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3(3-0-6)

3(3-0-6)

3(3-0-6)
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01131316

01131321

01131411

mMsdan1sauninggsna

(Business Asset Management)
MIRUGINIVINYIA

(Multinational Business Finance)
m'i’mLquqwsmaﬂ%LLaSﬂaqmémamiﬁu
(Strategic Planning and Financial Strategy)

- NRUIYINITIANTT

011322135

01132221

01132222

01132263

01132335

01132334

01132335

01132351

01132362

01132471

n15A0a1509ANTS

(Organization Communication)
WOANTINDIANTT

(Organizational Behavior)
MIININTHEINTUYWE

(Human Resource Management)
gInALaLANTUHATEURDRIAY
(Business and Social Responsibilities)
FEUUANTAUNANNGSNA

(Business Information Systems)
ANFIATIEATEULIUGIND

(Business System Analysis)
MITANITIATINITNNGSNA

(Business Project Management)
§3NTENINUTBINA

(Intemational Business)
radugusznaunis
(Entrepreneurship)
msdansasdnisitensifeus
(Management of Learning Organization)

- nguRTINMsIansnsUjUanisuasmalulad

01133242

01133312

01133313

01133314

01153317

01133323

01133341

wmvddidnnsetinduazunanreasuniva
(Electronic Commerce and Digital Platforms)
A1T9DNLUY TN LAZAITUANNITNAR
(Production Planning, Design, and Control)
MIMUANAUYUNISHARLAZNTIANTNINYINS
(Cost Control and Resource Management)
MY NTINAENS

(Strategic Sourcing)

MIIANTITAAN

(Quality Management)

mM3dnN1sgInalsay

(Hotel Management)
matansialuladuazmaluladaava
(Technology Management and Digital Technology)

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)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)
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01133415 nagnsidauRnms 3(3-0-6)
(Operations Strategy)
01133427 n15IANITENENITUY 3(3-0-6)
(Airline Management)
3. vandyndends  litesendn 6 widawhn

AANNNBYRAYSHEUTEIN Y
ANUMINeTeaYIaUsEII v lundngasuImsgIiatudia avlvinmseaia
Uszneudsiat 8 wdn fanumnedsil
uddui 1-2 (01)  vinefle Anenumuiaiey

W@udAuT 3-5 (130)  manedls A17131ININAN
taudduii 6 wnete seiuTl
U 7 Slmnamanediail
1 TRIIGN! nfiu'?mﬂﬁmmmﬁ"';m
2 QURE NGUIYINTAAIARNIZNS
3 ETREIE naRAYWARSUTUAZTIAN
4 P TRIIRN nguvINTIndmng
5 HRIRR naUATINSALATUNINATA
9 GTRIAY nguAn AnUszaumsallundin anfiadinw A3y
dunun Jgyvafivey
\auaduil 8 GTRERE aaudvluwdiazngy
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3.1.4 WHUNISANE
ununsAnenuuliBsuiviaunadne

Ui 1 aamsinuii 1 Fnaumheia (10.us3ene- 1. UFIRMS - wu. Anvidenuies)
01130171 NSURYTINITRY 3(3-0-6)
01132111 NANNITINANT 3(3-0-6)
01999111 ANANSUNIUH LAY 2(2-0-4)
01175xxx AanTsunaAne 1(0-2-1)
M RUTENA 1 21 B o= )
ApdAnwilunguanssaunieaans 3(- - )
524 15(- -)
i 1 AANSANET 2 Innumheia (vu.ussens- gu. YURnT - wu. Anviioaules)
01101181 \ASYEANENIaNIA | 3(3-0-6)
01130172 mstyfiiienisdanis 3(3-0-6)
01134111 VANNITAAIN 3(3-0-6)
Jgnwine 3(--)
Jdnwiilunguansregfilqu Z- -]
ansaume/meuiImes o
59 15(- -)
U 2 anansinedl 1 Fnnumhein (vu.ussers- oo, YURms - v, Anviieaules)
01101182 \ATYFANERSUAIA | 3(3-0-6)
01133211 N159ANTNNTUZUANS 3(3-0-6)
01134212 NOANTIUFUILAA 3(3-0-6)
MuanlTena 1 2w 3(- -)
FnAnwivhlunguansenadisdlnenaiiostan )
ety 15(--)
‘-ﬂﬁ 2 ﬂ‘]ﬂﬂ'\'ﬁﬁﬂ‘tﬂﬁ 2 Frnumiein (vu.ussens- v, RS - g, Anvideauies)
01131211 N13dUgINe 3(3-0-6)
01132231 anngsng 3(3-0-6)
01140221 nQUINERAEAEEMIUEINT 3(3-0-6)
Judnwwilunguanszauvsermans 5~ ~)
PERIGLATSH 3(- -)

AMENUTEIA 1 AW

L
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aty o <2 = u- ] v
U9 3 aranmsAngi 1 Fumiioia (wu.uTTe1e- . URURMS - 0. AnwinigauLe)

01134332 MsIANISHARMIIEINaYNG 3(3-0-6)
01134351 N15AEANTANIAMALULYTANNTS 3(3-0-6)
Audnwvilunguanszmansuma o
Ausznauns
I naenEd 3(- -)
I namziaan 3(- -
594 15(--)
i 3 A1ANISANYT 2 SMumeRn (. usTene- v, YIRS - ou. Anvdoauies)
01134321 AIRAINTENINUTUNA 3(3-0-6)
01134341 AN5INNITVDINNAITAAN 3(3-0-6)
01134322 N1SNAARING 3(3-0-6)
g nanigidnn 6( - -
334 15(- -)
Ui 4 mﬂm'sﬁnmff‘i 1 Fwawnieia (eu.usses- v, UGURMs - v, Anvifmomue)
01134411 ANSIANITATRATA 3(3-0-6)
01134432 nNagngsIa 3(3-0-6)
01134491 *i“’LUEJU’Jﬁ’Jﬁ]EJWHﬁ’mVI’Nﬂ’ﬁﬂa'm 3(3-0-6)
P nawgLaon o)
5 15¢--)
Uit ¢ aennsdneil 2 Fnumiein (Tu.Ussens- 1. U§URMT - . finyismonuied)
01134412 NITNEINTINITVY 3(3-0-6)
01134497 duaun 1
01134498 UgymiiLey 3
Juamziaen 9 - -)
594 16(- -)
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LHUNISANEILUUSBUA T EVRaRNE

U 1 Aaensanend 1

01130171
01132111
01999111

01175xxx

UM 1 avan1saEnen 2

01101181
01130172
01134111

oy e =
U9 2 arensAned 1

01101182
01133711
01134212

oy = o
UNn 2 AIANISANEIN 2

01131211
01132231

01140221

MUY
VANNISIANTS
ANANSUAILAUAY
AINITUNAAN
MWW NUTENA 1 N1
Jnmnineg
JnAnwlunguanseauviseenans
5934

\ASHEANANTYANIA |
nstiydiienisdianis
NANNNINAA
Frasaumne/aeuiames
Fndnwwhlunguansogiae
AnAnwhlunguansenaiilesinewaidiealan
AAnwvhlunguanssaqunomand

59U

LATHFANAASUNNIA |
M33IAN3NSUNURNNS
WeRNTINAUILAA
MereUsEmd 1 a1
JnFenEs
59U

MSRUGSAY
#0AgIng
nguIneuasABdmMIUgINg
AMwEalsEnA 1 a1
Jndnwmlunguanszenansusisdusenaunis
Fyuawiziden

594

Suumieiin (vu.ussene- . UFURMT - wu. Anwiiienuod)

3(3-0-6)
3(3-0-6)
2(2-0-4)
1(0-2-1)
B = =4
A= )
] e
18(- -)

Srunumiein (v.ussene- vu. UJURNT - wu. Anvimoauies)

3(3-0-6)
3(3-0-6)
3(3-0-6)
1= =
A==
Bl= =]
- -

18(- -)

Frwumiefin (u.ussene- 1. UJURNT - 1. Anwidiuaues)

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

18(- -)

Fnnumieia (vu.usses- 9. UFTRMS - wu. Anwideauies)

3(3-0-6)
3(3-0-6)
3(3-0-6)
H= =
Be= =1}
3( - -
18« ~3
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o = 1 v
U 3 A1AN1SANEIN 1 Fnnuminein (vu.usses- 1. U§IRms - v, Anwidmoaues)

01134332 nsdamskandumidnagns 3(3-0-6)
01134351 msﬁam'ﬁmwmmwugimms 3(3-0-6)
01134411 NSIANITNITHAN 3(3-0-6)
Jruaniziden - -)
574 18( - -)
'{lﬁ 3 ﬂ"iﬂn’l‘iﬁﬂ“e}’lﬁ 2 Swaumiaein (9u.usens- . RS - wu. Anwdioaues)
01134321 MInaIATENINUsEINA 3(3-0-6)
01134341 ASIANITYRINIINITAAN 3(3-0-6)
01134322 MINaIARINA 3(3-0-6)
01134432 nagnssAn 3(3-0-6)
01134491 sudouiideiugrunenianan 3(3-0-6)
32 15(- -)
Ui 4 ﬂ’lﬂﬂ’l‘iﬁﬂ‘b"lﬁ 1 Snaumiaein (gu.ussens- v, UJURNT - wu. Ansidaoaued)
01134412 ANTWEINTOINTVIY 3(3-0-6)
01134497 duuun 1
01134498 Ugyvivey 3
Fyuanzidsn 6(- -)
59 13(- -)
U 4 ﬂ']ﬂﬂ'l‘iﬁﬂ‘bﬂﬁ 2 Fnuminein (v0.U53818- B, UTRMST - 3. Anwimemues)
01134490 aniafinu 6

574 é



3.1.5 A193UBTIAYT
3.1.5.1 513w ilusiaignvemangas

01134111

01134212%*

01134311

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

SNWMILLALNTEUIUNIINNNISAANA LUIANAR unum AudAty Wil
wagdadonemsnain mswdsdumain msidenaaiadmie woAnssuduilan
dulszaunsnann LLﬁ::ﬂ'}ﬁ%’tJmsma’mLﬁmﬁu

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

Marketing mix and marketing research.

waAnssuduslng 3(3-0-6)
(Consumer Behavior)
JuiifieaGeuanney : 01134111

wénuaznsiaszinginssuiuilan wualiunginssuduilaalugaidva ¢
wunszvaumssnaulavesiiuslan Wumeesuilaa dadonmeluuazleduniouen
finarensindulavesfuslnn nswaLnagrEnIinsRan

Principles and analysis of consumer behavior. Consumer Behavioral Trend
in Digital Edge. Consumer Decision Process Model. Customer Journey. Buying

decision. Internal and external factors influencing. Marketing strategies.

nMsdnde 3(3-0-6)
(Purchasing)
SurfidaeSeunnnau : 01134111

UNUIN LLasmmﬁwﬁ’fy‘nmms%’mﬂWiﬁﬂumﬁﬂ%a ANUSURAYBULBIHIANIS
usase anuduiudvsanuiagetunudu q lussdinis ulsvisuagsuideuns
$9de n13TATEULUTINEIUIINANTERBEIUIT mﬁﬁmumqmé’ﬂwmmmﬁuﬁwﬁ
Sade MIfIMuATLIINYBINISIATe nsidenundsns nsindayauazlyniud
NOVUY mﬁLﬂiwzﬁ‘ﬂ'agaﬁmﬁuwﬁé‘a%a Funu 511 A1l NTAMULEYNIS
Foaf maBeuiioussrmndaies mate Mat

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.

** g3 UTule
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01134312

01134314

01134315

N159ANIINITVIY 3(3-0-6)
(Sales Management)
Jerfidesdeunaneu : 01134111

ENEEYBINITIANITYIY NMIIABIANS NsimuAuleuly MIATININIAIIY
98 n1sSuasing nMsdaden nslAmeuwny msadnetyuazinasla ATy
LardlAsizinisene nsUseuraLaznIsAIUANN1TINE 1AIRIN1sYIE SUUsEIN
waEANI1ENI9NNSIE MIUTTEIUNE WaEN1SAIUANNITYNY

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.

FTYIUTIUNINITAAA 3(3-0-6)
(Marketing Ethics)
SynfidesiFouniniou : 01134111

WLARRAYBITTSUTUSTUNIINITAAIN ATTUIUTTUNNNTHANAYDIAATTUNNGSAA
Heduf A munasseIUsIamenIsnatn 9sserussamienisaaiaiiiluldlunis
Musunagninnsnain Jgminardelfudsdumainsseiussamnsnainll
UfuR

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.

nsaanafiaauSURATaUADEIANLALRILInABY 3(3-0-6)
(Marketing for Social and Environment Responsibility)
Fydaussuuneu : 01134111

AUMUBUAEANUAIAYTDINEIN AABATULUIAA ﬂ%ﬁmﬂ"n’mnﬁmmﬂﬁq\nﬁu
anufuRnTeusdinLLarAndeu dausrauninisnaiatiiemuiuiaveuse
Hpuardunndon mslinmsiamamemssaailewasuuamginssuguilanuas
ssRtlvenildimuiuiineusednuuasiunadauiansliiiansiaudsasadig

[

98U nItiANW

Definition, importance, concepts and philosophy 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.

25



01134321

01134322

01134323

A1TAAIAITNINUTENA 3(3-0-6)
(International Marketing)
Jurfideadousnnou : 01134111
ANEAYLATANINLIAADUYBINTAAINTENINUSENA UNUMUazUlEUET0S
$5 maRnsdenduduasaain n1susTIiuie MsAMUASIAT A1STUES N3
Bonfaunusming msdaaiumsnusunazauan g uazguassalunisnaa
¥IUTEnA
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.

nNsAAIARING 3(3-0-6)
(Digital Marketing)
SurfidesFeusnniou : 01134111

USyg1 wiada uazaudiAyressaainiavia anmwndendmiunainidvia
MsivuAdLLUIRaIn nsidenaarndinineuagiuas L@ miuaaInAINa
AFIATIENGNAT nsadasEndnuaznsildusanientsdeasiudeddvia ms
SamsteidsdudinuadotaiioaiemiudBuvemsidui nsdlfnm

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.

N5NUHUNITAAIATINALNS 3(2-2-5)
(Strategic Marketing Planning)
AwrfidaiFeunineu : 01134111

MsduuNunIsaata nseinsiasuwaununsnaaiieliaenadode
AAINAIIRINITAAIR N382195TIARARN LAz AUAT WAILIFULULLNUNIIRAIN
Usznaugenmsinseanmuadouninielutazansuen nsimuanain asiden
paraLdInineLazn1TIUMsKAn el nasaaun1sivuanagniduysan
Asea1n Laun sansnet M3easIA1 Msdendemanisdadimitsuasnisdaasy
N15RAA

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 internal and external environment,
segmentation, targeting and product postioning, and defining marketing mix

strategy; product, pricing, distribution and promaotion.
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01134324

01134325

01134326*

N1IAAIANUN 3(3-0-6)
(Sport Marketing)
JwrideaFeusnnau : 01134111

m'lmmmL‘Uﬂﬂ'[,uﬂ'ﬁmmwa'mua ﬂa‘c’m50'ﬁma'}ﬂﬁ’m‘%’uﬁuﬁ’lua“ﬁmiﬁ
Lﬂm%aﬂuama’mmsuﬂm ﬂaEJVIﬁﬂ’]‘ﬂ‘Uﬂ‘W’]L‘lJ‘uLﬂias‘miﬂ‘uﬂﬂiﬂﬂﬂﬂiﬁﬁﬂﬂﬁ’]'ﬁi‘u
auﬂ’lLLavU‘im'i‘au‘] w‘luaa‘luaﬁa'mﬂ‘imnm m‘;"JLﬂ‘S%WﬁmE)E]u%ﬂLL‘N lonauay
aﬂaﬁﬂmmmﬂﬂiﬂm m'immauuauu N199IRTIAUAN NsdRESIAIRAINEUAT N3
Usganduius ﬂ’lﬂ‘w’s’mﬁﬂ’mﬂ’ﬁﬂ’ltl,aum‘i’l"\]EJWﬁ]G\ﬂi’iaJNU'iIﬂﬂaUﬂ'WlLﬂEJ’J“?JENﬂ“Uﬂ‘W'}

Knowledge and Understanding about the applications of marketing and
strategic marketing concepts to sport products and services, and the rmarketing
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.

AsRananIsviaadien 3(3-0-6)
(Tourism Marketing)
FyNfeaTouunou : 01134111

wqwg LLu’JﬂﬂVI’Nﬂ’]'iG]a’mLLa zA15UsTENALY m&J'lﬁu%uwuaamsﬂﬁviam.ﬁm
LLa“ENﬂﬂ':'mumwaamm ﬂ‘5umuﬂ'i‘sn"riﬁla'mn'ﬁwaqma’aLLauaﬂwmmamumaq
MsRaAnIsYiaien M5ITeMsRaIANIYiBaiien WaETWARANIIUTNYIDUNYD UHUATT
paAnISYiB ] NIRIANG

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.

N1IRAIARUIENBUNIS 3(3-0-6)
(Entrepreneurial Marketing)
AufideaiFeumnneu : 01134111

Snwalr wuada nszuuAis ailla LaznagninienisnaiadIniy
fusgnaunts n1siasviuazyszfiulenianienisnain A15¥1398Aa10 A3
4319355AN159a70 NTLUIENAa1A AsAmuangudIMIERaEN1TINRILNUS
NINTAANA MIEIETIAAMAT NagNSEIUUTEaNNIINITAAIN ANTINUHUNAENTNY
N3RATA AIIVWITUEMTVIANNTAAA

Characteristics, concepts, procedures, techniques and marketing
strategies for entrepreneurs. Analysis and assessment of market opportunities.
Conducting market research. Marketing creativity. Market segmentation.
Targeting and Positioning. Value creation. Marketing mix strategies. Marketing
strategy planning. Code of ethics of marketer.

* g3y Un Lyl
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01134331 UlgUIgNAANUILATINAN 3(3-0-6)

01134332

01134333

(Product and Price Policy)
Jyrdideedeuninau : 01134111

WWNANUARGN 9 ‘umﬁu%mﬂummwLquLLaxﬁ'mumuTUU’mmamﬁmsﬁua:ﬁmm
nsfvuRdIuUsEaNHAN m'iﬁ'wmﬂaqwémimmﬂLﬁmﬁ’uwﬁmﬁ’mﬁmgﬂﬂﬂﬁ
AonAaBIRUI9sTAInNanf e nsAnwanuandeunislunaznieueniiiise
HanNSEMUAaN SIVUALLEUERAR A MNILAZTIAN

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 internal and external environment that
influence and to set product and price policy.

nMsIaNTsHARN eI TNagns 3(3-0-6)
(Strategic Product Management)
AuniideaiFousneu : 01134111

wuadnlun1sIeusy waznagnsnisdanisudnduel nisdmuadiulseay
nAnANT msanagrsmInaaiefunaniusilaeandasiuisiinudngios
m'iﬁﬂman'i'wLnﬂé’amW&J'LULLasmaluaﬂﬁﬁmaﬂ'iswwiam‘iawLLNuﬂangﬁ'mﬁmmi
HEASG LATNITWAILILHUNISAAIRYBINARI U ldeAAdDINUdIUY T3AUNTY
mwmﬂ%‘uq

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.

NSAAIANAANINNINT 3(3-0-6)
(Marketing for Luxury Products)
JundifaaSeuniou : 01134111

mmiﬁ"ﬂﬂtﬁmﬁumwmmwﬁmﬁmm‘wgmw ANTNWINABUAITAANANEN S U
ygum mylassvguilaandndasingn daulssaumsnaianandtusivgne fau
NAgNBNITNANHANTUTINGHTT

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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01134341

01134342

01134351

N159AN3TINIINITARA 3(3-0-6)
(Marketing Channel Management)
JuadideaSeuyniou : 01134111

dnwaslaTadne JULUUTRIYEIMIINITAAIA unumntfikaz IR
FeannanisaataLiagsiuuy andunisnain dedaudwazausiuiienuves
andusing @ nsdaden asussdiuna AsmIuANYEImMNNNIRaIn Aaeeauiladl
Lazan MLAdeuse 9 Mifinasensdanistemanisnain

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.

nsA1Uan 3(3-0-6)
(Retailing)
JeriideaiFouninou : 01134111

SnunizuagdTauinsnuensiivan anntunsAvan msdanisdiunisen
UAn madenvihiaiina nsdnesinis msdnnuyaea  Nsdanisdui M5Ra57A
Smsdaadunsmeveaianisian uavnisliuinmsdne 4 aaeatisEuUMSAIUAN
FunsRulaswnlinvesnsavanlusuinng

Characteristic and revolution of Retailing. Retailing institutions. Retailing
management. Location. Organizational management. Personnel management.
Merchandising management. Price setting. Promotion methods and retailing

services. Controlling system and trend of retailing business.

mi?;aaﬁimmmﬂLm‘uyﬁmwms 3(3-0-6)
(Integrated Marketing Communication)
JyiideaiFouninau : 01134111

nagndnisdeasmamsnanalagmislaman msduaiumsee msvelasyana
NM3UsEEEURUS MIRAIANINATS LLﬂ%EULLUUﬂﬁﬁE}ﬁﬁSu nsasansiuinsdum
nwdnualnAuduasmgRnTIuIEe

Marketing communication strategy through advertising, sales promotion,
personal selling, public relations, direct marketing and other communications.

Creating brand awareness, brand image and buying behavior.
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01134353  MsUMsgNAITUNUS 3(3-0-6)

01134354

01134355

(Customer Relationship Management)
JyafideaSouannau : 01134111
nsEUUATMINIRanalunsaismuduiusawssezeaiugnan madndula
Tsunsumenmsaanaieaier i laasauduiusiassniniesdnsuasnain
sumaguilaauaziidnlide mssndulaaiiiolildgueainlneldnagnsldiuld
nagnsmsinugnd msvignAlval uagmsfsgnAnnay
Marketing process to build long-term 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.

Aalznsune 3(3-0-6)
(Salesmanship)
Avriidesounnniau : 01134111

winuaznsTUIuNTIausedudn nszuaunsdadulageduiveauilnn
ﬂ’]'iﬂﬂ‘i&?’l‘WE]ﬂﬂ'iiﬂJ‘UENNUiIﬂﬂ wammwa%wamsm‘lwa ’Jﬁﬂ?‘iL‘UﬁﬂdmﬁWﬂLﬂﬁ‘Mﬁﬂﬂ
ﬂ’l'ia'i’mﬂmaﬂﬂsm”uauﬂmauummwuﬂmumﬂ Lwatﬂuwumm‘uwwm wAlANIS
193397 mia'iwuuwaauwuﬁﬂuaﬂm ﬂ’J'uJ'iLiaqafuz‘g'm'l's‘ﬁamEJ

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.

NSANLETNNITTIBLASNITAAIANINTTU 3(2-2-5)
(Sales Promotion and Event Marketing)
AgfidesFeuundau : 01134111

ANUNNIY ANNEIRY TgUusratAnITdaaIuNITIIBLaTN1IRaINNAN TN
WWIRA MENNT F5N1TANASNANTVILLATMIAAINAINTTH NTINLHULAZNIIA LA
nagngag1aliussd@ndnin ﬂﬂﬂlﬂﬂ’ii?Lﬂiﬂ”%aﬂ’luﬂﬁ‘im m‘imwumﬂmmﬂ 13
a‘iwai‘iﬂLﬂ'iamaLLa“miLaaﬂaawNammuamdmmuauaaﬂﬂaadﬂumiawa
NHANTAAIADYU MIRAUHUR

Definition, importance and objectives 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.
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01134356 nISlewn 3(3-0-6)

01134357

01134411

(Advertising)
AyrfideaFeunineu : 01134111

unum Aaddny auninisuazinanuAauoinislawnn 115IReIANTT NS
Tawan wénnissmhesdusenauvesnulawan madonimggdla msdendelawan
N13UHUTUTIA N15TAYiuUsEIa NMsUszIiutasInmanIslawu ArINeLaY
55810550 MReadastunslewan

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.

nagnsnIduallugARIna 3(3-0-6)
(Branding Strategy in Digital Era)
JyriideaFeunniou : 01134111
AuAInsIdUAmNNIsSuivegndtlugaddia nsfmuaendnuainsiduan
asvddyemIaui MadpansnduiuuAiviaunane uLazyaRatesy q e
asveumniudenles wagmmdiiuliiuasaui nsussduguamsdud
Customer-based brand equity in digital ear. Brnad identity and brand
essence creation. Brand Communication on digital platform and other contact

points for brand association and sustainability. Brand equity assessment.

N1353AN1INISAAA 3(3-0-6)
(Marketing Management)
JurfidesFounnneu : 01134111

WUIAUAANITIANITNIINTITAAA ‘U‘vm’mLLaxwﬁﬂﬁmadg’{ﬁ'mﬂﬁmimmﬂ
ulgusuaznagnsvaInIsIANISIUNEAAMe 51A1 YoanemInaIaLasnITEILETN
MIPAIN NITIATIZA N1SINUNY NITATUANLAZAITINDIANT Wudlduyeanis
Famsnanalusunan SIwnsiassilguasnsdiinymanisnain

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.

* snggnUa i
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01134412 n1sweInsainIsvIe 3(3-0-6)

01134413

01134421

(Sales Forecasting)
JyriidesiFuuaneu : 01134111

ninngud wagaudifgvesniswensainisve madauaziSnisweinsel
U'ivmwuawaua ﬂ']’i'lLﬂ?’]u‘b‘i‘dallﬁL‘U\‘iﬂ‘iﬂ’!mLLa”L‘U\‘iﬂEUﬂ’]w Jaduiifiavinasieninu
mﬂamnum‘ummiwmﬂﬁm i‘lll‘Vl\‘iﬂTiu’INa‘UENﬂ’YSWE.I'WﬂianULEUEJLLUULWEJUTU‘UNLtﬁ“
WAL AUNITAAN

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 improvement and development of the marketing plan.

NIAAALAZNISARAULD 3(3-0-6)
(Marketing and Decision Making)
AiidesFouannau : 01134111

mﬂu%"uﬁmmaumau}fﬁmiﬂ’ﬁmmﬂlumiﬁ'@ﬁu‘lﬁ] Ugvinnenisaann n1s
SuuNuaENMIIREISU YauwnveInIsindulanianisaatn msidenisnsuidym
wardinisindule nsivuandninueimiamgufienisiauinisdadulanig
nsaatn nsindulaldanuaimiasidaliunn ATEUINNITNITINUALLAENNS
Anaulanienisnain

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.

nsdansienisdseanuazind 3(3-0-6)
(Export-Import Management)
JniifosFeunnneu : 01134111

wdnuazasujualunisdesennazindt nguute uasssloudeteny
wszswlygAuay ydarmunlunisdieaniasiing "’J%’Uﬁf@uﬂvm‘%aumsﬁwmaﬂaﬁ
ﬂ’]iﬂ'\ﬁmi‘gﬂsd’il“ﬂ'iﬂ 'Jﬁﬂ']'iﬂ’]uﬂﬂﬂ‘]ﬂi ﬂ’]'i‘U'ﬁ'iﬂVi'Uﬂﬂ ASUUEY ANITITERY NS
FANITUATNNTIANUILITUT DN UNEIEUABDNLAZITT MIIBNUTBINNTITAITUAY
anduenwuiiieadesiunisdsdudn

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 exportimport departments. Govermment offices and  private
institutions relating to export-import business.
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01134422

01134423

01134424*

N15AA1AUINIT 3(3-0-6)
(Service Marketing)
Jerfidesduunanau : 01134111

SNEAILILAYYIURATBINEIAUINT MsTuunYsTan weRnssuglauinsay
JszaumInaInuaduduims laswaiauasnsinuianuiiussneugsiafunis
TiusmsuazAnuigsiauinisianized

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.

N13ARA1ATINIYFIND 3(3-0-6)
(Business to Business Marketing)
JuiidoaSeunnniou : 01134111

VENMSIAE VAW FINTNTTUIUNT VINTTAAIAGIIRETINT Fomnefeduduay
U3NIgINILATgRAMNTIIAIUANANTBIRAIRAUMEUSLAAfudUA1gsAa N3
"‘JLﬂ's'wﬁwqﬁnﬁmmmaﬁ?juaimamﬁniﬁsﬁm nsulsdunatn nsivuaidvmineuay
ANTINAIUNLIEUAGIND mi')']dLLNuﬂatmﬁmaamsmmmaimmﬂwLLNuLLa“MUﬂn
dUUTEaUNNNITAAINGSNT ﬂ']‘i‘i]ﬂﬂ’l'iﬂ’l‘nl‘mmﬂ“ﬁauG\@ﬁdﬂﬁJ‘Uﬂdﬂ%ﬂﬂ‘iﬁiﬂmwaﬂ’ﬁ
TRUNULAZN1TANTUNTNAINGSNT

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.

N33R Y0YAN1ININATA 3(3-0-6)
(Marketing Data Analytic)
JyrdideaFeunnneu : 01134111
aruiiluifnfumelulaguazaruimelunsussgndmalulaganlddiu

Msean anmnndeunsnainnielinisiudsulasveanalulad nsimsieideya
mimﬂaﬂwaaum‘uawuﬂmmatwﬂiuiaaaualm nnsuiunaluladadelniun
U‘swaﬂm"h’ﬂum‘;‘nmi']v‘wwqm'ﬁuLLa.,LaumamsLaansdaauﬂ'l‘*ummuﬂnﬂ AT
N139A9

Introduction to technology and its challenges in applying such a
technology in marketing. Marketing environments in the technology disruption.
Marketing data analytics in consumer buying decision. Applying advanced
technology in analysing consumer behavior and customer journey. Develop

marketing plan.

* sne3vnlalud
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01134431

01134432

01134442

01134490

NNSNAIUILAZDNLUUNARN IS 3(3-0-6)
(Product Development and Design)
SuiideeSeunidoy : 01134111
AuduRuSTEnInITRaIn  MIeeALULaYNTHARBMITALLAT T LAUD
HARAAIIEgRan NSTUIUNISHAILINERSUS N13AIMUAAILABINITYBIgNAT
nsleundeauAaieafundndug aorlnonssundadmud n1seanuuuLla
qmmwﬂsimamﬁammﬁm mawdniueidigeain  MsfamuuaznsUsziiiueg
Relation between marketing, design and manufacturing for product
development and launching.  Product development process, identifying
customer needs, product concept generation, product architecture, industrial

and manufacturing design, product launching, follow up and evaluation.

A153LAsIEANISRETIAN 3(3-0-6)
(Princing Analytics)
JerfidosiFounnnou : 01134111

WAAREILIAN MIudmsmsmmatliiussdvsam mmudduassgansly
mstanen mudlengAnssugndlunisdasan unumvssunuenisiadulads
SAMaENTIATIERANEINTan ML sdulunsiadlsmanisiain. mswaang
gnsnsnasadiedoya ﬂg‘wmﬂﬁLﬁm%’aqﬁunaqwémiﬁqmm wazdakuulung
AATIBAUTZANGN 9

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 with data and various kinds of analytic models. Legal aspect of
pricing strategy.

nann1sdanisladanng 3(3-0-6)
(Principles of Logistics Management)
FenfifosFounnneu : 01134111
winnisuasnssuaunisiadadndiieatuayuingivuazdudnduiagy
wnmwAalasadnduuunaunanlaoiufianssuladafindndn  msdanisnagnsla
Jamndlugalanifimi
Principles and process of logistics in order to support materials and
finished goods logistics concept through main logistics activities.  Logistics
strategy management in globalization.

avnafnen 6
(Cooperative Education)

msufvRmiludnuasminnudnsm mulassnsldsuneung aaenaus
davisieuasnIsiEus

On the job training as a temporary employee according to the assigned
project including report writing and presentation.
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01134491 sueuisiseugiunienisnain 3(3-0-6)

01134492

01134497

01134498

(Basic Research Methods in Marketing)
JiidesSeuninou : 01134111

wdnuazszfouinnsidenamsnatn msfmualgmy n39gduuuine
swaTRgUsrasAuATaLNAgIY MIMUMNATSUNIHINgIutayaddia nisate
wuvEeunY n1sIeikumsidlugadda mslwswinasinudeya msliada
dwsunside mslsusisaulasmMIEuaNanIsIY

Principles and methods in marketing research, identification of research
problems, formulation of research objectives and hypotheses, literature reviewing
from digital database collection of data, construction of questionnaire, methodology
planning in the digital era data analysis and interpretation, application of stafistics for
research, report writing and presentation.

Hnuszaun1saliznTnnisnain 3
(Field Experience in Marketing)
AnsinUszaunseilgdndunisnataluaaiuussneunislussdniniaiguse
mmenty nefszoznatlunsinnudasedulitesnit 200 9alus uasinaue
FgURan1TU IR
Practical experience in marketing field in private or public sector for
minimum of 200 hours and presentation of performance report.

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

the bachelor’s degree level.

Jgymniag 3
(Special Problems)
MsAnmAuATIIMIRaIRsERuUSyaes uasiseuseadsuiuineau
Study and research in marketing at the bachelor’s degree level and

compiled into written report.
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01101181

01101182

01130112

\ATHEAEASRANIA | 3(3-0-6)
(Microecconomics 1)

AuNednYsLAEIENsAnY A YgAaRsTymiaTygia mMsviwihives
sruLIATWNa gUAsAgUNIU wagsimaudanguvesguasiuazguniunsliguasd
LLauaUmu'lumsﬂg'Uqusﬂﬂi'imjaawuﬂnﬂuauassﬂﬂsvia’auﬁ‘mmsmama:ﬁmuwu
nsudn aunuluszerduuasssevem nsnAnlusrese1 NINARlusTELE1ININ B
Rertestuauintiuazuaiinv nsmruasimrarnaalunainiig q ngugnaily
BaHUR nsnszanesesld mafmuadng AENLDY UAYHARBUUNUIINANTAINL
AUEINIY wazauliviWieuiu

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 longrun 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.

\ATEgAERTINAIA | 3(3-0-6)
(Macroecconomics 1)

F3n1slun1siaseldusserend Yeadedidusmfmuanelduszervi nns
Waguuasneliusyynd *Yga‘fﬂ'sﬁ"sﬁaLLa::mﬁmﬁaulwa%uaa‘luswlﬁﬂimmﬁ
'ﬂq‘mjuazmmmi‘uaeu‘[ﬂmaﬂ'ﬁﬂﬁq SZAUTIAT NITRULATNNTEUIANT NITINATIZY
Ruasuaznisinserisigld nmsAuagmsdussnindssme n15ienuuasiue
puTIEALle wazmMsRuAsYgRaUSBULTigy

National income account. Determination of national income. Business
cycle and national income fluctuations. Theories and measures of fiscal
policies. Money and banking, monetary and income analysis. International trade
and finance. Unemployment, inflation, economic growth and development.

Comparative economic systems.

nsUddunand | 3(3-0-6)
(Intermediate Accounting 1)
SenfideeSeunnneu : 01130111 %38 01130101 %38 01130171
NTBULUIAAFINSUNITTIHINTUNIINITIUY wé’nmsﬁ’m%ﬁw%’wé A397UUN
Uszian msmmamuavnmmmswmiaumwsﬂu'ﬁEmumammu Feusznause
LauamL;,au'mammammmuaﬂ gnuil MUY FuApamae Wuamu muwumsﬂau
v 01a73 wazgunsal auwsweﬂuummu mmaaﬂwmaumwa odamSunindiite
N13aINU aumweﬂwuunaumabLwaﬂmaua“mimLuumumman NINBINTUS
LaZINEASNITU
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01130171

01130172

01130211

Conceptual framework for financial reporting, principles of accounting for
assets, classification, valuation and presentation of assets in the financial
reports. Those are consisted of cash and cash equivalents, accounts receivable,
notes receivable, inventory, investment, borrowing costs, property, plant and
equipment, intangible assets, impairment of assets, investment property, non-
current assets held for sale and discontinued operations, mineral resources,
and agriculture.

n15URYINTRY 3(3-0-6)
(Financial of Accounting)

winsy Tl "‘J'Smaﬂ’uﬁnuzy%
ALNED Nuawu HHVI‘SWE}V!&JWJG]ULLE%““L
JAYINTIBIUNINITEY

General accounting principles, principles of recording transactions for cash,

Y v oA Y
Susuieafuduan guil fusu dudn
ififanu nild uuasa’awaqgmum«uaa 13

account receivables, note receivables, inventories, investment, tangible and
intangible assets, liabilities, owner equities; preparation of financial reports.

nstgyBiien1sdanis 3(3-0-6)
(Management Accounting)

A AyreInsiyditen1sdnans nsazauduny AuNUIIRTEIL AuyueAL
Aanssu MssuUsELN SuUsENMEaney n1sAAszisiuny - Ui - fls s
YayFauannuiuingeu MIsgnunNdny mMItmuasint Mslideyanield
iWionsndula

Importances of management accounting, cost accumulation, standard
costing, activity-based costing, budgeting, flexible budgeting, cost-volume-profit
analysis, responsibility accounting, segment reporting, pricing, use of accounting

data for decision making.

nsdsydunans I 3(3-0-6)
(Intermediate Accounting II)
JufifeaSeuannou : 01130111 w3e 01130171 v 01130101
wé’ﬂm‘mavLLmUﬁﬁ’ﬁmqmsﬁ’m%ﬁm%swanwswﬁﬁun,l.asei'm’uauﬁwaa 324D
NTIAUTLLAN mi'iUiLLa.,n']‘smuam ﬂ’]’iLLﬁﬂ\i‘ﬁEJﬂ’]iLLﬁuﬂﬁLUﬂLNEJ?}Ellla nSULYa
mmunwﬂwimwmwu ﬂ'ﬂ,wawu MsthEuetunsiiy MsasuLamanis
Undiuaznisunlydetianain
Accounting principles and practice for liabilities and owners’ equity,
including classification, recognition and measurement, presentation and
disclosure, accounting for debt restructuring, eamings per share, financial report

presentation, accounting changes and error correction.

37



01131211

01131212

01131312

01131315

N15{UgINR 3(3-0-6)
(Business Finance)

‘Viﬁﬂﬂﬁ!.‘l.lé]ﬂ&‘l‘uLLao’i]ﬂﬂJQwﬂJ1EJ1uﬂ’]5ﬁ]ﬂﬂ’]'iVl'l\'iﬂ']'iL\%U Mumﬂamﬂﬂmi‘ma
ASI3U ANTWLIAADLVINNITIRY NNFINUHULAZATNEINTANWNTRY \3eailasng 9
Tun159mn19M19n1TdN AAs1Ennensidu Nu'*.quuaummqu%uwnu asanaula
AN UITEZY? mﬁﬂm‘sﬁunumuﬁau
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.

NSRUUAAA 3(3-0-6)
(Personal Finance)

adANsIANIIMINSIEAILYARA MIIUNULAENNIATUANNNIRUEILYARA
mMsgemuiuan mszomeiude nsseiudin msamulundnning nsmaunu
Fonsuinteneny

Personal financial management techniques, personal financial planning
and control, a system of spending. Consumer credits, life insurance, securities
investment, and retirement planning.

nsldpuniamaslunsiaszinian sy 3(3-0-6)
(Computer Applications in Financial Analysis)
Syriidesduuuneu : 01131211

wanmsuMTATEInnsEu wansdu wdsdislumsiesizinenisiu
NSNYINTAINNITRY N1TUsBEiuLaAININIg mslalusunsunouinmesibosiulu
mM3ieseikasandulanianisiu

Principles of financial analysis, financial statements, tools for financial
analysis, financial forecasting, corporate valuation, use of principle software
program for financial analysis and decision making.

Auiouarn1senifiuiduy 3(3-0-6)
(Credit and Collection)

‘v'iaﬂLLau'Jﬁm'iwm‘im'ﬂwﬁumaﬁiﬂﬁl Usznnuagdinsiieniiudu wifiuagnis
ynseuluuunliaude ‘uauwmmm‘s’lmauma m‘wumvmnm’lums’twauma AU
gmxma‘l‘wauwa WenensiSenifiudu msﬂ'mﬁ}mauﬂmmuumgﬂwu

Principles and methods of credit-granting and collection policies to all business,
functions of credit and operation of credit department, scope of credit management,
credit limited, investigation and analysis of credit risk, collection policies, management
control of credit and collection operations.
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01131316

01131322

01131441

g115211d

MTIANITAUNIWE G 3(3-0-6)
(Business Asset Management)
JyfideaSeuniniou : 01131211
LVIﬂ"iJF]LLau'}ﬁfﬂ‘i(ﬂﬂﬂu']ﬁ]luﬂ']‘i’l’]\ﬂmuLLau‘U‘iVT’]SNUVIU‘MlJUL’JHU W'JLL'U‘UG}’N”]
YPINITIANTEUAR Nuamusuauau ﬁﬂ’ﬂ‘uLLﬁ"ﬁ‘Nﬂ’]ﬂﬁL‘lﬂaﬂ {lﬁmauamqwghmi
sndulaaauduning nelinme msdewuazmmliuivey
Techniques and decision planning in working capital management, models
of cash and marketable securities management, models of account receivable
and models of inventories, factors and theories in investment decisions under

risk and uncertainty.

NITRUTENINUTENA 3(3-0-6)
(International Finance)
AunfifeeGeusnnou : 01131211

Asefivay wlguiguasunuImuesanItunsiusEnINUsEIme wiseailelums
U3755mi3uns syuusasanilasy UlguIBNISATUANKAENTALASNAIINANGY
senieUszmaduiinansenunsziiieusenils nsaduilugsfasenitesenalag
fnnsaunlunddunu a18ens wssu Jgvmenisnaiauazadusniie sEning
Uszina nMsuftRnuesheissmavesuinsivl

Operation, policies and function of intemational financial institutions, foreign
exchange tools, foreign exchange rate system, policies of controlling and
promotions, international agreements that affecting business profit, international
business operations including capital taxation, labour, marketing problems and

interational agreements, operation of foreign department of commercial banks.

NNSAATIZANANNING 3(3-0-6)
(Securities Analysis)
Jyrfigeadeuninou : 01131211

YOULIATBINTIATIEANSANINE AaudRveamdnning ddudureanis
Sipszindnning mefadenudnning msmansuilsgniuaziuliuna ngufns
Usziluyarmdnning

Scope in securities analysis, characteristic of securities, portfolio selection
process, selecting optimal portfolio, earnings and dividend estimation, the

valuation theory of security.

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

WUIAALAZITRILINITNIINITIANIT 41UNITIANTT amwwmaawmaﬁ‘iﬂwu
HANTENUADNIT IAN1TTINT ﬁ]iaﬁi'ﬁumﬁﬁiﬂ%LLa"mﬂmwﬂ’uaumaadﬂwaqmﬂmi
5309 UNUMLAENEIiN1anIs Jan1sveaedanis nsdadula n1saauny n1599
29AN1T MITNUIMALNTAIUAN
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01132213

01132221

01132222

01132231

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.

A15E159AN"T 3(3-0-6)
(Organization Communication)
JyriideeSeusnnieu : 01132111

AUE R UBINTABENTIUBIAMT WLIAN MANNTT I3BTT NEuA wauvinued
swlluveansieansluesdins melvesdnmssiiiusgiadivsznSam nauseyndvinue
msdeanstumsWanuaznausy uilellgnussnsdeansiuesdinis

Importance of communication in organization. Concepts, ideas, ethics, theories
and skills needed for effective communication in organization. Applying communication
skills for planning, developing and solving communication problems in organization.

WOANTTUDIANNS 3(3-0-6)
(Organization Behavior)

Wﬂﬂﬂ’ﬁﬁlﬂﬂ’l‘iﬁ)Qﬂﬂ’]'ﬁGl’lu‘lﬂqwaM’N‘] anwmviﬂiqaiﬂawaaaaﬂﬂ’]'iLLUUWNﬂ”ISLta*’lu
Jumans wqmﬂ‘i‘ii.l‘tlaauﬂﬂaLLauﬂaumiL'iﬂu'i m‘sﬁl\‘ﬂ,ﬂ Aaedeufieafiussinig ns
wilvemudaudsluasing MsnaueIAns

Organization theory and design structure of formal and informal organization.
Individual behavior and group perception behavior, motivation process. Environment of
organization. The management of conflict in organization. Organization development.

A1sIRNITNINeINTHYEE 3(3-0-6)
(Human Resource Management)
JviidesiFeusineu : 01132111

wEnuarAEmsiilunuiyaaing Wewduaiassdnsamlunising ms
idSuadnvinuasdsgdls msualins nsfmden mause UAAAIIRE N1TRRNTEUNAINA
muveu suleuity walla nsdunval vaNISNISARANT NARNBULNY @IdRNS UINS
madseghaasdenulviuanineu

The concept of personnel management. The role of recruitment to recruit
potential employees. Morale development and motivate employees. To recruit,
select and profile employees. Disciplinary, promotion, fringe benefits action. The
selection procedure, plans of renumurations involving welfare and physical security.

#0Agsna 3(3-0-6)
(Business Statistics)

miqu‘wgLLavaﬁmimaanmm’tﬂumaﬁsm MFIAAINGNT UAYMINTZAYVD
foya nsuanuasnniasdu msduiegn mMaUssnagemdeiu nanaaeu
auuAgiu mmegeulaauas MIlTginuuUTI NMFIATIEVAIILDANDELAY
AVAURUS N1INEINIRlLAZARRAUDUNITIUATA
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01132263

01132332

01132333

01132334

Statistics theories and methods for business application, central tendency
and variation data measurement, probability distribution, sampling distribution,
confidence interval estimation, hypothesis testing, Chi-square, analysis of
variance, regression and correlation, forecasting and nonparametric statistics.

ginauazAlNTURnYaURDiIAL 3(3-0-6)
(Business and Social Responsibilities)

unum wind LLazm'm%'Uﬁmmawaaqiﬁﬂﬁﬁﬁaﬁmu HANSENUVDIANTNLIAG DY
fifiiansuinsgsia AsmevausvesgshareAuiiBan1syasdny Ingazjaiui
AuFuRnyouvesgsnanddenguynnasiieg tiud gnd wineu famu
ANNUWINADY WaTUIENATIA

Roles, functions and responsibilities of business toward society, environmental
impact business, business response to social need and stakeholder managernent.

msdeseiideliunaienisiadulangsia 3(3-0-6)
(Quantitative Analysis for Decision Making in Business)
FfidosFouanieu : 01132231

UnumMeeIn s eidsUinaiemsuitannegsne msliamegideyanis
5579 wwAnuaznsUsegnAldlusunTuBdy mesgaulhdemsiUAsuulas
winsiledmiunisanaule wouinisindula msiesisiunisensy MsIATIER
1nsaeyl wuuFassnsuuds MsiassdaunIniLasNgunud

Roles of quantitative analysis for business problem solving, business data
analysis, concept and application of linear programming, sensitivity andlysis,
decision making tools, decision tree diagram, queuing, Markov analysis,
transportation model, simulations and game theory.

FTUUANTAUMNANNG TN 3(3-0-6)
(Business Information Systems)
AuniideaFouanneu : 01132111
nsdnnsdayauazasaummionisnausuiazntsdndulaluasdnis msdanis
welulafansaumenazninginstoya msdasvuuguanug mamndvdsiannseting
AsTUINNTTNINGTATLAZNITEBNLULBIAnsIenTudsduTasaAansldssun
anvauvAoy19laTes TN
Managing data and information for planning and decision making in
organization. Managing information technology and data resources. Knowledge-
based system management. Electronic commerce. Business process and design
for competitive organization, utilizing information systems with ethical manners.

N5 ATIZATZUUIIUTIAR 3(3-0-6)
(Business System Analysis)
AyriideFeusndou : 01132111

WATANTIATIEILAL DDNLUUTEUUNIUGSAY N1TIATIENLAYEBALUUTZUUNY
arsaumna msdenldmaluladansauna nsUssgndssuvauansaumaiionts

41



01132355

01132351

01132362

AIUANMNGSNA wasmsinwiaulaensievesdoya

Techniques in analyzing and designing business system, business
information systems analysis and design, application of information systems,
systems design and implementation, information technology selection for
business control, and data security.

N139ANIIATINITNNGIND 3(3-0-6)
(Business Project Management)
JineasEuNnay : 01132111

n15U52LulATIN19119g3A1 AUAITIANIT N1THER N13LEY N15AEIA N13
YAaINs way ﬂmﬂWt'NLﬂ'i‘l:}‘ﬁm]‘uaﬂﬂ‘Nn'ﬁ N1IATUIUAINBULNUYDILATINS
ﬂ;]mmmm'imﬂau'lil 'ﬁﬁﬂ’l‘i‘ilﬂLWI'SEJiN’mIﬂ‘Nﬂﬁ N1SANYIAINMNNEEUYDILATING
nedumaila uazanmuandouiiazsruaslinisauduanulasinisialdodnad
Usednsam

Project evaluation in business concerning management, production,
finance, marketing, personnel and economic value of project. Calculation
project benefit, decision criteria, project preparation, feasibility study and
environmental effect on the project operation.

§InNaTENIUseing 3(3-0-6)
(International Business)

VANUUIAUAR "J'mqﬂ'ixadﬁ LLazmwmmmamwLL’mﬁauwNﬁ‘sﬁﬁ]ﬁﬁwaﬁia
g3ieszwinaUseme Tasdun1sfinAruuandemeianessy ngumsassning
Uszine LagnSWAILINIALATESAY WazN1TINNTTINATENINIsEInA

Concept, objective and overview of business environment affecting
international business. Cultural differences. Theories of international trade and
economic development, and international business management.

Anadugusznaunis 3(3-0-6)
(Entrepreneurship)
JuiidesiFounnau : 01132111

53T VRIUTENBUNTS nsumumsﬂ'ﬁﬁivr\aum‘s‘luﬁwsﬁwq Uszliumnge
mﬂﬂwax‘mm‘niﬁ]ﬂmnﬁm’]ﬂm.l n1saseassAutangsy nswaunesasidu
AUsENOUNS
Nature of entrepreneurs, Entrepreneurial process in various contexts, issues
surrounding new venture creation, innovative creation, entrepreneurial skill
development.
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01132471

01133211

01133242

N15IANITNALNS 3(3-0-6)
(Strategic Management)
SnidesSeunneu : 01134211 uag 01131211 w3e 01132314
nagmsuazulunnevegsie mediaswidymianeg lunsseuzyesgdnns el
Tunsaunumssiunuliussgiatmainevesgsia
Business strategy, policy and problem analysis by managerial level for
business operating plan implementation.

nsdan1sesdnsentsiFoul 3(3-0-6)
(Management of Learning Organization)
Senfidesideuandeu : 01132111

AuMINELAEAINE R TasesAnTiem IS euS nsTUIUNTRAILNBIANTSLD
nsi3eud nszuaunsuannaug mawdduaiiug wazn1sdiauiluussynelu
AMSUSTINT9IY dnumsianieivedsedurasmsiuessdnsniienisiBoul Arfleums
TAUSITU ﬁﬂﬁumaagﬁ,’u?quLLaxms'Lﬁé"mw n15deais nsareleussnninug
dnuaizianzreswiinnu uasn1senseauNamsuuRau

Meaning and importance of leaming organization. The development processes of
leaming organization: knowledge acquisition, knowledge sharing and knowledge
utilization. The characteristics that indicate the level of leaming organization: cultural
values, leadership commitment and empowerment, communication, knowledge

transfer, employee characteristics and performance improvement.

N59AN15N15U{UANS 3(3-0-6)
(Operations Management)
Jurfidesuuannau : 01132111

winnsidesureinisdansnsutams anudiugnilunseenuuusdaiosi
UTEANTBINTLUIUNTTHAAUAZUN UK mmﬁﬁaqﬁu’mmié’ﬁmsﬁwé’qmsmﬁG\ ANNEALY
Yasviiafing mssiflunusruusEn MsTamsauinArds LaensIaMsAunTH

Basic principles of operations management. Introduction to product design.
Classification of process and layout. Introduction to capacity management. Importance

of location decision. Operating operation system. Managing inventory and managing
quality.

nfigddannsaiinduasunanwaiufana 3(3-0-6)

(E-Commerce and Digital Platforms)

unumrsmndyiBidnnseinduazinanviosundvaniiseguuvugsia Tulagiu

v
§ aa

wavoulan n13¥1gInIsurtuntesulatuazunanesufidva nrsldlasedie
Fadliddudegsin nenunadugsieiildanueundindy

Roles of electronic commerce and digital platform in current and future
business model. Online business transaction and digital platform. World Wide

Web commerce. Business report generated from application.
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01133312 N1992ALUY IMNLLHU LLasm‘uqumwﬁﬂ 3(3-0-6)

01133313

01133314

(Production Planning, Design, and Control)
JwfidesSouandoy : 01133211

‘iuUUﬂ'l'iUgumm‘s A159BALUVEUAT ﬂﬁi')’NLLNuﬂ’Wax‘iﬂ’]‘iwa(ﬂivﬂ“EI‘TJ 13
mau'lmaaﬂ“mmwm NMIEDNNTLUIUNNSHAR NITODNUUUUKUAT msdenia3esdng
ANOOALUUSZUUNTTUAEANEEY N1TEBNWUUTEULNIU TEUUAILAY

Operations system. Product design. Long term capacity planning. Location
selection. Process selection. Layout design. Machine selection. material

handling system design. Work process design. Control process.

nIAUANAUUNSHAALAZNITIANITNINGINS 3(3-0-6)
(Cost Control and Resource Management)
Jyrfigeaseuninoy : 01133211 wag 01130172
nsfuFuunsUiang medanisemuauuazanfununsujuans s
\urERAIW MITAMITUNUALAT M1SRNTININEINTAUMTUHUANS
Calculating operations cost. Techniques for controlling and reducing
operations cost. Increasing productivity. Managing costs of quality. Operational

resource management.

nMsdannBanagns 3(3-0-6)

(Strategy Sourcing)

JurfigeeSounnnou : 01133211

Fumen uiama WAENTTUIUNTTIANUTINAYNS nssadulananiesiiets N3
SIUFIUUUUUIA ﬂasmﬁaumiﬂﬂnm‘n m'i')mi'\“%ﬂmm LLa“’ﬂTi'i]ﬂﬂ’l‘Wlu%uL‘N
ﬂﬂEJ‘V]ﬁ mifmmﬂumswsuu'mamnmm"[,vm ﬂ’ﬁl!ﬂ’l‘l.ﬁ’nm&l,lﬁlLilJ‘UFNN{]EJUTdﬂ 13
Usziiiy ﬂ’ﬁﬂmﬁﬂﬂﬁgﬂ@ﬂ?ﬁﬂ ﬂ']’5‘1_1‘53ﬂ’)(ﬂ'ﬁ’]ﬂ']t‘lNLL‘lN‘UULLﬂ”ﬂ’ﬁmﬂﬁ\‘]ﬂﬂ’] ASIANNT
nswaundtloutaguasnisdanisanuduius msdaniuinis 3esITaLazAI
SURAYBURBEIA

Strategic sourcing process, policies, and procedures. Make-or-buy
decisions, vertical integration. Commodity strategy, value analysis and strategic
cost management. Sourcing and new product development. Early supplier
involvement. Supplier evaluation, selection, development. Competitive bidding
and negotiation. Supplier development and relationship management.

Acquiring services. Ethics and social responsibility.
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01133317 A15AANTIAMAN 3(3-0-6)

01133323

01133341

01133415

(Quality Management)
SyriidesFeusnneu : 01133211

LLu’JﬁﬂLLasﬁugﬁuwaqmsﬁ’mmsﬂmmw NIIAIUANANAWTIENRA \nTesilauas
5, 08UIT AT UMSANETIATITANINITINNITNNTHER

Concepts and fundamental of quality management. Statistical quality

control. Tools and methods for analytic studies in operations management.

N159AN15§5NLTIUTY 3(3-0-6)
(Hotel Management)

ndnasdanismsuiiinastulseusy wihiuasnisdnduauvesuwunvdnly
Ts9usu

Principles of hotel operations management. Duties and procedure of key
departments in hotel business.

nsaanswaluladuazmalulagfdiia 3(3-0-6)
(Technology Management and Digital Technology)
JyrdideaSeuuinou : 01133211

wdn wazaudilafuguesnisianismalulad Yssamveunaluladuas
winnssu Sndwavesnalilauiseuiandenisiasuudasguuuulumsdiiiugsio
wazAaINTaIEUILnA msﬂisqﬂmﬁtﬂz‘j’mﬂiu‘[amumﬁﬂsﬁﬂszaummﬁ%%ﬂ

Concepts and basic understandings of technology management. Types of
technology and innovation. Effects of emerging technology on changing business
practices and consumer markets. Successful adoption of technology in the organization.

nagnsideufuanisszaulan (3-0-6)
(Global Operations Strategy)
JuriidesiFeunnnau : 01133211
ununeenagniidaljianisieareaulfiuiounienisudaduly
ammnmé’awummiLﬂﬁauuﬂaaadwgmm nirTsinsUasuagifannnsves
mageamnssaluszaulan msfmuagUsunagndidfiAnisvesesdnsivnzay
ASRAILIANTIOULVDITLUUUFUANS
Roles of operations strategy for competitiveness creation in  disruptive
environment. Analysis of the transformation and evolution of the global industrial
sector. Formulation of appropriate operations strategy for organization. Development of

operations system capabilities.
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01133427 n159ANISE18A15TY 3(3-0-6)

01140221

(Airline Management)
JurfidesiFeusneu : 01132111

nssrunsinaulalunsdanisanenisiu arensdufudaneden sUuuy
g3n9 suyunsiuduausasysgdniam msiauaglu dune uazaistedy
wanssundndndiazmalulad wuiAanisdanissigla nsdadivuiguaznns
UftRmsnslu msdamsmnuesdndnduasmuduiusivdlasans armvihmigly
ms§amsansnsdu Simsnwuenaniud

Airline management decision processes. Airlines and the environment.
Business models, operating costs and efficiency. Fleet, route and schedule
development. Product innovations and technologies. Revenue management
concepts. Distribution and operations. Passenger loyalty and relationship

management. Airline management challenges. Field trip required.

nUINBLazAIBEMIUEINa 3(3-0-6)
(Law and Tax for Business)

qsﬁmmxamwLL’Jmé’auman{]wmﬂssﬁummma UIZLANYINYNUBFTIND A
SuRaMINgMINYYegIne nanmsdaiun1Be1ns mmiulianndennsveynaa
Waz§INIMIUUTEINAT¥NINS MEasITNENaLazAEBAANING mimumumﬁl,ﬁ'aqﬂﬂa
WAZgIng

Business and legal environment under the international level. Classification
of business laws. Legal liabilities of business. Principle of tax collection.
Personal and business tax liabilities under the revenue code. Excise tax and

customs tax. Personal and business tax administration.

46



3.2 %o dna AuniaznadlivedeIasd

zi'\ﬁnamﬂf'\'ﬂﬂi:wﬂm'\iqmuﬁnm
AngrAnand 3 waruIang

1#RRIsuIAINE OAAADIVIIMANGATUR?

3.2.1 211sdUsEdmangns desed 27 Nl 2565
%o - vwiana 1. . CHECO | ] pssanuseu
anu FUNUINIIYINTG T ranwArnig
i ARl (F1971391) . | ndngas
Hoanity, U w.a. fiduSanisdne N TEHTIES
1. | unvaan) ddnd NUY 01134111 | 01134111
Q’-ﬁmmamﬁmié 1. Encouraging sustainable consumer behavior: | 01134315 | 01134212
Us.U. (MInatnseninalsene) A stakeholder perspective. Eurasian Business 01134212 | 01134315
AT ING 1Y, 2532 Perspectines, 2561 01134413 | 01134413
M.B.A. (Marketing) 2. Consumer responses to firms’ environmental | 01134423 | 01134423
Sasin Graduate Institute of Business disposition strategy, 2561 01134498 | 01134490
Administration of Chulalongkorn 3. The influence of perceived service 01134498
University, 2538 performance on Generation Z's eWOM
Ph.D. (Business Administration), intentions in the food service sector, 2561
UM INEIAUSTIUANANS, 2559 4. Measuring customer-oriented product returns
service performance, 2562
5. The Role of Self-service Technology (SST)
Service Quality in Enhancing Customer
Relationships: The Case of Mobile Banking
Services in Thailand, 2563
2. | unstudnd udaouis® MUY 01134111 | 01134111
$DIANANTINNTE 1. Brand Personality Communication of Thai 01134351 | 01134351
f.u. (M3Russninlssmalazn1snay) | Fashion Design Apparels, 2561 01134353 | 01134353
Weshdendusiu 2 2. Geo-Informatics and Space Techology 01134354 | 01134354
UMAINYIAYETINANERS, 2527 Corporate Brand Personnality and 01134498 | 01134357
Us.4. (N13naim) Implementation in Thailand, 2561 01134498
i}mmnitﬂnﬂﬁwmé’ﬂ, 2529 3. Corporate Brand Personality and Personal
Branding Procedures in Non - Profit
Organization, 2562
4 mpact of Sustainability Marketing: An
Empirical Study on Consumers' Perception and
Attitudes towards Bio Plastic Coffee Cups in
Thailand, 2563

s

* 919138 TURATRUNANGRS

ar




Ho - WANa ATBUdaY
afu FIMNUINNTYING WadIUIYINS
i Al (d191397) . nangAs
Foan1dy, U wa. Adusansine doqd U%’uﬁ‘;\a
3. | uelgiug Juustumi Ty 01134111 | 01134111
919138 Consumers’ willingness to pay for green 01134212 | 01134212
ne.u. (gIRafnwIN1Inann) hospital practices, 2561 01134355 | 01134325 |
UTIMeAASUASUNTILIR, 2541 01134490 | 01134355
Ug.d. (N5Ram) 01134498 | 01134490
UMINERBNYASANERS, 2543 01134498
Ph.D. (International Business)
anTuwaluladunaeidy, 2562
4. | wensang mydud MUY 01134111 | 01134111
femansansd 1. nMefuinumnsduaniinasonssuaums 01134333 | 01134333
B.B.A. (Marketing) Fadulatothoveuusdussens asmedves ludhe | 01134341 | 01134341
Deakin University, Australia, 2542 TuAsumse Tuwanjaunnumiuns, 2562 01134411 | 01134411
M.B.A. (International Trade) 2. 3ans weyduR, BvBwavesnsAeansnsaan 01134498 | 01134497
Victoria University, Australia, 2544 wwuysanmssenisinaulsliuoundindu MyMo 01134498
D.B.A. (Business of Administration) by GSB swimseandu luiusniavmavnuns, 2562
Victoria University, Australia, 2548 3. Influential factors Impact on the Behaviors
of Art and Cultural Center's Visitors in
Thailand, 2561
5. | wwsedy A3a3IoUE I 01134111 | 01134111
AU aufans1a1Ted g, ﬁw"&wa'uaamﬂwaawaqmammﬁﬂqnﬁ’ufju 01134324 | 01134324
AU, (WsusAEng) quénmﬂugmsﬁdLLUidashuﬁﬁsiawqﬁnﬁunﬁ 01134498 | 01134356
wﬁﬂmg‘;ﬁﬁumam{, 2536 deansuuuvande nIdiAnwiayavesaliEs ; 01134498
MS. (Finance) wovoauimildulnenidluide, 2561
Seattle University, USA, 2540 2 5w%wa‘uaami%’uﬁ'ﬁmmm%’Ué‘hmaumaﬁiﬂﬂ
Ph.D. (Business Administration) i‘(ﬂ"i?’ﬂ'im{nlfumﬁui'fﬂﬂBJW‘Q:J‘MME']EEuﬂqr
Louisiana State University, USA,, 2549 fignAlugudnarenselfinuguuunsidudiluéie
FHpvesulavveiovgnanamis, 2563
3. Enabling process of e-WOM and self-image
congruence in Facebook page: a case study
of passionate partisanship in the Thai
professional soccer team, 2562

& v a o

* DITUHIUNATDUNANERAT

U

a8



=
Y8 - Wndna

A15LIUEADU
aneu AUALINIYINIG NaIUIYIMS
i Al (F1917397) " nangas
Faanthy, T wa. fdudanisine i UTuuy
6. | unisio sy 3T 01134111 | 01134111
HYBAARTINNSE 1. msUfvAieatunsiamsmnmdedy 01134311 | 01134311
U5.U.(M37A1M) mMIRmAgUTENaUNTS, 2562 01134314 | 01134314
W sAtlaugusiu 1 2.SMEs’ Activities According To Dimensions of | 01134490 | 01134412
UIMINEAEAEASANERNS, 2539 Entrepreneurial Marketing, 2562 01134491 | 01134432
M.B.A. (Marketing) 3. myufiRRgaiumshaugegnlunsnan 01134498 | 01134490
University of IUlinois at Chicago, USA,. sﬂﬂixnaunﬂs, 2563 01134491
2544 4. Innovation Creating in Small Firms, 2561 01134498
Ph.D. (International Business)
Asian Institute of Technology, 2550
7. | unaEmUssiuws s ﬁuqdiﬁni* MUY 01134111 | 01134111
HYEAEnT19158 1. A marketing communication tools for retail | 01134323 | 01134323
.. Gvenmansuasinaluladng bakery chains: examining the roles of 01134331 | 01134331
8I%19) customers’ motivation to intention to 01134332 | 01134332
UNTINENABLINYATANANS, 2545 purchase, 2562 01134431 | 01134431
M.Sc. (Food Industry Management 2. Closing the health gaps of innovative 01134432 | 01134432
and Marketing) products for an aging society: exploring 01134492 | 01134492
Imperial College, University of product knowledge, product attitude, and 01134498 | 01134498
LondO”;UK' 2346 product innovation and intention to
Ui'ﬂn‘ (Usiqsqﬁﬂq) purchase healthy diet innovation products
BAT AR Sand for nursing care of the elderly in Thailand,
2562
3. An Analysis of Critical Success factors
influencine on performance index for
therapeutic product development, 2561
4. Co-Creating values and values perception
of Food Delivery Services through Mobile
Phone Application experience in Lazy
Economy Society, 2563

& 2 as o

* 919TEHSURRTBUNANGAS

U

49




da - YwENa mszudaau
a9y AIMNUINIITINTG WNaIUITINIG
i AR (8191391) : wingns
Foaortiu, U w.a. AduSamsine oy U%’uﬁ‘;a
8. | wwlnmd nshsaty Y 01134111 | 01134111
813138 1. The Mediating Role of Pharmacy 01134321 | 01134321
B.B.A. (Marketing) Engagement on the Relationship of Perceived | 01134323 | 01134323
wTingdesadudy, 2535 Service Quality, Customer Perception, Price 01134498 | 01134342
M.Phil (Marketing Management) Strategy with Pharmacy Customer Devotion, 01134424
Manchester University, USA., 2537 2562 01134498
Ph.D. (Marketing Management) 2. Understanding the Implementation of
Alliance Manchester Business School, | Artificial Intelligence on Phamacy Business in
UK, 2541 Thailand, 2562
3. The Impact of Artificial Intelligence
Outcomes on the Performance of Phramacy
Business in Thailand, 2563
9. | weanAsIsnd lnAni3n* MUY 01134111 | 01134111
Hiemaninensd 1. daulszanvosnusuafguifidinade | 01134423 | 01134322
B.B.A. (Marketing) nszmunﬁﬁ’ﬂﬁu’[méaﬁ:u'lummwa“ﬂw%'wéum 01134498 | 01134333
urInedevenisAlne, 2545 UszinAlve, 2561 01134356
M.Sc. (E-Commerce Management), 2 ﬂ'ﬁmmﬂs\huﬁaaaﬂaﬁﬁéaNaﬁiami‘%’uﬁm‘m 01134357
University of London, UK, 2547 AudtuazaundlavesgnAigniingludemis 01134421
Ph.D. (Marketing) poulay, 2563 01134423
University of London, 2554 01134498
10. | wngdyyn awvur NAY 01134111 | 01134111
15.U.(NM3RULaEN1INTEUNANS) 1. Yaduiidsmarenganssunislduenndindu 01134312 | 01134311
UNIMEYsTINAmEAnS, 2541 QueQ 'Lulﬂmﬂ‘::amwumuﬂi, 2561 01134314 | 01134312
Ug.u. (MInam) 2. ngRnssunsdeiderndniaguinuneundindy 01134314
LTIV ISUNYATANERS, 2503 Shopee Y8I&N3 ULUANTAVHINTUATUAY 01134326
U3.9.(UIM35579) Uuna, 2562 01134442,
uAvEIaBINYAIAERNS, 2559 3. ] 7Cs n1saenuuuiuledninadendm
ﬁwa’lwaa%’l-ﬁ'ﬁmﬂmﬁﬁnaaulaﬁri’m Agoda
Tuluangaunwamvues, 2562
4. aywitanelavedlduinisvudainuuion
a3 ndinsa Usewelne Tuin
NFUANNNMIUAT, 2563
5. woinssun1slgUINITIndie M TURINaNAUTY
mnululwanavmamuag, 2563
6. The Effect of the Unofficial Sponsorship of
Celebrity Doing a Good Cause on Consumer
Responses: An Empirical Investigation,
International, 2563.

at

* 91913UHTURAYDUNENG RS

50




3.2.3 8131387 d0U
laidi

3.2.3 919150NLAY

e
Y-UUENA

g ATLMUINITYINAT HAaIUIYINTG aszarudeulu
o AMAI(E1Y1IY) nangaslivlye
Foaandy, U w.afiduianisinu

1. UNYNTITIN TSN AYY MUY 01134111
TRIFANTINGG 1. amanadnsuesdnsiienisnaa: Jadeiilinare 01134354
mueliledmemnsuasianm | msgilaifeuinmiuinugemseetlaie 01134422
\HesAtauduRy 2 nsAnwvesnuiusialy, 2563 01134498
PdINTAINNINETdY, 2525 Z ﬂ'l‘]uﬂ‘lﬁﬂ’?&"uﬁ&@ﬂﬁﬁLLﬂ:UiSﬁﬂ%NﬁWaﬁmiﬁuﬂu
WU.L(N150A1A) Uinsvesanunevadailuiuaniunwamiuas,
anudnufiawauuimsmans, 2529 | 2563

2, wereding Tasssnadiud NUIY 01134111
B.B.A (English & Mass msRmunszuunslfnueinaeuldautuie 01134312
Communication) mManeAs uarmTdaiudoyanamsineasitesediu | 01134314

URTINYIALITINATN, 2547
M.B.A. (Post Harves Technology)
Mokpo National University, South
Korea, 2550

Ph.D. (Food Engineering)

Mokpo National University, South
Korea, 2554

AM3NwAT 4.0, 2563

51




4. aerUsznauiisafulszaunisalniaauy (n15iineu visaniadnen) (§73)
wanammwumﬂmm 01134490 @riafne w3a 01134492 HnUsraun13allIgFUAITRAIN W
3‘?)'1LQ‘W’]“LaE)ﬂiﬁﬂ‘i’]ﬁl’l'maﬁﬂ%ﬂﬂw’ﬂ‘ﬁ‘iuEJ"L’Jm 1 nMAMsAne duidvinUssaunsaiivnawnnsmnane
dfszozinan 200 $alua
4.1 mesgrunansiieuieesUssaun1snininsum

a daa ¥

sanihenlugaiusznounmmugsiandaadriunsiindfuRaudugusadiu luide
maluil

4.1.1 AIUAMETTY IL5ITH ﬁﬁmﬁl,m'iwsiang sudunardovaiunng vededfnis Inn

Bgﬁl LﬂW‘SWG\Bﬂ{] 5~LUEJULLau‘U'e)U\1ﬂ‘UGl'1\‘1‘] %Bﬂﬁlﬂﬂﬂﬁ

14 1) = v v a L3 (3 s = =i 1
4.1.2 a1UAIUT F@UTNARN AUATT WATIEN LLﬁS‘Ui&Qﬂﬁmaﬂﬂ’l‘i LWUIAA / NGB T8UINNTT
Hnufjunau

o
v v

1Y v 1 =3 L3 [} a o W e [T
4.1.3 gutlauan Whsndeseidyn waemunmauilesiuiuiudieiudymduiuly
anunNIniaR

4.1.4 fruanudunusszudluanauazauTuRatay TaniirnusulareuR ULy
o s as v IJ ]
1DUVLNY A1UITONITUNAUIINLNGY LaglNauIIU

¥ o € a o P 2 = e = 124
4.1.5 gudaseii@iaay nmsaeans wazmsldmaluladasaume Udnannsalseugiay
Uszgnaldinaluladansauneluausingg Alasuueuvngla

4.2 94791381
AUUHUNITANE
4.3 A15IAANLALATTIEDY
Weungainieu - iweuiiuian 5au 15 dUavi daiunan 1 nAnsAne
5. farvuaiaatumsiTtasuIesuise (§d)
wangasimualifianilasalusieien 01134491 suleuisiveiugiunenmsnain 01134497
Fuuun way 01134498 Ugymnieiy
5.1 Aresurelasga }
516391 01134491 serdeudtiTeiugrunnisaatn Widndaviuuuasuaiy AuATIMIteya
LwamqLﬂiwuwu,a.,cﬂmmmawaua’Lumwmmmumm%a’[mmmmw
5787391 01136498 {jzymwmw TrianfnwAuaivdayaniansnann etndeuseadeou
Husneau udvihnmsiavessuinaiussuuseulal
s1ed9 01134497 Fuuwn Wdandavinlassunaztinauslaenisididadaduuundungy Ty
ﬁmsL%zyc’&’maﬂfmGﬁmfm1uuaﬂﬁﬁmm’g’u,amJixaum'mimmsma’iﬁﬁ'u@*ﬁ'ﬁam%’uuu'\ﬁq
5.2 NINTFIUNANIIIEOUF
5.2.1 muﬂmﬁ'sﬁu 235550 Danilaudednd g93nlun1aIvINg llazlindnsnsngduniy
ﬂzgmwawﬂﬂaau umwummm’tumimmuLﬂuwuﬂmu “me*ma'nﬂiaumau warilAUASIwaLIan
5.2.2 AIUANNT uamummm'}h’lumwg WUIANAR MABATINAENSENN q AMUUITMTEINa 4
r-muL«uﬂﬂuawﬁwamaqamwLL’maammauanwumamiusmsmﬂmsﬁm
5.2.3 dutlygn d8ndauamnsalunisuiu duah UsEunaAIumuuIMISEINasNIavih
Wuseanu ummmmm’lumﬂmiwvwﬂmmmummsﬁim LE‘i‘LJEJLL‘LJvLL‘IJ’JWNﬂ’]‘SLLﬂ'ﬂﬂJWWLL’d“’ﬂ’]‘lﬁUﬂ
nNAENS mm'mmmizﬂ,umiwamﬂuiwmuwsamﬁmsmmua’[usuu:u‘umq 9 h
5.2.4 drupuduusszndyana wazausuRageu Saniivinwelunsvhaudungy i

o o ol

MUUUHNWU'S‘W@ Li'ﬁ'”1]ﬂ’J’]LIi‘UNﬂ‘dﬁ)‘UIHﬂ’]UﬁlﬂﬁUﬂJ@‘U%ﬂﬂH

: |

52



52 5 EuSiAseiideiaee n15aeans wazn1sidmaluladarsauma fawaisalunisd
JoyaileuTnaanuszana ipsiuasiaueviadonegiuuivisgsia wasiiinegluninitaue
maamumﬂﬂammuﬂmmmvLmamamumﬂiuiaaaﬁaur’nﬂ

5.3 92919@7
AULHUNITANYT
5.4 IUIUNLAA
3 Menn
5.5 ASLATBUNTT _
i’lmwiimamquwﬁLLa'"aﬁﬁ‘ﬁﬁm%’aaﬁ'umi"‘;ﬁ'amqmwmm ntulifimsdaideraus
Iﬂ'ﬁdﬂ']'i'lu'i'w'a"tiﬂﬂaLuu'lm'lm*m 01134491 way 01134498 Lﬂums%ﬂmswmuswmﬂa manau
mmm‘uamummmuammmmuNmmauswa"m Tngaziiuyssifunisinanuiuae Lﬂuwauhlu
gnuziu winlazunmseyiiaite azanunsatlusiiunsiasinisueuninesnnsduineiludadau
a9 fiu Ltav‘lwm'saumﬂmmﬂwmmuLLauLauamwm’mmmunsaunmuawsﬂwu‘uLaummwmuwuﬁ
Tudruvesivn 01134497 duuun 9 Luuiwuamﬂmiaﬂ“nﬂumm'ril,‘mm'muwwuum I5H] um‘i
Ugummﬂmauuuwmwwamﬂnw Ummm‘smﬂsuLmumam‘uaamumwmmman‘lﬂumqL’Jmuums
nensiiidede
5.6 NSEUAUNITUIHAUNA

‘Lumiﬂmﬁu%uﬂaﬂssLﬁwaamwisLﬁuLﬁuﬁau‘uauﬁamaWiz’luﬁﬂus«qmﬁimLmﬁﬁaﬁi'ﬁuﬁ
whuaunfunanulwilisenideunasueudnnugdy uasdumuiluduaudnaiieassd A
ApnAdBINioN N158198¢ MIdsulies wavanudeiolimidinms wazlumsussidiuludiuves
msTasziienisiananiatygn 'imﬁ_qﬁwumﬂm%mm%'uﬂm‘ﬁau‘luqmﬁy’mulﬁmLLasmuﬂq'u
ELanastaUssSiumaTsEmTlinseiidsinias n1sdeans uazmsldmaluladansaumna sauda
augnaealunisldnim TA8NIIAIVUALNUNATNE waaummmma..,aﬁmwamn:u%mnaﬂ'lu
ﬁwavmUmwﬂmumammm‘h‘tummammnu IGE mmmu’lwaﬂﬂsami ViEaRiuuALnoULIAT
1@suuununeageiitunuan

NN 4 HANTISEU nagNsMTEULATNNTUTITIUNE

1. MsWaILIAuEANYHLAYYalEn

AaAN UL NIABYaSLEn nagnsN1sHeU / AanTsu
1.1 fianuanansalunisadagasifinnianisaats (Value msussselutuGou
Added in Marketing) TunduAmIauinig nsvAINIIIATIENTaANY
nsfnYIgIULBNARTUT
nsdauelaTIy

1 2 fivinurlunsufdReudiunisers n1sidenasnts | Tasanisidonain mafuleoyamadu
THUHUNTAAA msfinUfURlutuSou nasfinussaunisalninis
AanA AVAANY

1.3 fa21udairuisalunisAnadeassAuNUN1ITAaTA AsugetuauudAnIIgINITRaIn
Tyl q Aenunsoudetula NM5UTENIAUKUNITAATN

58



2. MINRUINaNIssEuSluLdazA1u

v a
2.1 ATUANGIIU VBT

=t v
Nan1siaeu3

nagNSNITHoY

nagndn1suseiiiuna

1) fianuamisalunisdanislymilag

o ot ot v, el
Ardlafiaruidnvedau

2) d1iind arved T30 waziiaay
Fodmd fimusuinvaunadiny

wnnngsvdau

@

- ARNTINNTEUIUNTTNGUAUNUS
TudreuguiinauasUaduiline

- ynswiendinisasaunInfiingi
Pywuazuwamislunsuidemisnu
AMSTIN 9385571 TuUTELAUNI
Ansiieates

[ [ d‘d 3
- msunuvsganfnuese1ansy
- n1sdafanssuEATuudngaIIive

WRIuIN1T58uiauAMSITY
3U555U

- ASABULUUBAUTIBIINNSABENS

- WiidnUszdiunanisiiouiag
AULDY NOULATUAINITITEU

- msvszdiulaganasdganuam
A1SAUNANOANTINNIS
wARIDaNYILdEn

- msigldvadiniludussidiung
AIUANGITH VTUTTINVB
Uaudn

2.2 fuaug

MKV H nagnsn1sHeu nagnsn1TUIsiiung
1) fanuilundnnisuagngefluaivie | - nsussteuaveAUsluiudey - nsdeutetlutuou
U3M35IAY 19U nseata nsURyd s | - weuwineidesiunu - ANTADUNANAIARAZNITADY
30n19 N15EU NSIANTNITWER - Amualdiinisusservaansau | lavaieme

NANAATUALNINTINVBIAINF LU
Tinneudnguniiou
smualiiinasagudinuilnivds
uniGou wiewiadouloanauilu
fluAugiAl

mMsnunIu MIANURUR n3Seulay
l¥nsdidnw
nMaderasdfawiiiuszaunisal
F3dlulangsia
nsdnasuazpeuiygviluduiou

mMsUssdiunasenInenAlieau
WU MINEUBSIBNU NAIN
asd1Tnlasenisutstuiu
wilasuanAiguLasenyy
Meuon

2.3 suvinegniatyan

= v
Han1ILIuUy

nagnsn1saeuy

4 a
NAYNSNITUIVLUUNG

o Vv <
1) @a1u1souiAINiInuvaIteya
narnnarglluszynaldundaymiagng

A59a556 QNABDY UazINYa

2) mminﬁﬂ%mswﬁetiw:ﬁmawauamﬂu

YUY

AsuugdnazinnssuIumIAnedns
atassdnnlandians uaziiusedu
AUENNANNIZAUNILTEU
MINeuUIBUBRnHunYENTs
wiladgmiannsddnwiuazlang
Hywn videanunsaldnaes
nsFeunisaauluivdywidiey 7
vgruWauIinewsnialyginie
mit&smmsmmiﬁL"’iﬂumﬁwum
ulglunisuityminiside
Avuslanddyminasliddalasiy
wamapLAniuLas T uLAlY
Uy

NANUNTASNETIA NNTTY
myaeutadouanlanddises
Tavinwennatyan
n15U5EduIINNNTILATIEH
nSEANEN
nsUssdiuanglidudn

54




2.4 fruiineranuduiusseninsyArauLazANTURAYeY

=l &
NENaL8US

nagnsn1IaBY

nagnsn1susTiiung

1) finnzanuduiiuaraiunsavinny
' w  wal v o " -
sugbulmduegned

v a | s

2) fipuiuiayey Yalunaswauinuies

219mBLLDY

- NITUBUNNIBIIUNGUEDY N1TATU
wyuldguaunlinngu uagsiumis
wihiflungu

- ATTUWUZUING NANT UITEIM UNUW
ausuAngauesLdazaulung
Gouisuiulumelnen 9

- AITABAUNINAIBEIIHANTENUYBY
nweauaNuduiusszninwgana
wazAILSuinYeuniidanulaanay
GEGH]

fanusziiunuaaaziiiouly
nau lavagunanisszdiuain
\Fesdulng
nsUszdinlnge1asddaing
WoANTIUMIUANIBBNTDITER
msUszdiuinweanuduiug
fuyaraduuazANIUARYEU
vosUudinlnol¥ldn

2.5 AuUNnEEN1sIASIZULTIREY N15861S Lasnisliwalulagansaume

= v
HWANTTLIBUS

NaynsN1TaDY

L3 a
nagnsn1susEliuKG

1) ewnsaldesranuineaia adeaans
Tumsdnwauaiuazuiludgm

2) drusaldmalulagarsaumalunis
dausunazdeansidesiauninzan
ﬁuqﬂﬂaﬁtmnﬁhaﬁ'u

- nsuauneuiFealdinye iy
nsAududeya nsdanisuasdaiv
doyanigwmaluladaisaume \gu
AT mamdayaitadminaony
Wudu Jududoyaradsuiinmuas
AN

- n1swurdiasnisdanisteya n1s
doans msunavafiimunzay n1s
RAANIUUAYATIVABUNTEUIUNNT
¥y

- MsueumNE IR waTMS
Waue

n13UsziiusInnadIud
Aoadeefunisiinsieiuay
mﬁ'ﬂmﬁayjaﬁ"’u‘ﬁaﬂ%mm
WAL AMATH
n15UssiuaInguuuunsg
YA TIBIU NIBNANIS
Ujuanu
nsussifiuinwenisdeans
FBATIINNITITBUTIBIY
n13Usedluinuenisdeans
fEIVINNTUNAUDNAITY
widudey niseAvseludu
Sou

55




3, WHUALEAINITNTEIIBANSURAYEUNINTFIUHANITIIEUFIINNENGATE 518797 (Curriculum

Mapping)

@ ausuiinveundn O anusufinvauses

598791

1,
AMGTIU
2385553

3.
NWIN9
e

4, inwe
ATTNENWUSTZNIN
YARAKATAINTU
At ]

5. RNWEAITIATIEA

Befaiav n15a0815

wazn1sidmalulad
dsaume

—_
—_

[y
N

1.3

A
s

23

o
N

3.2

33

4.1 43

52 | B3

o
=

01134111

O

01134212

O

01134311

01134312

01134314

01134315

01134321

01134322

01134323

01134324

cle|e|e|e|e|le|e|e|O|l

O|e(O|O0|0O|C|®|®|O|@

01134325

01134326

01134331

01134332

01134333

01134341

01134342

O|0|OCO|e|@®| @

01134351

01134353

01134354

01134355

01134356

01134357

01134411

(AN BN BN BN BEoNN NECHN NN NN NN BN RNoNEoNN HE BN NI BN NN

01134412

01134413

01134421

e @e|(®|C|O|O|@®|C|C|®| @ ® ®@ | ® © 06|® & 0 @ @& ® 06| O 06 OC|0

Ole|le|OC|@®@|OC|@®|O

01134422

01134423

O

01134424

&)

01134431

01134432

01134442

01134490

01134491

01134492

01134497

IR R AE REZBE BE B RE AR AR AR R A B B B B BN BN BN BN BN BN NN AN BN BN BN BN NN NN NN BN NN BN

o|le o/l oo/ ©o/®o|® 0|  ®o|® |/ ® @ O 6 @ @ 00 Of(O|OC|@®@|®|OC|®|O|®|®| ® OC|O0|0OC|@®

(AN BN BN BN BN BN BN JNoRN BN NNe

o/ o oo |(0o| 0|0 06|00 Oj@|C|®@|0O|C|®|®|® O|® @ ® ®@ 0 06/ 0 O & & © 0 @ OC O O

o o/lo|o|o® o/ 0|0 O|0o|0( 0 06 @ 0 0 0 OC| e e 0 e O

o|lo|le|le|l@(0O(C|0o|0o|®|@|@®@|OC| 0|00/ 0o 0o 060 06/0|0|0 | OC|0® 0 O & & 6 0 0 0 o

w
(o))




987397

1.
ARSI
357U

3.
PINWENI9
Unyayn

4. inwe
AUANWUSTENIN
YARBLAZAIINTU
HaY

5. NNWENITIATIEN

WBefaay n1saedas

uazn1sidmalulad
ATaumna

% |

1.2

1.3

N
pd

23

W
I

3.2

33

42 | 43

o
i

5.1 52 | 53

01134498

01101181

O

01101182

01130112

o
e|lelo|e

01130171

01130172

01130211

O

o moNN BN

c|O0|O|O|O|O| @

01131211

01131212

01131312

O

O

onNolN NN BN BN BN RNe]
@

01131315

O

C|O|O|C|@® @ @ | @
® | O|0|0]|O

01131316

(0]

01131322

(@]

01131441

o

[ B BE BN BE BN BN BN BN BNoNNONN BN NN

01132111

O
O e|@|0®

01132213

o

O

01132221

01132222

OQ|O|0C|®|® (® & |® | ® e o o o

01132231

Ol e | e| e

O|le @ @

01132263

01132332

O

| 0| ®| O

O|0|0O|O |® |® |O |O

01132333

@]

®(®@(O| @ O |0

01132334

01132335

01132351

01132362

01132413

01132471

e/ ® ®| O

®| C|0O| O

@ el o® O

01133211

01133242

01133312

® o (o o o |® @ OC|®|® O

®| o | ®o|®l®e O OC|®|O|O|O

01133313

01133314

01133317

01133323

01133341

01133415

01133427

(BN B BE BE BN BE BE BE BE BE BECEE NEONN

o | ®@|®o oo |/® ® @®@|® OC/@®OC|® | O|O

O

@ O|O|O|O|C|®|® | ®@|® @@ | OC|O|@

01140221

@ oo ®| o 0 & @o|® ®| 0O 0O|l0O|0O|O|0C|O|@®| O

(B EF B BE BE BE BE BE BE BN B AN BEcHE BE Nie

Ole|®o @ ®|® © @ @ |® C| o o® o & o o o

O

O|leo|l® @ ®@|® (O|O|C|@® |0 |O

57




wuaadl 5 waninaugiiunisuseiiiunalnfne

1. ngszideuvsondninasilunslissiuasuuu (nsn)
anudetiduuingdoinuasmans Tden1sEnnsEiuUSyyIng ITIneIdeInYAsAAanS il
14. MyanazUszidunan1sang
14.1 m3Usziiunanisinevesuiarseinasnseildiuseiuazuuuigg deannumang
wasudunzuuudeselui

JEAUAZLULY ALY LANAZULLL
A b (excellent) 4.0
B+ Aun (very good) 3.5
B f (good) 3.0
C+ ABULN9A (fairly good) z5
C wold (fair) 2.0
D+ 89U (poor) 1.5
D gauunn (very poor) 1.0
F an (fail) 0.0

galdauysnl (incomplete) -

S nala (satisfactory) -
U laiwala (unsatisfactory) -
P KU (passed) -
NP laieinu (not passed) -
N gelingussiuazuy -

(grade not reported)
SEAUAZUUY |I%Lawwﬂiﬂ‘iﬁﬁﬁmﬁmumaﬁm’[u"‘amwﬁué’ﬂﬂammﬂ uATinnsTeuaegBue
g niunaennIANIIANE LLa::Lﬂuﬁwa'l,waqmm‘séc;faau
seduAzuLY S way U Wdmiusednnitanamedeusoulseianbidumiein (Audit)
seduAzuy P WdmiusednitliimessmieRnndnauduaziuaisayay n1sinaui
Lifhiiein vieedwiansiiieuleuainnisameadoussuduandy
sesumzuuy N Wamensaifidllldsusenunsuszdiunanisane
14.2 TanspsAndumsveudlussiuasuuu | was N Taseduniely 30 Yundeiudaazuuu Tu
aninevesnansAneiy meseufudedldiummiiureuanenasdfiuinveusiein uasliiu
aqﬁﬁmﬂﬂmuﬁL%’"&é‘fﬁﬁ’mw%ﬁﬁu i sadifudunansdnvunadaly maliugiRanalviednide
Fifuldseduasuuy F vde U Turedviy
2, nizmum‘smuaaumm'sgmwaé’quémaqﬁam
2.1 pMsnudeusEiusedtunzidadelidnanisdnm
- U RIS TINMIMIUABUNAR N VEYaNNTITY
- ANENTIUNIIATIVYAIIUMAUZANVDITTNT nteaslefldussfiunanisitou fiaenadoeiud
fnualusIeasldsAYe9183
- muasunMsUIzilunamsSsunisaeuvesidnuayiaou

- fndenseivnilegeuluudazlinsane TnsanznssunisgHanisiiey AMsduNTUAINAR

58



2.2 MINIUEUTTAUNENGAs nasaniidaduianisine

- MUABUINANTENTINTIEM TN U YRITMTA

- meUsudfiulaelddndinmunseuinnigiunnnd 5 A

- MTININENENGATAINENTIRANANBUEN
3. InpsinsausaNsANYIAMANgAT

mudeTiRuamIing1doinunsmans TenmsAnusERuliyans uminendeinunsians il

28.1 fAndastuffasuaniauiLeIUNsAnYIRea1s iU wazanuAiTdainildn
aelu 30 Tu duudtulaBsursanianisinwganing findnmndnvzasuldniisinasudiuaiy
WANgn3

28.2 ﬁﬁmﬁﬁﬁw%ma%’uﬂ%mﬁyﬂ ﬁaqﬁﬂmﬂﬁmLLawﬂﬁ‘iﬁmm"ij'aﬁmuamuﬁaumummﬁmmi
WAIMEnans Tnofludunzuuuiadoazaunaaavangns A 2.00 Fuly wazdiszeziandnuily
wningndelisiinit 6 apmsAnsUnidmiundngns 4 wsa‘lumm'] 8 n1An1sAnEIUNAd MY
wingns 5 U wazlisinngn 10 aansAnwUnddwiundngns 6 U yiail encudalaunsiieusiein
wazlaunuiein

28.3 uaﬁmaaaaulmwﬂiﬁaaﬂmwawvmaumuh efianduesunariudiyald nadiiaaunn
A luswdniduivndenas e1vdeniousisivdunaunule Tnsaruiiugeuveoansenyinm
osdySulnveundngasviovhiminaie uasAnuAIEnTdn

28.4 uamamaumiawaiuauﬂimmﬂm ﬂ‘smmaLiauﬂswanamuauwau"lm'}mﬂauﬂﬁigzu'm
smualilundagndngns viensdiifdnssuasumundngns Tudie 28.2 wazUfuRAsURINTBiMUA
nazszidou uildufuasiuuiadarausinii 2.00

28.5 DAndosthsniaunmunisideninends sonuy iedemeivilfiFeusonaiodunen
Sugldfumsiaueteiisveuusyyvseeylsyan

28.6 uaﬂmaums‘lmi‘unmaua"ua'l,ﬁlmwﬂ'smmmaauﬂmmmmLﬂuéﬁﬁﬂamﬂsquﬁﬁ‘lﬁﬁﬂ
Aesilvuresminedeuasiteuesiidn

28.7 anmmingde \Hugfinnsaneyiiviyywseaydiyan

28.8 wmmmsﬂﬂmmvlm'mﬂ'\smuaﬂnamawaLm's'uwmswmuﬂsmmmaauﬂsmmﬂﬂmaa
mumsmS'Jurmnﬁnuamu,avmaaL‘msfmwmaaufm:uwmwﬂmaumummwmaamwm

28.9 FUszamUiyaimuslazuilands

a6 NSWAILIEIANTE

1. naswIsunsdmsuetasdlnd

1.1 a’m'ieﬂmjw"lﬁ%"umiLLusﬁmé’nqmLLaxwmmwa’imﬁaaumﬂawﬁéﬂwﬁmé‘ﬂqmwaq
AR

1.2 mﬁ]'ﬁa"Lmiw‘Lﬁ’f%’UE&wau’lusw%mﬁugmLLam’xaf‘;mﬁcﬂuLaqﬁmwm%'m’mau_,ﬁgqf:%ﬁm%’mﬁw
1.3 dmsureiviinusuinrey Tnsldsumuusthaneasdusssmangns wagnseanenansei
Usraumselluseivntiunneu

1.3 19n38iuey Fosdinlidodgieduaasdfimedmiunisussenslagssy Mdeussene i
aenadastuiiemluseden Imammséﬁ%’uﬁmjam']EJ"“J‘*ﬁ'nf'uLﬂu@laua%mmiéﬁmwiaﬁmﬁwmﬂ

A wa
RIRIRLGRIELI G

59



2. psvanaudiavinueliunannnsd
2.1 MIRALIiAYENsIaNIsSsumMsaau nsialazn1sUssiiung
- vdngasuinsgsiatudin avininmnaie fimsdnlieransddaeuved 39130lUTT8INANTS
SyunsaauioTINAUNRILYN¥ENTIANISTBUNITADY LUun'1su,amﬂaauﬂsvaumm"{wumu waz
':ﬁm‘mrﬂ*’uﬂmm’lummaun”ﬁaau AaeRILASIILfUMSaIREaf U1 TaLaENTUSEEURAdIMSY
51a';'*zrmummiamaaumwawﬂu
- msauuauummm’(mmsmau'imwawcvumwwvmiaauwhmﬂiuiaaaﬁaumﬂ LY
TUsunsu Edufarm,Google Classroom LLauT.U‘iLLﬂiuﬂuua‘UUﬂ’l'ﬁﬂauﬂu 9
- ﬂ'ﬁau'uauuaWaﬁ‘sé’waqﬂﬂmamiaumwmmmmmmswmmwnmmmaumsaau s
qmmau,a.,msusumumampﬂﬂaﬂmu'"i wazuvmInendeanelutaganeuen
- fimsdnasseudssinanieduuaivayuly madisweusu duuinnisluaniineades
yisluuagsausemeliuinanatsdnavin
_ fimsdnasseuvszananieduyuativayunsvinide nadeudisnivinis wenansusznaunis
aauilunwlnewarniwaalssine
2.2 MswaAIINsHas T I uBu
_ msdaasulennsduanuasimounsauitolussivufuag seduuuneid Tnsaduayula
on15EeUsHE s s suunAuERsnsleARuTluN AT I U RLAL SEAULINY R
. msuawmdﬁmmséLfJuﬁﬂ%ﬂwﬂﬂiqmiﬂismmuﬂq%’umaaﬁﬁmLﬁaLﬂunwiLﬁmUisaum'scﬁ
p1a138lulangsna

Wl 7 n1sUsEiuAMAMNANGRS

1. N1SMAUNIATEIY

1.1 Tuszauuminede msﬁuﬁum'ﬁwé’ﬂqs\iﬁaqL‘Tlulﬂmwﬁ'aﬁ'qﬁuwﬁwmé’amwmmam% ol
FunsAnusEiUUS YIRS IMTINBdEINYATAIART LaTINAANIASEIUVENERTIEAUYSYYINGYeN
NSNS IANYIBNT

1.2 luszAumne ﬂmuﬁwiar}?wwmiETUi“ﬁﬁﬁﬁqmamﬂ'ﬁmuanaﬁmmmuwé’ﬂamtﬂu
m'umﬂ‘nawaﬂammwm‘w'i'uija'umimmmmwanams'LmUu"LUmuanmmmmwaﬂamssumu
U3gyry1n3veensznsadnwsngs lnedaugnssunisnisinyivenmie Wudirduinauuazli
mnuwutenuztifsumsuimsudngnstasanizlulsziaunisiiduanasgiu muearUsEnaud 1

ypsmsUsEiugunnaely sEAuNangns

1.3 Tusedundngns Usssmumdngns uaveransddiufingaundngnssaufiulunmsuimvangns
hlulunuiudinansmiiunumdingnsnunsoulInT5 LARNAITE A UGAUAN IV TYIA

2. Unudin
Mé’nasﬂiﬁwumﬂmﬁﬂmeﬂ’mﬂﬁmﬁﬁwizaqﬁ%’dmamamam'iﬁﬂu"i 5 fuAD 1) AMUANGITY
9535U 2) Mumng 3) uinsenedygn 9) FuTnyEANENRUSIE I NYARALAY AT URATEY
wae 5) fuinugmsinssiidsniey msdeans warmsléimaluladansaumea Ssluusarlnsinyioy
Soltinsusziiuaunmiindsnugudnvazdinanlaedlidudn dudunsdisanmensiinah
wsoUsEnaURINDasEURI AN T YIR3

60



3. Uan

nMs3utian Suldninouayiandmaniinuensldmwingldinuununsfuianidmunly
Tnsslanauivesfadasdulunulssnidvesumiinendeinunsmans waziinszurunssuiidain
Hulunudetmuavesumiingrdoinensmans wazilesuddaluiudr ndngaslatinmawiouau
wioumunmstauguimeluszfundngnslnedgannarsdvesninismnviubilenmuasuusiime
Jgrnsundanlu esuredamstanisildsndunislunisimusnvwusimisisnsuniidn sauds
A5 NMITuTeseTEkasnskugthununsSoulundngas nsdenuazaunudmivendiv
sEUUEMSEIUS TR TINeTds ansennvnulilAniiusnuegluanuiuinteu uavsruuiinniu
myameidourasianlufivinm wazliuaninnsnenisinnueeienansd aasaaunatdmiunsidiny
veslidnivinunardemmensindesiansdivinuliogudaiau

. wé’ﬂ@mﬁﬂlﬁﬁﬁ'«un'i'ma'mséwuﬁﬁmﬁﬂ?nwﬂmsﬁﬂmas 2 A%y (MaduuaznAlany)

miﬁ'ﬁumé‘fﬂsmwwﬁﬁmazﬂﬁ‘na‘%ua"iwﬁnwm‘sﬁﬂuﬁluﬂmswﬁ 21 lAUnNnANITUATUARILN
Wnwedrdin Avnssuimuiyadnam AanssuduiiyiigedaUinussse Aanssunisainuniestiy
serisanulusnaUssina madalenaliianiidassailunsdonyhisnssuiivangay

4. 819158
wdngmsuimnsgsneadin awilrimseann (ndngasuuId) inssuaumsivenansdimivas
uski919158UsEMaN GRS il
1. Ms5ue1seind
fnsassmAaidenanansdiviaussdevuasnaninuiuesumnIngae
2. 19138niUsEIMaNgRS
ﬂ'l'iLLﬁNG]\?E]’ﬁ]'ﬁEjﬂT‘"il’l‘l«’iﬁﬂa(ﬂ‘illﬂ‘.iuiJ’Juﬂ’]'iLLG]\‘]E!\'iE]’li]’]’iEJ‘lJ‘iuﬁl’Mﬁﬂﬁﬁ]‘i il
- waﬂamumsﬂsuwwmamﬂmLaanmmwﬂrmmmmmmu 5 Au Litoudadadu
91sdUTEImangns Tmawmmmnﬂmqw FunuvIdrng nanuidewagivnnis Yssaunsal
- IviunugienasduszImangns
. Lauamim%'wwa\‘immiéﬂsvﬁwé’ﬂammuLLUU aue.08 way 89.un.
- 919158Us¥TmMaNgRTUTEYNTINAY LW@I‘WW]LL"LJ“‘LJ’]LﬂEJ'Jﬂ‘UIﬂNﬂiNVIaﬂﬁ(ﬂi 787397
FDENUNUNITISEU N15IAYIN 1AB.3 /5/7 WAp1a15dlu mwmﬂmmia‘mam 1AY Lwa'meLLum
auapnsdlmivszdmangns

STUUNI5USUI5913158 il
wangasin1sivue Asze/mavniifionansduszsmdnagns nTARUTIE YIRS
wars1eIUVANEAT @189 wazuuziianasinaeulusiedvidig @ mnerasdlmiaulaiu
HaouTM a'm'rsUﬁsvmmwmmwmhnm
fmuanszanuasulundngas finsussyusiuiu lnelimsimualunisussgumdngns W W
magiuLaznalats fvuanifsuRngeuvetennsdlunissauuimsudnagns wu msdadentdn
dhideu msmudey nsguaiastuiiuing uenandfuimungiulaveuluusurueesniai
N15USNTINTT AanTsuiide

61



fsruvduasuuazimuIanass WiaunIvtInmIenIuIzInng
at = e': 1 A o s ]
- finmsausudunun Anwgau Mslulsemenazinsue erhaufiniuisesen
i uviuaTy wazanuisovunvsulaluaiunisiseunisasu

nswRILITINIswazITInguBug
- myduasulienasduanuasinauns Tyl usziunfLasIEAUUIUITR
- msuanitBsudeudusvaunsainsasussinenanstiifinantsasuiidu edenen
Uszaunsallifuienanseviugu 4 luustazaiansanw
- mswoununslfensdifuiiunenlasinsussnautaduresidafiaidunisiiy
Uszaunsaiennsdlulangsia

nMswsBuNsEMSU1RNsdUsEIMmangAT Il
Wangns fimsessumsdmivensdusedmangasivaiaeil

1) Yavienansiiisadesdunisisounisasu 1wy eazduavingns ngszilivu/doujiama
nsAnul gilelidn gilaeia1sdnuinu suidsudededuiifienisdnyissduiyyinives
IMINIREINYATANERS ATTIUTTONNSE VDINNTING AN UATAIARNS

2) UguilnAeansein muiinende/anydaty telimauiaunum wiil assen uas
EHUN19INITRAIUIAULDY

3) a'mﬁévﬁ'ﬂamﬂwé’ﬂqmawﬂié‘lmjﬁwﬁwmé’aﬁ'ﬂsﬁu nmdgnaznangnsatuayul
prsdlmiihsnlasinseususing q Fdliilennienfvunumuazming amuiuRinvey msdaniseu
msaeu AnrsaeuiitudiFeududdy nsidulusubou msfananazysediuna nislideuas
malulafansaunefionsasy wasn1sinviiuszananisaou

g) Amunn1szuiidaiaulusunisaeunaznisise lnedandiaianasUsesunangnsiv
Auuzi waginmunsihau wdngnsimuamnuiuiaveulunuuimsvangmnsliunonaisdliniaig

NSWRAILYINEZN1TIANFITEUNTARU  N1TIALarn1sUsHItiuNG

- msaifuayuensglidsmeusiiieRauvhusnsaeuiilfinaluladansauwme

- psaduayuenasgliininlasenseusuiisdestumaiauinuzniaifounisasy ns
Somauaznsussiiunaisnlaganya uazuminederieneluwasaeusn

2/
s

- mm*aéﬂszﬁmé’nqmﬂﬁ%’uLﬂ‘i‘jzy,n‘flu'iwmﬂsusimﬂiﬁﬁ’uwﬂmmuﬁmm%’juamaﬂw g
Iasudydudusvdiundngasiunaniiunis@nwnanguensig
5. wangns n1siTeunsseu nsUszliugieu
Tumsimumdngnsuagansgluseiviliiianusiuady wdngnsldnalnnsideandulaeiu
naurfidnlddudondnlaun Auds glidnda 91913dhauazditeu Inslinuenssumswauvangns
fusealnsAmuf Gausenaudie sesnnuiingdvins 8191sdiSulnvaundngns uasEnsanndl
AUUBNBYNNUBY 2 ViU SulAtRUALTUNIT
lun159nn15i3sunSaU Nsumwauwaﬂamﬁ:mmmwmmmwumwaaulumm’mmq‘] A
ﬂmuwmmmﬂmm SinTuRseasERUI N AN i usiemsAnunduniBasy Searusei
puAnUdsITguaslszaunsaifaenadosiuideinerinusuienisinuiduniifasy uagasi
WA UI e AT EsluiiUInndausnnstauhdauiinmsinineinusuionsinwdunindasy

nsaautaeiy uazmsmeLnsHanuIdsauduSansanu
62



wé’ﬂamﬁmiﬂi%ﬁuﬁﬁau'l,uiwsﬁwiwq PINNAATLULLAZ AN TN TUALYIDUNIATFIUNANTS
Foudn Smualivesegiviug uastssdiufiGoulunmsanannsysaliuvineriinusvianisiinu
AuAINBaTE

uaﬂmﬂﬁwé’ﬂqmé’aﬁmiﬁﬁﬁ’U‘lﬁﬁnﬁﬁuﬁumimuﬁma%wamiﬁ‘hLﬁumumm‘saummg'\u
AandiszAugaNAnYIM eI YaSAERS

e

6. AvafuayunsiSeus
ﬁaauuﬁuummauwaﬂamsuuammﬂm'l,waﬂamlmm munwaamuavﬂuanmwm V8
umwmaEJmw'iﬂwamimmﬂamw-mu'iunwﬂwusmimm lenasasind grudeyadidnnseind do
WAYTEUVANTAULNARINY FaAnaunsaduduasAnvifidudeauieald uanmnuuammmmsd&n
Uimsnniesayaiinetasnsa Saduiesayavesazuimsginanasansiasgenanslasniie wiey
Fiszuuatetisdumesineamiinendeliusninaen 24 dalus
Lﬁ'a‘lﬁé‘i&aﬁuauumﬁau%’ﬁLﬁaawauazmmzauﬁ’umﬂ%’mu AFulinveunangmIasUssanuay
fuddnveayalun1sinnidne, wuqaamaawmmmamwausmﬂmnmmsEJLLavuaﬂlmﬂumﬁLLav’Lﬂ
UsvﬂaumsLsauﬂﬂiaau‘[ﬂdwmmsmmaauumu’[uﬂmauaLLuuiwmawuaaa 197 'maﬁaqwumt,av
Sopuq Imﬂumsamasiwﬂ'svmmLLa.vLquaUUiummLwaamsaamwmnsm'st,sauaamwuLmu atlawiing
ABUANNE1SE IR BINTIMTIATERTY vilidadnede lonasnisapuduY susdeddnnsedngd

#19q neullaniapuluusaznIAnN AN

7. faUedNan15ALHUIU (Key Performance Indicators)

= = . Unsdnen
fausTnan1sAliueu
2565 | 2566 | 2567 | 2568 | 2569
1. mgjjﬂﬁjﬁﬁﬂlam&@ﬂ_‘iammaasaﬂav 80 fldaugwdunis | X | x | x | x | X
NUNU AARIY LagnuunsAiIuangns
2. §5waviBunroandnans AULUU UAB.2 fiaenndastunsauinmsgiu | X )4 % X ¥
Aandwiifivieunsgiunandia)/ suiien @i)
3 fiswaniBunuesnedn wasseasiduavessyaunisainaauy (0 | X X X b4 X
$1) AMLUU uAB.3 LAy uAR.4 agtsunau nsilaasuluudaznin
nsANIATUNNTIEIT
4. Faviseunan1saiunsvegin warssnuransaniduns | X X X X X
gaeUsrauniIsalniAauny (91d) MULUU UAD.5 uay uR.6 aelu
30 Ju ndsduaanansAnuilaaeulinsunn e
5. §v151891UNaNM IANTUNITURIVENEAT AULUY UAD.7 melu 60| X X X X X
o)y wé’aéuasﬂmsﬁrwm
6. mn'ﬁmuaauwaa:uqwwaqunﬂnmmummmuwammauiﬁ fvun | X % % ¢ X
Ty uAe.3 uas uA.4 (1ih) edeasdovay 25 vesviviiilnasy
TunrazdnisAnw
7. finsWaun/AJfulsamsdaniseunisaen nagnsnisaeu vsen1s | X X X X X
Useiliunan1sisens PnuansUsEiiumseudunuiisenuly uee.
7 Uiudn daldsuartuiiugauainanuenssunisuszinamuei
AHUN1S

63




Un1sAnen

Faustinantsidiuau
2565 | 2566 | 2567 | 2568 | 2569

8. T Full 3t | @13) nneu Tesunisugulime | X X X X X
TagiawiziduszasdvamdngnsniaAuuniiiniunsinnsiiou
nsdey

9. 91915858 mwﬂﬂu‘lmiumiwrmu’m'm*mms waz/miedndnd | X X X X X

q ¥ o = = =

2y otnatnelay

<4 &
NUIAS

ar a ) =3 v
10. ypansaduayunIsiieunisasuynau Mimihdenenanug | X X X o %
v (@i Tsunswaunisnis wag/vse Jvdn aneldaiu
SuRnvauvesdruausdudeia uaziinisuinaluuTuusuneriy

UszAniniwmavineu
11. szavanuianalavesiidnlanvne/dudnlminddequaiwais | X* | X* | X* | X X

a ar = v '
Uimsvdngnslassau wighidesnd 3.5 910 Aziuwdiy 5.0

a e

12. szaue e lavesglivudinvifisevndalmi waglidesndn 35 | X* | X* | X* | X* | X
INATUUULAN 5.0

" a o dw 1 d o "o v &
Wunsusaliuitindeliesnnudngasiauneumiiil

wuandl 8 nsUsiliunazuussmssniunisveandngns
1. nsUsziliudseAndnavasnisaou
1.1 msUszfiunagnsnisaey
1) dalnduuuyse LuumﬂmaaumaLLamUaaumE}usmmnunsvmummavnaﬂmmsaaumﬂw
2191565 ﬁl'manamﬂmwswwaua’tumumq‘] Hulssdmamsiinuas 1 ads
2) Wensdlfeussuiufidsmyfuningasvieitnisaeu ileuiuujanaiiadinmsaeuly
Useansnm
3) WianUszfiunisi3ounisaounsays1eden 4 ag 2 Ass mnﬁu’uﬁ’vﬁ'agauﬁ.ﬂﬁzﬁwam‘s
UsziureaidniteviauuazuiuuganisiSsuntsaou Tneswivladildazuuunisysediusng
3.5 tufiedfeansmsuiuueiann danssumsuimsndngasezessudniiunisudle
1.2 myUsudiuvinuzyasenarsdlunisldununagnsniidey
1) WimimsussdiumsSoumsaenluudayseiv mamsfinuey 2 ads
2) ensdffuinveuvdngnsviennrnssumsadunudunansainaiounsaeursienssy
3) m'smaa'uwaﬂ15Lsauimmuam'twaﬂamﬂmmwLﬂmﬂwawmuuaulumnammmnu
a) Msdnsufuiieafunszuaunslumsimuauuasinueifussansnmnniigaiiidn
ABANT
2. nMsUszEiunangaTiunImsu
nszuaunsildidesslidoyaragdoundulunisuszifiuquamusmdngaslunmsiuaznis
ussqransieuiiiman innduyaea il
1) fdauazddin vhnisdrsandeyainiidniniuagidntgae

2/ a

2) fnsanandl wav/miegusuiliuneweniduglideyauasdaiauauue

b | 9

e,

o ¥

3) dsndeyanndldvunnway/miagiidiuladnudedun

J

64




3, prsUsziuNansANTUUAINTIEasBEAVANERS
suumsussiiunmsvslnanssiiiunuissylunned 7 4o 7 lasanznssunisussidusiiaies 3
o Usenaueinssnandlumuduiunnnssumsussiivgaiferiumsussiugauamanely
4. prsvunaukansUsTEiuiasaul Ul e

4.1 i’mifmﬂayauasifaLauaLLusﬁlﬁmnmamsUszLﬁuwaauﬂﬂaﬁ’a 3 NUANTD 2

4.2 ¥msinseidoyalundueadod deids Tenauarguasse vasnsdnfiunundngns lav
9NANITHTUHAYOUNANGRS JaufuapastuazinsnaudiiieruuameunsimuuasUful g

4.3 l@upLuInkazURLA TR IUU T tarussguRunsUTulsivdngnslilugnsaaninis

USNITITUVDINIAIYY

65



9.4, 1-1

wuutduauaiUasedyival
sEAUUTYNINT
MAYINTTAAN ANZUIUITEIND

FrnumheRa (v ussens-u U iRn s Aneironue)

ol a

1. a3 01134326 3(3-0-6)
Fadvnwing MInaIagUsENauUNTs

Yadvnwndenge  Entrepreneurial Marketing

2. sqmmmaLﬂmaﬂuwmmmﬁ“ﬂuﬂ%wmm Fail

() wnedvRnyiil

(V") wneveamylundngasuimigsiadugia aandviniseain

() A nawsdsAu
(v) Fruaneiden

() v wdenias

(G I L A T2 e T 1 AV o 1215 o o TR 10 1 WO
yiideaiuuNnou 01134111 wdann1snain (Principles of Marketing)
gfidoadoundouiu Ll
uildnvinseion Jul 26 \Fou noeRnou W, 2564
aguszadlunisvailinsedviv

6.1 ANwdAYYeINIsYaLln 18I
Yaqtu § wmwmamummﬂﬁ waznraenty Tuassrruialulianuauladidn “ans

Juduszneunis” (Entrepreneurship) yndu weilidurauiniguialdlianuddglunisdaaiuuay
Wauu13amnavuianaalaztuIneg oy (SMEs) uamlmmisvna'um‘mwuwmwmﬂmlumiwmm
iwwgia nsgnseilufianssvenisusznounishe aqﬂivmu'l,wm%ﬂﬂmmmuim ST TGN
Twmma’mmnu SMEs LLavmaiwmwuuﬁ‘isumaaqﬂmmﬂivﬂaumﬂm&,wwma Lwaauuauu'lmnﬂ
wﬂivﬂa‘uﬂ'ﬁiulmmumuﬂms fUszaunisal wazdInA1uaIN50 'lwm':lmmt,ﬂumﬂivnaumi
muuﬂmasmswwﬂsvnaum'slwmwanmﬂum‘laamm’tumsa'ﬁwain%’[mwu waziieliinA1
L‘?JEJNU’]’]USuLﬂﬂlwEJ‘lJ‘L!ﬂJNﬂ'iuﬂ’ﬂUﬂ’]‘i'VlllﬂﬂEJﬂ’WWLLﬁvﬂ‘iuﬁﬂﬁﬂ’lW AUNsaTIeNRILLATYENATeNTEINA
TilAaseynImTn sasueiilussduniinsilanfegedeu

Q) D

A
n—’e

oJe

6.2 nadnSRaTuiuTan
fAnaunsaianusunsRaIadmsuUssneunsuaziiaus luguiuy MsiauauLIAALNIANT

AANAY83g3nT (Pitching) 1a
7. A185U1918797 (Course Description)

dnwaiy LUnAR nsYUILMS Walla uagnagnsnantsaandmiudusznauns mslnsieiuas
Uszifiulonianianisnatn n15v3dunain n13a519@55ANIIAAIA NITLUIAINARIA AISAINUA
nauiINELAZANTIN MM INIINAIN NIAS1ETIARIAT NAYNSHINUTZANMINITAAIA A3
INURUNBENENIINITAAIN 2358 UTINEMIUTANISAAIR

Characteristics, concepts, procedures, techniques and marketing strategies for
entrepreneurs. Analysis and assessment of market opportunities. Conducting market research.
Marketing creativity. Market segmentation. Targeting and Positioning. Value creation. Marketing

mix strategies. Marketing strategy planning. Code of ethics of marketer.
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Customer-based brand equity in digital ear. Brnad identity and brand essence creation.
Brand Communication on digital platform and other contact points for brand association and

sustainability. Brand equity assessment.

8.* @133dErau

seasduamiivnnglunned 3 9o 3.2
9.* LLNui'f'iLLﬁmm'inizﬁ]1Eim'm%'uﬁﬂ"uaummgmm'sﬁauifmnwﬁngmgj'iw%m (Curriculum
Mapping)

swandanuiiunnglunnei 4 4o 3

68



l .40, 1-1

wuutauavailasieivnlni
sEAuUIYINT
AATYINITARIN AMSUINITFIND

Friuumheia (B.UsIEIe-sL.UURM v Anwmoauies)
1. SWEIY 01134424 3(3-0-6)
Fadmnrwlny AT eideyaniIinITann
Fodvnwdangs  Marketing Data Analytic
2. eAniivedneglunanainssiuuiyging dall
() EANANY WY AGUANTE e
(V') wmneiviewnzlundngasuimsgsiatadin aw1innisnain
( )3 uanizvny

De

(v') Fynaniziden
() wwndvudsnas
L L TET5 ) il R —— ANV e
JurfidesSeuantou 01134111 ndnnsmain (Principles of Marketing)
Suridoafeundouiu il

al

JNTNev Tuil 26 Hau WAINEBU W.A. 2564

as

aguszasAlunsvalasedving
6.1 AUAIAYVDINTVBITATIVIYY
JgygruszAvguaznisiinsgideyaniinain tﬂumamwuﬂmwmmmmumaﬂwmmauh}
L‘Wﬁvmswmiuiaaaua’tmmmuaﬂsﬂﬂfﬂummﬂﬁ Wuauam'smaulwaaumwmmim NOANTIY
LLauaumdmsLaanﬂuaauﬂwaanuﬂﬂﬂ sy mmauamﬂa'nmmsﬂmm'lﬂﬁ’luﬂ’a'snwuml,muLLav
ﬂaﬂwﬁnﬁmmmamsuNamnmwm‘smumwmmmmqwm‘lm

2 O

6.2 nadwsiiAnTuiuiian
6.2.1 SAnanunsoihiyyrsziviuazimaluladadelminUszgnaldlunsiinsesideya ns
asuBuAzIIBUIEUNS mﬂau'lwaaumwawuﬂm
6.2.2 uﬁmmmiﬂaanLLUUﬂaqwﬁm’lauﬂﬂm

7. A195U1w183%1 (Course Description)

Ay luieafumaluladuazanuimislunissygndnaluladanlédiuninaie
amwLL’Jmaaumimmﬂﬂ'w’lmm‘imaammawadmﬂilﬂaa m‘sfammuwauamimﬂau'l,waaum‘uaa
guslnademaluladeaiolml nmadunalladaislwindsegnaldlunsimssingiinssunazidums
nsdentedudvesiuilan nismaununsnan

Introduction to technology and its challenges in applying such a technology in marketing.
Marketing environments in the technology disruption. Marketing data analytics in consumer
buying decision. Applying advanced technology in analysing consumer behavior and customer

journey. Develop marketing plan.
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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.

Principles and analysis of consumer behavior.
Consumer Behavioral Trend in Digital Edge.
Consumer Dedision Process Model. Customer
Joumey. Buying dedision. Intermal and external
factors influencing. Marketing strategies.
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1A1lAS95187397 (Course Outline)

. Introduct to techonology

. Marketing Environment in the Marketing Technology Era
. Challenges in applying technology in Marketing

. Applying Technology Marketing in the Enterprise

. Introduction to Marketing Data Analytic

. Data Analytic Technique

. Consumer Behavior Analytics

. Marketing Data Analytic in consumer buying decision

O 0 N o i AW N

. Consumer behavior and customer journey

10. Customer Value Measurement

11. Designing Marketing Mix Development Strategies

12. Optimizing Marketing Data Analytic Techinque Marketing
13. Develop marketing plan

14. The Future OF Technology Marketing and Planning

15. Group Presentation
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Sajjanit, C. (2018). Encouraging sustainable consumer behavior:
A stakeholder perspective. Eurasian Business
Perspectines. Proceeding of the 24™ Eurasia Business and

Economics Society Conference. Page 3-12
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Sajjanit, C. (2018). Consumer responses to firms’ environmental
disposition strategy. The Proceedings of the 56th KU
Annual Conference: Education, Economics and Business
Administration, Humanities and Social Sciences. January
30 — February 2, 2018, Page 500-510
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International Journal of Logistics Management, Volume
30, Issues 3, August 2019, Pages 772-796
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Pages 15-23
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Chueniit Chanechenkit. 2562. Corporate Brand
Personality and Personal Branding Procedures
in Non - Profit Organization., International
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Volume 10, Issue 2, April 2562, Page 43-47
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Chuenchit Changchenkit. 2563. Impact of
Sustainability Marketing: An Empirical Study
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International Journal of Trade, Economics
and Finance (IJTEF), Volume 11, Issues 3,
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motivation to intention to purchase, 2019 Clute
International Academics Conference New York , 4 - 8
August 2562, Manhattan New York,USA, page 175-182
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