGNBUZLUTUA YAGNNTNWUTUA N13ATUR
ALAUILUTUA 31345\‘1ﬂ’]iﬁmuﬂﬂaqwﬁ‘uasa%ﬁﬂLLNmmmiﬁamiLLUiuﬁﬁ’wﬁaﬁ%ﬁa

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.

mam. 507 MsEnUURRanuuUNIITin 3(3-0-6)
DMK 507  Graphics Design Workshop

Anwinanniseanikuunsiin nguid ssrdsenaunn gULLUULLazalmésuadmiaaﬂufuumﬁ\lﬂ
warmsfinujuAnisuszgndlindnniseenuuunsiinitiensdnnuduiinaaians wu sueeniuy
andszneudniunisdeansludedivia nseenuuuiidnus uazaudulringiin

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 nsdnnisladafnduazldgumumessuudianvselinddwiugsiefdia 3 (3-0-6)
DMK 508  E- Logistics & Supply Chain Management in Digital Business

Anwnpsasdlemduddidnnseiindsng q wazwealulaansaunaiiddny Jldlunsdnnnslad
afnduarligUnu Wy n13dnde nswensaigUasd n13dnn1sdudAInds Mawan n1sussie v
wazAsnsEBdud Mmsliuinisgniuazdug swdamsieuedesiieindesiiendvddidnnseindsneg
wazwalulagansauwmenUssyndldlunisianisladafinduasdnnaneiy

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.
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man. 509 N1IINNITAUAMAIRS LAY AREUAMEMUTINAATYEA 3(3-0-6)
DMK 509  Inventory & Warehouse Management in Digital Business

Anvnfsatundnnadesfusandenivenisinnisdudiands asounquiisulovisuas
TUTEAIATRINITIANITAUAIAIAST AUYLYBIAUAIAIART UTENNUDIFUAIAIATY TEUUNITAIUANFUATIAS
ARY NIMNUAYITUIUVDIRUAIAIAGS NITNEINTAUAINADINT N13INUNUAIINABINITIEN) ﬂaqwﬁums
PuAuALAIARE wonanil Ssfinyifaianssundnvesadsdudn n1seenuUUARIAUA nqUIzassuaritus
Av98an133AnTs AdsALA nagnsnindeniiaiinavesndadud Ussinnuesndsdud wagtsslonives
ARIAUAN

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.

man. 510 N1SRAIALUUAINNITAILAZNITAAALUUSRALUIIA 3(3-0-6)
DMK 510  Predictive Marketing & Marketing Automation

F‘Tmﬂ’]ﬂ’]i@a’lﬂLL‘U‘UF’]’]G]ﬂ’]iﬁJWi]Glﬂ’ii@JsdENﬂaiJLﬂ’mu’]EJI@ﬁNWlJ’] Imﬂ%ﬂsﬂ%ummammuaa
L‘WEJ’JNﬂa‘EJ‘VlﬁLLa LLNuﬂ’ﬁﬁ]ﬁ’?ﬂ‘VI?ﬁm3@@8Uﬁuaﬂﬂ’l’13~lﬁaﬁﬂ’ﬁsﬂENﬂalIUj’Wﬁﬂ81‘1%1@68’1\‘1@%?1@ uaﬂmﬂu N
ﬁ’]ll’]iﬂ’)Lﬂi’]%‘lﬂ‘U’e]Z,luaLL‘U’JIulW]NﬂW36]6’]@1‘14&1G]‘U’e]ﬁﬂ’l"lll@]’e]\‘iﬂ’ﬁuag‘wqmﬂiiiJliJJUﬁIﬂﬂ’J’]ﬂJﬂ’]iLUﬁSULLUGQIU
og11ls ufsmsliiieaiomanaluladidanuiuilnafioviune naaeunagnsmansaanalieged
UsgAnsnm mufsdnwinismaiauuudaludadienisldsenduiviemeluladuiduedasdoiiovhianssy
N19N13aAlAedRlulf YI8TiATIeringAnssuveIgnan W1ladenuRen15vegnAlangegn Ly
nsmann Kudima nstnadledeaiiie wazweuglavun Wefiuuszandam weudsyaunisaliidu
dhui Tifugnédemsliivalulagnmsmanasaluifgaslimahauiuheuasnity

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
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.
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pan512  nsdeasnnAuiAIva 3(3-0-6)
DMK512  Digital Brand Communication

Anwmguiuazndnmsieasmsaiisuusudluunanosuiiviauardedinuosulatl asounqu
wAllARIg 9 19U SEO nMsmanuudediauseulal nsnatariudiua uaznslasandeseulay WnAnw
mmmwwu%mmﬂmwaamﬂaaqﬂULﬂmmsJLﬁmﬂaEmﬁﬁuaammummwaimLuumiLLmﬂaum'ﬁ'ﬁuUﬂam
aﬂﬂ”lLﬂ’]‘ViZJ’WEJ@ﬂ‘VIQ‘Lmﬂﬂ‘hﬂa?ll’]iﬂ’lLﬂi’] Wuaua MuNSEifAnyY wazeui ldsuteunanesing ‘]’rmu:u
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Peduindeulrigsiaiuls

To study the theory and principles of effective communication for branding in digital
platforms and social media, this course covers various techniques such as Search Engine Optimization
(SEO), social media marketing, email marketing and online advertising. Through assigcnments and case
studies, students are expected to develop campaigns aligned with the brand's strategic goals with
the determinations of target customers and data analytics. Students are equipped with skills and
knowledge necessary to create brands and to build the brand identity which drives the business
growth.

MaA.513 N1IVIBULALNIILITINDITDI0E 1991 TN 3(3-0-6)
DMK513  Professional Selling and Negotiations

ANEING B LA NANNITUDINALNTNITVIULAZNITIATINABTOL N1TTXYAIINABINITVBIGNAT
nssaiununsvedlduinlawasnnsadeanuduiudi gl uiugndniuaud ldsuseunune uas
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gommiuAauznsliuinlafielissaunudifalunmsnoiaznisasailugsiagraimnsusng

To study the theory and principles of selling and negotiation, including collaborative and
competitive tactics. Students are expected to develop skills in identifying customer needs,
approaching customers, crafting persuasive sales pitches, solving potential conflicts and building
lasting client relationships. Practical assignments and case studies focus on managing objections,
closing deals, and maximizing profitability. With a strong understanding of persuasive communication,
students will be equipped with practical skills to succeed in sales and negotiation across various

industries.

pan51d  ufnnssuuazmalulafnisnanndaviadugs 3(3-0-6)
DMK514  Innovative & Advanced Marketing Technology

Anwdanguisuiniawasndnnisussendliuinnssumamalulaglunisnainfdvianseungy
Wannnisvaswinnssune malula8eUflng wu Jygivseivg vdenwu wazmaluladaruasuaiion
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This course aims to provide theories, concepts and principles on technological
innovations in digital marketing, as well as the evolution of technolosgical innovations in digital

marketing and emerging technologies such as artificial intelligence, blockchain, and virtual reality. For
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the objectives of this course, students are expected to be able to examine the ethical and legal

implications of adopting technologies for creating effective marketing campaigns and strategies.

Man.515  NsmanARdviadniugINauing 3(3-0-6)
DMK515  Digital Marketing in Service Business

Anwdmquiuuifauasndnnisresnisaaadavialuuiuntessiauimaiaunsidinsui
anfeeulaunsdaauuimMidva lUautansdnnisanuduiusivgne dnAnwazlaiseuiuaziiasien
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This course aims to provide theories, concepts and principles of digital marketing in the
service business context, starting from online customer engagement, digital service delivery to

customer relationship management through assisnments and case studies.

Man.516  NNSAANARRTIALUUSININBTINI (B2B) 3(3-0-6)
DMK516  Digital Marketing in Business to Business (B2B)

AnwmnuiuuiAnuasdnnisueinanatn ArauuugsRaregsia (B28) Aausnsadiaien
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To study theories, concepts and principles of digital marketing in the context of business-
to-business (B2B) starting from personalized content creation, targeted messaging for customer
relationships, to the practice of B2B marketing tools, covering profile and company page optimization,

advertising to content creation strategies, formats, and measurement.

am. 301 WWRENEANNRANY 3(3-0-6)
CO 301 Pre-Cooperative Education
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35581U5sUlANIN TenrsuURluseninensufuRa wazanudasasisluaniuusenaunis
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.
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an. 430 annafine 9(0-35-0)
MG 430 Cooperative Education
Futaduneu - aauld dd. 301 wazrivanzau-UiAy 0813tee 3 39
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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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