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Bachelor of Business Administration Program in Marketing
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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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EN 102 Social English
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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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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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GE 101 Thinking Skills for Lifelong Learning
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In this course, students will learn about theories and practical thinking tools such as critical
thinking, creative and innovative thinking, analytical thinking, synthesis thinking and problem-solving
thinking, including how to link and select appropriate thinking tools and effectively adapt to their daily

life, professional undertakings and lifelong leaming.
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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, imasges, 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.

AN, 105  WusinsnedsmusazUseimuialuivadlan 33-0-6)

GE 105 Global Alliance and Emerging Issues

a a

ANYINIIHAIUIAMUTINLDTEIUUIUIANLATEgNARA NSl BsidIansenusan1silGsuLUaq

o A

medsnutazInusssuludsnulan Wednlausswudanniiaduludvesussmaulan

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
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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
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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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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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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FI 222 Managerial Accounting
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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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MK 101 Principles of Marketing
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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.

AN, 212 NNFIANITUNEALAZNITALTUIU 3(3-0-6)
MG 212 Production and Operations Management
Anwanufidesfuiotunssuiunmaniudiuazuins dududtuneuvesnisindulaiden
AR msiadiss matedalsanuard iy A5NURIEINIHER MITREITUANTHER N1TUSINS
AUAAIATY AABATUNITATUANAMNINVBIFUAUAZUINS
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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an. 222 maduuszneuniswasn1simugsng 3(3-0-6)
MG 222 Entrepreneurship and Business Development
Fwdsduneu: @ouls an.111

ANIAMUVNIY UNUM Useiny AudnvazlasinyevasUsznauns Tesgvikazseidulenianie
ﬁq'ﬁﬁﬁ]Lﬁ@ﬂ@uqmiLﬁué’Ui%ﬂ@Uﬂ’]ﬁ ﬁmuml,mmﬂmiﬁﬂLﬁuqiﬁﬂugmmwaaLLmuqiﬁaLﬁ@Iﬁi’fLﬁuLmeﬂumi
fvuafianansdiiugsienss naenaulsyiliuauidssionasiinanseusegiia

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.

AN, 429 MIFIANITINALNS 3(3-0-6)
MG 429  Strategic Management
Fdadunow: aeuld An.111 An.212 a.101 way N4.212 viselaiusyliRainaAmuf

ANWINOBY MANNIT KATNTEUIUNITINUNUNAYNS rseianazuindeuianielunazaisuen
p9fMsidsHaiemsivuANagns wazysanmImansiunIsUIssianeg ieldnsununagnslunisaing
auldivssunensudeiy dunisliinusiaemnagsia viensd@nuiiAatuaiimegsheandueiesilelu
NMFAATIET MR UNAENSUAzNSnaUlanIegsia

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.

NAYIYININ
an. 014  mwdangudmiunisiseuslan 3(3-0-6)

EN 014  English for Exploring the World

WanAuansatunsiseus wasdrsiaanuduluvedan wu duwinnssy duiausssy
WAZLUIAIUAR Immiémuam%ummﬁdﬂquLazmﬂﬁi’fmﬂiuiagﬂszﬂauﬂ’lsl,'%auiﬁgﬂuuazuaﬂ
Houidou TudEnTinvedumstlaasyeluanunsaiivanmaennnsdouiferueduiojofns
NNATYT

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

AU3INNTRAN_V.67.1



15

listening and speaking skills in different situations.

aNn. 331 W9 uTINATIUHUA 3(3-0-6)
EN 331 Practical Business English

Boufuariinlinwdanqugshaiiefnsedearslildnanudidesns wu nsldnwsanguiionisve
Yoyansdsdoaudmeanmneviodumedidn uaznslimudngulunisdoasnelussdng sy

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
Bouiuariinnsldnuidanguasioldetsileendn e lUldRnsodoasmagsialuanunisalsing
q i nsldnudinguitenisasiidesemianisin msldnudangulunsinaueduduazuinis sy
Learning and practicing business English in a professional manner for communication in a
variety of business situations, such as the use of English for trade negotiations and the presentation of

goods and services.

nguAYNaNIEAIU-USAY (27 wiein)
mhein (Ussee-UjUa-Anyimenuiag)
pa. 316  NIFIANINARSUTILAYUIRNTTU 3(3-0-6)
MK 316 Product and Innovation Management
FsAunew: aeuld ma. 101

a v ¢

AnwLunAnfgafunsUImIHaE I TNLEUNagENaRfuel nsTnUsziavnEn fnel daudszay
AR A3 UTTIAe Teaan 299TIaNERA M WasANWIiansTUIUMINRILILAENITIIMAY 1151
waAnSusivsidngnatn deluguiuunandauriuinnssy sdadaeiuiulsdniviondnfuridouwuy dedunou
N5A51ULIANINAR NMINAUNTBIIANNAR NSUsTHIUNALLIAILAR N153ATIEALON1ANIGIAD NITHRUY
HANAUNAULUY NINAFBUAAIN MADAIUNITANLTUTINAITTUTEANS A INaRnAaRIfUaRIUNITINIGNIS
panlulagiu wasnisasremnuuanssliiundndaeisinfnisneiuwidiiuadndosiing

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
making real business operations effective under current market conditions, and product differentiation,

including positioning new products.

AU3INNTRAN_V.67.1



16

Aa. 312 N15AANITVOININNITINT MUY 3(3-0-6)
MK 312 Distribution Channel Management
Jdadunew: aauld ma. 101

Anwanumng Ymquszasd anuddy anmuindesiidsansenusetesmiamsiadmuie a3
MUHUIATIATI0990M1IN1TTINT MUY UNUIMkazUTzIaNvasiaAIAunan sUluulniveInIsAmduas
MsEUaN SamannsmanaLitennsAn MswernsaiarSUIMSMEEe MsUSMsMsTRdY MsUSMIASYEUAN
nsdafiuuazirdeudnedudi quinstaedud nasnsudnuisssuumaluladansaumaiildluszuunisnseae
AU UURELRETY (omnichannel)

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.

fa. 317 mﬁamiLLUiuﬁLLazmimmmmugimmﬁ 3(3-0-6)
MK 317  Integrated Brand and Marketing Communication
FyrdsRuneu: deuld pa. 101

ﬁﬂmmmiﬁmé’uLﬁ'mﬁums?iamsmsmmm YIMILUTUARAEMIAA1ARUdUSEaNnIna1n du
Usraunsdeansnisnatn n1slawan nsauaiunisne nsUsssduius nsvslaeninaunenaznisnain
NN uaﬂmm’i gﬂﬁﬂ@’]ﬁ\‘lﬂ?iU%Wﬁﬁ’JﬂUi%ﬁuﬂ?iﬁ@ﬁ’ﬁﬂ’ﬁfﬂﬁ?@LL‘U‘U’E]’E]UI@‘IE ATINUNUATEUETH
N1I9MA7A maamumimmﬂﬁmguﬂ FdetestunmsianisuarUssiliunansdoansnisnain

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.

ma. 314 WoAnITUEUILAA 3(3-0-6)
MK 314  Consumer Behavior
Fdadunew: aeuld ma. 101

Anwmdnnsuasvnuiiugiuiudnineuasnginssuguilan malieseitadunelusazansuen
fifisvinadenginssnduilan msdeszsinsrurunisindulade daseneuly fenisnseaiindedgm n1s
swswdeya msvssdumadon madadulade uagnisUsudiunandinisde aasnauntsfinufenside
anﬂﬁuﬁuﬁm%uﬁugm nsaTzdeyaednveiuslnalarmlnIng

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,
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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 A1SINNITINAN 3(3-0-6)
MK 318 Price Management
JydeAunau: @auls ma. 101

Y a

ﬁmsnLLmﬁ@L?‘ia’sﬁ’umiﬁmmazﬂﬁ’mLLmuﬂaqu‘é’miﬁm uIEJmEﬂumié’aiwmﬁﬂuisﬁur;dwam
wazgdndiviineg nasnaunTilaTzsianmwandemanisudiduiioaiisnnuiisnelageaalsifuiuilan uas
a519nulaUTounIenITLUsdy mnasnsalumMsiAladnisnain

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 N15ILAAN 3(3-2-6)
MK 321  Marketing Research
wtRunow: @auld ma. 101 way Us. 207

Anwinszuaumsidonisnain mseenuuuTEsAIselimnzfuanunisaluasnineinsifiey msdu
freg1e Mnsizideya nsadrwuuiiudeya FBnisiudeya nsldadifivazlusunsudnsogulunis
Uszaiana NMdLauenan1TIEY waen1sUsEenaliNauIdeiunITIHRUNITAAIN

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.

Ma. 421 dULUININNIIHAIN 3(3-0-6)
MK 421  Seminar in Marketing
wtadunow: aauliivenizau-UiRy gt 2 391
ANWINTANLUIUNNAIUNITAAINVBIDIANTTINDTS Hafduesdnslulssimenayaisssine
Wiglmsuismudiaazenudien nanutlymene wasumaudilavesesdns uenani gasguiuas
Anunisiiennusidoundssgndld Wweufuusudly Ingliitnsszauaussuaznisefengu ilewsou
ANunSounaunsUfURnuiveAnsneueniuewiag
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
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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 NAYNSWATNITINUHUNITNAIN 3(3-0-6)
MK 433 Marketing Strategy and Planning
Fadunow: aeuldivianizau-UsRuegetey 2 331

Anwinismmuaulouienianisnain newunisldnsdlifinw waznisinly Ussyndldaseluiegsia
Weliindnwanunsaudladymuazundldodeiingnns suuvednuiemudSaasdumamesnisly
wlguigneniseainluvainrategliuy 019 uleuigaunisiusdiunain Msmruangudivingniainsnain
N13AUUAFIUALINER TN kazulauIafuaIUUTZauNI9N1IAAIN SINAULIMIINITULURMULNY kaznIs
AIUANNTANTUNIUNINITIANNELANENITUFTIURAEANUTURAYD U FIAY

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.

ma. 428 NNSRANARAYA 3(3-0-6)
MK 428 Digital Marketing
wdedunew: deuliivanzinu-Uiruegieiey 2 3
Anwmdnnsiisrumsmanmiudeddia uasinieietedumesidn Anseiguuuunsmdd

6 o v s a aa v =

Sidnmsefind wagdinsgimnuduiusseninsanndnng q lulassadegsienania naemaufnundmauiifertu
dulszannensnaafdvia etindsegndltlussdnsssfianiesiuisanuazainlunisszneugsia nieu
ﬁ’qﬁﬂmwé’ﬂmﬁmezﬁwqﬁﬂsimawgﬁiﬂﬂ suaziluuszlovdsonisasismnuduiusnienisnaia wazfne
fansvhganssn nstenedudnudesidnnsaindUssnmeng 4

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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NFUIVNANIZAIU-LEIN (24 WUIBAR)
mhefs (Ussene-UjUa-Anwisienues)

ma. 418 msmaindmsumsiduguszneunis 3(3-0-6)
MK 418 Entrepreneurial Marketing
wtdunow: aauld ma. 101

ﬁﬂmwlm‘wLLazmif‘\’]’mmim\‘imsmmmé’m%’umiﬂuéﬂizﬂaums AN ILAZINRHLNINSAAIALTIE
fuflugsna lnsfinnsaniadedunadennelunarmeouenesdnsfidmanszyusensiiiugsia MNausunagns
Vl’]ﬁmima’mﬁm%r;:iﬂizﬂa‘umi 979 N1SLUIAINRaIN N1SARUARAIALTINLIY N1FINEILKLININITAATN
WlgurgaURaAiU UTIAUI 1153519 EUAT AYUATIATLAEYBINIINITIATIMINY wavn1TduaSY
N13AAA

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 MIUSINSENANEURUS 3(3-0-6)
MK 322  Customer Relationship Management
wtdunow: aauld ma. 101
Anwdndemuarduneureanisuimagnénduiug nagnslunisinwignénfuuazaiiagniilsl
unumuazvthivesiuims niinau welulad uazteyatn ansiidsensuimsgnéduius nasnaunisii
wadiamsuimsgnénduiusiuldlunisauanuannsolumaudetu uasanufiovelalituguilne uenaint
fanwnieuse leviuaedofianainfifintuainnisuivmsgnindiiuslaeldnsdifnyvesesdnsssianing 4
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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Ma. 335  ANTIANITUUTUA 3(3-0-6)
MK 335 Brand Management
vsAuneu: @euld ma. 101
Anwieeduszneunaradeiianinaseninudfavesnisaiedndnualueanusus uaznagnsnis
WAILLUTUA ﬂ’]iE]E]ﬂLL‘U'UU‘i’iﬂﬁmsﬁuazﬂmﬁm’laﬂgﬂLL‘U“UleaﬂLﬂ%@ﬂﬁ@ﬁiﬁmuﬂﬁaﬂﬁiagaﬁﬁ Lﬁaa%ﬁami%’uiﬂu
wusudliiAntusundugndtinane naemaunagnsuaznaislunisairauusud Wilaruudansauasysuuy
sudliduiivonsulusyiuana
Study of elements and factors that influence the success of brand identity creation and brand
development strategies, packaging design 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.

Ma. 336 NISVIWRUUATNATIALAZNITINNITAIUNITV Y 3(3-0-6)
MK 336  Creative Selling and Sales Management
dsAunew: @auld ma. 101

ﬁﬂ‘lﬂ’]ﬂ’)’]ﬂiLﬁlﬁ]ﬂé}j‘l‘JLﬁﬁ'}ﬁUL‘I/]ﬂ‘aﬁﬂ’]islﬂﬂ La¥NITUINIINISUY %Qi’)ﬂﬁﬂﬂ’]i’J’NLLNUﬂ’lisﬂ’]ﬂ 19
WEJ’]ﬂii]jEJE)WU”IEJ ﬂ’]i‘:]}ﬂﬁ)ﬂﬁﬂ’liﬂ’]ﬂ"mﬁ i?ﬂﬁﬂﬂ’]iU%V?iWﬁﬂ\?’m“ﬂ’]H 5UU§$ﬂ@UDLUG%EJﬂ’]iﬁiﬁﬂ’I ﬂ’]iﬁﬂﬁ@ﬂ
AsENaUsY mﬂﬁwammmu ﬂ’ﬁ@\ﬂﬁﬂ ANSUSWITLIAN NTIANITDIUNUANITUY A1SUTEUNE S NIIAIUALN
NUAIIUUNY ma@@ﬁﬂuﬂ’]ilﬁ%uﬂ%’%‘ifﬂiiﬁﬁUﬁﬁmLﬁl@IﬁLﬂUﬁﬂ%’]&ﬁa

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.

fa. 325 nIRanAuA LTy 3(3-0-6)
MK 325 Fashion Marketing
Fwdedunew: deuld na. 101 viielasusuiRINAMUA

AnwiUseiRifeadostuunduinIesusinie wndesszdu LazQUATAINANT ANINLIAS NN
1139810 WUILUUYDIRAAINNTIN kazdANTinadadi1e 4 nasndufny1fanagnsn1sudatuninisnaln A
NARAT 5100 FeW9NITIRT MUY wavnsduaSunIsRaNnYe AL ISy

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.

AU3INNTRAN_V.67.1



21

ma. 326 N1SINISIATALATUT IV 3(3-0-6)
MK 326  Advertising and Agency Management
Fwdsduneu: aauld sa. 101

AnuUsedR aruvang Anuddy wardsznanvesnslavan unumiivesreuimnsaulawen
vosuFEnlavan uaruisniunulavan uonanidiinudinisaisassdiunulavan esdusznoutes
Funulavan Ussandsiiunt msnszanedomasnisuninin nMsdanisieaiudelavan n151aaunTIse
mslawan MsUszlulsransawnislavan nasnsungrnedeteduitisadestunislavanwarmingaui
aﬁfuauumiwam%yumuimm

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.

Ma. 327  NISIATBLATNISIATINADTO 3(3-0-6)
MK 327  Purchasing and Negotiations
Jreruneu: @auls ma. 101

ANWIAUINIY APUEIAYUAZUINNITVRINITINTD TURDULAZATZUIUNTITIABITRIAUNITIAT D

[ a [

NIINUNUNTIAMT haznsiadeudgingauidwmanouleuiensinge n1sd1siadeyavesdndivming doya

[ ¢ ¥

nanduel wazdeyanaindue Hndudeulouienisddeiniesiionanagnivenisinie nsdanisenans

[
v A =

WYIN3InTe nasnuAnwiiunalanisesaisesengsnameiluussendldlunisdndeuasnisaniiy

€

Aanssumegsiadue

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.

Aa. 328 NIAAIAUING 3(3-0-6)
MK 328  Services Marketing
Fdadunew: @euld aa. 101

Anwimsnaafiieniugsiauimssng q ufmguiuasiuinnufavesnisnainuinisadels]
PRBAIUUTELYITEIRIRAUINT st muagnédivine wasngAnssuAufoInsveIgnAn uonani dafnw
famslaszvian1un1sal wasmMMUANaENSYRIRNAIAUSNNT 819 MIIUNLIUTNT N15aF9ANLLANATIYDY
U3ns Wudu 59 masefisnisAnuiizesvesnuninlunisliuinig uaznisadreanuduiusiindugndn e
ALE5AUDIIRAUINT
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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.

ma. 329 NISENIILAIUNITAAIN 3(0-9-0)
MK 329  Marketing Internship
dsdunen: aeuliiviameau-Usiu sgedes 2 331 vieldsuesyliiananud
Anwmdnnsuazuuifananisnatalunisaiiugsio lnenmsiinanaufoResaiedselenilunng
TNUNUIIY NTAUMTYN NTIATIZH LLazmwmmmqmmﬁlmﬂ@mﬁLﬁﬂ%u UnAnwazAemnUfuRu
sunsmaaluanulszneunsssiavielulasinsiina uwesmingrdenelinisguaresnanaisdiuinu
Tassmaiduszesnanlaidosndt 200 Falus uaztn@nwidesdavhaenuagnanisiinufoRau Weduannis
Hnau
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.

pa. 411 nseansyinUszivalazszaulan 3(3-0-6)
MK 411  International and Global Marketing
FsAunew: aauld ma. 101

AnwiAnud Ay vein1InaInseriteUsemakazseaulan @an1msIun1IAIlan N1SIIUNFUNI
WiswgNIveUsemasng 9 annzwinaadlusinlssne 1sead1auasNsa U uYeIsIAnsseninalsewme N3
Wenarnsen1alseme NagninIsnalnsenInelsema sUUTENaUAIY NALNSHANSMILALIIAEIMTURATA
SeninaUsEna M9dna1na1slsEme N1IALESNNITRAINTENINNUTENA N15ILNULAY NS TEaY
N13AAN maamuﬁﬂmﬁﬂﬂamamid&La“iumié’ﬂmwizmﬂﬁy’waamﬂ%’gmauazmmaﬂ%u

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, gaining 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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Aa. 412 NISIANANTIUNIIAANALAE NTUTTUIEUNUS 3(3-0-6)
MK 412  Event Marketing and Public Relations
Jtadunew: aeuld ma. 101
AnwImdnn1sfeafun1sdnianssunienisnain wazn1suseaduiusiiesdestunisadns
amdnual Jeides uazanuduiusszniniesdnsiuasisuy naonaufnuienagnslunisd uaunisnaaiu
M3¥ARINTIUMNINTAAIN wazn1sUsEnduiudiiieliAnUseansnmlunisded smnensnanLuuATuNaes
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.

fa. 413 NISAANANIIASY 3(3-0-6)
MK 413  Direct Marketing
wtadunow: aauld ma. 101

ANUIMENN1STBINTNAINNINTT AULANFNITENINTNTIIARTIANATITUNNTAAT AU UA LAY
Fsahugudeyagnianunasneluuasnieuen mstmuangugnAidming msidonisnismanamansad
WNZANAUNTNYINILAZ AN IUNTAl (ﬂaaW\]uﬁﬂmﬁamiaaﬂLLU‘ULﬂ%‘lmﬁamﬂuﬂWimammmiwm6] nagns
wazmsmaununslinrmaeasaiieddngugnd TuiamsUssdunanagnsiily

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
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 Usznudagiunmeniseann 3(3-0-6)
MK 415  Current Issues in Marketing
Jndsruneu: @ould ma. 101

Anwivhade wwifn 33013 Muianagninsmananadislndluniniagsie vieiriediolanzdadu
Waunsmeniseanalugg fuats vierdaduiaula vieduwunldufiddaluewan Weuselewilunis
WALIAIUAR LarN1TYINUTOIUNANY)

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.
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fa. 416 N1IRAINNKN 3(3-0-6)
MK 416  Sports Marketing
Fwdsduneu: aauld sa. 101

ANWIMENNNT WWIRA FTAUINITVOINITRAINANT AN1IZWINENTITBVENARENITIIWALNTAAIN
TngldAnndudodidefuilan mafununudoyauaznsiinneinginssuguilaa nisdmungnén
naud g nMsLIRERSNe NM13UINTIIAN NM3INTIMNY MIdLESINIIAaIn RaenIuMsIatuayuly
msdnfanssuifedostunanfivg

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.

Aa. 417 n1sien1sAUaEn 3(3-0-6)
MK 417  Retailing Management
FyrdsRuneu: deuld ea. 101

AnvsuuuuressiadUanyssinnsng 4 woRnssumsteresgndn msvissiadUanuuusainans
o419 N3ad1enagnsnIanIImaInvesIRadIUan 8 nadenuuasasiuaing n1suImsszuumle
gUmMuiazmAluladansauma msuimsgnénduius uenaint Ssinwndsnisnaumuiaznsiadedudi ns
Fadenudnfugidii dudszaunisdoarsmianisnaindiudn Msuimsianisiiu nseeniuuLanIs
ANWAITIUAT MABAIUNTTIIUTNITUAZNITEINIEANLAEAINLAgNAT LT SNAAUAN

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.
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Aa. 419 MTIATIZATIUTIIUNIINITHAIA 3(3-0-6)
MK 419  Quantitative Analysis in Marketing
Jtadunew: aeuld ma. 101

Anwniefunisiessiduiunalusiuvusieg Avszanivnusunisaain lagwunisi
wnAnmmguiinefestunsiemeidwinaldliunsdrdulawasnaunudunsmann wu msldaunis
AANBBLTUEL N1TIATIERNTRUILYN mﬁm'ﬁwﬁaqﬂimmnm VOBHLAIADE AILUUNITTIABIAIUNTTA
MIBnIzinsanduls Mamaedunu waznsinszianuduldldvedasinis

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.

Pa. 422 NagnsnIsadEsuNITUY 3(3-0-6)
MK 422 Sales Promotion Strategies
rdsfuneu: geuld na. 101

3 | |

AnwIAUrNNY ANUEIATY NTNTIkeYINgUTEAIAYRINITANASUNITUIY NINTARETUNTVIET 3ag

9 Y

! % !

AVRRE mia'ﬂLa'%mmimaﬁajagjﬂuﬂma miﬁiaLa%mmisuwﬁzjquummma wazn1sdLETuNIsElaeFIuA
Uan %u@@u%@ﬂﬂ73’31\1LLNU‘\]%ﬂﬁ@UﬂﬁjﬂJﬁﬁﬂ’ﬁaLﬂi’]gﬁﬂaﬁ‘Uﬂﬂiﬂj N15INUNUAITAUATUNITVIY ANTNAFDU
WHUNSALESUNIUE NSUHTANMIIULAY kan1sUssluNanagnsnsaaasunIsueg

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 NSAANATENINGGIAR 3(3-0-6)
MK 423 Business-to-Business Marketing
dsdunow: aeuld ma. 101
Anwindnns Anudity Ussinmvesmainseninegaia ngfnssuuagnsvuaunsdadulade nng
USMIANMUAURUSTENI19550 ATANITATIINTBY NITIATIEN N1TIUNY NIFANUAFINUTEAUNIS
n3nan waznsuszandldszuumduddidnvseiing raenaun1sUssiliunatazn1smIuALAIATEAINGIAY
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.
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Aa. 425  MSANWIANIZUAAS 3(0-6-6)
MK 425  Independent Study
Jtadunew: aeuld ma. 101

AnwdeniedymiitnAnwauls wanisdestudriennisiiunisnan Inewdenietlymid
tnAnwauladusedliunseytiaineassiivine dednAnwdesduati siusiudoya favilasenis uas
viauanasluidonsedamiu

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.

Aa. 426 NIAAIATINATULI 3(3-0-6)
MK 426  Entertainment Marketing
Fdadunew: a@auld ma. 101 viveldsusuliRaNAMUA

AnwIndnnis unum wihil wagnsfvuatmnenensnatn duUsEaIN1aIINaIn LAy
AunaeiiAsatugsiatiuiis 097 ameuns aupd A @auayn vieudle uavaoutuiis Wusdy saenauna
gmsMInsaaiieIiunsve msdauadunsue nslavan nMsUssduiug uaznsnaianianss fiiluase
AUd5IRIIRATLAS

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. 43¢ NISRAIAEINTULINNTIY 3(3-0-6)
MK 434 Marketing for Innovation
FsAunew: aeuld ma. 101

Anwuuafin udnms audidty werdimaiimealuladdugdlutszgnd Tlunsnsusunsnas
nMsWaundadusilvl iloliaenndosiuanudossvesmaialudagiuuasiiiedunuimalunisdagulanis
N13NAIAVDIHUTNIS sw?’?&é’nﬁﬂmﬁqmsm?wumemﬂmﬂiuiaﬁﬁﬁwaﬂiwwiamiﬁmumﬂaqwa‘mﬂ
NINAAVOIBIANT

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.
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na. 429 Mseandmsugsnianeusy 3(3-0-6)
MK 429  Marketing for Hospitality Business
dsAuneu: @euld ma. 101
Anwinmsiuvesgsiafeuiuuaruinis suuseneusegsfelsausy vieauile anensiu $1ueims
aun WHudiu Anwszuunisuimsdnnis Yadedandeunislunaznieuenasdng fidwansenusenisinnis
LLaxﬂ’]iGﬁ”]LﬁUQiﬁﬁ]G’f@u%JULLa%U%mi AADATUANYINITINUNL N5TAIATIASISANT N194INTT NFUSTAILIL
N13AUAL ﬂ”l’wﬂ’m‘uLﬂuﬁgﬁﬂLLﬁZﬂ’]ia%’NLLN@QIﬁ] msu%mw%’wmmuu‘wﬁ n1TRaR wazn1sliuInistn
Wiunns dhvioadien waruanfunifeu nasnsunsinmsnisideuununisnainyegsiafeuiuasuins
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
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 NSRAIAEINIUGINANY 3(3-0-6)
MK 440 Marketing for Game Business
siunew: aauld ma. 101

AnwnnmsnesgsianuUssanineg WevhanudhlefansAnihdeinuiiionsu aussnguitmaneg
nsvhnsdeansmianisaanaieluslun ﬁﬂmﬁﬁiaamamﬁmﬁmﬂwmuﬁgwwﬁﬁﬂw%auugﬂLLUU
Sidnvselind AnwinsdnfanssuBuititeareanissuilunsidasaing

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.

Aa.431  AaUzuagn130onkUuienIasauuTu 3(3-0-6)
MK431  Art and Design in Branding

Anwmguisnufauzuazvdnnisesniuy W mslidnienisinesdusznou wieldlusunisaiiouy
sud 19 MsvonuuuuTTYae Tald Auflsiuims wasloseulal Weassamniaulawsdssaduininede
nausdvane

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.
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Ma.432  AIRAIAADUNUALLNAS19ETIA 3(3-0-6)
MK432  Creative Content Marketing

Anwnffisnsugegneainassduag nseanuuuiiomdmivdesunismaaluguuuuresieya
sUnm nsFinvidednle tiensedunuaule nsuense wazifinsonvglitugiia

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.

an. 417 finwedmTuingsialleandn 3(3-0-6)
MG 417  Business Professional Skills

Anwuaziinduiinuegsingg Addudenaaiuairsyednamuesnudulingsiaiondn 019 ns
Wayadnnmagluwazaiouen uywedusiug unsemmiedann nsyalufivusy msindedoasniegsia
wag walansdLaueet1wiiaa1Tn

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 ANSENIUALITITN 3(0-9-0)
MG 325 Professional Internship
Fdadunew: aeuldivangmu-dadu egretes 2 Fu vivelasusyliRainamud
Anwszuunmaviauatsluaaiudsznounis taz@neiwuinislunisuadynisieg Tuniseiiy
g3fn WlewaiuasslitnAnwdaundeudunuendnannsuiiinuiugiuesaindnnisuanduszuu Tae
tihdnwazdeddinuftRnuatduaniulsznounsiossdnissneg Wunailidesniy 200 43lus dnAnuides
Javinduninanuirmtilunsufianuluseninenisinufinnu iamﬁgﬁwENmaqﬂwamsﬂﬁﬁﬁmuuazﬂﬂLaua
uansfinUfsRnudleduaanisiinufofeu
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.
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US. 325 NSENMUAUEUITENOUNS 3(0-9-0)
BA 325 Entrepreneurial Internship
dsdunen: geuldirianeau-Usiu sgieles 2 31 vieldsusyiinAnud
Any3sdyaamesusznounis arwAnaisassd mauamailenialunsasugsialulg nsdads
83AN1T MIIUAN N1FUJURNUATY n1suTmsgstaedradussuy wazmwumndlunisuidym tnetdnfnw
wsadinnululassnsfinnuvesminends meldnisquasesnanansdfivinulasinig vieinnulussdnis
sneq iusaulaitosndt 200 $9las wastnAnwdesinhmenuasanisiinnuideduannisinay
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.

ar. 301 LWSHUANNIANY 33-0-6)
CO 301 Pre-Cooperative Education
AnwiuuiAnuazAnudnlavesssuvaniafnyInaenauldunsnS suAUNS BULALTI N BER 1UANNY
9191 NMIWBUIANLNBANATINU N1TEINANLUTENEUNTT WATANITIISUNTANNYANY NMSHmUNTINEElunIs
doans yadnnm meviuduiiy afrsassdnsieudieiangsy 5 @ Tausisuesdns madanisAnegis
5198557 wiadansdeussnuiasnisinaue inwvenisluiuszneunts AnssINAEsIN INRTIEUTIN
Twdgnan Temsufuluseninamsujiainu uazanulasadeluaniulseneunis
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 @nnafine 9(0-35-0)
MG 430 Co-operative Education
Autaduneu: @ould de. 301 Lagdvanizau-UiAu agetoy 3 310
Anwnszuumsvhanusisluanulszneunsssiviugiusninnuvesanulsneunsiilolasuangli
ihanwdanunieusunuendnannsuiifnuiugueisivinnsuasdussuu dnfinwaedesddlumis
nuegrufunatTnLalldiosnit 16 dUa19 wse 1 aAnsAnyl saudeinisusediunanisyineuain
91915891 nwmAvanulszneunns dndnwidesinvintuiinanufnilunisufoRnuluseninemns
Ufj R iauﬁaswmuaqﬂmamiﬂgjﬁ’aqmuasﬁwLauamamiﬂﬁﬁ’amuLﬁ@%ﬁj@ﬂﬂiﬂﬁﬁﬁmu
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.

ma. 441 nNagNsNIsUeY 3(3-0-6)
MK 441  Sales Strategy
FrdsRuneu: deuld pa. 101

Anwwdnms wuada anudidny matvuanagnsnisue Weadrsaulfiueulunisudedy st
mMsiesganImuInden wainssuguilan nmsiide waznisdeansiuguslan idssansynusenagnsnise
WislrigsAaiulaldognsiiuszdnsam

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.

0. 436 MsIamsIdugBidnnselind 3(3-0-6)
MG 436 E-Commerce Management
FudsAunau: @aule an. 111, n9. 212 wag »a. 101
Anwnszurumsdnssgsialuszuunisindidnnsednd uaznisdanisssialuguuuumdnseninegsia
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Peduuudumedidn msdanisauiaseduasnsnszangdudanddstessulatl uagnguuefiieadesiu
nsvhgsnIsuneBiannsefindniunisdavigsialugluuunduddiannseiindes

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-
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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.

uA. 021 IeIneuarngAnsIuguslan 3(3-0-6)
CA 021 Consumer Psychology & Behavior

Anwwinanudilanuidn nguiniednine dauinerfifertuwginssuguilae Jadedidmaie
nszusumsinaulevesfuilan waAnssuguslaaussiamsing 9 uazuuimenisussndldmginssuduslaniile
ﬂﬂigaﬁqi

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.

au. 031 nsadiedessnuususessadneassd 3(3-0-6)
BD 031 Creative Brand Storytelling
ANWIAMUMNG §53UTR LasTiuvesruRnadsasss wieudndumadauaziansAnuUUsng 9 1l
ihluadaunfauaznisadassdidessmlifunu sud vennifidsuarlifnuisnaanitemouusudde
gﬂmwuamﬁam Bhumif%ﬂuﬂﬁaauslugﬂLLUUﬂﬂiﬂaﬁaﬁ\‘iLLUUﬂEjiJLLazi”IEJQﬂﬂa
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.

Ma.337  msasalueaniagsiaguuuulng 3 (3-0-6)
MK 337 New Business Model Creation

Anwnanguf wmaasndnnsairslinanmsgsiadiedilonalnnsihauvesssiaguuuusitg 4 Tu
Aa1n UdIRnYI0AUsTnaVd1AyueInIsasIslumani1sgsnaeg1elslilauss@nsuasiudanisdnnisau
Tassadadiunu uaznndndegndn ilenssoseslumsaalunagsfvlmilusuian

This course aims to equip students with the principles of the Business Model, to understand
the working mechanism of various business models in the market. You will learn key elements and
concepts of creating an effective business model to build a new business or improve existing business

performance.
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Ma.338  AMUARESNETIALAZANLAATININYE I UTnNRaIn 3 (3-0-6)
MK 338 Creative and Critical Thinking for Marketer
BoudnsruiunsinnuedsainsassflumsamanunnismainuasAnynsinnginsaitunu
Y 1NINNITUALINANE UauenasunInIsnanlaegiaiauls SuaRnU IRAN 585 19855ANAUNNIS
panmemATinisnse q Aulaninifielildnufiuensisassiuads
This course aims to equip students with the learning process of creative and critical thinking to
create marketing activities. The course will provide students with a thinking process for initiating and
presenting marketing works, including practicing creating marketing tasks with various new ideas and

innovative techniques. You will learn about criticisms with principles and reasons.

M8.339  N1TRAIMNBANUTITULALNNTAANNEALTY? 3 (3-0-6)

MK 339 Sustainable and Green Marketing

' ¥
A a a = o

nsBeusismnnuaulavesiuslaafifienaldlosudaundounasninensiifliin Ivniddsdnmnns
M3AA1A NAgNENIINIIMATA uazurunsnaneg1edsiulnemiledsdundeunaiidnlddudslunsi
MIaaLarHaAnAT Anwiuiugsianuunsnatndide sufuuiliuvegsiaionisielfiAnnisddeds
daAuaEIUTI

This course aims to provide students with a concept of consumer behavior and business prac-
tice that considers green products and environmental issues. This course teaches how to make a sus-
tainable marketing strategy and marketing plans considering the environment and Marketing Stakehold-
ers. In addition, you will learn about the latest Green Marketing Business and Sustainable businesses

trend, including how to introduce green products as a marketer.

8.300 WUzt UX & Ul dwdutnmsesaibosiu 3 (3-0-6)
MK 340 UX & Ul Introduction for Marketer

Anwnamgud LLu’J‘Vﬁ\‘ILLaz%ﬁﬂmiUﬁﬁmuﬁaW@ﬂLL‘LJ’Jﬁﬂmiﬁﬁmu%@ﬂﬁﬂ@@ﬂLLUUU%&UM?@E@%
(UX) way Wnoanuuudnfasodld (UN) Bouidauuudanszuiunts wasinueiisnidudesiulunsains uxul
lugpddvia

This course aims to provide the concept and basic practical skills for UX/UI Design for man-
agement which is based on a design-centric approach to user interface and user experience design and
offers a practical visual communications technique. You will learn UX/UI development stages, from user
research to defining a project’s strategy, scope, and information architecture, to developing sitemaps

and wireframes.
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Ma.341  nsmaRdvMsUNsHa TR Bldnnsednd 3 (3-0-6)
MK 341 Marketing for E-Sports

ﬁm«nLLasﬁﬂmmLsﬁ'ﬂﬁlLﬁaaﬁuqmaﬁwﬂﬁiuﬁW1§Lﬁﬂmaﬁﬂﬁ (E-sports) Fdntulul wumnensean way
nsfifnwilunainfwndidnnselind E-Sports saufalulnagsianaziuInienagnsn1snann E-sports AN
seAUsznaUNdNLAzLIARIUNSaSarduaSuduYsEAu ISR ied A HRNssuAM B nseding

This course aims to introduce students to the understanding of the new emerging industry of

E-sports. You will understand the market, marketing approach and case study in the E-Sports market,
including various business models and marketing approach in the E-sports market. You will learn key

elements and concepts of how to create and promote marketing mix.
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