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Practice basic language structures and everyday expressions, including how to give informa-

tive 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 writ-

ing—through integrated methods.
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Practice speaking and writing frequently used expressions for social interactions, exchanging
information, making comparisons, and explaining ideas in social and business-related contexts, with

emphasis on developing discussion and presentation skills along with digital skills and creativity.
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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.
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In this course, students will learn about definitions, attributes, rights, civic duties and free-
dom associated with citizenships and social transformation of Thailand and global communities in cur-
rent 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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In this course, students will learn about concepts and innovative technology and applica-
tions aiming to better a quality of life of people in a new society, including how technology and inno-
vation affects our livelihood. The course also covers information on intellectual property protection as

a result of technology and innovation.
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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 appre-
ciate 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.
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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.
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In this course, students will learn about management and effective financial decision mak-
ing, including personal finance management and sustainable development and personal finance litera-
cy, with special attention on integrated knowledge for local community and society, in order to high-

light key issues and offer practical solutions.
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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 entrepre-
neurial 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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In order for students to learn and understand economic principles related to economic events
in daily life; study of pricing of goods, production factor prices, production theories, national income,
composition of national income, finance, dealing internationally, as well as the use of different policies

to stimulate economic development.
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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
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such as sales contracts, property contracts, loan agreements, and including laws relating to digital

markets.
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Study of concepts and history of taxation, characteristics, criteria, assessment methods, calcu-
lation 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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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.
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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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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.
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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.
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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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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.
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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.
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Study of definitions, roles, types, characteristics and skills of entrepreneurs, analysis and
assessment of business opportunities for developing entrepreneurship, defining business operating
practices in the form of a business plan to be used as a guideline for setting the direction of actual

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

N, 429 NFIANTNAYNS 3(3-0-6)
MG 429  Strategic Management
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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.

NAUAYINIW
an. 014  awdangqudmiumsiseuslan 3(3-0-6)

EN 014  English for Exploring the World
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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
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thinking. Self-study learning in a language laboratory will allow the students to improve their

listening and speaking skills in different situations.

an. 331 NW199NguEINATIUNUR 3(3-0-6)
EN 331  Practical Business English
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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 ANWIBINEIINILeIN 3(3-0-6)
EN 332  Professional Business English
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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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Aa. 316  NISIANSRARSUTILaTUTANTTY 3(3-0-6)
MK 316 Product and Innovation Management
Fndaruneu: @ould ma. 101
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Study of concepts relating to product management and strategy planning, product
classification, product mix, branding, packaging, labels, product life cycle and study of development
and planning processes, bringing new products onto the market in the form of innovative products,

modified products or me-too products, from the process of creating ideas, refining ideas, evaluating

ideas, analysis of business opportunities, development of prototypes, testing the market, as well as
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making real business operations effective under current market conditions, and product differentiation,

including positioning new products.

fa. 312 N1TIANITVDINNNITINT UG 3(3-0-6)
MK 312 Distribution Channel Management
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Study of definitions, objectives, importance, and environmental factors that affect distribution
channels, planning distribution channel structure, the roles and types of middlemen, new forms of
wholesale and retail trade including marketing for trade, forecasting and order management, delivery
management, warehouse management, storage and movement of goods, distribution centers, and

study of information technology systems used in omnichannel distribution systems.
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MK 317  Integrated Brand and Marketing Communication
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Study of basic knowledge of marketing communication, brand integration and marketing with
marketing mix, marketing communications mix, advertising, sales promotion, public relations, sales
through staff and direct marketing; in addition, study of management of online marketing
communication mix, marketing promotion planning, as well as other areas of marketing related to the

management and evaluation of marketing communication.
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MK 314 Consumer Behavior
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Study of basic principles and theories of consumer psychology and behavior, analysis of
internal and external factors affecting consumer behavior, analysis of purchasing decision processes,
also including awareness of problems, data collection, evaluation of alternatives, purchasing decisions,

and after-purchase evaluation, as well as study of basic consumer behavior research and analysis of

consumer and psychological insight.

fa. 318  A1SIANITINAN 3(3-0-6)
MK 318 Price Management
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Study of concepts related to management and planning of pricing strategies, 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 build a competitive advantage and ability in

marketing profitability.

pa. 321 NTIERAN 3(3-2-6)
MK 321  Marketing Research
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Study of marketing research processes, 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 marketing planning.
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MK 421  Seminar in Marketing
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Study of 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 practice in applying knowledge for revision through

brainstorming and group discussion in preparation for working with external organizations in the future.

fa. 433 NAYNSLATNITINUHUNITAAIN 3(3-0-6)
MK 433 Marketing Strategy and Planning
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Study of marketing policy formulation focusing on the use of case studies and applying them
for real business purposes so that students are able to use principle for problem-solving and planning,
including study of successes and failures in the use of various forms marketing policies, such as market
segmentation policies, defining marketing target groups, product positioning and marketing mix policies,
and including plan implementation and control of marketing operations according to principles of
ethics and social responsibility.
§a. 428  NIIRAINRAINA 3(3-0-6)
MK 428 Digital Marketing
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Study of principles relating to digital media and Internet marketing, analysis of forms of
electronic commerce and the relationships between different members in the digital business structure,
as well as study of theories of digital marketing mix to be applied to business organizations or to
facilitate business operations, and including study of principles of consumer behavior analysis useful for

creating marketing relationships, and study of sales transactions over various types of digital media.
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fa. 418 msmandmsunmaduguszneunis 3(3-0-6)
MK 418  Entrepreneurial Marketing
rdsRuneu: @auld ea. 101
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Study of roles and marketing management for entrepreneurship, study and marketing
planning for running a business by consideration of internal and external environmental factors
affecting an organization’s business operations, planning marketing strategies for entrepreneurs such
as market segmentation, defining target markets, market positioning, product policy, packaging, brand

building, setting prices and distribution channels and promotional marketing.

Ma. 322 MIUIMIQNANdUTUS 3(3-0-6)
MK 322  Customer Relationship Management
FyrdsRuneu: dauld ea. 101
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Study of definitions and procedures of customer relationship management, strategies to
maintain and expand the existing customer base, the roles and duties of managers, staff, technology
and news about customer relations management, as well as use of customer relations management
techniques to build competitiveness and customer satisfaction; in addition, study of benefits and

errors arising from customer relations management using case studies from a variety of business

organizations.
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MK 335 Brand Management
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Anwiesdusznaunaziadoifidninadomudifavesnsairsdndnualveanusud uaznagnsnis
WauUTUs MIsenuuUUsIItasLaginsanfaguuuureadosdlefililunisinsedoans ileasrsnissuslu
wusudlfiAntutungugndutiine naoniunagnsuaznaislunisaiiausus Wiauudundauasyiuuy
suilidufiveusulusyiuanna
Study of elements and factors that influence the success of brand identity creation and brand
development strategies, packaging desigsn and consideration of the form of tools used for
communication in order to create brand awareness among target customer groups, as well as strategies

and approaches for building strong brands and adjusting brands to receive international acceptance.

Aa. 336 NTVIULUUASNATIALAZNITIANITAIUNITUE 3(3-0-6)
MK 336  Creative Selling and Sales Management
dsAunew: aauld ma. 101
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Study of basic knowledge of selling techniques and sales management consisting of sales
planning, sales forecasting, sales organization management, and including sales force management
consisting of recruitment, selection, training, compensation, motivation, time management, sales
territory management, evaluation and control of sales staff, as well as enhancing the code of conduct

for good salespeople.

AR, 325 MImaInduduy 3(3-0-6)
MK 325  Fashion Marketing
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Study of the history of fashion clothing, accessories, and gadgets, marketing environment,
industry trends, and technical terms, as well as study of marketing competition strategies in terms of

products, price, distribution channels and marketing promotion of fashion products.
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MK 326  Advertising and Agency Management
JdsAunew: @auld ma. 101
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Study of the history, definitions, importance and types of advertising, the role of companies’
advertising management department and advertising agencies; in addition, the study of the creation of
advertisements, composition of advertisements, types of printed media, broadcasting, advertising media

management, advertising campaign planning, evaluating advertising effectiveness, as well as laws and

regulations relating to advertising and agencies supporting advertising production.

Aa. 327 NISIATBLATNISIITINADTD 3(3-0-6)
MK 327  Purchasing and Negotiations
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Study of definitions, importance and principles of purchasing, steps and procedures related
to purchasing, procurement planning and movement of raw materials that affect purchasing policy,
surveying distributor data, product data and other market data necessary for purchasing order policy,
tools and strategies, managing purchasing contract documents, and study of business negotiation

techniques to be applied to purchasing and other business activities.
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MK 328  Services Marketing
Fwdaduneu: aeuld ma. 101
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Study of marketing relevant to a variety of service businesses, including theories and con-
cepts of modern services marketing, as well as types of service businesses, defining target customers
and customer demand behavior; in addition, study of situation analysis and strategy formulation of the
service market such as service positioning, service differentiation, including study of quality of service

and establishing good customer relations for the success of service businesses.

M. 329 MTHNAIUMUNTRAIA 3(0-9-0)

MK 329  Marketing Internship
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Study of marketing principles and concepts in business operations through real practical
training in work planning, locating problems, analysis and approaches to problem-solving; students
must take a marketing internship in a business establishment or in the university internship program

under the supervision of a program advisor for a period of not less than 200 hours and must complete

a summary report upon completion of the internship.
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MK 411 International and Global Marketing
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Study of the importance of international and global marketing, an overview of global trade,
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, caining access to foreign markets,
international marketing promotion, planning and use of marketing mix, as well as study of policies for

promotion of international trade in both state and private sectors.
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MK 412 Event Marketing and Public Relations
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Study of principles of marketing activities and public relations related to building image and
reputation, and the relationship between organizations and the public, as well as study of strategies for
marketing promotions and marketing and public relations activities for effective integrated marketing

communications.

pa. 413 A1TINAIANINATY 3(3-0-6)
MK 413  Direct Marketing
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Study of principles of direct marketing, differences between direct marketing and traditional

marketing, methods of creating customer databases from internal and external sources, defining target
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customer groups, selecting methods of direct marketing appropriate to resources and conditions, as
well as study of designing tools for use in various forms of direct marketing, strategies and planning the

use of direct marketing to reach target customers, including evaluation of the strategies used.

ma. 415 Usziudagdumenisnain 3(3-0-6)
MK 415  Current Issues in Marketing
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Study of topics, concepts and methods, including modern marketing strategies, in the busi-
ness 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.

Aa. 416 NIIRAINNKN 3(3-0-6)
MK 416  Sports Marketing
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Study of principles, concepts and evolution of sports marketing, environmental factors that
influence marketing planning by using sport as a medium to reach consumers, data collection and
analysis, consumer behavior, definition of target customers, product development, price management,
distribution, marketing promotions, and identifying sponsors to support activities related to the sports

market.
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MK 417  Retailing Management
JdsAunew: @auld ma. 101
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Study of various types of retailing business, customer purchasing behavior, running a
multi-channel retail business, creating marketing strategies for retail businesses such as selection of
sources and location, supply chain management and information technology, customer relations
management; in addition, study of product planning and purchasing, product selection for stores, retail
marketing communication mix, store management, store design and decoration, as well as provision of

customer services and convenience in retail businesses.

Aa. 419 NMFAATILATIUTUIUNNITHAN 3(3-0-6)
MK 419  Quantitative Analysis in Marketing
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Study of various forms of quantitative analysis suitable for the marketing field, focusing on
theoretical concepts of quantitative analysis in marketing decision-making and planning, such as the use
of linear regression, discriminant analysis, time series analysis, queuing theory, model simulations,

decision-making analysis, determining break-even points and project feasibility analysis.
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Pa. 422 NagnsnsaEsuNIIuY 3(3-0-6)
MK 422 Sales Promotion Strategies
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Study of definitions, importance, duties and objectives of sales promotions, including sales
promotions aimed at consumers, middlemen, sales staff and sales promotion by retailers, the planning

process covering situation analysis, sales promotion planning, testing of promotional plans, plan

implementation and evaluation of sales promotion strategies.

ma. 423 NSAAINTENINGGIAR 3(3-0-6)
MK 423 Business-to-Business Marketing
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Study of principles, importance, types of business-to-business marketing, purchasing
decision-making behavior and processes, management of business-to-business relations, negotiation
techniques, analysis, planning, determining marketing mix, and the application of e-commerce systems,

as well as evaluation and control of business-to-business markets.

ma. 425  MSANYIRNITYAA] 3(0-6-6)
MK 425  Independent Study
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Study of topics or problems of students’ own interest related to major subjects in the
marketing field, and approved by the student’s advisor; students must carry out research, collect data,

organize a project and present the results on that topic or problem.
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Aa. 426 NSAAIATINAVULIY 3(3-0-6)
MK 426  Entertainment Marketing
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Study of principles, roles, responsibilities and defining marketing targets, marketing mix, and
marketing research related to the entertainment industry such as films, music, amusement parks,

tourism and entertainment venues, as well as marketing strategies related to sales, sales promotion,

advertising, public relations and direct marketing, that affect the success of entertainment businesses.

pa. 434 NIIRAIREINTUUINNTIY 3(3-0-6)
MK 434 Marketing for Innovation
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Study of concepts, principles, importance and methods of the application of advanced
technology in marketing planning, new product development to meet current market demand and
provide guidance for executives’ marketing decisions, including study of technological changes that

affect an organization’s formulation of marketing strategy.

ma. 429 MsnandmiugInaneusu 3(3-0-6)
MK 429  Marketing for Hospitality Business
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Study of an overview of hospitality and service businesses, consisting of hotel, tourism,
airline, restaurant and spa businesses; study of management systems, environmental factors, internal

and external to the organization, that affect management and operations of hospitality and service
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businesses; as well as study of planning, organizational structure, command, coordination, control,
leadership and building motivation, human resource management, marketing and providing service to

travelers, tourists and guests, and study of writing marketing plans for hospitality and service businesses.

Aa. 440 NSRAIAEIUIUGINANY 3(3-0-6)
MK 440 Marketing for Game Business
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Study of an overview of various types of games business to understand thinking of games
titles in order to respond to target groups, marketing communications to promote games; study of
distribution channels both in-store and electronic and event organization to build awareness of games

launches.

na.431  Aauzuazn1soenwuuiionsasauusud 3(3-0-6)
MK431  Art and Design in Branding
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Study of theories of art and principles of design such as use of color or texture for branding
purposes such as packaging design, logos, service areas and online media to create interest and make a

psychological impact on target groups.

Pa.432  NITRANAADULINUALLIASI9ETIA 3(3-0-6)
MK432  Creative Content Marketing
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Study of creative sales methods and content design for marketing media in the form of
information, pictures, graphics or video to stimulate interest and word of mouth recommendations, and

increase sales for the business.
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MG 417  Business Professional Skills
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The study and practice of various skills necessary to enhance the personality of business

professionals, such as internal and external personality development, human relations, social etiquette,

speaking in the community, business communications and professional presentation techniques.

AN, 325 NISHNAUMUINIAN 3(0-9-0)

MG 325 Professional Internship
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Study of real-life work systems in the workplace and study of approaches to problem-
solving in business operations to enhance students’ professional readiness through basic principled and
structured practice; students must undertake real training in a workplace or other organization of not

less than 200 hours; students must record their progress at work during the internship and on

completion must complete a report and make a presentation on their performance.

US. 325 MISHNUAUEUTENaUNS 3(0-9-0)
BA 325 Entrepreneurial Internship
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Study of entrepreneurial spirit, creative thinking, seeking out new business investment
opportunities, setting up an organization, planning, actual implementation, systematic business
management and finding approaches to problem-solving, 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 on completion of the internship.
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ar. 301 L3PUANAAANY 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.

an. 430 @nnafne 9(0-35-0)
MG 430 Co-operative 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 performance at the end of the internship.
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MK 441  Sales Strategy
FyrdsRuneu: daula ea. 101
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Study of principles, concepts, importance, and formulation of sales strategies. to create a com-
petitive advantage including the analysis of the environment Consumer behavior, accessibility and

communication with consumers that affect the sales strategy to grow the business effectively.
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MG 436 E-Commerce Management
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Study of the process of setting up businesses in electronic trading systems and business man-
agement in the form of trade between businesses, between businesses and customers and between
customers; learning about setting up websites, domain name registration, security systems, problems
and obstacles of electronic trading systems, as well as the application of knowledge of electronic mar-
keting, accepting electronic payments, inventory management and product distribution from online or-

ders, and laws related to electronic transactions conducted by businesses in true e-commerce models.

ue. 021 Inaneuaznginssuguslan 3(3-0-6)
CA 021 Consumer Psychology & Behavior
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The course aims to provide students with an understanding of the concept, theory of psychol-
ogy, sociology that relates to consumer behaviors, factors that influence the process of making decision
of consumers, different types of consumers, and the way in which to apply the consumer behaviors for

communication.
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BD 031 Creative Brand Storytelling
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Students will spend the beginning of the course learning about the nature of creativity. Later
on, individuals will practice their storytelling skills including creating a brand story and telling brand sto-

ry through creative illustration and content.
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