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(udngasunne®) Ussnauseian 8 wén fanuminedsil
@udRul 1-2(01) v ey

Wil 3-5 (136) WNeile @NIINNIRan (MENgRTUINNTIR)
iUl 6 iy el
wwedndull 7 Seamng ded
1 yanefle nguivniananavialy
2 el AgATINTIIAIAaNEN
9 wnehe nguiv anfiefinwr e Rnuszaunisallinndin
Fesamens duuun Jgmfiey

o E.J =3 a u a ] 1
LBYaAUN 8 it ﬁ’]ﬂU')‘U']'LuLLﬁlﬁﬁﬂﬁ&l

3.1.4 UHUMIANEI
wNun1TRnE Ul euitaniadne

B9 1 mamsAnendl 1 Frusumiaefin (w.ussene- . USR0S - v Anwiiismues)
01130171 nsUgYBn1sRy 3(3-0-6)

. 01132111 wannsdems 3(3-0-6)
01999111 AARTHASAURAY 2(2-0-8)
011750 Aanssuwadnen 1(0-2-1)

Fninywhiunguanszquviemans 3(--)
Fdnyrilunguanssmandisussneuns 3(- -)
Fnwhasemedlaldmunul 1 o 3(--
594 18(--)
% 1 man1sfinwdl 2 dnnumbefin (yuussene- gy, UfURNT - v, Anvidaenued)
01101181 IATEgMaNTIanA | 3(3-0-6)
01134111 UANNISHAIR 3(3-0-6)
Femulne 3(- -)
Janwriaseveafidldntvim 1 2w 3(--)
JodnwinlUnguansewaiiosneuaswaitodan 3(- -)
Fyrasaua/nouRInes (- -
594 16(- )
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P =
W2 mensEned 1

01133211 ANSFIANTAISNEAN
01136112 MIRARLAZANVUNY

Frwnmingiin (ussore- g, UiRnns - e, Envndioaules)

- 1 A H 1
TnnanUssmanliliaiwued 1 o
InAnwvihlunguanszedffiay
Ffnwvilunguanseauyidemans

U 2 aAnsdnedl 2

LY

3(3-0-6)
3(3-0-6)
3(--)
2--)
3(--)
18(--)

Fruumiieiin (u.usvene- su. U§URMT - wu. dnvrhanues)

01131211 m3dugsia

01134212 wyRinssuguslan

01134331 ulgunendndnsiuassem
01134351 msﬁaaﬁmsmmmmuyﬁmmi
01136211 adfgmsunITRae

01136312 ATRAUTIAT19ETIA

=4y = o
U% 3 arannsAneil 1

01134321

01134323
01134341

01134491
01136321

s | -
Un 3 aan1sanen 2

R 4 pansened 1

UM 4 anannseinund 2

01136498

ANSREIATEVINUSEINA
AMINUHUNTIAATINELNG
ATSIANITYDINIINITAEN

uJguTT AU TRaIn

MInaREUsENaUNTY
Triawigiden

Funanizidan

Aunanwisidan

UsyviLer

I uRNIEDN
I ndenas

3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)

18(18-0-36)

Fnumhefin (va.usTens- v ViR - o, Anvwnenuied)

3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)

3(--)
i8(--)

Fwumiieiin (Tu.ussens- vy, U§URnT - . nwieiemuesl)

15(--)
15(--)

Frnumiedin (e.ussene- gy, URTRMS - . Anwemaas)

(=23

B

Fiuveine (.ussene- vy, Uiang - ax. Ansinemies)

3

6--)

6(--)
15(--)
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LHUNSANWILUULSEudTEuiafnen

U 1 aansdnendl 1 ' Fuumdaein (BU.UTTEne- Yu. UFIRMS - 2. Anwidumues)
01130171 msUdnsiSy 3(3-0-6)
01132111 VENANTANAIT 3(3-0-6)
01999111 AENSUMSUEURY 2(2-0-4)
01175x%xx Aanssuwadnw 1(0-2-1)
Fdnwvilunguanssguriiomant 3(--)
Junfnwilunguanssmansususznauns 3(--)
narwesUssmadildldntwiu 1 a1 3(--)
593 18(--)
U 1 mamsdnendi 2 Frmmiin (ﬁu.us‘smu- o, UfURnTT - 1. Anwenamags)
01101181  AsegmandyaniA | 3(3-0-6)
01134111 NENAIIAATIN 3(3-0-6)
e ine ' 3(3-0-6)
Jnaneeneusemedlatdntenul 1 A 3(--)
Jdnuhlunguansenadladivesaswadiodan 3(--)
Tgrasauve/AaNianes o) -
ERLY 16(--)
T 2 mamsdnend 1 Frumiein (u.uT3ene- o, UHiRmT - s, Anwinuauas)
01133211 mMITAnsNISHEN : 3(3-0-6)
01136112 NINANALAZNYNIY 3(3-0-6)
Frnmeseussmaiidldnwugd 1 o -3(--)
Jufnwihlunguanssegifiau 2(--)
FnAnuhlunduanseguvioenans 3(--)
594 14(--)
U 2 anemsfnundi 2 | Twnmhein (Bu.ussene- w. J§iREnT - . Anvirumaes)
01131211 MIRugGINa 3(3-0-6)
01134212 waRnsIuguilan 3(3-0-6)
01134331 Wlgunengndneiuazsim 3(3-0-6)
01134351 mﬁﬁaa'ﬁmima'nmwwuizmm's 3(3-0-6)
01136211 afAdvIunNIIRaIn . 3(3-0-6)
01136312 MIFAALTIETNATTA : 3(3-0-6)



= o
T 3 aransane i 1

Fnumieiin (vussete- v, Y§0Rms - . Anvidaauiad)

01134321 NSRAIRTENINUTELYIA 3(3-0-6)

01134323  AISINUNUNSAAWIEINAENS 3(3-0-6)

01134341 N359ANTTFRININTNAIN 3(3-0-6)

01134491 ‘ssLﬁaﬁ%‘iﬁ'ﬂﬁugmmqmimmﬂ _ 3(3-0-6)

01136321  answamgussnaums 3(3-0-6)
FwnanEen 3(--)

524 18( - -)

U4 3 nmnnsanend 2
A nanzidan

I 4 ananvsinendl 1
01136490 anfafinwn

I 4 armns@nend 2
01136498 Ugyniieig

A awizidan
Fndenas

Fruaumeiin (vu.uTsers- B UGIRMT ~ gu. Anvideaund)

974U 15(--)

Fnnumbhein (3u.u35E08- 30, UFURNTS - . Anwdhanties)

fon

EXEY

[))

Furumdein (¥.UTIee- Yu. U§iRne - g, Anvieiomass)
3
6(--)
. 6(--)
EFY 15(- -}

23



3.1.5 A93uETEIY
a o a
3.1.5.1 swivinlusiaivvewmdngns

01136112%

01136211%

AFAAALALNL NN 3(3-0-6)
(Marketing and Laws) '
AviidoeFauanniou : 01134111

ATUEAYVBIENNUINR BUN NNV IEABNITNAIR ATIUNUIBUAZUTUANTE
nguaneuazngvInENsAaa nginewazngsudeuiiierdestunisfunseuslnn
aouRmeskasmAlulatarsauma niwddumayy) dennamnimsdn musufialu
windel wwmspudui madmuasian widsddidnvseling wisulud mslawan nns
AUAFUNITVIY NITVIVATT NTTNAINNIANTS LLazﬂisLﬁumaﬂgwmaﬁu‘] dwmsurinniy
AR m‘le'i“muawﬁwa%dﬁmwmmaaumangwmEmamimﬂﬁu'lﬂmﬁmiﬁmmtau
flanssuvansnann

Importance of legal environment in marketing. Definition and classification of
laws and marketing laws. Laws and regulations involving consumer protection,
computer and information technology, intellectual property, trade agreements,
product lability, product standards, pricing, electronic commerce, franchise,
advertising, sales promotion, direct sales, direct marketing and other legal issues for
marketers. Assessing the influence of legal environment on marketing decisions and
activities.

AoAdMSUMSnan 3(3-0-6)
(Statistics for Marketing)
AniideaGaundeou : 01134111

mstnadAussgnaliiummain msfumanuslugndeys msdsanaeuasms
vnsUaNIAgIY Ussens nquineduayitnsduanetn Femsniunindeys missuw
wauammanmwsmmLLavanmaumu ﬂ’]'i‘ﬂEN"IU‘ZJE)LIaLW’E]ﬂ’]‘iﬂﬂau'LiW!'Nﬂ’ﬁﬂﬁ’lﬂ ahm
Aeafunsaann aﬂﬁlmmnm'ﬁmmm@ﬂtuam adfd EI'JnUﬂ'lSﬂﬂ']ﬂﬂ'lULﬂiamaﬂuw'l
foya addiferfunsnandedsauesulal adfiRontuniseainile anmn&nnu
msnanavseawnedidnmsadind ﬁﬂmLﬂEl'Jﬂumima'mwwIWiﬂwwLﬂaaim ﬁﬂmﬂmn‘unw
mLu'ﬂuaJﬁluLﬂuanm aiRamunnslevan Ltauﬁﬂmmum‘immmau‘]

Application of statistics to marketing. Data mining. Estimation and hypotheses
testing. Populations, samples, and sampling techniques. Data collection methods.
Describing data using descriptive statistics and inferential statistics. Reporting data for
marketing decision making. Marketing statistics, content marketing statistics, search
engine marketing statistics, social media statistics, video marketing statistics, email
marketing statistics, mobile marketing statistics, lead generation statistics, advertising
statistics and other marketing statistics.

*51y3n bl
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01136311*

01136312*

01136321*

manaaisamdiy 3(3-0-6)
(Sustainable Marketing)
Funiidesdeunineu : 01134111

wdawazauddy e Imatntitonadiiu meinanudiSavesedng
MnUIAREIDS 3 1w Suldun wisvghe deau wardwandon woRnasuguiland
s.j«ﬁum’mé"qﬁu nsmaaLflediny nismatmitedaindon wavnsnatndiansal
wnunsmatnionudBy nsdlfinw

Concepts and importance of sustainable marketing. Performance
measurement using a triple bottom line concept with regard to economic,
social and environmental aspects. Sustainable consumer behavior. Social
marketing, environmental marketing and critical marketing. Sustainable
marketing plans. Case studies.

nsnaaBeaiIaTsd 3(3-0-6)
(Creative Marketing)
JiifesFoumndou : 01134111
wnfsuwarAUdAyraImIldRINAREI AT INSRaTR MTdlauelaTinig
uiumIRamRliALAnassassAlvalg nsthluufifesussUssdiuna
Concepts and importance of creativity in marketing. Developing creative
marketing plans. Implementing and evaluating the plan.

nsnatagUsenaunig 3(3-0-6)
(Entrepreneurial Marketing)
Juriideaideuandeu : 01134111

fnuwaiz WUIAA NTEUIUATT mﬂ‘ﬁﬂLLaznaqwﬁ'mam'immﬂwaﬂﬁﬂ'i:maum'ﬁ
MSAINASIANNATIARTA grsTBmmanaadmiumssiiunisgsia 9sse1usTn
vesinnsraalunmasiiugsia asiidenamduduasuinig mawannLaung
fNAaA

An overview of characteristics, concept, procedures, techniques and
marketing strategies for entrepreneurs. Marketing creativity for business
operations. Code of conducts of marketers in doing business, Market Research
for goods and services. Develop a marketing plan.
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01136322* nrsnarnlleianssuiiey _ - 3(3-0-6)
(Event Marketing)
fifipadeuandeu ; 01134111
wnAnfeafuiefesienisnaiafianssufivay 2IAUsENILLATANANYUZYE

ANIAAIA NINTTUALAY ﬁﬂ%ﬂwuamwamamiﬂﬂmLtwumwmmnﬂnimwmw ANAT
anmuInaaNkazALlY NMTWRLBRMLas MR sRaIaRan TR iwelUly 4 Fumeums
davinaunInaImianssufivae SIAImMIRRILIATAUAMRIUMIRaIAAINTSHRLAY

Concepts about marketing tools for special events marketing. Components
and characteristics of special events. Factors influencing event marketing
planning; Customers, environmental factors and competitors. Implementing and
developing plans. Steps in implementing marketing plans for special events
including developing brands through special events marketing.

01136323* p1sMaIRgSRRAUGVAMN | 3(3-0-6)
(Healthcare Marketing)
AenfifaciFeusndeu : 01134111
'Vlt']‘t!{]LLﬂuﬂiu‘U']‘Uﬂ’]‘iﬂ1uﬂ'l‘iﬂﬂ’]ﬂ‘V]LﬂEJ’Jﬂ‘lJﬁiﬂ"ilﬂ°ﬂﬂ’l‘w MIAATIINAINGSHT
LWEJﬁ‘Uﬂ']‘WLLﬁun"l‘imﬂa‘lﬂﬂ‘ﬁBa‘uﬂ‘lLL‘Ei”Uiﬂ'lia‘uﬂ'lﬂ‘m"lwﬂ'awuﬂﬂﬂ N13338AaR
ﬁumLLaSUimimuqmmw WHUNTSRANAFIRTUTIAMALUTMTITUEUA N
Theories and methodologies related to healthcare marketing. Analyzing
healthcare markets and consumer decision making for healthcare product.
Marketing research in healthcare products and services. Marketing plans for
healthcare business services.

01136411* mmmm’luqamnﬂﬁauuﬂm 3(3-0-6)
(Marketing in Disruptive Era)
*‘amﬁﬁaaﬁaumﬁau 101134111
Wanrnrsiwmaluladfdmansenudanisduiluninisaaialusuien
AsTuauATsN1SIUABULUae wmann m‘i'mLLNunaqms‘nﬁma'lﬂLﬁaﬁm%'uamumsni
Tvna]
Advanced technologies disrupting future business. Market disruption
processes. Marketing strategics planning for new market situations.

01136412% msAnwnlusminedesnsuszind 1-6
(Study Abroad) '
JunfidfaeSeuandou : 01134111

nsisuiuasimunule e flamadeudeuluamivendessene
maflsudsanhofniulinnasivesminedanvnsmans

Learning and self development from courses taken at overseas universities.
Credit equivalence according to Kasetsart University regulations.
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01136421*

01136490*

01136492*

01136496*

01136497*

asfanuifugsinninnisSenluunivendesiislsome 1-15
{Business Knowledge from Overseas Universities)
Suiidaaousnreu : 01134111

mudiieaiugsia seiuUiygnd Mansmsdoudoulumivedasslsema
mafisudssnbeindulumunusivesmninedoinuasenans

Knowledge in business at the bachelor's degree level taken in overseas
universities. Credit equivalence according to Kasetsart University regulation.

Auiafne’
(Cooperative Education) 6
msufiieulusneazninnuiies mulassnsilduueumng saenaums
IRVTIBULAEMTUIEUD
On the job training as a temporary employee according to the assigned

project inctuding report writing and presentation.

Hnuszaumsalin@nnisnann
(Field Experience in Marketing) 3
msinyszaumsaliv@nsunsaanluaaudsenaunisluesdninniguie
mawny Insflssozalunistinnudadedulddesndt 200 2lue vaviinaue
FWNURaMFUH IR
Practical experience in marketing field in private or public sector for
minimum of 200 hours and presentation of performance report.

L%ENLQW'IWNMW&M 3(3-0-6)
(Selected Topics in Marketing)

d U = o or d’ al 1

Fasewiznuniinatn lussdudsygies WadeFeuvasuudaddundasnina
ASANA

Selected topics in Marketing at the bachelor degree level. Topics are

subject to change each semester.

dunun

(Seminar) 1
nsinausuareAUnevdeiiiaulamonimematalusediuUSagns
Presentation and discussion on current interesting topics in marketing at

the bachelor’s degree tevel.
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01136498* Jguniiey 3

(Special Problems)

nmsAnwAuaivnImMIeamseauligan’ wazlouseadeuduseey

Study and research in marketing at the bachelor’s degree level and
compiled into written report.

=3 d of oy ol
3.1.5.2 sedvridusiadvuenudngns

01101181

01130171

01131211

\ATWgANERIYaNIA | 3(3-0-6)
(Microecconomics D).

arumnednuaeriEmsfnuasugaansUguinsegia mavimuaiives
STUUIATYERa QUawmgUmMy uasTiamudaneuvetaUainuasgununsluguasd
LLa.,aiJmu'Lum'iﬂgwwqmns'su‘umwuﬂnﬂLLauasans.,Iwuﬁinﬂmﬁwama”muwu

_ ﬂ"li'NﬁGl G]NVIUIU‘J”EJ“E‘IULL&“?”EI“EITJ nsuanluszezen m‘maﬂ'lusva“mm*m A

LﬂEi']‘UBGﬂUFI"J"I&!ﬂ‘TJWH']LLﬁ“ﬁJﬁW‘U ﬂ"liﬂ']‘b‘l‘l.!ﬂ’i']ﬂ']NﬁNﬁﬁ]'LUﬂa']ﬂﬁl'N i ﬂf]iﬁ‘{]i'lﬂﬂu
L?N‘LJQ‘UW ﬂ’]'iﬂiu'i]"l&l'i’?ﬂlﬂ A1TATUUAAIRIS ﬂﬂﬂL‘UEJ UASNAADULNUITNATTAINY
AHNYINIU LLauﬂ’J'lﬁJ‘LNWI'IWEJNﬂu

Meaning, nature and methods of economic study. Economic problems.
Functioning of the economy. Demand, supply, price, elasticity of demand and
supply, application of demand and supply. Consumer behaviour and utilities.
Production and cost, short-run costs and long-run costs, production in the
long-run and very long-run concerning progress and pollution. Price
determination in different types of market, application of price theory. Income
distribution, determination of wage, interest, and return on investment ;
poverty and inequality.

MUy ¥n15du _ 3(3-0-6)
(Financial of Accounting) '

wdnnstgdialy ﬁ%‘nﬂsﬂ’uﬁnumwgumummﬂuwuaﬂ anvru Frdufu Fudn
Auvds Quamu Aunswiiisanuuarlifidny wuaul,l,a.muwaamﬂumwm 1%
AL NNSEY

General accounting principles, principles of recording transactions for cash,
account receivables, note receivables, inventories, investment, tangible and

intangible assets, liabilities, owner equities; preparation of financial reports.

n15RUgEINY 3(3-0-6)
(Business Finance)

wénnadesiunazansimuglunsdanismansii uiifeagfianisme
A15RY ANTARBNTINISEL AMS1ALHLRAENITNEINSAIVIN1s Ry eFaslasing
Tumsdanisnunsidu Ieseinmslu Suyuuassuuuesiuyu nmsnduls
AEUTEBYET MIIMMIRUUMALY
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01132111

01133211

01134111

Basic principles and objectives of financial management, functions of
managerial finance, financial environments, financial forecasting and planning,
tools of financial management, financial analysis, capital and cost of capital,
decision in long-term investment, working capital management.

nANN1TIANTS 3(3-0-6)
(Principles of Management)

waRALAZ TN NSRS MIUMTTANTS annwIndeuiegsAaiil
NANTENUABATS AN95INT ILEITINNESHasAMSURnvURadALvatDIfnT
g3fia UNUMURAETTIVIINTS ﬁ'mmwaaﬂ'ﬁmmi n1sAaduls A15wRY N159R
23ANS NsniuarnsaIuny

Concepts and evolution of management. Managerial jobs. Business
environment affecting business management. Business ethics and corporate.
social responsibility. Managerial roles and management functions of managers.
Business decision-making,planning, organizing, leading, and controlling.

ANTIANNTNTTHAR 3(3-0-6)
(Operations Management)
Jufideadeuaneu : 01132111

winmsidosuresnisanisnisndn mudfusulunisesnuuundndos
Uszinnweansrurunsudauasunude mmfidosiulunisdanisdidanisede
mmﬁ’nﬁ'ﬁu‘umﬁmﬁﬁﬂa AFABEUIUTEUUNER N1TIANTALAIASASY LasmSIRnTY
AN

Basic principles of operations management, introduction to product design,
classification of process and layout, introduction to capacity managerent, importance
of location, operating operation, managing inventory and managing quality.

®ANNTAATN : 3(3-0-6)
(Principles of Marketing)

SNUAILLATASEUIUATIVINNIINGTR WUIAYAR unuw eudady il
uwaladamemsmatn msudsdiunatn madennamtving wyinssuguilon
drlsvaumsnae uarmsisensmanmidesdiu

Nature and process of marketing. Concepts, role, functions and factors of
marketing. Market segmentation. Selecting target market. Consumer behavior.
Marketing mix and marketing research.
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01134212

01134311

01134312

woAnssuEuilaa 3(3-0-6)
(Consumer Behavior)
JuiidealGounnniou : 01134111
wdnuagnisiemengAnssuuilaalunsfiansandagulefesudn Taefersun
falladudn 9 dlufutadedauyrrauastiadunisueniiisvinadenisdndule
naenaunstnewWaTlsnNsAnwmnAnssuuslnaunissgnd Wiladmuanagns
HHAINAA ' _
Principles and analysis of consumer behavior. Considering factors for
buying decision both internal and external factors. Including the results from
studying consumer behavior to set up marketing strategies.

n1seade 3(3-0-6)
(Purchasing)
Anfideaduunntou : 01134111

unum wazarmdAgesnisianisdunisisds auiulnveurediants
swdnde mrwdutusvesoudadatuaudy q lussdns ulsusuazsadoums
o nsdndauvuTINEILITUAENSERIEE LR msfmusnadnuaresduid
§n%e nMsfuunuInYeIsiede asdonuvdne asvindawas gy mud
ngyang msieseiteyafiertunisdade dunu s1m1 dils nisaeuuazms
ety madieufiousewienndioes msde ms

Role and importance of purchasing in modern business. The responsibility
of purchasing officer. Relations with other departments in an organization.
Purchasing’s policies and rules. Centralization and decentralization of
purchasing. The determination of specification, quantity and source. Contract
and legal problems. Data analysis of bill order, cost, price, profit, capital and
risk. Comparing the benefit between producing, purchasing and rent.

A15AN1TNITVIY ' 3(3-0-6)
(Sales Management)
Suriifesduusndiou : 01134111

AnuEYeINITIANITYIY N153RRIANIT NTAsuAlaute nnsaTTmIwTngu
118 msuadas msanden nstdameuuny msadseiguasmdila menaunu
wasiiaTsinisng nMsUssdiurauasnisarvauntsae lamnise sudssan
uazAlfdngmenisnny maUssiliuna wasnsaIuAuA1TvIY

Sales organization. Sales planning policies. Recruiting, screening and
selecting applicants. Sales compensation. Sales incentive by good moral
supports.  Sales ptanning and analysis. Sales gquotas. Sales budgeting. Sales
and cost analysis. Sales evaluation and controlling.
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01134314

01134315

01134321

IIFIVITUNNNISAANA 3(3-0-6)
(Marketing Ethics)
Juniidosdounnden : 01134111

LWIARYEIRTIIUTIUNNATANA ATTOIVTTUNNATNAIAVDSANTUNIGIH
Hadefimunasserussaviensnata asseussamentsaataiiiluldlunis
TRuHunagnsantsaat dgwnasdeldudelumainsseussamanmsaanaly
s

Concepts of marketing ethics. Marketing ethics of business institutions. Factors
determining marketing ethics. Marketing ethic approach in planning marketing
strategies. Problems and arguments concerning in implementation of marketing ethics.

nmseainiennuiuinvousadianuaswando 3(3-0-6)
(Marketing for Social and Environment Responsibility)

Syrfideudeuanda : 01134111

mumglazANudAyvemaIn aaensukLIAn Uiy memsnaaiiadi
awiuiinveusedinuuardsanden dulsraunimnanaiftenuiufiaveude
Hpunazdandoy msldnsdanminmsaaadtewdsuulameinsauduslnnuas
gifeliilfinnuiulinveudedruuasundouionsliinmsimundenuois

1
’
o

b asdifinw

Definition, importance, concepts and phitosophy of marketing for social
and environment responsibility. Marketing Mix for social and environmental
responsibility. Using marketing management for changing consumers and
business behaviors to be responsible for society and environment in order to
reach the sustainable development. Case studies.

ASRANATENINUSEINA 3(3-0-6)
(International Marketing)
JuiifosSounndeou : 01134111
AUENAYUAZANTWLINABNTIINITIANTENIINUTEMA Unukasuleueves
3§ msfarsanfenduauassain nsussgiiuve asdmunsiat nsvuds as
Fondauwnudwiing meduaiunsnsusazaiuny Jgw wesguassrlunimman
TEN M TEIA
Importance and environment of international marketing. Roles and
policies of government. Criteria for products and markets selections. Packaging,
pricing, handling, agent selecting and promation. Planning and controlling.
Problems and barriers in international marketing.
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01134322

01134323

01134324

nsRaInAIvia ' 3(3-0-6)
(Digital Marketing)
Afidaaduunniau : 01134111

Ueyn Wuafn uasAudIAYIeIMIIaInRINa anmwrsaNdmIUna1IaRivia
nsfvunduLURaIn n1sdanaasdmusiazimuaswLsE I URaIRRIVE
mslnsiesignin msahiansendnuaznisldsuniontsfearsiudediva s
Famsteiduddudinuiieteiieanausduresmsnduii nasifnw

Philosophy, concept and important of digital marketing, digital marketing
environment. Digital marketing segmentation, targeting and positioning.

Customer analysis, creating contents and engagement for communicating via

digital media. Managing brand reputation within social network for sustainable

brand. Case study.

NNSINUNUATIIANALGINAENE 3(2-2-5)
(Strategic Marketing Planning)
JpidaeSeuandeu : 01134111

mMadeuusun1Inan ieswinsidsuudasnuniseainiielidenadasse
an1mn1Iein1sAana wisestinndnduduasiudn Wauigdiuuwnunisnain
Usznausmemsiiessianmuandemianelulasnsuen msfmuanana msiden
nataivmisuasnTeARumindndud naensunisimuanagnidiul seau
nanan Wi sdndast Msnea madendemnanisdasmisuazasdaasy
AR ‘

Writing marketing plan. Examine how marketing plans can change with the
life cycle or market conditions of product or service. Developing a model of
marketing plan that include an analysis of intemal and external environment,
segmentation, tarketing and product postioning, and defining marketing mix
strategy; product, pricing, distribution and promaotion.

NSARIAAWA 3(3-0-6)
(Sport Marketing)
SuniifeaGouaniou : 01134111
anuianudilslumsimseaauasnagninismatadmivauduazuinned
Aendestugramnssuiin nagnsmslifmiduiatestielunisinismanndmiu
dufuarynisdur Alieglugmamnssufivn nmeilaseviqeeaugauds Tenauny
guassAvasesinsiwn mamiatiuayy mmsvimadusii nisduaduntsranadudi ms
Usznduius mslidvimemsduasmsidenginssuduilandufiideadasiuim
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01134325

01134331

01134332

Knowledge and Understanding about the applications of marketing and
strategic marketing concepts to sport products and services, and the marketing
of non-sport products through an association to sports. Strength, Weakness,
Opportunities and Threats analysis of sporting organizations, sponsorships,
branding, promotions, public relations, licensing, and research about sports
consumer behavior.

nsRanamMIYiatiian 3(3-0-6)
(Fourism Marketing)
SerfideaSuunniou : 01134111

i LnAsmamseaauasnaUssendld meldviunsesmsmavieafleanay
gIfnIAuNITBUfie] NTEUIUAITNISABIRNISaLTEIuaTENYRTIANIZYD
nMemmmMsviaaiisn Myisemsnaiansvieniien uasngRngsuinviaaie wnuns
amansvieilen ndidne

Theories, concepts and applications of tourism marketing within a travel
and tourism organizational context. The tourism marketing process and the
unique nature of tourism marketing, tourism marketing research and tourist
behavior. Tourism marketing plan. Case studies.

ulsvrsndadnsiuazsn 3(3-0-6)
(Product and Price Policy)
JufifiesFuuanriou : 01134111

WUIAMLARENY 9 ‘HBQNUi‘lﬂﬁlumi‘l“NLLNuLLauﬂ1WUGIuIUU1UNﬁmﬂﬂJ‘I’ILLﬁui']FH
ﬂ‘\in’mumﬁ’mﬂi”auwamﬂmm m‘iwwmnaﬂmﬂﬁmmmnmnumamnmmm"ﬂﬂﬂw
A0AAADINUNISTINNER ust m‘iﬁn‘mamwu’maaumEJ'LuLLaumEluanwuﬂa
nansynusensAmuaulauarEasustuarsim

Manager’s concepts in planning and setting product and price policy.
Setting product mix. Developing marketing strategy for product and price
related to product life cycle. Studying intemal and external environment that
influence and to set product and price policy.

- MM InaaduiBnagnd 3(3-0-6)

(Strategic Product Management)
SerfidieaFouanriou : 01134111

Lu2ARtUATTINLNY Ll.auﬂatlwan'liﬂﬁn'lswaﬂﬂm% asAMuadIuUssay
RG] msw&mu']naawﬁmimmﬂanﬂ‘uwamﬂiu%"l‘mﬂaﬂﬂamﬂ‘UNﬁ]‘smmNamnﬁum
m'iﬁm«}'lﬁmwLL'mamm'lﬂ'luLLa“msmanmNan'im'umanﬁmmmunaawﬁmsmms
R TIL] LLa”mS'wsmmLLNumiGla']mJaﬂwamﬂm‘n"lwaaﬂﬂaaqnumuﬂizﬁumq
miﬂa’lﬂﬁlu‘]
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01134333

01134341

01134342

Concepts of strategic product planning and strategic management
planning, setting product mix, the development of strategic marketing for
products in according with product life cycles. The study of internal and
external environment impacting to strategic planning for products management
and development of marketing plan for products in according with other
marketing mix.

QU DCREUE G e ) 3(3-0-6)
(Marketing for Luxury Products)
SufifaaGeunndeu : 01134111

auFiiluiieatunisnananinfasingns anmiaedeuntsnatasdndos
wins1 Mynseiguilaandaiusivgne dwdssaunsaiandndusivgns K
NAgNSNSRAIANERSUTINIITT

General knowledge of luxury product marketing. Marketing enviornment of
luxury product marketing. Luxury products consumer analysis. Marketing mix
of luxury market. Develop marketing for luxury strategies products.

ATIANTIITOINNSNAA 3(3-0-6)
(Marketing Channel Management)
AniideaFounideu : 01134111 .

anwuglasw@ing JULuUvesTaIMIaNITHaTn unvmnfinagniswamn
dpmuNIIaIAuAasgULUY aadunisnaia Yedaudwazartusiuioduuas
an1iusng n’l'iﬂmaan m3dsulluna NMsAuRuYemnInan aranauilady
WAZENTWLIAABNAN 9 Finadonisdanisdemnanisnann

Nature, structure and type of marketing channel. Role, function and
development of channel systems. Conflict and co-operation of marketing
institutions. Seltecting, evaluating and controlling marketing channel. Factors
and environment that effect marketing channel management.

nnsA1UEn 3(3-0-6)
(Retailing)
Juideaounnnou : 01134111

aﬂ‘tyfuuLLav'i’mu’m’ﬁWNﬂ'l'imﬂaﬂ aprdunisauan ﬂ’]’iﬁmmimumim
Uan nmsdansiadise n1sdmesdng N15IAUYAAR mi%mmiﬁum ATSAA5IAN
Fmsduasumsrevesiantsmvin LLﬁuﬂTﬂ‘MU‘iﬂ’l’iﬂN 9 maaﬂmsvwmsﬂ’mﬂu
aunsRuavkuiliuresnmsmUanlueutan

Characteristic and revolution of ratailing. Retailing institutions. Retailing
management.Location. Organizational management. Personnel management.
Mechandising management. Price setting. Promotion methods and retailing
services. Controlling system and trend of retailing business.
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01134351

01134353

01134354

A15ABENSNISABIALLLY TN 3(3-0-6)
(Integrated Marketing Communication)
Sufidaaeuuntou ; 01134111

nagnsmsfeansmmsaaalasnsiawan msdaiumseg msvelaoyana
msUssnFniug mananamianss kargluuunsdemsdy nsademstuinsidud
mwé'ﬂwﬂimqﬁuﬁ']LLazwqﬁnﬁinnﬂi%a

Marketing communication strategy through advertising, sales promotion,
personal sélling, public relations, direct marketing and other communications.
Creating brand awareness, brand image and buying behavior.

myuInsgnAnduiug 3(3-0-6)
(Customer Relationship Management)
JnfidesFeunideu : 01134111

ATZUIUNITVNNIRAIALUNITAT NANMUAUNUS AN LB El'nn‘uaﬂﬂ'l msanaula
I‘L]‘JLLﬂ‘iﬂJ'VI’NﬂW'iﬂﬂ'lﬂLW@ﬂTNﬂ')’]ﬁJL‘ll’]‘Lﬁ]LLﬁuﬂ'ﬂﬁJﬂnwuﬁﬂﬂiu‘Vi‘?NE]dﬂﬂitLﬁuﬂﬂ‘Tﬁ
sukefuslanuasifiduldide  msdaduladalelildnuaiulngldnagnslanuld
nagnsnsinugndn mamgnalval asmsAsgnangy

Marketing process to build longterm relationship with customers.
Marketing programs decision to create good understanding and relationship
between organizations and market, including customers and stakeholders.
Value added buying decision through win-win strategy. Strategy for customer
retention, new customer acquisition, and customer win back.

Aavznseiy 3(3-0-6)
(Salesmanship)
JuiidaeSuundeou : 01134111

NENLAZNTZUUNITLAUDYIBBUAT ﬂ'i“‘ln‘un'limﬂaulwaﬁum‘uawuﬂﬂﬂ
miﬁnqumnﬁmawuﬂnﬂ wanamwmt.wanﬁmh% s dmaraudun
miai’wﬂmaﬂ‘l&m”ua“ﬂmanummaawum‘m‘uw LwaL‘lJuwum'imﬂwm wmafianig
19391 m‘ia‘i']mu‘lﬁﬁlamwuﬁﬂuaﬂm ﬂ'J’lLlﬁL‘iaﬁﬁt‘grg’lﬂ’Iwa‘m

Principles of selling process. Analysis of the buying decisions process.
Characteristics and behaviour of consumer. Psychology in sales incentive.
Principles of psychological for consumer motivation. Data collection for
planning approach to target market. Training salesmen. Technique of
negotiation relationship to customer and sales contracting.
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01134355

01134356

01134411

ATENLETINTUBUAZNITAAINNDNTTY 3(2-2-5)
(Sales Promotion and Event Marketing)
Suiideudeuunriou : 01134111

AUnUIY ANuEIAY TqussasdniTdauaiuniseiewaznisnainfianssy
wwaRe wannTs WM sdaasun1TvIeuarn1INaIAfianTsy AMTINLRNULASASHIUUA
nagndadniusedniam awldnsilmaeianiunisal nmstwuadvung ans
adsassfniosfionarniaidendeiinaunaiuotununsanaenadesfuiniaile
yaneRaAdy MSANUAUR

Definition, importance and cbjectives of sales promotion and events
marketing. Concepts, principles, methods of sales promotion and event
marketing. Planning and defining effective strategies by analyze situations,
Defining objectives creating tools and selecting media that meet and match
with other marketing tools. Practicing required.

n5teemn 3(3-0-6)
(Advertising)
Judideadunnriou : 01134111

UNUTY ANUEIARY FTWUINTISLATLLIATINARYBINITIABAI N1SIABIANTS NIT
Tawan wdnnsdaviesdussneuvesulavan msidenvngala nmadendelawan
AMFIRUAUTUTA MsTainsuussunm ﬂ']‘S‘Ui“I.MULLﬁ“’JﬂNaﬂ'I'iI&me'l ANUNILLAY
asseuTTos MAeadestunislavan

Roles, importance, developrment and concept of advertising. Organizing of
advertising, composition of advertising work, selecting media, preparing campaign,
budgeting and evaluation of advertising. Law and ethic conceming with advertising.

NSIANTTAITAANE . 3(3-0-6)
(Marketing Management) '
Sufideaeuinday : 01134111

HUIAUAANISTIANITNHAIINAN UV}UWILLawﬁWﬁ‘Uaﬁbﬁﬂmimwmﬂ
uTPJ'U’lEJLtaznaHﬂﬁ"ﬂadmﬁﬂmiﬁﬁuwﬁmﬁmﬁ FIA BRINWAITAARLAZNITEULAD
MSAAIA ANTILATIENA AITIUNY m‘sﬂ’;UﬂmLa“n'I‘ﬁlﬂmﬂﬂ'}‘i IRTR )RR
{ansmanalusuian 'i'nmdﬂ’l'i'.ll,ﬂ'i'lu‘wﬂtymLtauﬂimﬁnmvmﬂ'ﬁma'm

Concepts of marketing management. Roles and functions of marketing
manager. Policy and strategy of product management, price management,
channel management and . promotion management.  Analysis, planning,
controlling and organizing. Problem and case study in marketing.
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01134412

01134413

01134421

n1SHENNIAlNSINY 3(3-0-6)
(Sales Forecasting)
Juriidesdeunndau : 01134111

winngui] wasarmdrAgveniswenitinngue walawagiiniswensal
Ussinvivedeya rm“'aLﬂ'i']vmja:.laL‘N'Ll‘iu'lml,a“l.mﬂmmw ‘Uﬁfﬂwuawﬁwamamm
pnspswiugwaamswensel 'i'mmﬂ'ﬁu'lmmladm'iwEnﬂ’mﬂﬂLﬁuaLLuuLwanUU'NLLa“
WAL MNUASREA

Theory and importance of sales forecasting. Techniques and methods of
forecasting : types of data, analysing data in quantitative and gualitative.
Factors influencing the reliability of forecasting including the application of
forecasting output for improvement and development of the marketing plan.

nsRaIaKaEn1sRRaule 3(3-0-6)
(Marketing and Decision Making)
Jiidesdeumnday : 01134111

amFuilaveurasuInsnInamiunisanduls Uguvanimats n1s
Suntazn1sinddiu veuwnreansandulanismseata Mmadenidnisual g
waz3insdndula nsdmuandninasinimgufifienisfauinisdadulanis
mMsaan nsandula@inmuamuasiBeUinam ASTUIUNITAISINUALLALATT
sindulananisnans

Responsibility of a marketing manager in decision making. Marketing
problems, classification and grading.  Scope of marketing decision making.
Selection in problem solving technic and decision making technic. Building the
theoretical base for developing a marketing decision making. Qualitative and
quantitative decision making. Marketing planning process and decision making.

nsdanailenisdeeanuasinda 3(3-0-6)
(Export-Import Management)
Juiideafounarion : 01134111

nanuavnsufudlunisdeeanasdndt nguune wavssileudededv
wsuiwummmm“uamuuﬂlum'imaaﬂuaumL‘!I'l 15Ugumuaam5&mnﬁmutaﬂﬁ'ﬁ
ﬂ”l‘iﬂ’i?l{gfg"]‘d@‘tﬂﬂ 'Jﬁﬂ'liﬂ’mﬁﬂﬂﬂﬂ‘i ﬂ']i‘U'i'iﬁWlU‘V]’e] ATYUEs ANTTITERY NS
%ﬂﬂ’l'iLLauﬂ'l‘iamuuom’m‘umuwuﬂaaauﬂ'18‘:)ﬂu,auwn NUERUTDINNTIINITUAY
antuentuiiiieatestunisdedudn

Principles and practices of export and import. Rules, regulation and
restriction of export and import. Documentations. Buying and selling
contracts. Customs procedures. Packing, handling and transporting. Export-
import payments. Organizing and managing export-import departments.
Government offices and private institutions relating to export-import business.
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01134422 n1e@1auINIg 3(3-0-6)

01134423

01134431

(Service Marketing)
JuniifeaFounndou : 01134111

ANUAUTLATYOULIATEIRAIAUIATT MTIMUNYTELAN wqmnﬁmﬂﬂmim‘imu
Uszaunsnamusduauinig Iﬂiﬁﬁ‘a”lﬂLLﬂ”ﬂ’l‘a'wwu']ﬁﬂ'muﬂﬂ'i"ﬂ'E)‘Uﬁ?ﬂﬁ]ﬂ’l‘Uﬂ‘ﬁ
TiuinsuaeAnwigsnauinislanizedng

Nature and scopes of service marketing. Type of service. Service consumer
behavior. Marketing mix of service. Structure and develoﬁment of service
institution. Study in specific service business. |

MIARINGINAGTINT 3(3-0-6)
(Business to Business Marketing)
JurfidieaFoumnou : 01134111

winmsuasngusudnseuiuns vesmsnaingsiagyaia dnmnedduduay

U"a'ﬂ'l'i‘lfl’]\‘lﬁ‘iﬂ%LLﬁuaﬂmﬁﬂiia.lﬂ'J’lllLW]ﬂm’lwax‘lfﬂaﬂﬁam‘]’]ﬁwﬂﬂﬂﬂuauﬂ']ﬁ’iﬂﬁl g
':Lﬂiﬂqumniﬁu'ﬂmmi‘ﬂaiﬂﬂaaﬂniﬁ'iﬂﬁl NSWUSEIURRIN ﬂ’l‘iﬂ']‘la‘i‘ldﬂL‘fj'T‘lﬁaJ"IULLﬁu
mi’nw'ul,wmaumﬁin% ﬂ']'i’J’NLLmunaHwﬁﬂnaﬁﬂﬂsmmﬂﬁﬁﬂ%n’li’J'NLLNuLLa“ﬂ’mﬂu
aquﬂi“aumamimmﬂﬁiﬂ% m'ia]mm‘:‘m’m’iuNﬂ%UﬂE}é’dﬂwaqaqﬂﬂiﬁinﬂLwam'i
MIUNULAENFALTUNTAAREIAY

Principles and Theory, including process of Business to Business Marketing
which determine as product and service for business or Industry. The
differences between consumer goods and business goods. Analysis of
organizational buying behavior market segmentation , targeting market and
market positioning strategic planning of business marketing planning,
implementing and controlling of marketing mix. Management of corporate
social responsibility for planning and implementing business marketing.

ASHAILLAZDINUUUNEAS 9 . 3(3-0-6)
(Product Developrment and Design)
Aufifaadeuandeu : 01134111
anufuiufsEnitnnnatn  MssenlukaEnISNEmRonITaL LAz aue
windasidngmatn  nasviumsimusdedun nsdruasiudsinisvesgndi
nldudeprudmaiisatundadus danlinenssundasnusd nnsesnuuuide
graminssuLasitenIndn aedndusidngrann nsfinmuuasnnsUsediuea
Relation between marketing, design and manufacturing for product
development and launching. Product development process, fdentifying
customer needs, product concept generation, product architecture, industrial
and manufacturing design, product launching, follow up and evaluation.
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01134432

01134442

01134491

nagnsIA’ 3(3-0-6)
(Price Strategy)
JuiifasSoundeu : 01134111

LLU’Jﬂﬂﬂ']u‘ﬂﬂ"l nMuSmsnRes iR UsEavEam mmsmumwamamﬂu
MIRETIAT ﬂ?"lm"zl”ﬂﬁlwqmni'manm'f.um%“ﬁmi’lﬂ'l U'ﬂmwwmmuwumamiﬂﬂau'hm
'i'lmu.aumiaLﬂ‘i’lmﬂ'u'la,lmmiﬂman’mt.‘uaw'lun'ﬁmﬂ'll’i‘ln’idmsma'lﬁ AIWAILING
grsmIiee nguaneiiRgideeiunagrsnisdimen

Price concept, effective pricing management, economic knowledge of
pricing. Understanding customer behavior to pricing. Role of costs in pricing
decision and analysis marketing profit competency. Developing pricing
strategies. Legal aspect of pricing strategy.

wannisiansladanng 3(3-0-6)
(Principles of Logistics Management)
Jurfifiaafeunidou : 01134111
wdnarsnaznszuaunisladaindieatuayuinghivuazdudrdidagy
wwmrwinladadinduvunaunanlnuianssladafindwdn  mwdansnagndla
JaRndlugalaniiml
Principles and process of logistics in order to support materials and
finished goods logistics concept through main logistics activities. Logistics
strategy management in globalization.

sssﬁau%ﬁ%ﬁaﬁugwmamﬁmmﬂ 3(3-0-6)
(Basic Research Methods in Marketing)
Furiideaeunineu : 01134111

‘mamLau's"LUUU'Jﬁm‘i'aﬁ]El‘l/l'Nmifﬂa’lﬁ m‘smwumﬂtw’l M55 YNULTINY
ﬂ’liﬂ\ﬂﬂﬂﬂ'ﬁuﬂﬂﬂﬂﬁuﬁﬂﬂﬂﬁ']‘u ﬂ']'iLﬂU'i'lU'ﬂll‘Uallﬁ ﬂ15ﬁ51~1LLUUE’1E]Uﬂ’1§J 13
'JLﬂi’]"MLLa“ﬂﬂ'l'lﬂJ‘Uﬂgﬁ m‘ﬂ%nmawsumiwa AMTAlBUSIBITULAEATIELD
BHANI5I3Y

Principles and methods in marketing research, identification of research
problems, formulation of research objectives and hypotheses, collection of
data, construction of questionnaire, data analysis and interpretation,
application of statistics for research, report writing and presentation.
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Seattle University, USA., 2540 | sunansiveduth, 2560
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7. @A193U1a5W73 (Course Description)
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Importance of legal environment in marketing. Definition and classification of laws
and marketing laws. Laws and regulations involving consumer protection, computer and
information technology, intellectual property, trade agreements, product liability, product
standards, pricing, electronic commerce, franchise, advertising, sales promotion, direct sales,
direct marketing and other legal issues. for marketers. Assessing the influence of legal
environment on marketing decisions and activities.
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7. A188U18518739 (Course Description)
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Application of statistics to marketing. Data mining. Estimation and hypotheses testing.
Populations, samples, and sampling techniques. Data collection methods. Describing data using
descriptive statistics and inferential statistics. Reporting data for marketing decision making,
Marketing statistics, content marketing statistics{ search engine marketing statistics, social media
statistics, video marketing statistics, email marketing statistics, mobile marketing statistics, lead
generation statistics, advertising statistics and other marketing statistics.
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Concepts and importance of sustainable marketing. Performance measurement
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8.819758frou
eandennuiiusinglunned 3 4o 3.2 _ 7
9 Lmuﬁuamminizmaﬂ':'1u%’uﬁmaummigmwanm‘%ﬂuﬁmnﬁé’n@mszjiw'im (Curricutumn
Mapping)
Teasdonmuiiusinglumned 4 4o 3

67



.. 1-1

Luvtauevailnsedun lul
sEAUUIYYINT
MAYINTARIN ANSUIMITINA

Fwumivin (vusise-sujiRinas-sufowmemied)

1. awaEiun 01136321 3(3-0-6)
Fodmarenlne MImanEUTENBUMS
ﬁaamm‘mﬁﬁnqw Entrepreneurial Marketing

oy d oy (=Y aF ot X
2. seirivedinaglunuaadunseiudinyes dedl
() mndnAnW ALY NBUENTE oeencremecssscnssises s e

(v wnaivemylundngasuimsgsiaadio aefiemman nuneii)
V) Srnaneeiy
( ) Fyvuaweiden

() wnadrudensd

QD Tt A Ve 1 i) T T o — GGIOX oL WO

1Y

yiigeoudeumdeu 01134111 wdnnsmana (Principles of Marketing)
o

g aseundaunu "Luu

o U

JunIaringe3un ’Ju‘l’] 14 159U gy WA 2563

3
3
oguszailunsilasein
6.1 ANUEAYVBITIHIN
mesgiiuleunslumsduaduuasiandneameeaminrnanauasvwndes lne
folunagnddfglunisimunasugisvesussinalussesgmaienaingusznounsivg uas
"ﬁ'JEJL‘lﬂﬁ'ﬂﬁ’wuﬁﬁﬂ‘iuﬂ'e]Uﬂ"l‘SLLﬂ“‘U‘lJ'lﬂE.i’e']ll‘l?lgﬁ’]ﬂ‘(,‘wﬁLLaﬂiﬂ‘EJLaQJﬂ'HJ']iﬂﬁ’l‘NE]%J'LLauL‘-ﬁtuﬁ"l’l‘lfiﬁ’l Tagly
afnfiiunndiisinsdnwgaingausenovendmBuniniuniegndne v wmmumsﬁnmluaqunmn
Wonusznsusindass LﬂumlsunaumwmrmuuwuﬁmmmﬁuLwaawamvusmﬁmmi faqmwm
By wrugiimafined Susvaunisal Sanufarmansalifdhunidudussneuns & Fadunis
LaiuawNU's"naUms'bmmanamum‘ha'\ﬂfulun'ﬁawﬁ'im'lwu‘uulu
6.2 HadwsTAnTufuian
fAnanusaausunseatadmiudussneunisia
8. AM95U18519391 (Course Description)

Shwosy wuada nzuaunts wadlauasnagnsninnInanredusEnaunts MraieEssAnie
masana  gusisnansaaadwmiumaindunisgsi  asssusaivesinnsmatalunaiiiugsio
ASYITINERAPAUAINAZUINIT MIRRIUILEUATTAGA
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Concepts about marketing tools for special events marketing. Components and
characteristics of special events. Factors influencing event marketing planning; customers,
environmental factors and competitors. Developing and implementing event marketing plans.
Steps in 1mpl.ement1ng marketing plans for special events including developing brands through
special events marketing.
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Theories and methodologies related to healthcare marketing. Analyzing health
care markets and consumer decision making for healthcare products. Market research in
healthcare products and services. Marketing plans for healthcare business and services.
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On the job training as a temporary employee according to the assigned project including

report writing and presentation.

8.* 912158sou
a el < v
TeaBeanmiivIngluviani 3 48 3.2.

< o o =S ar a R
9. WNUNIAAINITATEIAINTURATOUNINTIUHENTSIS BRI INHEngAsgs183un (Curriculum
Mapping) ' .
= o o w
swasuanuivsinglunuied 4 4o 3

80



1A, 1-1

LUULERaYRUAT18FY Tl
FTAUUTYYINT

AAAINTANIN  ASUINITGIND

Frnumboin (L usseu-sujiims-sdneienuns)

1. 93w 01136492 3
d_a LS| :
odvintwing Hndszaunisaligndinnisnam
A a o . . . .
WIUNABINGY  Field Experience in Marketing

2. vwivaveleeglunuiadvssaudiyyes deil

() e ANE I e

(V) wneiviewndluvdngnsuimsgsiatadin amrivinisann WnenR)
() Fvnawpdedy
v)  Fwrawsidon

() wneviionad

() AUEINSEFURENGAT coererenrennenereccrne FIUTI . eermrrernerers e

Fyiseslsulnney 01134111 ndnniseana (Principles of Marketing)

=b. =b

grifendoundouiu  1uil

L

AU & L= ot A
AMUNAANTIYIYU U 14 109U IWIBY WA 2563

ar

Tngussasdlun1silnsnedun

AN
Y

6.1 AR YB9T18TU

v awa o = :ltl v = v | o ar
mseuinNMUFUIRR  uenwmilenniildiFeuvguiluiesdeou  treadudnonwlunis
Ve wastunswleuanawdeuliunfdaneudrdlannsyhenase

v osda 4 v oo
6.2 waswsTAnduiuilite
fdmeansoUfiRnuasmeinunseainla
7.  A195U85187391 (Course Description)
nmsfnUszaunalivindinunsnanaluaaulsenaunislussdnsatnigvsenimentu Tngadl

segmlunTiinaliddesnd 200 4alus wasthiauesisnuramsufinenu
Practical experience in marketing field in private or public sector for minimum of 200

hours and presentation of performance report.
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Selected topics in Marketing at the bachelor’s degree level. Topics are subject to
change each semester,
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Presentation and discussion on current interesting topics in marketing at the

bachelor’s degree level.
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Study and research in marketing at the bachelor’s degree level and compiled into
written report.
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Fadvimuidinge  Statistics for Marketing
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&iry uazBauanden (Triple bottom line concept)
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saYn 01136312

Favnrening NIBAALTIAIIATTA
fodvnwsings  Creative Marketing

Wlasesaeden
LANlASe5183%99 (Course Outline)

1. Introduction to creative marketing

2. Analyzing marketing environment

3. Analyzing contemporary consumers

4. Creativity in product development

5, Creativity in service development

6. Creative branding ideas

7. Creative packaging ideas

8. Creativity and artificial intelligence in marketing logistics
9. Creative promotional campaigns

10. Creativity in marketing automation

11. Presentation of creative marketing ideas
12. Creative marketing case study

13. Creative marketing case study

14. Presentation of creative marketing project
15. Presentation of creative marketing project

3(3-0-6)
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THEIY 01136321
FoRvmwivg MInAMEUsENEUNTS

Jaiwnvidange  Entrepreneurial Marketing

WA1AT9518397

ALAT95187397 (Course Outline)

. Entrepreneurial marketing and the marketing environment
. Finding and evaluating the right market opportunity
. Understanding customers and competition

. Cultures and the international difference.

1
2
3
a4
5. Market segmentation, targeting and positioning
6. Defining the right product for SME

7. Branding for SME

8. Pricing models for SME

9. Distribution channel strategy for SME

10. Promotion for SME

11.The role of digital marketing for entrepreneurship
12.Marketing plan

13.Entrepreneurial strategy

14. Code of conducts for entrepreneurship

15.Final project presentation

3(3-0-6)
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FoAvnrunine NSRRI ANTSUNLAY
Y ar : .
YIIYINP2INHY Event Marketing

Wnlaseseden

1A1ATI5187317 (Course Outline)

1. Event marketing principles

2. Elements of the marketing mix

3. The market research process

4. Outline a target market profile

5. Event proposal strategy planning

6. Prepare budgeting and buying advertising
7. Event relations strategy

8. Methods of measuring marketing activity
9. Determining potential sponsorship market
10. Assessing selling points of the event

11. Event marketing and marketing communications
12. Event and E-marketing

13. Project presentation

14. Review and conclusion

3(3-0-6)
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FeAvmwnlne NNTMRINGINAAUFUAIN

%aimnﬁmé’anqw Healthcare Marketing

k) =3
WAlAS95187397

1e1lases8797 (Course Outline)

1. Understanding the role of marketing: Healthcare marketing organization

2. Healthcare paradigm shift '

3. Understanding consumer behavior in healthcare industry

4 Understanding the competitive environment in healthcare industry

5. Cultural marketing approach for healthcare business

6.Managing information systems and data analytic in healthcare business

7 Market research in healthcare products and services

8. Segmentation and targeting in healthcare business

9. Development for healthcare marketing plan

10. 7P’s of healthcare organizations: Service design and branding

11. 7P’s of health care organizations: Pricing and delivering value for
Healthcare Marketing

12, 7P’s of healthcare organizations: Promoting behavior change related to
health and fitness

13 7P’s of healthcare organizations: People, process, and physical

evidence planning
14. Ethics and healthcare marketing

15. Final project presentation

3(3-0-6)
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Foivnwring mseanlugAnITURsuLUAY

HoImwdange  Marketing in Disruptive Era

1nlasesieien

111As9518797 (Course Qutline)

1. Introduction to Marketing of Disruption and Innovation

2. Buyer Behavior topics for Disruption

3. Market Research, Marketing Information System Strategies, and Big Data

4. The Marketing Cycle and Marketing Plan for disruption. |

5. Creating Branding tools to influence Buyer Behavior

6. Positioning component of Branding

7. Product strategies including design and introduction of disruptivety
innovative products

8.Pricing strategies for disruption

9.Distribution strategies for disruption

10.Promotion strategies to win in disruptive era

11. Digital marketing in Disruptive era

12. Services marketing in Disruptive era

13. Global Marketing in Disruptive era

14 Social responsibility and ethics in Disruptive era

15.Final project presentations

3(3-0-6)

FIUIUG2LU

U
3

LW W W W W W

||.ﬁlwmmmwmww

96



SYEU 01136412 .

a o a, ar i
Fadwnrwine N1SANY LN INEAER N UTEA
d a o

PIY1n1e@INge  Study Abroad
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