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2.6 UUTEUIIANULLNU

2.6.1 SwaudeAn1TUTEEIMNIGIIESU (Mdae: un)

2AUn#
Ysuuszaa
$18N13 2565 2566 2567 2568 2569
1. ArsssullounsAnw 1,885,000 | 3,770,000 | 5,655,000 7,540,000 7,540,000
2. Amthein 965,000 | 1,930,000 | 2,895,000 3,860,000 3,860,000
3. Asssuoausnign 50,000 50,000 50,000 50,000 50,000
shumsAu 2,900,000 | 5,750,000 | 8,600,000 | 11,450,000 | 11,450,000
AN
Yeuuszuna
FREES 2565 2566 2567 2568 2569
1. A1ssIuTlEnnsAnEn 2,980,000.| 5,960,000 8,940,000 | 11,920,000 11,920,000
2. AMmaaein 1,310,000 | 2,620,000 | 3,930,000 5,240,000 5,240,000
3, ANs55uLlanuTNLEn 50,000 50,000 50,000 50,000 50,000
Ay 4,340,000 | 8,630,000 | 12,920,000 | 17,210,000 | 17,210,000
e (MangnIn1saeng)
_ Yeuuszane
e 2565 2566 2567 2568 2569
1. Arsssuiflannisfinw 3,915,000 7,830,000 | 11,745,000 | 15,660,000 | 15,660,000
2, vdaehin 2,769,000 5,538,000 8,307,000 | 11,076,000 | 11,076,000
3. A6SsUEBNLInLDN 30,000 30,000 30,000 30,000 30,000
ey 6,714,000 | 13,398,000 | 20,082,000 | 26,766,000 | 26,766,000
2.6.2 MwazdaansUszanamsaldielundngasdusel (mbe: un)
n1aund
Ysuuszuna
579015 2565 2566 2567 2568 2569
1. anlgaelunisuiadogin 1,200,000 | 1,500,000 | 1,600,000 | 1,800,000 | 1,800,000
2. anlgenuyaaIng 2,200,000 | 2,400,000 | 2,500,000 | 2,700,000 | 2,700,000
3. Fuganyu 250,000 250,000 250,000 250,000 250,000
4. suindonssos 75,000 75,000 75,000 75,000 75,000
sumeAy | 3,725,000 | 4,225,000 | 4,425,000 | 4,825,000 | 4,825,000
anldfaewade / au /O 37,250 21,125 14,750 12,063 12,063
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A1ANLAY

Ysuuszanu
598015 2565 2566 2567 2568 2569
1. mlgaglunisnandnmia 2,300,000 | 2,700,000 | 3,200,000 | 3,500,000 | 3,500,000
2. Aldawiuynains 2,200,000 | 2,400,000 | 2,500,000 | 2,700,000 | 2,700,000
3. ugavy 250,000 250,000 250,000 250,000 250,000
4. windensios 75,000 75,000 75,000 75,000 75,000
souviedu | 4,825,000 | 5425000 | 6,025,000 | 6,525,000 | 6,525,000
Anldaneade / au /T 48,250 27,125 20,083 16,313 16,313
21AUNR (MdngRINIWIDING)
Ysuuszanu
518015 2565 2566 2567 2568 2569
1. alganeluniswdanddin | 4,000,000 | 4,200,000 | 4,500,000 | 4,700,000 | 4,700,000
2. AlgR1edyAaINg 3,500,000 | 3,700,000 | 4,000,000 | 4,200,000 | 4,200,000
3. Huganyy 250,000 250,000 250,000 250,000 250,000
4. wipdong e 75,000 75,000 75,000 75,000 75,000
souviedu | 7,825,000 | 8225000 | 8,825,000 | 9,225,000 | 9,225,000
Alddendy / au /¥ 78,250 41,125 29,417 23,063 23,063
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adliandendey Wiiesndt 3 miwin nseivlumnaindnuinly
Tunguansznaifiadineuagnailiodlan
- NFUFNTLHUVFHAEAT laiteendn 3 miasfin
Tgamdonidey liteendt 3 viheAn nmeduiluvaisnuiily
Tunguansyauyiseaans
2) wuandvaniy lddesndn 97 wuawin
2.1) Faunu 30 ®U2BAA

03753111  ATwEPNARTYanIA
(Microeconomics)
03753112 \ATHgANERTUNATA
(Macroeconomics)
03757112  ®4ANISUALNITIANIT
(Organization and Management)
03757122  @dRgsAe N
(Business Statistics)
03757222  MTIATISATUTUINN9EIND
(Quantitative Analysis for Business)
03758111  %aNN15AANN
(Principles of Marketing)
03759211  MISIANITNNAITEY |
(Financial Management I)
03760101  wanNsURA
(Principles of Accounting)
03760201  nsUBiflemsdnnisniegsia
(Accounting for Business Management)
03761111  wannInaALarNMsALEUNT
(Principles of Production and Operations)
2.2) AANILTIAY 46 wiqenin
01134212  wWoAnssugUslan
(Consumer Behavior)
01134321  MIARINTEMINUTENA
(International Marketing)
01134332  ASIAMIWARAMTILTINAYNS
(Strategic Product Management)
01134341  A159ANITTBINAITAAA
(Marketing Channel Management)
01134411  N159ANISNIIAATA
(Marketing Management)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)
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01134432  nagwssien
(Price Strategy)
03757232  NOWUIETINIEMITULATYSNARINE
(Business Law for Digital Economy)
03757442  msiANsilnagng
(Strategic Management)
03758211*  waANAISAAIARIVA
(Principles of Digital Marketing)
03758212% mInandedsrusaulatuasmidydsidnnseding
(Social Media Marketing and E-commerce)
03758311%  NAgNENITATNAT
(Branding Strategy)
03758351% miﬁamimimmmwuyjimmTﬂLazmiammuﬁa
(Integrated Marketing Communication and Media Planning)
03758411*  TASINISNISAAIARIVIALEZNISATINAT
(Digital Marketing and Branding Project)
03758491*  su1yuIFITeNUFIUNNISAAIARIALALNITATIAT
(Basic Research Methods in Digital Marketing and Branding)
03758497*  duyuun
(Seminar)
03758498*  UgyuilAwy
(Special Problems)
2.3) A naniziaan lidesndn 21 wiaefia
TndeniBauanaedvnselud laddesnin 21 mhedin
01134311  n1siede
(Purchasing)
01134312 FIANITATITUE
(Sales Management)
01134325 mssananviewiien
(Tourism Marketing)
01134333 A1SAAIANAAAUINNGNT)
(Marketing for Luxury Products)
01134342  nsedan
(Retailing)
01134356 nslaien
(Advertising)
" sefr el

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(2-2-5)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)
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01134412 n1SNENNSINISY 3(3-0-6)

(Sales Forecasting)
01134422 N1SAAIAUINT 3(3-0-6)

(Service Marketing)
01134490 A@UNAANT 6

(Cooperative Education)
03758312%  MIABIALAZNITAIINATITENINGINANUFINT 3(3-0-6)

(Business-to-business Marketing and Branding)

03758313*  MSAANAGURUSLAZLANLIIUNTASINANUANA 3(3-0-6)
(Relationship Marketing and Loyalty Program)

03758314*  AIuSUAAYRUTNFIANNINTTAAIALASN1TAS1INT) 3(3-0-6)

(Corporate Social Responsibility in Marketing and Branding)

03758315*  43853TUNTAAIALUYARIVA 3(3-0-6)
(Marketing Ethics in Digital Age)

03758321*  nsmaaddvalun1sAvLasE U 3(3-0-6)
(Digital Marketing for Sport and Sponsorships)

03758322*  NIAAIAGUATNLAZAIINY 3(3-0-6)
(Healthcare and Beauty Marketing)

03758323*  mamanaUsva AUl 3(3-0-6)
(Sensory Marketing)

03758341*  msmaauvsuluduaznisounalAliavs 3(3-0-6)
(Franchise and License Marketing)

03758352*  Aavznisvelugandvia 3(2-2-5)
(Salesmanship in Digital Age)

03758353*  N1SAAIANANTIULALNITANESHNTUY 3(3-0-6)
(Event marketing and Sales Promotion)

03758354*  m3UTEYENRUSINTRAN 3(3-0-6)
(Marketing Public Relations)

03758355%  umuUnuRdviauazmMsnaInnauwmIue 3(3-0-6)

(Digital Campaign and Content Marketing)

* syedvdalv
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03758421%*  MSAANAFIUTRYA
(Database Marketing)
03758451*  nsnAIRBUNgLOULDT

(Influencer Marketing)

3) NUIAIYUADNLES

* sednlalug

lsitiaenan 6 wiawhia

3(3-0-6)

3(3-0-6)
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3.1.4 A29819UNUNISANE
1) weunisissusuuliianiafdnu

U 1 anemsAnud 1 Tnumheia (90.055818- . UJURMS - 9. Anwvidienuea)
01999111  FIARTUMIUNUAY 2(2-0-4)
03757112 BIANITUASNNTIANTT 3(3-0-6)
03758111  wanN1ImaN 3(3-0-6)

Ferdnwialy Aanssunadnwm 1(--)
Adnwill Jmawdiaseme 1 a1wn 3(--)
Ffnwiall Srmwine 3(--)
Judnwwhly nguanszauviorians 3(--)

394 18(--)

UM 1 mansdneil 2 Frundigin (vu.ussens- . UHUANS - 9u. Anwisnenuies)
03753111  \ASWEAIANSYaNTA 3(3-0-6)
03757122  @hiRgsna 3(3-0-6)
03758212  msnanndedenueaulavuazinduddidnnseiind 3(3-0-6)
03760101  wanMsUNT 3(3-0-6)

Afnwily nguanszeefiiay 2(--)
Anfnw il Jnansaume/noufiunes 1(--)
Jnnwiily nquansenadiesineuaznaiilesian 3(--)

EREY 18(--)
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3.1.5 A195US187UT

03758111

03758211"

03758212*

3.1.5.1 edvmilusiadvveswangns

s1e3vlunangns

WANNITAAIA 3(3-0-6)
(Principles of Marketing)

ANTHNNIELATUUIAAAIUNITAANA NTTUIUNITNNNTTAAIA NEANTTY
fu3lan nsudsdunana msidenaanaiming mstmuanagnsuazdin
Usgaun1an1mnanm

Definitions and marketing concepts. Marketing process. Consumer
behavior. Market segmentation. Selecting target market. Designing

strategies and marketing mix.

VANNIIAAIARING 3(3-0-6)
(Principles of Digital Marketing)

UNUMLaZALAIRYYBINITAAINATTA dnTNLIARENN19gIARLY
yaRdva woAnssuduilaalugandta nsadunuandndusiuazusnisly

sULUURTTE msmesimuarnsadiaiils desmamsnainoaulaiuazealadl

= @ s

asdeansnisaarauuusenlatuazeanlal wnunisaaiafdna n1ITang
Yz UNaN19NIINaa

Role and importance of digital marketing. Digital marketing
environment. Digital consumer behavior. Value creation in products and
services digitization. Pricing and profitability. Online and offline marketing
channel. Online and offline marketing communication. Digital marketing

planning. Marketing evaluation and assessment.

nseanndedenueauladuazwidvdtidnnsaiingd 3(3-0-6)

(Social Media Marketing and E-commerce)

=3 o €

unukaAudAyresdedenuosulatuaswidydidnnseing

o

=

anTnuinasuvesnandedirusaulatiaznisnatandvddiannseling
wofnsuffuslnansmanndedieuesuladuarnisaaiamndvdsiannsetdind n
Muumuuaznagninnsnaindedsnuseuladuazmiduddiinnseiind nsdoens
mamseaeluiedenuseulatiuaziuladnidudBidnnsedind nieailons
mseanaludederuosulatuazivledmdladdidnnsednd nsianausuidiuna

manseasludedaueoulatuazsivladwdvddidnnsefing
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03758311

03758312%

Roles and significance of social media and e-commerce. Social
media marketing and e-commerce marketing environment. Social media
and e-commerce consumer behavior. Social media and e-commerce
marketing planning and strategies. Marketing communications in social
media and e-commerce websites. Marketing tools in social media and e-
commerce. Marketing evaluation and assessment in social media and e-

commerce websites.

NagNsSN1TaT19nsI 3(3-0-6)
(Branding Strategy)
UNUMUAEAUEIAYUBINTT DIAUTZNBUTDIAMAINTI NITOBNLUUANMAT
A5 MIATWATIARMAINTINIEILUSZALNINTAaIA N398R IERERTueITe
usnslwl mseansasiuuuysanmsenaiedos msiaquatns mssnw
AuAnAlvdaEy
Roles and importance of brand. Brand equity components. Designing
brand equity. Creating brand equity through marketing mix. Brand extension to
new products or services. Brand association integrated communication. Brand

equity measurement. Sustaining brand equity.

NSAAIALAZNITATINATITENINGINANUTIAR 3(3-0-6)
(Business-to-business Marketing and Branding)

WNAALAZNTEUIUNITANTAAIAGINGTINS wqﬁnssmﬁalummﬂqiﬁﬁ)
drlszaunisnaingsiagssie nsadeesdmiusaingsiagdssia nsuims
mivelunaingsnaggsne msvimsgnaselng nagnsnisiinseanagsna
gasialuguuvuseulainisiidunaingsnagssna

Concepts and business to business marketing processes. Buyer
behavior in business market. Business-to-business marketing mix. Brand
building for business-to-business context. Sales management in business-
to-business context. Key account management. Online business- to-

business marketing strategy. Business to business marketing research.

* s ndnln
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03758313"

03758314*

03758315*%

NIAANAANNUSUAZUALIUNNTEFIANANG 3(3-0-6)
(Relationship Marketing and Loyalty Program)

wAnssuvegnmuazAnAINEERYIRRRYEIGNAT NTLUIUMTHAGNAY
uaznsasAnurny wedalunsasedlagndn nagnsnsmanaduius wwuns
a519nnuAnd uuuuuayiSnisussdiunufanelavesgnan inuuasiulye
uwununITasRaufinfiugndlaelivaluduazdoya

Customer behavior and customer lifetime value. Customer
development process and building a relationship. Win a customer's heart
techniques. Relationship marketing strategy. Loyalty Program. Models and
methods of customer satisfaction assessment. Developing and adjust

customer loyalty program by using data and technology.

AMUSURAYEUNIIEIANNIINITAAIALAZNITES19MTT 3(3-0-6)
(Corporate Social Responsibility in Marketing and Branding)

nseUNUIARYBIANNSURRYaURadin AuSuRaveuredenuiions
#319m51 Mswmunagnsausuiinreudediay wualidunsvinianssuanu
SuRinvausderuuaznsas 1Ay Ussinnvedlasiniinnuiulinyaune
Hinu nsAeanshanssuauuinveusedenurnunalulad Aedinueoulat
uaziaTsilodva nmsmiiuvulunmsinfanssuitedenn

A conceptual framework of corporate social responsibility. Corporate
social responsibility for branding. Developing a corporate social
responsibility strategy. Corporate social responsibility trend and creating
shared value. Types of corporate social responsibility initiatives. Corporate
social responsibility through technology, social media and digital tools.

Corporate funding for social initiatives.

23U555UNMINAATUEARRA 3(3-0-6)
(Marketing Ethics in Digital Age)

AINKNY AILdIAY LazunuIneesasesssuluniinainidva
25591U55MY009Ans A3u553uTun1sgelavanisaana nszuiunsdndula
namseaefidlasesssy meiTenaniifasesssy msudsnguidmaneagned
95u559u 93esssulumsesnuuunagnsnisnatn I3usTailudeyadiuymma ms
UsedluasuassuvnanIsnane lugARIYEa
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03758322%

Definition, importance and roles of ethics in digital marketing.
Company’s code of conduct. Ethics in marketing persuasion. Ethical
marketing decision-making processes. Ethical marketing research. Ethical
segmentation. Ethics in developing marketing strategies. Ethics in personal

data. Assessment of marketing ethics in digital age.

nsAaIARIVIaluNIsAwILasHaUaus 3(3-0-6)
(Digital Marketing for Sport and Sponsorships)

wuafanagnsnisnatnaiviadmivdudnazuinisiiisadasiu
anaMnssuiMINsAeansnsmatantsinlugadda msmgauiuinnsivn
NIaERsauA1 myasanuduiusiugnAwazunuing nisaaeadunisnae
fufuarmsussnduiusTumsauiudnisfivn mslidvimanisilusainnis
v wwaldumsnanan1siwg wasfivieeuladl

Concepts of digital marketing strategy for sport products and services
in sport industry. Sport marketing communication in digital age. Sport
sponsorship. Sport branding. Sporting customer relationship and fan
engagement. Marketing promotion and public relations in sport
sponsorship. Licensing in sport marketing. Trends of sport and E-sport
marketing.

NITARINFUAIWHAZAIINITY 3(3-0-6)
(Healthcare and Beauty Marketing)

AUAREY UNUIM uazLWIARYRINSRANRE MIURREMN TSR EAYA N
UaEAIINIY mmammunaqwﬁmam‘ma'1616%"11&‘3’@35%@%'1%@3ﬂ’mm'm
M5E3NATIEMSUGINAUAHLAZAILN Y N193ANITNTVILVBIHIUNUGSAT
gunmuazamam Msliuinisiduda msuimsdamsgnénduiuslugsio
ieguawLagauay msamudBulifugsitguninuayanueu

Importance, roles and concepts of marketing for healthcare and
beauty industry. Designing marketing strategy for healthcare and beauty
business. Branding for healthcare and beauty business. Sales management
of healthcare and beauty business agent. Service excellency. Customer
relationship management in healthcare and beauty business. Creating

sustainability in healthcare and beauty business.

* g nlalvad
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03758341*

NNsAaAUSTEMEURE 3(3-0-6)

(Sensory Marketing)

LuaAnnIseaInUsTamMENda LudAnnisadsassAuszaunisaignm
WwintnauniLazniIsUsEutananUszamduda nannisuasnsafnyives
Usvamduianian wagmsiuivesuilaalundnisivieunig nadiiny ms
¥nidonseanausvamdndalugsivesulatuagoedlad alusssulunisaaa
Usgamauda

Concepts of sensory marketing. Customer experience concepts.
Brain networks and sensory process. Five sensory and consumer
perception in product or service. Case studies. Sensory marketing research

in online and offline business. Ethics in sensory marketing.

mwmﬂLtwsulwéuazm'sm‘gzym’lﬂ%’awé 3(3-0-6)
(Franchise and License Marketing)

LL‘UU"J”IEEENLLﬂiul‘ﬁﬁLLa”ﬂ?iﬂumﬁﬁim%E%ﬂ%{ 1oNAN NN IAAIAEINTU
ﬁsﬂmLWWI‘uaLLavmiaumm'L'ﬁlﬁuaWﬁ msoenuuuNasgIugsiaursuluduas
ﬂ'ﬁauﬂnmlﬂﬂuﬁwﬁ ﬂaEmmmﬂﬁiﬂ%LLWiulmaLLavm‘iaumm’lﬂﬁam NNFIANIT
ﬁﬁauwmmammmmiuﬁsnaLLWiu"LsuaLLa miaumm’hﬂ%ﬁws NIUINIT
s sTin s lvulsuluduasd@eunsuled nseenuuuiufdunuy
gshaursulsduazmsayaneliliavsluuiunsiasana mavssiiunediiauas
ﬁa%’i’ﬂwadqiﬁ'«uLL‘mIﬁu"LmﬁLLasm‘iaigrgwl‘ﬁl‘ﬁw'é

Franchising and licensing models. Marketing opportunity for
franchising and licensing business. Designing franchising and licensing
standard. Marketing strategy for franchising and licensing business.
Marketing information system management for franchising and licensing
business. Franchisee-franchisor relationship management. Designing a pilot
store. Franchising and licensing in the international context. Franchising and
licensing business’s performance evaluation and key performance

indicators.
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03758551%

03758352*

mﬁﬁ'amsmimmﬂLmug‘smflmmamwuwuﬁ'a 3(3-0-6)
(Integrated Marketing Communication and Media Planning)

unum LLa::mmﬁ'lﬁm‘uaamiﬁaaﬁmwa’muv'im’m’riLLﬁsmi’mLqu
do Wqﬁﬂsmﬁﬁiﬂﬂ ﬂ']'ﬁLﬂ‘:?’lzﬁLLaxﬂ’l‘i’J'NLqumiﬁam‘iﬂ'ﬁmmmy‘ﬁu’mﬂ':T
ﬂ'ﬁ'ﬂ@ﬂLL‘U‘Uﬂﬂq%ﬁﬂ’]igaﬂ’]‘iﬂﬂiﬂﬁ’lﬂuiﬂﬂﬂ’i‘i Lﬂ%@ﬂﬁﬂﬂﬂ‘iﬁ@ﬂ’]‘iﬂﬂiﬂﬁ?@
YIUINIT ﬂaqmﬁ‘m'ﬁm&muﬁa m‘iLﬁaﬂ’l"ffﬁaLﬁaﬂﬁiﬁaﬂﬂiﬂﬂsmaﬂﬂyimﬁﬂﬂ‘5
MsATIERTIsaazaNAluNTEENeINTA N1THBANTAMATASINILNS
5aaﬁm‘§mmm‘4‘immﬁ m‘iﬂiuﬁuwaﬂﬁﬁamiﬂTislmmuu'im']m'il,l.azﬂ’lﬁ
SRR 5

Roles and importance of integrated marketing communication and
media planning. Consumer behavior. Integrated marketing communication
analyzing and planning. Designing integrated marketing communication
strategy. Integrated marketing communication tools. Media planning
strategy. Media selection for integrated marketing communication. Analysis
of airtime and frequency in broadcasting. Building brand equity through
integrated marketing communication. Integrated marketing communication

and media planning evaluation.

Aaugnisuneluganavia 3(2-2-5)
(Salesmanship in Digital age)

mmé’ﬁug’]mﬁ'mﬁuﬂ’l‘iﬂixﬂaumﬁwma uAanA M mIvnee N3
wWissnANUNTaNvstinge nszuIuMsvIBLaznaialugaAdia msudsdums
1y MsEnUuRgsianisvieesulatdiass nguinisve ﬂ')ﬂui’L%lE}ﬂﬁilJ,ig'}ﬂ’l‘i
Fou1s H3usvunsveeaula

Basic knowledge about sales career. Personality for a salesperson.
Salesperson preparation. Selling process and techniques in digital. Sales
competition. Mock sales business online practices. Selling theory.

Knowledge of sales contracting. Selling ethics in online.

" reduntalu
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Q3r58355*

A1SAAIANINITUKAZNITAUETUNTUY 3(3-0-6)
(Event marketing and Sales Promotion)

UNUIMBALANENAUDINITAAIANINTTURALNITAUAITUNNTUNE
aszutumsiinaulateuaznisidlaguslon msraununsnaIARanTsHLazNS
dqLasunisvne gULmumimmﬂﬁﬁm‘simmzmiﬁdLa“%uﬂ’mna ﬂaﬁmﬁ‘m‘mmﬂ
Aanssunaznisdaasumsueludesmesuladuaseenlal nsussliunans
MMNIRaNANANITULAY NN TALETNATUNY

Roles and importance of event marketing and sales promotion.
Consumer decision making process and consumer insights. Event marketing
and sales promotion planning. Event marketing and sales promotion
categories. Online and offline event marketing and sales promotion
strategies. Event marketing and sales promotion evaluation.

nsUsEAduRUSn1TAAIN 3(3-0-6)
(Marketing Public Relations)

NPULUIRATEINNTUTE TN UE sRae wndodlendnauazdedeny
poulatlumsusssduiudnisnann msdeudenuuanient mslitn nns
a¥19fanssunisusgnduiusnisnata n1sdanisinganiegsna nsaing
dounavudunus n1sadiafinuszunduiusnisnain NISESI9LEUNNS
Uszrnduugnisnana maUszmduiusnseaaiienisaanimanuaiosding

Conceptual framework of marketing public relations. Digital tools and
social media in public relations. Structuring messages and content. Press
release. Creating public relations activities. Managing business crisis. Developing
media relationships. Building public relations team. Building marketing public

relations plan. Marketing public relations for corporate image.

upaUyAdanayn1snaInAUWLA 3(3-0-6)
(Digital Campaign and Content Marketing)

wENN1ST UNUM wagAEdAreIuALd RS aLas NIRAIAABULNUA
msnauumslddendvalugsia mssenuuuienvedde fonnu uazdeya
numMsnaalusUuuuAdta nsdaianssuuaulyneidvia nagnsdmiunis
senuuuLarrun1siidelugafdviaieadismnugniuiunainnianis
ssrUsznauliemuardelunistinane msdieveniFessalugliuunmuay
o nszuaunnsiiaue nswaaievuaznsuseidiuna nsldgnanldaulu
msad1sassFdouazians sy Adva
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03758421*

Principles, roles and importance of digital campaign and content
marketing. Digital media planning in business. Designing digital media
contents, messages, and marketing information. Organizing digital
campaign. Strategies for the digital media design and planning for creating
engagement with prospect markets. Content components and presentation
media. Transitions of the copy writing in visual images and audio voices.
Presentation process. Content production and evaluation. Customer co-

creation in digital content and campaign.

1As9N15N15AANARIYIALAZNITES19ATT 3(2-2-5)
(Digital Marketing and Branding Project)

WIAANITATHLUUTIAINNANINAIARINALAENNTES NS BIRUSENBUY
nsiindulalunisaiiiunismanisnanadInawaznisadiems n1sReaIsnAIY
Wuldldlunisduflunismianisnaiaidanaznisasnams wurdslunis
PONUUUAMAIFUAILAZUINIT EULLUULLaﬁ%ﬂW‘Sﬁ%NGﬁW sULUULaEIEN3
ﬁﬁLauaﬂmﬁiﬁué’wLLazu?m‘s‘lugmmuqiﬁ%aulaﬂ N1IAIUANLAENISLA LY
Yaymilumsandiunsnamssaiaddnataznisainms mylanauazUsediung
nIiAnw

Concepts of building digital marketing and branding models. Digital
marketing and branding decision making components. Digital marketing and
branding feasibility factors. Types and methods of brand building. Types
and methods of product and service through online business. Controlling
and problem solving in digital marketing and branding. Measurement and

evaluation. Case studies.

nsnangudaya 3(3-0-6)
(Database Marketing)

UNUMUAEAMUEIAYYDINTFAINE1UT0YE mMsudmsanuduRusiy
gnilneldgrudeyamanisnane indeslonmsnanngiudoyauasinaiienieada
mylassiuazinausdeyanianisnatn nsussendldnisnatngiudeyaly
MITANMIEILYTLAMNeNISaTR Warnsdnnisauides

Roles and importance of database marketing. Customer relationship
management through marketing database. Database marketing tools and
statistics techniques. Analysis and presentation of marketing data.
Application of database marketing in managing marketing mix and risk

management.
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03758451*  A1sAAIABUNGLOULLDS 3(3-0-6)
(Influencer Marketing)

AUAAYUAT UM MBI SRR BUNGLE WIS Usslnvdunglauwes
vudesaulatl nmsfmuangugndndinunsuasfivry msasamuazaing
pnuduusserinmsiuungouwes mssenuuuLAlyBungLoulwes na
gnsaiudnanvalvosdungiouees nsianauazUssdiunauauilydugiau
LRk mﬁLﬂﬁxﬁ%@#ﬂlﬁaﬂ%’uﬂ;am‘mmmﬁuﬂqLa‘umﬁa% FTHFITUVDINITAAADU
WgLoues

Importance and role of influencer marketing. Types of online media
influencers. Targeting customers and audiences. Influencer recruitment and
developing brand partnership. Influencers campaign design. Creator identity-
centric strategy. Influencers Campaign measurement and evaluation. Data
analytics to improve influencer marketing. Ethics in influencer marketing.

03758491* sTeUs seNugIunIINsAANARTALAZN1SES 19T 3(3-0-6)
(Basic Research Methods in Digital Marketing and Branding)

wdnuarszilouisn1TITenansnaInRvialasn1IasIens NINKLA

Jgynn n3MaguluunITIve m5§’aﬁ’mqﬂsxaaﬁLLa3ﬁmﬁ§1u A5LAUTIUT M

8

doya nsadrauvdevany mslnTgiuaziaudeya nsldatfdmsunis

4

Wy MITeusBNULEENITEALIHANITIRY

Principles and research methods in digital marketing and branding,
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.

03758497* AUl 1
(Seminar)
s aveLazeAUsIeIdeiuiaulantinisnanfianazns
a¥19957 TuszaudSaens
Presentation and discussion on current interesting issues in

digital marketing and branding at the bachelor level.
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Ugynia 3
(Special Problems)

=l =

MIANWIAUAIIVNNISPAIARIVALALNITAS AT ISEAVUS RS wauiSey

<

GoaTeuduneny
Study and research in digital marketing and branding at the

bachelor’s degree level and compiled into written report.

-SIVIUSANS

A153ANTITNINNITAAA 3(3-0-6)

(Marketing Management)

AyriideaFuuuntou: 03758111

AMLERIBINTIANITNNNMTAIA MIaTnuiaelaliugnan n1s
THUHUNAYNISNNITAAIA NTIATIETLENMENWNITAAIN N1FIANITATAUNA
nN3Aa1A mﬁﬂqﬂadﬁmimmﬂ m‘iﬁ'ﬁumﬂaqwﬁ‘mm'ﬁma'}m TUsunsunIsnanm
N139A0IANTT NSUTEEHUNALAYNISAIUANAANTTUNINITAAIN NITILATIEH
Ugyymeniseanauaznstifine

Significance of marketing management. Building consumers satisfaction,
planning marketing strategies, analyzing marketing opportunity. Marketing
information management, measurement of marketing demand, developing in
market strategies, marketing program, organizing, evaluating and controlling
marketing activities. Analysis of marketing problems and case studies.

n13daAN15N15ATUEN 3(3-0-6)
(Retailing Management)

UiELﬂW?JEldm‘iﬁﬂ‘UﬁﬂLLﬁfo]ﬁﬂ‘iﬁﬂJﬂTﬁ%ﬂ‘ﬂENQﬂﬁ’l NIINUKLNISATUAN
msUsufiukansendiumunemsnaauaznsiu msidonfigdunséuadn ms
IANITTILAT NITODNLUUINAITIULAZTAIEUAT N1sTRnTSaINUSEANNISAN
UannsuimauaznisinnisninensuywedlunisaiUan

Types of retailers and buying behaviors of customers. Retailing planning.
Evaluation of marketing and financial performances. Selecting location in retailing.
Managing the store, designing the layout, and displaying merchandise. Mixed
retailing management. Retailing service and human resource management.

* = -y 1
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03758404

A15AANANIBUIMaIn 3(3-0-6)
(Internet Marketing)
Jyrfigeadouaniou : 03758111
audfuazinAnvedddumesidalumsnain nagNsLAZNITINUNY
Mssaanedumesdn nseenwuuliuled agdrudszaunismataniaivled
A5UTEHUNANTANEUNIUNSAAR
Importance and concepts of the Internet in marketing. Marketing
strategy and planning through the Internet. Website designs and marketing
mix through the website. Evaluating marketing operations.

3.1.5.2 swAgnddusdaiviuesnvangns

01134212

01134311

wghnssuduilan 3(3-0-6)
(Consumer Behavior)
Fefidoadeunniou : 01134111

13
4 a 2

wanuarnTieTginganssuduilaalunisiasandadulatedum lae
Wansudetadesng o ﬁgﬂuﬁmﬁﬁ;%’aﬁquqﬂﬂauazﬂaﬁamHuanﬁﬁﬁw%waﬁia
msdinaula aaessumstewaildnnmsnwngnssuguilnauuszgnd
ilafmusAnagNsN1INIAATN

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.

nM3dnae 3(3-0-6)
(Purchasing)
SenfidesBeuninau : 01134111

UNUIN u,a“mme?ﬁmmaamﬁﬁm‘aﬁmmﬁm*ﬁa AUSURATDUDS
AYANNS uinge mmamwuﬁmamuﬂmanmmau 9 TussAns ulauiy
LLE]”‘i“’LUEJUﬂ']'iR]ﬂ"E!E] m‘mmal,l,umwmmma ﬂimﬁ!’]EJEJ’]U'W ANTANRUA
ﬂmaﬂwmwaqaummm% mimmmmm‘ua@ms%ma m'ﬁl,aamma&ma
ﬂ’]i?]'lﬂﬂlm’]LLﬂ““UmWWLNﬂQ%M’IH mmmmwwauammﬂ“ummaGda muwu

511 AlS ATAMULAEANS Woely NS eudia s nsEantes msie
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01134312

01134321

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.

N3NNIV 3(3-0-6)
(Sales Management)
AdideaSeunidou : 01134111

ANBNLYINITINNITUIY NITIADIANTS MIAMUAULEUIE NI1TETTIN
WHNITUIEY NS3UETAT NAREDN NMIWAIRBULNIY NMIETNTIGUAS
AAela NMTINUNULAZIATIZNISE N15UTLEIUHALAENTAIVANNTUNY
1AM se udszaalazAlgaeenIsue MsUsziliung wazns
ATUANNNTUY

Sales organization. Sales planning policies. Recruiting. Screening and
selecting applicants. Sales compensation. Sales incentive by good moral
supports. Sales planning and analysis. Sales quotas. Sales budgeting.

Sales and cost analysis. Sales evaluation and controlling.

N1SAAINTEUINNUILINA 3(3-0-6)
(International Marketing)
SuiifieaSuunndou : 01134111
ANAIAYLAZANTNLINADUYDINITAAIATENINUTENA UNUILAY
wlgueresdy nsisaifenduduaznaln Msussaiuve n1sivunsIAl
nsvuds nsidendunudimiig MsduasunTueuLazaun Yy
uargUassrlun1snalnssninelseine
Importance and environment of international marketing. Roles and
policies of government. Criteria for products and markets selections.
Packaging. Pricing. Handling. Agent selecting and promotion. Planning and

controlling. Problems and barriers in international marketing.
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01134325

01134332

01134333

AsAaIANIsYaLien 3(3-0-6)
(Tourism Marketing)
FurfidaaSouniney : 01134111

nquf wwaRenantsraiauazn1sUsegndld melauiunvesninis
vioaflsanavesdnsiunisvieaiien AS¥UAUNNTANTRAIANTIITD L EILaE
FnwazianzeanInaInnsioaien nsAdennsnatanisvieniien uas
weRnssutinyioadien NUASRAANISYIDNTIEY nIdlAnY

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

AsIANSRANAMILTINaENS 3(3-0-6)
(Strategic Product Management)
JuiideaFeuNInou : 01134111

WUAARTUAITINURNY LLa“ﬂaUWﬁmmmﬂ’liNamﬂmm nsAvungIuUsTau
NanA N ﬂ’l'iwmmﬂaamﬁmwmmLﬂmﬂuwamﬂmﬂwaamﬂaa&ﬂmww’m
WAL m‘iﬂnmamwmmaaumEJ'LuLLa“mﬁuaﬂmumaﬂimumaﬂ’l‘s’n&lﬂ,mu
ﬂaqwﬁmﬁmmiwamm% WAz NNSWAILILHUNTAANYBINERS U idBRA& B4
fudhudszaunieannsnainan

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.

NSARIANAAAUTNINT 3(3-0-6)

(Marketing for Luxury Products)

JurfideeBeuuinou : 01134111
audvaldiAedfunisnaiandnduivgns an1muandeun1snana

RanSugingns1 NsiATIEguilaandadueivins diudszauniinain

nAnsiusingns WaunagnsnisnatanEn dusivgns,

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.
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01134342

01134356

N153ANITLBINIINITAATA 3(3-0-6)
(Marketing Channel Management)
FyriideaFeusndeu : 01134111
dnuuzlasiade sUuuuvesdemansnata unumvtifiuag AL
FoamnmIaaaudargluuy aa1duniseatn dedeaudeuazaiiusauileny
YOAIVUAN 9 N1TAREeN N1sUTEIluNA ATAUANTBINIINITAAIN
nasnsuilafouasan nndousne Alnadenisinnisdesnanisnans
Nature. Structure and type of marketing channel. Role. Function and
development of channel systems. Conflict and co-operation of marketing
institutions.  Selecting. Evaluating and controlling marketing channel.
Factors and environment that effect marketing channel management.

nMsATUAN 3(3-0-6)
(Retailing)
%flﬁé’mﬁaumfiau : 01134111
anenzkasrITauINIMNIsAIUan  an1dun1sAtuan n1sannisey
n1sAUAN msidonviuaiide n1sdaesdng medasuyara nstansaudn
N15A951AT FBN1TAUATUNITUIBYDIANISAIUAN  Lazn SRS A1TANe 9
pRBAYSsEUUMIMUANFUNSRuLasIltureIsfUAnTuewnan
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.

nslaenn 3(3-0-6)
(Advertising)
Anfideaduunnteu : 01134111

UNUIM AUEIAY TTRININITLAZLUIAIINARTBINTTIaIwaN N13dRA
93ANT Mslawan vannsdamihesdusznevvasulavan nmsdeniungale
nsidondelawnn NSTMHLSNSA MsTRThauUssana msUssaiiiuwezSana
nslawan ngvaneuazasIeUTIN MAestunisiawan

Roles. Importance. Development and concept of advertising. Organizing
of advertising. Composition of advertising work. Selecting media. Preparing
campaign. Budgeting and evaluation of advertising. Law and ethic concerning
with advertising.
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01134422

A153ANTSANTAANA 3(3-0-6)
(Marketing Management)

Sufideedeunniou : 01134111

KUIAMNAANITIANITNIANITARATA ‘U‘wm‘wLl,awﬁ'lﬁ‘ua&sgﬁ'ﬂﬂﬁﬂﬁmmﬂ
uIamE}LLazﬂaqw%‘uaam‘ﬁmﬁﬁmmﬁmﬁmﬁ $1AT FDINNNITABIARALNIS
duasunisnann N1sAATIER NN ﬂ’l‘iﬂw@muasn'ﬂ‘i%’ﬂmﬁmi
wnltiurasnissanisaanluauias sisansiaseidyniuagnsdlfine
NNAITAAN

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
marketine.

ANTWEINIAIN1TUE 3(3-0-6)
(Sales Forecasting)
SuiideuTeunaneu : 01134111

waﬂ‘mqw{,] WAEANLAIRUDINTHENNSAINTUE IATAKAETENS
Wy nsal Ussnmuestaya mi’amm“‘w"uaualfrjﬁﬂimmua%mﬂmmw Haduil
mawawamammnnmaﬁLmum%amiwmﬂim ‘mmam‘iuwamaﬂm'ﬁwmnimﬂlﬂ
Lﬁuameaﬂiuﬂ‘g%mzwmu’umummmm

Theory and importance of sales forecasting. Techniques and
methods of forecasting. Types of data. Analysing data in quantitative and
qualitative. Factors influencing the reliability of forecasting including the
application of forecasting output for improvernent and development of

the marketing plan.

A1SAAIAUINIT 3(3-0-6)
(Service Marketing)
AuriifeaSeuuniou : 01134111

ANUNZIATYDULYATBIAANIAUZANS N1TIMUNUTELAN NeANTIY
gliusnsdiutsraumnainuasdumuinig Tnssadauaznisiaunantiud
Uszneugshamun1suinisuag@nunginauinsianizeens

Nature and scopes of service marketing. Type of service. Service

consumer behavior. Marketing mix of service.  Structure and

development of service institution. Study in specific service business.
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01134490

03753111

03753112

NagNssIAT 3(3-0-6)
(Price Strategy)
FiidoeSeunndeu : 01134111

LIRARIUTIAT NsUIMIsNNIReIAlETUTEAVE AN Anaddau
iswgrmanilunisesan anudrlanginssugndilunisiasn unumaes
ﬁunuﬁamsﬁmﬁu‘lﬁ}ﬁgﬁ?mLLasm‘ﬁLﬂ‘i'}sﬁﬂ’s’luﬂ’lu’]‘mmamiLL‘tid“?Tu‘lum"iﬁ']
Mlsneniseann ﬂ’liﬁﬁuU’lﬂaE‘J‘wéﬂ’liﬁg\ﬁ’Iﬂ'} ﬂgﬂhﬂﬂﬁLﬁﬂ?ﬁaﬂﬁUﬂaﬂﬂéﬂﬂi
Faen

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.

annafnm 6
(Cooperative Education)

mMauFuanuludnwuzniinmudansn aulasenisildFuuevmune
ARBATUNTIAYINTIBNULAZNITULEUD

On the job traning as a temporary employee according to the

assigned project including report writing and presentation.

LATHFANEATYANIA 3(3-0-6)
(Microeconomics)

nqufjauasAuazguniu Araudavgu wdnssuguilaa nisdndula
meldnnuliuiven nssdnuagiunu ilsgega aataudeiuegnaysaluay
AANARNTIA NTFNVUATIANNALNIN UasUTEANTNINYDITLUULATYSNT

Demand and supply theories. Elasticity value. Consumer behavior.
Decision-making under uncertainty. Production and cost. Maximize profit.
Perfectly competitive market and monopoly market. Equilibrium price and

efficiency of economic system.

LATHFANEASUNAIA 3(3-0-6)
(Macroeconomics)

seldszrd Gu aenide Teld warsrede ulsvenisduuasnis
A PUANRUSTENI U sEIA QUANRTII QUIMUTIN AaEN W KARdusILaYNNS
Wuls  mauilasuagnisoey nisasu Ruasiluszuuiasugia Guille Guil
myheu gadyfiduasia nisdeviieussma nquiuesuufalunis
WAILATEFAD

National income. Money. Interest. Income and expenditure. Monetary
and fiscal policy. International relationship. Aggregate demand. Aggrecate
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03757112

03757122

03757222

supply. Equilibrium. Products and growth. Consumption and saving.
Investment. Currency in  economic system. Inflation. Deflation.
Unemployment. Current account. Foreign debt making. Theories and

concepts of economic development.

29ANISUAZAITIANIS 3(3-0-6)
(Organization and Management)

LNAALAEITAIUINITNIINITINATT N BIANITHAEAITIANT N3
faduls NseUNY N15IReeAnts MsdanismiwenTuyed e s
a¥ausagila msfaredeansluesdns nsdanisaudauduasmaniuny

Managerial concept and its evolution. Organizational theory and
management. Decision-making. Planning. Organizing. Human resource
management. Leadership. Motivation. Organizational communication.

Conflict management and its control.

GREREIEY 3(3-0-6)
(Business Statistics)

msumdnuazdinismsataunldlunisdndulaniegsio ey
uazsuusdy myiauusliudddiunans ngufinisuanuasnrmnhagidu ns
dui79819 KLAaEAITIANITNTERY $3aA213 @05l nsnAdevANNRgIU N9
Wisuileuuszeins  @eengu N15IlAT1EYRAMUNLYIUTIU ANNDADY LAz
andusius aynsuaa nsnensal uaziavavll n1vedeulaaundd n1s
Uszanuauaznmsinaulanieldnauluuiuey

Application of statistical principles and methods in business
decision-making, probability and random variables, measures of central
tendency, probability distribution theory, sampling random and measures
of variability, confidence interval, hypothesis test, comparison between
two populations, variance analysis, regression and correlation time series,
forecasting and index, chi-square test, estimation and decision-making

under uncertainty.

N15AATIERLTIUTUIUNEG SR 3(3-0-6)

(Quantitative Analysis for Business)

JuafidaaFeunnney : 03757122
UnMLAzALdRTe I TIAT eI Adensdndulanis

g3ne Wmunsvean1siaTgiidSinm nsmuaududiainas nstusunsy

Fady wallensuszilunanazynumulasinis n153ATeiidunIIngauas

WuULIResH Luu1anunIfeg n1siiansEaTuNIRlkAZNg U NTd
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03757232

03757442

03759211

Roles and significance of quantitative analysis which effect the
decision-making in business, the development of quantitative analysis,
product and inventory control, linear programming, program evaluation
and review technique, critical path method and Markovian analysis,
queuing theory model, simulations and game theory.

nvanegINadIviuLATYgNanIva 3(3-0-6)
(Business Law for Digital Economy)

AnmuIAfaNN N uInegsAalugAAsYgRIAIvia mmé’ﬁ)@mmq
ngranglunisigsia nguunetieafundeddidnnsedind anuiuRanig
NNBUIY msﬁumad‘t’f@a&aﬁ’mqﬂﬂa DIVYINTIUNNABUAUNDT N1352§UTD
AN MMNINYMNBUALATEUIUNTERTITU

Legal environment of business in the digital economy era. Legal
fundamentals of business operation. Laws relating to electronic
commerce. Legal liability. Personal data protection. Computer crime.

Legal dispute resolution and justice system.

N153ANSITINALNS 3(3-0-6)
(Strategic Management)
Aunitdeaunnnay : 03757112

N133LATI81NTLYITUNIGIAD NTBUINAITIANITTINEYNS N3
WuAIFeAULazNIRAYeIANIT NI NMNUEINagNSlusTAULTEYM iy

a s

A
ganauazsEuUfUR  n1shlUUUR n1suszdiunatazunfnmsniunigang
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gns logldnsaldnu

o

Analysis of business competition. Process in managing strategies.
Defining the organization vision and mission. Strategic planning in business
corporate, business wunits, and functional levels. Implementation,

evaluation, and strategically controlling concept using case studies.

A133ANITNINITIRY | 3(3-0-6)
(Financial Management )

ar

YOULALAZUNUIMYBIEUITMIINI9N5RL Tnquseasd uasarudfny
VYBINTIANTTNNNITEY MENNTINUNULAZAIUANNIINITIRY TATIaTadunu
sulsznaduyu SaswansuwnularnsIansmNAsmMIINTRY Msdans
undadunuszezdu Uunaniuazszeze n1sdnn1sauningnyuiisuias

Aunindnns uwazulauiadue) NSy
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03760101

03760201

03761111

Scopes and roles of financial executives. Objective and significance
of financial management. Principles of financial planning and control,
capital structure, capital budgeting, rate of return and financial risk
management. Management of short-, medium-, and long-term sources of

capital. Management of current and fixed assets. Other financial policies.

nannsueyd 3(3-0-6)
(Principles of Accounting)
ALY WUIRA wazAUEAYYRINTSURYT wanuagdsnisiuiin
Tyt 299508 wdnmsiananisAnduaunargiugninislu msdyiuaznis
éTmﬁwiwamumaﬂ'ﬁﬁwaaqiﬁw%ﬂniLLaxqiﬁﬂ%auﬁmwalﬂ nsUddmiu
aunind wilau uazdruvendives
Meanings, concepts and importance of accounting. Principles and
methods of accounting recording. Accounting cycle. Measurement
principles of financial performance and position. Accounting and financial
report of service and merchandise firms. Accounting for assets, liahilities,

and owner’s equities.

mstydiensianismegsha , ' 3(3-0-6)
(Accounting for Business Management)

ANLYLNY WUIAR MENNTS wazAruddvesnstyfiionisdans
sUuuURsEUIUMIHAR MIAATwingRnTTuLAzA AUy nslideyaruu
iflan1sanauay mvAN warUsaiuransujifiau nnsdnviaudssana s
Snvideyaduyuitansiaseyt uazmsdndulaamu

Meanings, concepts, principles, and importance of accounting for
management. Patterns of production process. Analysis of cost behaviors and
cost calculations. Using cost information for planning, controlling and
evaluating performance. Budgeting preparation. Preparing costs information

for analytical and investment decision.

nannsndauazn1sAiunIg 3(3-0-6)
(Principles of Production and Operations)

pAsvnsunsanuazmsAniuns msdansily Bmsmeada
waznsImBaUTuIa NMseuNukaznsRLduRINTIuNIIHER N3N IER
nstade misansuan mMIdansAuiands nMsdanisPRuANAMATT LAZANS
UFuUsmanamw
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Concepts of production and operations, general management,
statistical and quantitative methods, planning and operating production
activities, materials management, purchasing, production management,
inventory management, quality control management and improvement of
productivity.
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Role and importance of digital marketing. Digital marketing environment. Digital
consumer behavior. Value creation in products and services digitization. Pricing and
profitability. Online and offline marketing channel. Online and offline marketing
communication. Digital marketing planning. Marketing evaluation and assessment.
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Roles and significance of social media and e-commerce. Social media marketing
and e-commerce marketing environment. Social media and e-commerce consumer
behavior. Social media and e-commerce marketing planning and strategies. Marketing
communications in social media and e-commerce websites. Marketing tools in social
media and e-commerce. Marketing evaluation and assessment in social media and e-
commerce websites.
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Roles and importance of brand. Brand equity components. Designing brand equity.
Creating brand equity through marketing mix. Brand extension to new products or services. Brand

association integrated communication. Brand equity measurement. Sustaining brand equity.
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Concepts and business to business marketing processes. Buyer behavior in
business market. Business- to- business marketing mix. Brand building for business-to-

business context. Sales management in business-to-business context. Key account
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management. Online business - to - business marketing strategy. Business - to - business
marketing research.
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Customer behavior and customer lifetime value. Customer development
process and building a relationship. Win a customer's heart techniques. Relationship
marketing strategy. Loyalty Program. Models and methods of customer satisfaction
assessment. Developing and adjust customer loyalty program by using data and
technology.
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A conceptual framework of corporate social responsibility. Corporate social
responsibility for branding. Developing a corporate social responsibility strategy. Corporate
social responsibility trend and creating shared value. Types of corporate social
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responsibility initiatives. Corporate social responsibility through technology, social media
and digital tools. Corporate funding for social initiatives.
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Definition, importance and roles of ethics in digital marketing. Company’s
code of conduct. Ethics in marketing persuasion. Ethical marketing decision-making
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processes. Ethical marketing research. Ethical segmentation. Ethics in developing
marketing strategies. Ethics in personal data. Assessment of marketing ethics in digital age.
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Concepts of digital marketing strategy for sport products and services in sport

industry. Sport marketing communication in digital age. Sport sponsorship. Sport branding.
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Sporting customer relationship and fan engagement. Marketing promotion and public

relations in sport sponsorship. Licensing in sport marketing. Trends of sport and E-sport
marketing.
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Importance, roles and concepts of marketing for healthcare and beauty
industry. Designing marketing strategy for healthcare and beauty business. Branding for
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healthcare and beauty business. Sales management of healthcare and beauty business
agent. Service excellency. Customer relationship management in healthcare and beauty
business. Creating sustainability in healthcare and beauty business.
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Concepts of sensory marketing. Customer experience concepts. Brain networks
and sensory process. Five sensory and consumer perception in product or service. Case

studies. Sensory marketing research in online and offline business. Ethics in sensory
marketing.
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Franchising and licensing models. Marketing opportunity for franchising and
licensing business. Designing franchising and licensing standard. Marketing strategy for
franchising and licensing business. Marketing information system management for franchising
and licensing business. Franchisee-franchisor relationship management. Designing a pilot store.
Franchising and licensing in the international context. Franchising and licensing business’s
performance evaluation and key performance indicators.
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Roles and importance of integrated marketing communication and media
planning. Consumer behavior. Integrated marketing communication analyzing and
planning. Designing integrated marketing communication strategy. Integrated marketing
communication tools. Media planning strategy. Media selection for integrated marketing
communication. Analysis of airtime and frequency in broadcasting. Building brand equity
through integrated marketing communication. Integrated marketing communication and
media planning evaluation.
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Basic knowledge about sales career. Personality for a salesperson. Salesperson
preparation. Selling process and technigues in digital. Sales competition. Mock sales

business online practices. Selling theory. Knowledge of sales contracting. Selling ethics in
online.
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Roles and importance of event marketing and sales promotion. Consumer
decision making process and consumer insights. Event marketing and sales promotion
planning. Event marketing and sales promotion categories. Online and offline event

marketing and sales promotion strategies. Event marketing and sales promotion evaluation.
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Conceptual framework of marketing public relations. Digital tools and social
media in public relations. Structuring messages and content. Press release. Creating public
relations activities. Managing business crisis. Developing media relationships. Building
public relations team. Building marketing public relations plan. Marketing public relations
for corporate image.
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Principles, roles and importance of digital campaign and content marketing.
Digital media planning in business. Designing digital media contents, messages, and
marketing information. Organizing digital campaign. Strategies for the digital media design
and planning for creating engagement with prospect markets. Content components and
presentation media. Transitions of the copy writing in visual images and audio voices.
Presentation process. Content production and evaluation. Customer co-creation in digital
content and campaign.
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Concepts of building digital marketing and branding models. Digital marketing
and branding decision making components. Digital marketing and branding feasibility
factors. Types and methods of brand building. Types and methods of product and service
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through online business. Controlling and problem solving in digital marketing and
branding. Measurement and evaluation. Case studies.
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Roles and importance of database marketing. Customer relationship
management through marketing database. Database marketing tools and statistics
techniques. Analysis and presentation of marketing data. Application of database
marketing in managing marketing mix and risk management.
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Importance and role of influencer marketing. Types of online media influencers.
Targeting customers and audiences. Influencer recruitment and developing brand partnership.

Influencers campaign design. Creator identity-centric strategy. Influencers Campaign
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measurement and evaluation. Data analytics to improve influencer marketing. Ethics in
influencer marketing.
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Principles and research methods in digital marketing and branding, 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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109



8. ©19138RHoU
wasBuafaiseyly ¥Ae.2 vuieil 3 48 3.2

P v a = v o a
9.  LHUNLEAINITNIZINEATY 5'UNG1°UB'U3.I"IW5§'“¢lNﬁﬂqiﬁﬂug'ﬂqﬂﬂﬁﬂq@ﬁéﬁqﬂq U1

(Curriculum Mapping)
= o A=l' = 8/
seazdendiseyly 1Ae.2 wuaeil 4 90 3

110



9.0, 1-1

LUULEU YL UAS183 91 T
sEAUUTU1nS
AMZANYINITINNTST INYNVAATINYN

Twnumheiin (vu.usseng-gu Ui iEns-suAnundoauies)

1. sWadun 03758498 3
Yaivnening Ugymiieg
FoInrwnsange Special Problems

s

a A = - o
2. swivimvalUaetlunulaninszaudiynying fe
() vnaindnwnll nguansy

2he

(V) wnedviamdlundngasuimsgsiatudin auinnseanideuasmsadien
() Fr ey
() wuawziden

() vy ideniad

()

AWINMTAMIUNENGNT. oo i
a s:l v = ' (]
3. AuNnAeaTILUIneu ai]
4. Fymeeaseuniouny i
s d' e o = L¥s & =y L
5. Jundavinsieian TUN 19 iU SUAY W.A. 2564
6. dnguszasalunisiUasieden

6.1 AMUAIAYVDITIVIV
msAnwsunsnateAdiauasnisasans Suiudesimsfnuuaiiaiuii

uadouasiiusiemagnisalagiefissuusaifeudiuguuuueesniside Tnedfaguszasdiile
warmndneudmiumauresnidefidvuald fudimisdunuuameuitywvioiaun
USuugslvigsiansdidne ﬁQﬁwan75ﬁnwﬂﬁﬁuwuaﬁuﬂimﬁﬂﬂﬁmsﬁmmmﬁ‘mmiiﬁmﬁmwa
lumauisegiifidulidudelunudumsamanirasasnisadns

6.2 nadwsiinatuiuian
fmaunsodududoyaldedhamnzauuazidedelimsinns
- fAnaunsndeudeademls
- Dnansavih s wiuduiiuld

= 2/ J Vo ¢ ar ;% - a
- TfeanunsoUszgndldnanisneuieliidausslovdfuausiunmsaainfda
waEnNISAsNAIILA

7. A185U833U (Course Description)
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Study and research in digital marketing and branding at the bachelor’s degree
level and compiled into written report.
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10.
11,
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13.

B1IAS9518397 (Course Outline)
03758211 WaNNISAAIARING
(Principles of Digital Marketing)

Introduction and importance of digital marketing in business today.

Impact of digital disruption and digital business opportunities.

Behaviors of customers in the digital world.

Customize Strategy: targeting, personalization and marketing to

a segment of one.

Digital marketing mix : Product.

Digital marketing mix : Price, Place.

Digital marketing mix : Promotion.

Engage Strategy: Content Marketing, Utility, Messaging, and

Brands as Publishers.

Connect Strategy: Social Media, Communities and the Power of

Conversation.

Value added on products and services by using digital.

Digital Marketing tools.

Introduction and importance of digital marketing in business today.

Impact of digital disruption and digital business opportunities.
ERLY
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10.
11,
12.
13.

14.

15.

1A11lA59578391 (Course Outline)
03758212 n1snanndedsnuesulaivazwidivddanvnsating
(Social Media Marketing and E-commerce)

Y2 luauTIEe

Introduction to social media marketing and e-commerce.

Marketing environments of social media marketing and e-commerce.

Identifying online target audiences and customers.

Social media and e-commerce marketing planning and strategies.

Social media platforms, applications and sites.

E-commerce platforms, applications and sites.

Marketing communications in social media and e-commerce.

Content Creation and Sharing: Microblogging, Blogging, Streaming

Video, Podcasts, and Webinars.

Content Marketing: Publishing Articles, White Papers, and E-Books,

Discussion, News, Social Bookmarking, and Q&aA Sites.

Marketing with Photos sharing sites, Video and viral marketing.

E-Marketplace, E-Tailors/Brands.com, and Online community.

Social Media monitoring and evaluating.

Quantitative and qualitative social media measurements to estimate

social media marketing activities.

Tools for managing social media marketing and e-commerce efforts:

Developing customer relationship with users and the e-WOM.

Security and payment systems in social media and e-commerce.
37U
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A1lAse57873%1 (Course Outline)
03758311 NAYNENITHI1NT
(Branding Strategy)

Frurudalusussens
1. The overview of strategic brand management. 3
2. Customer based brand equity and brand positioning concepts. 6
3. Brand element. 3
d. Marketing program. 6
5. Building brand equity: integrated marketing communication. 3
6. Building brand equity: brand association. 3
7. Measuring and interpreting brand performance: source of brand equity. 6
8. Measuring and interpreting brand performance: cutcome of brand 3

equity.
9. Growing and sustaining brand equity: new products and brand extensions.
10. Managing brands overtime.
11. Managing brands over geographic boundaries and market segments.
9794
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AIA593783%7 (Course Outline)

03758312 NMIAANALAZNITHINATITEWINNGSARNUSSHR
(Business-to-business Marketing and Branding)

Introduction to business-to-business marketing.

Buyer behavior and assessing business customer needs.
Segmenting business customer.

Managing product offerings and development.
Price-setting in business-to-business Markets.

Routes to Market.

Sales tools and communication.

Building business to business brand.

Relationship selling model.

10. Relationship portfolios and key account management,

11. Online business to business marketing strategy.

12. Researching business-to-business markets.

39U
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11,
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WW1lAses18391 (Course Outline)

03758313 N1SAAIAFUNUSILATHHUIIUNITHS19AUANG

(Relationship Marketing and Loyalty Program)

The overview of relationship marketing and loyalty program.
A Typology of Marketing Relationships.

Relationships Marketing Framework.

Value Creation.

Steps from the Purchase to Customer Loyalty.

Relationship Marketing Strategies for Building Relationships.
Relationship Marketing Strategies for Maintaining Relationships.
Relationship Marketing Targeting.

Managing Marketing Strategies (Communication, Personalization
and Experiential Benefit Strategies).

Loyalty Programs.
Developing Loyalty Programs by using data and technology.

Evolution of Relationships with Customers and Strategic

Customer Experiences.

39U
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11lAs9518391 (Course Outline)

03758314 AMUTURAYIUNNAIANNINITARIALALNITEI 1A

(Corporate Social Responsibility in Marketing and Branding)

Introduction to corporate social responsibility.
Corporate social responsibility for branding.

Developing a corporate social responsibility strategy.

Effective ways to promote corporate social responsibility efforts.

Corporate social responsibility trends and creating shared value.

Powerful corporate social responsibility initiatives.
Corporate cause promotions.

Corporate social marketing.

Corporate philanthropy.

Community volunteering.

Socially responsible business practices.

Socio economic factors behind social branding.

Corporate social responsibility through social media and digital tools.

Corporate funding and support for social initiatives.
CSR plan bresenta‘cion.
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1AlA59578397 (Course Outline)
03758315 238555UN1IAAALUYARANG
(Marketing Ethics in Digital Age)

Introduction to marketing ethics.
Theoretical foundations of ethics.

Code of conduct.

Marketing ethics and the art of persuasion.
Digital marketing and ethics.

Ethical decision-making process in digital marketing.
Marketing research and ethics.
Segmentation and ethics.

Ethics and products.

Ethics and pricing.

Ethics and distribution.

Ethics and marketing communication.

Ethics on consumers’ personal data in digital marketing.

Ethics and customer relationship in digital rarketing.
Assessment of ethical activities in digital marketing.
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WNlAs9518397 (Course Outline)

03758321 nMsAA1ARavialun1sTiuasgaUdus
(Digital Marketing for Sport and Sponsorships)

Strategic marketing concepts and applications in sporting industry.

The development of sport marketing strategy in digital age.
SWOT analysis of sporting organizations.

Sport marketing communication in digital age.

Social media in digital sport marketing.

Sport sponsorship management.

Sport branding in digital age.

Sporting customer relationship in digital age.

Sport fan Engagement in an online Environment.

Sport fan activation and involvement with sporting business.

Marketing promotion and sports public relation in digital age.

Licensing and franchising in sport marketing.
Sports business in a globalized marketplace.
Further research on sport marketing in digital age.
Future of sport marketing and E-sport marketing.
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1A11AT9318381 (Course Outline)
03758322 ﬂ’l'iﬁlﬁ']ﬂ@ﬁjmwuam?'ma’m
(Healthcare and Beauty Marketing)

Srunudalusussens
Introduction to healthcare and beauty marketing.
Marketing practices for consumer’s healthcase and beauty
Type of healthcare and beauty businesses.
Healthcare segmentation and targeting.
Marketing strategy for healthcare and beauty business.
Branding for healthcare and beauty business.
Product and service in healthcare and beauty.
Pricing in healthcare and beauty business.

o o N e Wl b 0 PO

Distribution in healthcare and beauty business.

s
o

. Marketing promotion in healthcare and beauty business.

—_
—_

. Sales and agent management in healthcare and beauty business.

—
[R]

. Service excellency in healthcare and beauty business.

—
[SN]

. Customer relationship management in healthcare and beauty business.

._.
IS

. Sustainability in healthcare and beauty business.
37U
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1W1lAses18391 (Course Outline)
03758323 n1snanuseavauea

(Sensory Marketing)

Sensory marketing

Customer experience concepts.
Brain networks.

Sensory process.

Sensory and perception for vision with case studies.

Sensory and perception for sound with case studies.

Sensory and perception for smell with case studies.

Sensory and perception for taste with case studies.

Sensory and perception for touch with case studies.

Sensory and perception for mind with case studies.
Multi-sensory principles with case studies.

Sensory research in online and offline business.
Ehtics in sensory marketing
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\WA1lAse318391 (Course Outline)
03758341 msnanunsulyduazniseyynvildans

(Franchise and License Marketing)

Franchising and licensing model

Marketing opportunity for contractual business

Desinging standard for franchising and licensing business
Marketing strategy for franchising and licensing business

Product design and brand management for contractual business
Pricing and profitability in contractual business

Integrated marketing communication for contractual business
Marketing Information system management for franchising and licensing
Strategic management for contractual business.

Relationship management in contractual business

Designing a pilot store

Developing operational manual

Performance evaluation and KPIs in franchising and licensing business
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WAAT95187391 (Course Outline)
03758351 MSHRAISNITANIAUUUYITUINITUAZNISINMNUTD

(Integrated Marketing Communication and Media Planning)

Introduction to integrated marketing communication and media planning.

Integrated marketing communication and media environment.
Consumer behaviors, consumer insights, and brand research.

Integrated marketing communication objectives, analyzing, and budgeting.

Target audiences and market segmentation.

Designing integrated marketing communication strategies.
Media planning strategy.

Media selection, tools, and methods.

Creative development.

. Analysis of airtime and frequency broadcasting planning.
. Advertising campaigns.

. Sales promotion strategies.

. Public relations campaigns.

. Building brand equity through integrated marketing communication and

media campaign.

. Integrated marketing communication and media planning evaluation.
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W11A59518397 (Course Outline)
03758352 Aavrn1svwlugaddva
(Salesmanship in Digital Age)

The role of selling and selling ethics in online.
General knowledge about sales career.
The right personality for a salesperson.

Preparation before selling.

Knowledge of products or services, business and sales competition.

Selling process.

Preparation before selling.

Technigues in presentation and practice in online.
Technigues in demonstration and practice in online.
Technigues in closing in online.

Knowledge of sales contracting.
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W¥1lAS9518791 (Course Outline)
03758353 ﬂ"l‘;ﬂﬁ"lﬂﬁ%ﬂ'ﬁ'ﬁﬂttﬁﬂﬂ"lid%ﬁﬁimﬂ'Ti“U']EJ
(Event Marketing and Sales Promotion)

Merchandising event marketing and sales promotion in 21*" century.
Consumer decision making process and consumer insights.

Merchandising event marketing and sales promotion planning.

Online merchandising event marketing strategy.
Online sales promotion strategy.
Offline merchandising event marketing strategy.

W R o Oy U ol W ke

Offline sales promotion strategy.
10. Merchandising event marketing and sales promotion evaluation.
373U

Merchandising event marketing and sales promotion category: B2B context.
Merchandising event marketing and sales promotion category: B2C context.
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@1lAS9578397 (Course Outline)
03758354 N15UsLUNEURUSN15AANA
(Marketing Public Relations)

Marketing public relations and corporate image
The role for data in public relations.
The digital public relations in ecosystem.
Social media and influencers.
Digital content.
Creating activities.
Digital marketing.
Paid media.
Corporate and business-to-business (B2B).
Reporting and measurement.
Public relations and the crisis.
Media relations.
Building a public relations team.
Building public relations plan for corporate image.
Public relations plan presentation.
3734
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¥lA39918397 (Course Outline)
03758355 uAuUgATNaLazNISAaINABUWIUA
(Digital Campaign and Content Marketing)

AIUIULITUIUTTENE

Introduction to digital campaign and content marketing design.

Digital media planning and a practical ROI-focused content strategy.
Audience Discovery, Personas, and Brand Content Style.

Designing digital media contents, messages, and marketing information.
Media Planning, Designing content and Strategic content creation.

Media selecting and building an Authority Presence Online.

Digital media creation and exploitation to create prospect engagement.

Designing content components and presentation media.
Understanding keywords and creating keyword reports.

Content narrative strategy and Infographic content strategy.
Production, broadcasting, and streaming content media strategy.
Content promotion techniques and presentation process.

Digital crowdfunding campaign planning and implementation.
Content production and evaluation.

Co-creation in digital campaign and content marketing.

394
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LWNlAT95183%1 (Course Outline)
03758411 IAS4N1SNISAAIARINALALNITES19ATY
(Digital Marketing and Branding Project)

faudalasussene SuaudlusUfda
Foundation Principles of Project Management. 2
Best Practices and Project Initiation.
Developing Strategic Marketing Plan and Project
Proposal of Digital Marketing and Branding Project
Budgeting and Balancing Trade-off in Project
Marketing mix in Marketing Project
Branding in Marketing Project

Digital Features in Marketing Prbject

o om N ow o2 W e B

Project Implementation and Control

,_\
©

Evaluating and Solving Project Problems.

—
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2
2
2
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. Project Presentation. 2
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1AlAS95187391 (Course Outline)
03758421 nsaaAgutaya
(Database Marketing)

Database marketing concepts and fundamental principle in

organizing for database marketing.

Customer relationship management through database marketing.

Customer lifetime value.

Sources of data, and test design and analysis.

The predictive modeling process.

Statistical issues in predictive modeling.

RFM analysis.

Market basket analysis.

Collaborative Filtering.

Discrete dependent variables and duration models.
Cluster analysis and Decision trees.

Artificial neural networks and machine learning.

Data marketing analysis and database presentation.

Application of Database marketing in managing marketing mix.

Analysis and risk management through database marketing.
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10.
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15,
14.

WA1IA$95187397 (Course Outline)
03758451 m‘smamﬁuﬂ@tam%%
(Influencer Marketing)

Introduction to Influencers Marketing.

Types of online influencers.

Authenticity and defining the brand.

Identifying and growing the target audience.

Engaging and keeping the audience.

Best practices for influencer sourcing and brand partnership.
Contracts, negotiating, and pricing agreement.

Campaign design.

The art and science of creativity in campaign design.
Creator-centric strategies.

Influencer marketing framework.

Campaign measuring and evaluation.

Using data analytics tc improve influencer marketing.
Ethics, compliance, and conducts in influencer marketing.
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lAs9518397 (Course Outline)

=l Saa o ‘g aa o v
03758491 'iﬁtUﬂU?ﬁ‘]Qﬂwug'}uVI'Nﬂ'ﬁﬂﬁ’]ﬂﬂ’i}“-fl's"lkl,azﬂq'iﬁ'i"l\‘iﬂi’l
(Basic Research Methods in Digital Marketing and Branding)

Funudalusussene

1. Introduction to Marketing Research &
2. Marketing Research Process 3
3. Formulating Research Question 3
4.  Critically Reviewing the Literature 3
5. Research Variable/Research Framework /Hypothesis 6
6. Research Design / Research Philosophy 3
7. Research Methodology 3
8. Sampling Technique 6
9. Questionnaire Design 3
10. General Statistic (SPSS) 6
11. Regression 6

U 45
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1W1lASI51873% (Course Outline)
03758497 §UNU

(Seminar)

Introduction to Digital Marketing and Branding Seminar

Case Studies:
Case Studies:
Case Studies:
Case Studies:
Case Studies:
Case Studies:

Case Studies:

Consumer Behavior and Insight in the Digital Era

Digital Product Development and Branding

Pricing and Profitablity in the Digital Economy

Omni-Marketing Channel in the Digital Context

Digital Marketing Communication Mix

Digital Tools and Teachniques in Digital Marketing

Ethics and Future of Digital Marketing and Branding
Y
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1A11AT9518391 (Course Outline)
03758498 UgynivAw
(Special Problems)

Introduction to Special Problems in Digital Marketing and Branding
Specials Problems Proposal
Specials Problems Progression Report
Specials Problems Presentation and Evaluation
Publication and Academic Conferrence for Specials Problems
Specials Problems Evaluation and Assessment

394
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HAAWSN338UTVDMANEAT (Program Learning Outcome: PLO)
LAZAIUAINYIIVBINARNSN1TTEUSvaudaz YUl (Year Learning Outcome : YLO)
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