a aa o sa

719179 N130A1RAIA aiuldrvesgsiandviauazuusuAdunglauIYes

Digital Marketing (Digital Entrepreneur & Brand Influencer)
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BA 207 Statistical Analysis for Business Decisions
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FI 212 Business Finance
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MK 101 Principles of Marketing
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MG 222 Enterpreneurship and Business Development
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MG 429 Strategic Management
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EN 014 English for Exploring the World
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EN 331 Practical Business English
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EN 332 Professional Business English
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DMK 312  Pricing and Budgeting Management
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Digital Distribution and Channels
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Integrated Marketing Communication Management
nMsUIMsian1steyan1snalnfvia

Data Management in Digital Marketing
BN1INANNAIA

Digital Marketing Research
funuINITRAIARIA

Seminar in Digital Marketing
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NAENENITNAIAAINIA
Digital Marketing Strategies
nMsoonLULITomUUMIRARRATE
Digital Marketing Content and Design
wSeafleuazmailadunsnainAdsa
Digital Marketing Tools and Techniques
winnssuaseassFundenisa
Creative Digital Innovation
msdanislavanuazdelavan
Advertising and Media Management
N159BNKUULANLUYNITHAINAIYIA
Digital Marketing Campaign Design
mMsnaarueSesiiefumuudumesiin
Search Engine Marketing
NSAAAUUULIIFNQA
Inbound Marketing
msmanesungueuiiBvEnauLdeuazomeiivia
Influencer Marketing

ANSHNIIUNIAIUAITHANNRINA

Digital Marketing Internship
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Digital Planning and Analytics
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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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Celebrity & Influencer Branding
NsasauaMSUIMIANNANRUSA UL AnaY

Evangelist Acquisition and Engagement Management
nsUsIngs Aavznisldidesuasnsiauiyainand msu
duvlgiouiwes

Appearance, Voice Work and Personality Development
for Influencer

nsuanaileinyadnam

Acting for Personality Development
mMsinUfdRnsHandondva

Digital Media Production Workshop

NSUSMTINNITHUTUANNAYNS UL DA TLUTURRTVIR

Strategic Brand Management & Digital Brand Communication

nsHnUfUReanwuungIAin
Graphics Design Workshop
nsdansladafnduasldguusessuudiannsetinddmsu

§5N9RINA

E- Logistics & Supply Chain Management in Digital Business

i

N13IAN1SAUAIAIARILaYARSAUAE T USRIV
Inventory & Warehouse Management in Digital Business
NNIAAALUUAIANITALLAZ NITAAALUUDRLULIR

Predictive Marketing & Marketing Automation
LW3NANAAANY

Pre-Cooperative Education
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MG 430 Cooperative Education
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n. nuaadvdneialy (30 wiaehn)

NHUIPNIWIBINGY (9 WUEAA)
an. 101 ;mwdanguludinysziniu 3(2-2-6)
EN 101 Everyday English

AndunislilassadeiuguuardnunvdinguiililudinUszsifu Usznoudonisauugin
muLaﬂLLazslﬁ‘ﬁaagjad’méT’s ASUTTYIBYARNAN YL miwjﬂﬁﬂﬁmﬁaﬂ% SosilBuanureuuazusmdndudiu
yosusarau ufeniswansanudniiuludesialy Snetamuiugnisne nsits Mg wagnsdeudiels
YIS

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
Rnrlunisyauazmsdoulsslenuazduuilddulsyd Wonmsiiujduiusmedeen nswaniuaeu

v

U9ya MaUSeuiou uaznisesutsanuAniefuiE g 9 1uu§mnvrm§f&mnquﬁa Tngs] wtunsimun
Winwgn1seduselaznisiiaus memaluladiazanufnasnsassa

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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EN 103 Global English

Andunisusseredszaunsallaeszyneazidenatuayy uazuanimnudniuiedfudinaing
Huee msvihau uazUssdiuligmluszdvaina Taesgatunsiamunsinugnisdeansseninedausssy wazns
deanslulanddvia Fedrdgenisidunadioslan

Intensive practice in portraying detailed experiences and expressing opinions about living and

working situations, and discussing global issues, with concentration on intercultural commmunication skills

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

NFUINIYIUIMINNBLAVIIN (21 ieiin)

. 101 vinwznsAnuitensiBouinasndin 3(3-0-6)
GE 101 Thinking Skills for Lifelong Learning

Anwmged] nann1309n1sAn NauIn1sAneg1ndusyuy 919 N15AMTINING NSARES9ETIA
MsAnATIE MsRndanszd msfauddam Wudu sudnisideslesmnufauazanunsaidena’dosdle
Pz aslUszondltluTinussdiu msvhaniazmsBeuinaondinldesnsiuszansam

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 leamnins.

an. 102 mnadunaiies uagnisidsunuasesdany 3(3-0-6)
GE 102 Citizenship and Social Transformation

AnwiAnamng aadnvay avs wiiluaziainmvesanudunadlesidludanslne danslanua
Fsmuduiilutagiunazeuian iy dseuAda deumwyTansssa Wudu Wedwiiumsdsuulasesdsny
199 udadouditusiedin danndenidmasioguanie 4 I fe ne 1o dsew wag Jgygn enfouuiusey
sufugpuludsnulsognsdimnuguuarlsidonDouddy

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 elulaBuazuinnssuiiieaunnn 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.

An. 104 guvissamiugunnsiiledin 3(3-0-6)
GE 104 Aesthetics and Well-being for Life

Seuimslddinegralauannudalzuasianssudunuinig WaynseddndluSesaunisnmg
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Aendosiuinuardsauanau@auzsing q wasfn Adnasonisisseguesdin deuas Tausssy

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.

fn. 105  wusinsnedinunazUsemuialulvadlan 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.

. 106 AuEMIeNsuLaznsWaLNoE 9Ty 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 %mﬁmﬁymmmLﬁug’{ﬂisﬂaumiLLanTﬂmﬂ'ﬁLﬁuﬁﬁ’] 3(3-0-6)

Y

GE 107 Entrepreneurial Spirit and Leadership Skills

a
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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.

. BUINIVRNIE (99 W8nR)

nauAvIunY (48 wulenin)

nauIvUnyd

U%. 200 N13URYTssHa 3(2-2-5)
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.

ANYNIBINTHANNAINA QQLﬁuLﬁwaqqiﬁﬁlﬁ?}ﬁaLLasLLUiuﬁSuwQLauwa%



10

NAMAYNATUPANANS
fiFl. 203 Asugmansiiesdu 3(3-0-6)
EC 203 Introduction to Economics
Anwmdnnsmaassgmansifeiuinngnisainaasegialy - PAndsedriu Anvifenisiiunsia
duf sanladenisudn nguinwde sieldussanmfdiulsznauvesnaliuszynms N8y n15Aaa n1shnsie
fushsuszmna aaenaunsTdulouesnan deviliiAneanadyfamtmassegia
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.

NGIAVINONINE

nu. 102 AYWLNESsNa 3(3-0-6)
LA 102  Business Law
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doyndmng dyaddu \Dusu sudanguneestunseainfdva
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 N13N1EINT 3(3-0-6)
LA 301 Taxation
AnwwmnAnuazaudunivesni@enns dnwug naninue 315n13UsEiiu MsAwMLarnIsIAnuAE
915919 9 audszanadunng wazmau q Mfedes Suldud mBfuldyaeasssum mBfulidRyana nEEulY
i a1 A1918 anSyandiu ssiaienns o1nsuanud MBraning Mdasswanda waznn®du o Merdes 1wy
MEMsSunsan mMdedunIunindoydyarnddou (Judu FIEIIVUALIAD LLUULAAITIEN15T5201 S
UZLANFG 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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AT IIUSUNEY
AR 102 AdlAIERSTINg 3(2-2-6)
MA 102 Business Mathematics

Anw1ivAanda feidu anuduvesdiulas gasnismeyiusvesileandu nMsmaAtagauasagaves
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waznsUsEEnd

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.

U8. 207 mmseivneaifientsandulaniegsia 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.

NAXIYIUINTFING

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 cash,
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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 MIURYIUINIIS 3(2-3-6)
FI 222 Managerial Accounting
1sAuneu : aaula uv. 200 way N9, 212
Anwinisldusslevianndeyaniadyduazaunmsiiuii onisuimsnu msieneilasinisamu
M3suUszana wnAnARURuYY Mnseiiunuuazhlsfemsnanuaznsdadulavesiheudms
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.

$a. 101  MNANNIIHAIN 3(3-0-6)
MK 101 Principles of Marketing
ANIUIANAAABITUNNSARIA ALY YoUR ANEIATY MTuazu3nsvematnviiagiee
N19IAUSZANEUAT NTINAY A1TLEDNYBININITIINUNY uIEJUWEJﬂ’I'i(?lgﬁ’]ﬂ’I LazAISALESNNITINNUIY AT
Arszsiuazmndonaaaidiving dunadendfidvinanisniinain naonaunIMAsNIsMUALNITRAIALAS
ﬁmznmmiﬁﬁaﬂé’ulﬁlmﬁ’umimmmzmwﬂizmﬂ
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 MSIANITRIANMIUaENINEINTUYYE 3(3-0-6)
MG 111 Organization and Human Resource Management
AnwuuiAn e uazutihfindnnanisdanis In n1snausy msdneadnis nsdi n159¢la N3
o813 LATNNIAIVANEIAY NABAIUATIANITTIATENINUsEINA TF A nBrsEUUNISUIITIIUYARa
U32NaUAIENITINUNUIAIAL NTETTMILazARGaNyYAaINT NsHnauIimu Lagnsussiliunanisuimny

Meluparnts Teededansiuasuwlasasdn L InasudNanen15InN1TNIUSENALALSERINUSEINA
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
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selection, training and performance evaluation within the organization, by considering environmental

changes that affect management both domestically and abroad.

AN. 212 NNFINITIUNEALAZNITANTUY 33-0-6)
MG 212  Production and Operations Management
Anwanufidoswiuiisrtunssuiunsnanduduazuinis duduituneuvesnisinauladonudn sl
nsvviaiiang Mssadalsenuuardingu MIHUREINIIHER NMSTRETUNISHER NMSUSMSALAAIAGY
AADAIUNITAIUANAMNINYDIFUAILATUINNT
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 msdudusznaumsuaznsimungsia 3(3-0-6)
MG 222  Entrepreneurship and Business Development
Jurarunouw: @ould an.111
ANWIANYLNY UNUIW UTEnN Aaidnuwaizlagyinuweveusenaums TasieikasUssiiulenianiegsia
Lﬁaﬁﬁumﬂ’mﬁuﬁjﬂizﬂaumi ﬁmumLLmWNmiGT’ILﬁuqiﬁﬂugmwwmLquqiﬁ%Lﬁaﬁlﬁjuuu’mWﬂumiﬁ’muﬂ
firmnansiniugiianss raensulssiueudesiionaasinansenusegsia
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.

IN. 429 NFIANINAYNS 3(3-0-6)
MG 429  Strategic Management
Fwdadunew: aauld an.111 9n.212 918,101 wag N9.212 viselasususiRnaInAmus
Anwngud] MANN1T WALNTEUIUNTINUNUNAENS Jinszafannzundeuianelusarnieuenednisi
dINARDNIIMNUANAYNS LAZYIUINITAIAATAIUNITUTNITTIAANGY Lﬁ@iﬁz’j’a’mLquﬂaqwﬁuﬂ’]'ia'ﬁ”’]m’nu
IFFeumenisudedu dhunsldinudiasamiegsia viensdl@nunfiiiatuasimisgsiauiduaiosielunis
WATILN MUHUNAgNSLarNTFndulan1egsia
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
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simulation games or real business case studies as analytical tools, business strategy planning and decision-

making.
NAIAYINH
an. 014  mwdsngqudmiumsiieuslan 3(3-0-6)

EN 014  English for Exploring the World

WA wainsaluninseus wavdrsraanuduluzeddan wu duuianssy dufmuusssuuay
wATuAn lnenssuazilsuninguuasnslimeluladusznounisdoudiluaruenioadsu s
vinwzsunsilsuasyaluanumsaiivanvansannmsieuiiemieduvies jiRnsmaniw

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 MW9INHuIIAATIUJUR 3(3-0-6)
EN 331  Practical Business English
Souduaziinldnudnqussiafiedndedoaslildnanuideanis wu msl¥awsnguiienisve
foyamsfidedudmaamneviodumediin uasnslinundingulunisieansmeluesdng budu
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 Mw18angugIivilen i 3(3-0-6)
EN 332  Professional Business English
Bouduaziinnsldnwsanguasialaegaiienndn et luldAnsedearsnisgsialuaniunisal s
wu nslnndinguiien1sinsansesesmanisd nslEnundingulunisiiaueduduazusnng Wudu
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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NANATNAWIZAIU-UIAU (27 RUwAA)
man. 101 wdnnsaduesdossulatiiarnsnaniava 3(3-0-6)
DMK 101  Essentials of Social Media & Digital Marketing

Anwiuariiasziuinfn noud uazuivgfiunsdeasnisnaiaddviaiiiauinisuiainnisdoans
AsRATARaLAL dﬂ’]ig@mimima’]mmﬂﬁﬁLL‘U‘U 2 113 (Two way Marketing Communications) Uuvjnunannasy
saiuledfid luneled uazuewndinduriugunsaideansitldauiag Wudu s TinseingRngsunis
domsvasidiansuazdiuanshavia iomiausumsdeasnmsmaiafdviafiaeneadesiuguslng

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 commmunications,

content presented through digital marketing communications that is matched to consumers.

man. 202 msiladeyaidadnuazngAnssuguilaa 3(3-0-6)
DMK 202  Consumer Insights and Behavior
dsAuneu : @euld ea. 101

a

FAnwmdnnsuagnguiiuguduinine, waAnssuguilan msnseidaduanelutazniouendid
angnasiengAnssuUslnAdmIUNIIRaIARIYA msllenesinssuumsiadulato Ssusznaulufensnsewiin
fedlam nmssvsadeya madsaidiumadon nisdadulede uarnsUssiunandsnisie masaaunsAnyIfs
mﬁ%’awqaﬂiiué{ﬁiﬂﬂsﬂguﬁugmLLazLLu’ﬂﬁmm3Lﬂ§8mmaamuu’%wmqmimam

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 NISIANISHARSUTILAZASIEUA 3(3-0-6)
DMK 311 Product and Brand Management in Digital Platform
dsduneu : @eula ma. 101
AnwunAnuasvquiifeafunisianmandndasitasasdui nagndnisudmannaudlifinuen ns
USMITANIHANAUIN NITINAIUNUINARAUI NSHALINER T UTTLaEAIIEUA AL NTUTUITHARA U ULATATT

aa o a

dufluusiazdi99asTinnan s Vudowastom1ansnaInfivia LAy NTMENIABINLALIAIYEINT
UBmsnusnunanfeiuazasnaudn mafruanagvddilsraumansmainduliaenadostunagninaniai
LagnIIAuA NMsadnsaudlransowisiuldlusaialan naensuunumMvesisUIRREReNIUIITHER el
WAZATIAUAT LazNISUIMINANA Y ILAZATIAUA0E19TaT85 550

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.

fan.312  NISIANISANTEITIAILAZIUUTEN 3(3-0-6)

DMK 312  Pricing and Budgeting Management

Y] 1

FJurTeduneu : @auls ma. 101

ANYILWIAANEITUNITUIMTUAENAITIUNUNAENSATUTIAWULATTR uleurglunisassianslusesy

[

HAALAZEIATIMUNY MABAIUNMTIATIETaNNLIARBNNIINSWYsTUaasAuianelageaaliiuluilaa

eXe

waza319Au A UTBUNIINITLUITU AN1ITNITHEINTAIAIUADINITNIAITAAIN AADAIUNITHIIUUTZUIM
ﬂ'ﬂsl’ij‘\]"]EJV]’Nﬂ’]'ima’lﬂLLatﬂ’]WﬁTﬂﬁ@ULLagﬂ’IiUiSLﬁuNaﬂ’ﬁﬁ’lLﬁuﬂ’m

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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Y

Aan. 315  NIINSEIYFUAILALTDINNISARINAINA 3(3-0-6)
DMK 315  Digital Distribution and Channels
Fyrdasunau . @aule wa. 101

AnwiAunig TnguUsEatd AUEIAY ANTNLINRBUTNAINANTENUABYBINIINITAAIAATIR N3

e-
e

TUKUIATIATIIVRYDIN1NTINT VLY i’mﬂgamiﬁ@mimﬂwaqﬂmu NINYINTAIRALNITUIMSAETD N3
UIMIN5Tads nsuimsaddud msdaifvnazindoudiedud qudnszaedudn naonaudnuidssyuy
welulafansaumneaiildluszuunisnszanedudi

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’]'3’5’91ﬂ’l'iﬂ’l'ié@ﬁ’liif]’lﬂﬂ’]'ﬁﬁ]a’lﬂLLUUUUiEu’lﬂ’li 3(3-0-6)
DMK 314 Integrated Marketing Communication Management
JurdeRuneu : aouled ma. 101

ﬁﬂmmmilﬁaaéfmﬁlmﬁumiﬁ‘amimammmﬂ mméf’]ﬁ'iysuadmi?famimdmimm@ﬁ'udauﬂizau
Msmatn ATIETUSsEMIINTARaNTNINIIANATUNTUTMINAgENIMIRaIRaTa dauUszaunsdiaTy
N13IFAN %QU?Sﬂ@Uﬁ?Sﬂ’I'ﬁI"ZJUQA’I ATELATUNITUNY ﬂ?'ﬁﬂ'ﬁ%‘ﬁ’]ﬁﬁlﬁﬂﬁg A15UELABNENIUIY  LATNITRATR
NIATE UBNIINTTIANYINTUSMTEILU ST AUNT TSN TR ALAZATTIN ALY maamumimm@@fmﬁ'uﬂ i
RAeadastunsdanisuasyssifiunanisioansnianisnainiasa

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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fan. 412 8NITHAIARINA 3(3-0-6)
DMK 412 Digital Marketing Research
Fyrdasunay : @aule ma. 101 way Us. 207

v aa a 1

ANYINTLUIUNITIVENTARINARN A N159BNLUUITNIFIFe AU AUaDIUNNTILaE NS NENNS B8

Y

nsguiieg1s Nsasizideya n1sasswuuiivdeya 3nsiiudeya nisldadfuazlusunsudusagulunis
Uszanana MsdLauanansITe uan15ussgnaldnaiuiduiunsinauaunITnaInfivia

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.

Aan. 419 N1SUTMIIANISTOYaNIIAaIARITA 3(3-0-6)
DMK 419 Data Management in Digital Marketing

FJuTeduneu : @auld ma. 101

'
=

Anwnszuaumsuimsdanisteyalumsinismainuutemiawasdeddvia n1seenwuuisnisiudeya

'
v |

n1s3uNtaya NMTlnTeiteyanazn1sUssyndldiniesdleuasdoyasiieg Avanvatslanigluunanesy

' v

Fieafu saufls msusziiuqunnvesteyadifley sedumnanindedeuazmiuaenadeaiiotiluadanagnsvie
ununIsRAIALaznsERaulansnIRaInRdvialieg iU sEANS AW

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.

nam. 421 dUNUINITNAIAFRIIE 3(3-0-6)
DMK 421 Seminar in Digital Marketing
Fwdsfuneu : @euld ma. 101
ANIN19ANTUIIUNIFIUNITAAIARUUA T AUBI09ANTT TN 9T saiduesdnslutsemanas
aUszma delinmuisanudisanazanuduman saonaudgmaieg uazuuamidluresesdng uenani
faFeuiuazilnsly msthiennnuiiiseunyszgndld Weusuusaudly TneldismssauansaaznisefAunenas
dewdsuanundouneunsufifnuiuesdnsnmeuenlusuian
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
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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.

1 Aa b4 = 1 a
NRIYNANIZAU-LEDN (24 WwNA)

nan. 321 NAYNSNITNAIARIYA 3(3-0-6)
DMK 321 Digital Marketing Strategies
Fwdeduniew : asuld ma. 101
Anwinagninfianuddnysenudiiavesgsio mynneinmsianuazUssgndlinagnénisnaielu

a -

5313934 WeadeinvzuarUszaunisallumsimuinagnsniseaiaivunauluaniunisalsneg  n1sdnen

% o

nsruIuNslunsMvuANagNsNIsRAIAAIYA mimLﬁuﬂaqwﬁ"lumq‘dﬁﬁ’&iwﬁ’amim’maauLLas‘dizLﬁumaima
T¥nsdidnuudunieadiolunsuszinannuiuazimaiaiefmunnagnénsnanadvialsegramnzan neld
NANATHFIIUNIIYPITNATNAIN

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

ﬁﬂmmia%’mLquﬂaqmémimmmﬁwLﬁama%ﬁa (Digital Content) wazn15ianarudNsa NauLay
i emdunudiielfiianisdwiaiiem (Viral Content) 1Usleminnnisilavanuudedinuesulay
dieliiAnnsnszasmeunsludemidodsaumaivled Aadvassduaunuenongudmnsuudedan
iefinsesmneuazmssuslusuusudaudmeiniesledidnnseting

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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aa v

AaR. 323 Lﬂ%@ﬂﬁj@LLagmﬂﬁﬂé}’]Uﬂ’liﬁlﬁ’]@@lﬁma 3(3-0-6)
DMK 323 Digital Marketing Tools and Techniques

(%

AnwiuuanuAndidyuesnagnsnisd eansnisnainddsialunainvateguiuy Tisgsidadeg
audISIvetaNUyN1sAoans NsRaIARUURUSIRS wuavnefegawauUgnnsaiAnwd ey LazLTEUS
Fnsldanunmamainddva Wedselovilunswaunauiuuaunudug vuuasilynmainfiia

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 learing methods of using digital marketing for integration with

other plans in a digital marketing campaign.

a o

Aan. 325  WIANTIUAS9ETIAULADRRAIVA 3(3-0-6)

DMK 325 Creative Digital Innovation

'
a o Y v oA

ANWIUNUINNISYINNUAS9ATIAUUEDRIVE Wi ald I UNI9I1HUADA AT INAUE D W U UNELNEY

o 4 aaov o o a

w9 BeudvinvendnduiiendnnuaiassAuudondve Beudunumaufnassassanldlunisndaanulavan

()

c

uAoRdta warthnaluladfisosuanldnudioduduviwowauafdvg

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 msdanslevanuardelavan 3(3-0-6)
DMK 326 Advertising and Media Management

AnwUse TR Aunung AudIRY wazUseLanveanislawan unumwindivesdneumsnulavan
Anunensareasstunulavan ssdusznevvestunilanan Ussandsiiud mMInsyaredesuasnsunsnin
nsdamaifeafudelawan manuwumITasidnslavan msussdulssdnsamnislawan ARDAIUNSYINE
fotsuiiierdestunmslavanuasmhsnuiiaiuayunissdniunulavan

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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fan. 327  N1999NLUULANLUYNITAANRARNE 3(3-0-6)
DMK 327  Digital Marketing Campaign Design

AnwesAUsneuddguaimsiuagdeasnsnainfdva sulufsnsdunnguesuansiinmuen

q

a

MuHUTeINsdeas Tauazuszidiuna MeunniuUTEIng wazUssifiunanudniareswaulynsieasnaa
suiluBamsmnausldfanssudegmsTsimnzauriudenan sy

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.

man. 328 MsmaIaRIuASeslieAumuLBumesn 3(3-0-6)
DMK 328 Search Engine Marketing

ANwIULIAn NSEUILNNS MsYMsRaIndeLaIesiiedum (Search Engine) 7933015 Search Engine
Marketing (SEM) wuu Pay Per Click (PPC) waz Search Engine Optimization (SEO) #aeffum (Keyword)
Aerdostududuazuinns Weanmnsaienagnsmsnaialagldiaissilodudu U$uuss Click Through Rate
(CTR) naenau fwundinnadigndeamnnzauaziussansnmassiuidmneuas nquszasdnsinsaain
vudeuazgULUUATIa

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
ANYILWIAA ANN1T WagNIEUIUNMIMTIINsAAIAMmENsaanlugluuuusswiega Wilamadadmsu

n1sasanagnsildniseatawuudega (Pull Strategy) TuguluunaInvatgluuysaInTg WU n1saalaLilom

A = v

vaen uled wSewladuau anuneU kazsiensuusnanasuladsailife WominnanaIdnandnel was

Y Y Y

| ! (% '

vimsudemnismanuudedsauosulm Tnsausniiauedoya o asvddyiifinarnsetundugndn
g anunsaasieanuduiusuazanugniudeonsdun uIN1suaredAnsgsna naenaussuusaluling
MsmanafiansnsaatuayunsIaIALUULSIRsga 1n3esdle nagndlunsdsudAaaailugandidmneuazms
\WeusleszuunsmanmdaluifitihAusuunsianisgnnduniug (CRM) lussdnsgsia

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.

Aan. 330 MINAIARUNGUAUTIIBVENAULGOLAYYBIN19ATYIA 3(3-0-6)

DMK 330 Influencer Marketing

o v a

ANWIUIAA MANNTT WAZNTEUIUNIINITIINTAAIAAIEAITUSINTIAN SR SHIUNAUAUNTBVENaUY

o U Yaa a Yaa a

dodenusaulavuazyeamniva n1suunnauEdsnsnalunsazseau nsssywnannesuranveddsnina
UnuMYeiiBvEnauLAeuaz TeanRdviareuUsusLazUsELANAUM NUTMsIANTsIaaUKUFULULES
o demnslumsfemsiugiidvinaliussqiimnessiouas iagUszasdnsmanainegtediusyavsnm
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.

Aan. 331 AMSENIIUNIAIUNITAAIARAINE 3(0-9-0)
DMK 331 Digital Marketing Internship
FuTeruneu : @aulaivanizau-virusgnatay 2 30

a a ¥ [ a o

AnwndndganveaUsznouns mnuAnaiassn msumanlenialunsasmugsialaglidendsa
MITNUHUNIIAIAATTTE N15UJTRNULT Msuimsgsiandnaegianduszuy wasmuumslunisuitewdiu
mMamaaiiiigates TastnAnwagdedinaululasinisiinauvemmineds meldnsguavesnanasdivinw
Tasans videflnalussdnssngg iudunlitosndn 200 alus waziin@nuidosdnvhssauagunanisiinnu
dleRuganistineu

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 AMFINUNULAZIATIZANRIE 3(3-0-6)
DMK 411 Digital Planning and Analytics
Jurderuneu : aoule ma. 101
ﬁﬂquwﬁ LUIAA NIZUIUNTT LLazLﬂ%‘ladﬁﬂumiiﬁmimimmmi@mjwﬁ'@um inwzlazUszaunisallu
NITAAYIIUNUNITAAN Lﬁam%mﬂi%ﬂqumﬁLﬂiwﬁam‘wLm@é’auﬁﬁwa@iaﬁﬂﬂiiumdmimmm Tnglanzegng
BengAnssugfuilan nsudedunazdadedug msdmuanagns mswadmUsEARIINIAAN TIFULINS
NSURURMULAY kazn13AIVANNITATUNUNIINSAaInRITianelananasessswar AL Ulnye uAadAy
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.

Aag. 415 UssudiAgniensnainiana 3(3-0-6)
DMK 415 Current Issues in Digital Marketing

Y %

Anwiiide wuida 38M13 Sudanagnsnensaanafdviaadelniluniniegsia visesesloanizas

< o w

Juwmwinsmeniseanalngivivads wiersduduiiauls wdeduwnliuiiddluewan dWeussloniluns
WAUNAUAR LAZNITTIIUTDITUNANY)

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 nsrarndmsunisiluduszneunis 3(3-0-6)
DMK 418 Entrepreneurial Marketing
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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 N1INAINTENINUTENA 3(3-0-6)
DMK 423  International Marketing
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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.

man. 501 N1sATLUTURBUNgLe R T aYHI Yo 3(3-0-6)
DMK 501  Celebrity & Influencer Branding
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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.
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man. 502 M3afakaENIsUIIANNENTUSTULRAnY 3(3-0-6)
DMK 502  Evangelist Acquisition and Engagement Management

Anwnagndvnanmsnaiauaznsdeansnisaanelunssunguinasuiieaiisgniisziuan miesz
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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.

man. 503 N1sUTINgAd Aademsldideanaznmsiaunyadnandmsudungieuges 3(3-0-6)
DMK 503  Appearance, Voice Work and Personality Development for Influencer

AnwiAsiumadauasdauzlunsunngi mynsivesdurigeueeslunisiiausinu wusus dud
WI0UINT Tuﬂ’ﬁﬂi’lﬂgﬁ’ﬂuﬁ%mimwiﬁaa’liLmeﬂ%wm’l sudsRanTIuNsUsEIduuSHoas s ata
msasisngdin mafauiyadnam Aadzniseenides msldidedunisieans wesuidusonis Aanssy
atuayULArdUASINNTIAALAZNTVIYTINDINTT ?JmJﬁﬁammamﬁy’uﬁugmuasmiﬁwumﬂaﬂmwﬁﬁwLﬂmﬁa
ahaauiuazussisgalaliiAnnisinmuannguiivaneiiionadnsnsgsia

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

DMK 504  Acting for Personality Development
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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.
man. 505 msEnURtRnsnandeRda 3(3-0-6)
DMK 505  Digital Media Production Workshop
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The course aims to introduce techniques and the principle of visual communication through
moving image, design image, lishting 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.

fan. 506 MIUIMMIIANISUUTUAITINAgMSuAzAeansLUTUARTTTa 3(3-0-6)
DMK 506  Strategic Brand Management & Digital Brand Communication
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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.
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pan. 507 n1sEnUURBankuUNIITN 3(3-0-6)
DMK 507  Graphics Design Workshop
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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 Msdansladafnduasldguuiessuudiannselinddmsugsinava 3(3-0-6)

DMK 508  E- Losgistics & Supply Chain Management in Digital Business
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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.

Aan. 509 NIIRNITAUMAIASILaEARIALAdMSUTINAAAYIA 3(3-0-6)
DMK 509  Inventory & Warehouse Management in Digital Business
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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.
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fan. 510 ﬂ’l'ﬁ(ﬂa’]@LLUUﬂ’]@ﬂ’]'ﬁﬁjLLatﬂ’lima’mLLUUE]UWIuﬁa 33-0-6)
DMK 510  Predictive Marketing & Marketing Automation
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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 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.

am. 301 LWRENannAnY 3(3-0-6)
CO 301 Pre-Cooperative Education
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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 @nnafne 9(0-35-0)
MG 430 Cooperative Education
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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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