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01134111  w&NNISAAINA 3(3-0-6)
(Principles of Marketing)

ANWIUSLAZNITUIUNTININTAATA WUIAIINAR UNUIW ANudAY Wil
wazdadenienismann Asuusdiunans mitaanmmm‘ﬂmma wqmﬂﬁuwuﬂnﬂ
duUsEaNnInan warn1TITeMInaRt ey

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

Marketing mix and marketing research.

01134212  weAnssuduilaa 3(3-0-6)
(Consumer Behavior)
JvidaaSeuniou : 01134111
ManLLaumsaLﬂsw“ﬁﬁwqmﬂssmuﬂﬂﬂlumswmmmmau‘l%aaum Tnefa1san
naladesingg m‘lumuﬂmamuusﬂﬂaLLa”fJ%&Jmauaﬂwmawﬁwamamwﬂau‘la
maenaunsemailldaInnsAnymgAnssuuslnauussynd Wermuanagns
NINAIINAN
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.

01134311  n1sinde 3(3-0-6)

(Purchasing)
AridesSouniniou : 01134111

‘UWU’WI LLavmmmﬂﬂJ‘uaami%mmsmummma ANIURAYOUVDIHIANTS
muﬁmeua m’mauwuﬁ‘ummwWdaﬂumuaw] TuseAms uTEJU'lﬁlLLa‘"i“LUEJUMWWUEJ
msammwumumuwLLaunizmﬂmuw mimwumﬂmaﬂwm“maﬁaummma Ag
mwummmaﬂmﬁﬂma msmammaww mimazym'm,avmumLNﬂgvrmsJ Ans
’JLﬂ’iWUWUEJ&JaLﬂEJ’JﬂUﬂ’Wﬁ\‘l‘UEJ muwu 3101 ﬂ’]‘lﬁ AN ULAY ﬂ']iLE‘IEJ\‘LﬂEJ (NP
WisuiWsuseninenswanies Msge s

Role and importance of purchasing in modern business. The responsibility
of purchasing officer. Relations with other departments in an organization.
Purchasing 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.
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01134312

01134314

01134315

N139ANIINTIIVIY 3(3-0-6)
(Sales Management)
FuiideeSeuannou : 01134111

ANWULVBINITIANITUIY N15TR0IANS NSAMUALTEUIY ATATIVIINTANY
1y MITualaT MIAnEen n1sluAmauwny nsaseeiuasiiddle N3y
wayIATIZANITUY NIUTEEuNaLagn13AIUANAITYIE TAIMINISVIY SUUTEUNN
wagAlddnemanisene Msuszdiuna uaznsmuAuNITINY

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.

ATTYIUTTUNINITAAIA 3(3-0-6)
(Marketing Ethics)
AyniidosiFuuaniou : 01134111

WUIAAYBIDITEIUTTAUNNAITRAA IIIYIVTIUNNNTAAINYBIANNTUNEIAR
Yaduiidimunasserussuniinisnatn a53810s3sMeAnsAantn Ul lunng
Meurunagninnsnan Ygviuesdeldudddunistinsseivssumeanisnaaly
VTR

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.

o v a V@ a v
ATINATIALNDAITUIUNAYDURNDEIIANLLATEILLINADY 3(3-0-6)
(Marketing for Social and Environment Responsibility)

Ay deSEUNNnaY : 01134111

AUVHIERALAIUAIAYVDINAIN AADAIULUIAR ﬂ%’euzquamimmmﬁag'uﬂu
AuSURnveusadAuLazAtLInden drulszauninisnaiatiiaauiuRaYeuse
Fipuuazdsinday mﬂ%ﬂ"ﬁ{f@]msmqn’lsmmﬂL‘WaLﬂ?{auLLﬂaqwqﬁﬂiiuQ’ﬁImLLa::
ganabieiiinuiuiinveusedsruuardsnndomitenaliiianswaundinuogns
a8y nadifnm

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.
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01134321

01134322

01134323

N13AA19TENINNUTENA 3(3-0-6)
(International Marketing)
FeriideaGeunneu : 01134111

A UAIAYUAZANNLINADLYBINTAAIRSENINUSEMA UnUMLazuleueves
§§ msasandenduduazaain nsussyiiuie matmunsinl nsvude A3
iwenfunud g nsduaiunmanauutezmuan Yy uarguassalunisnana
NI TELNA

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.

N1INAINRING 3(3-0-6)
(Digital Marketing)
Auniidipauuannou : 01134111

U9 wwidn wazmudIdgyueInIsnanniavia an wwindeudmiunainnava
MstmundILLUwaIn MsidensaiadmnewasiuasumisdmSunanaava
N53ASIEgNAT MIainasendnuasnisidiuniuienisdearsimudonsa nns
Famsteidedufinuaietioiioairimudiuromsnaud nsdlinm

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.

N1IINBHUNIIAAMTINAYNS 3(2.2-5)
(Strategic Marketing Planning)
JvidesiSeunniou : 01134111

nsIlBuLEuNISIAIn TesieinisiUisundatununisnatniielidonade e
anmnisainisnan wieasTinndndusiuazdudn Waurguiuuununisnana
‘Uixﬂ@uﬁ’aEJﬂ’ﬁﬁjLﬂi’wﬁaﬂ'WVLL?ﬂﬁ@ll%ﬂﬂ’]&J‘Luuaxﬂ”lﬁmaﬂ AINIVUARAIR ASIEDN
paradiminenarnisisiiumiswiniue naensunisimuanagnidiulsay
n15man LA wE0Smel n1ssasinn nsidenyeamnenisdasmunsnaynsaeasy
A1IRAIN

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 positioning, and defining marketing mix strategy; product,
pricing, distribution and promotion.
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01134324

01134325

01134331

NIINAIANK 3(3-0-6)
(Sport Marketing)
AvnidosSeuannew : 01134111
amzaulalunshniseantauaznagdnisnatnd msuausuazuinngi
feadesiugnamnssuin  nagnsmsléfmnifuedeadiolumsimssandmiy
dufuazuinisdug Hhieglugaamnssuiiv nMslesieyageugauds lonauay
9Uas3AT0303ANTAN NMsmKatiuayy mavihmandud miduaSunisnaindusi ns
Uszmnduius nsiavsnamsdiuasnisidenginssuffuslnadudiiAstostuion
Knowledge and Understanding about the applications of marketing and
strategic marketing concepts to sport products and services, and the marketing of
non-sport  products through an association to sports. Strength, Weakness,
Opportunities and Threats analysis of sporting organizations, sponsorships, branding,
promotions, public relations, licensing, and research about sports consumer
behavior.

n1sAaIANISYiBaLiien 3(3-0-6)
(Tourism Marketing)
FvNfBeSyuUNIneY : 01134111

vaul) wnAanensratauasn1IUssgndld meliuTunvesnsveaiionas
E)x‘iﬁﬂﬁéﬁﬂﬂ’ﬁ%’i@%‘ﬁlﬂ’) ﬂi%‘U’D‘Uﬂ’ﬁﬂ’]iﬁlﬁ’]("lﬂ'ﬁ“/;@\‘i&,ﬁﬂ'lLLaﬁgﬂngLQW’W‘Uax‘i
MsmaIAnIviediien Msdensmainnsvieaiien wazwgAnIsuTinviauiien wuuns
paANIIiaaien n3dAnw

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.

wlaurenand ainazInm 3(3-0-6)
(Product and Price Policy)
JvidesFeuniou : 01134111

LuIAUARA1 YesuImslunsIausuazivuauleueranSueinassan
nMsimuaduUszaundadag mswaunagndnmmainisItundnsusiuazsiails
d8nAADINUIIITIANARA A n1sAnwaninwindountslunasnieusniiine
HANSENUABNSAMUALLEUENER IILAYIIAN

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.
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01134332

01134333

01134341

n1IAANTISHARS LI TInagns 3(3-0-6)
(Strategic Product Management)
JviifeaSsusnnau : 01134111

WWIANTUNITINUNY kazNagnSnITInINARSus NI vuadIuUsTas
wandue nsiauInagnsmsnaaieTuRanAusidenadosiuisastinnansie;
nsfinwanadenntelukazneuendifinansnudeniansununagninisinnis
HARA U LarNISWAILILNUNNTAAIATRINAR ST liaanadasfudIuUSEaLNIg
ﬂwsmaﬂﬂSu‘]

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.

N1IARANAANUINGNT 3(3-0-6)
(Marketing for Luxury Products)
JyriideeSousnniou : 01134111

anuimluiferfunseaandniusiugns anmiaadeunisnatanan fasi
ngns1 MlAseiduslnandnfusivgnan duuszauntsnatandn dasingysn e
NAEYNSNNIAAIAKERUINGHT

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

ﬂ’ﬁﬁ’ﬂﬂ'ﬁ"ﬂﬂﬂﬂqﬂﬂ’ﬁﬂaqﬂ 3(3-0-6)
(Marketing Channel Management)
Jvideauusiniou : 01134111

dnwurlaseadny JULUUYBMEIMNINITRaIa UNUIMTITTIkaENSWRILNY 8991
nMsnataudazgULuu antdunisnan dedaudwazaausivilofuresanitiusig
nsAnEen n13UsELliuNg A15ATUANYEIMIINISAAaTR naendulaTeLazanIn
Wndousne Miflasensianistemnenisnain

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.
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01134342 n15A1UEN 3(3-0-6)

01134351

01134353

(Retailing)
AuaiidipaiSuantoy : 01134111

anwzuarITauINIImemImuan aatunsFuan nsTeniseun1sEuan
mudenviiaiids n1sdnesdnns A1sTAUYARA NSIANITAUAT N150e3 A1 T3NS
duasumavievesiansiuan wagnsliuinsene aaensisszuunisauaudty
mMIkdukazkulnvraIn1siuanluawiag

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.

msﬁlamsnqswmmwuysmqms 3(3-0-6)
(Integrated Marketing Communication)
Jviidesdsuunniou : 01134111

ﬂaqmémiﬁamsmqmsmmﬂiﬂamﬂmwmw MsdwaAINNITVY ﬂﬂi'ﬂﬂﬂiﬂﬂqﬂﬂa
MSUSENERILS M13A1AN19MS9 uazgULUUMsARANsAY MIasanssusnsaudn
mwﬁnwzﬁmsw%uﬁﬂLLaswqﬁnsiumseﬁua

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

NMIUIMIPNAITNNLS 3(3-0-6)
(Customer Relationship Management)
JyiideaiFeusnneu : 01134111
nIwvIuMIMIMsaaIalunsaiauduiusnmssezefugndn msiadula
Tusunsumanmsaanaitoadennudilaasaudusiusiasenineesdnsuasnans
saviguslanuagiiiduldide nsindilaveielilinuaninlngldnagnslamuls
nagnsmMssnwignen mavgndlui uagnssgnindy
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.
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01134354 Aadzni1svy 3(3-0-6)

01134355

01134356

(Salesmanship)
Aniidieidusnniou : 01134111

NANUAZNIBVIUNTTLAUBVIBAUAM ﬂszmumiﬁm?ﬂuhﬁ‘gaﬁuﬁwa&éﬁiﬂﬂ
nMsAnwnginssuvesduslan wé’n%m‘iwmtﬁamsgﬂﬂ%’a Wmadtawaatming
nsasguanvuskasguaudRvewitneuy ieiduniinaueeds wadanis
19591 Msarsuywdduiusiugnd mwdisesdyginsteve

Principles of selling process. Analysis of the buying decisions process.
Characteristics and behavior 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.

NTANETNNITVIGLALNITAAIANINTTY 3(2-2-5)
(Sales Promotion and Event Marketing)
JuniidesiFeusnniou : 01134111

AMUNNIEY ANEIATY TRQUITANANIIARATUNNTVIBLATNITRAIANINT Y
WWIAR MANNTS IFN5AAUETUNNTVIBUALAITIAINADINSTY NTINLNLULAZATAINLR
nagnsagiiusednsain aelinisiisigianiunisel nrsivuativang nns
afassaiadesfionaznadendeiinaunaiveaunrananandosiuiniesilo
MINsRaNRdu MEnUFTR

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 analyzing situations.
Defining objectives creating tools and selecting media that meet and match with
other marketing tools. Practice is required.

N1TleBaN 3(3-0-6)
(Advertising)
JuniidieaiFeuanrieu : 01134111

UNUM ANEIAEY FTWUINTTUALLUIAUARYBINTS LAY ASTABIANIT NS
lawan vdnmsdmiesddsznevvesnulavan msidenmngsla nisidendelavan
MINUHUTUTA N13TRUUTEIN sUTEluLas Sananslawan nHVUNBUAL
558053 MAEaestunslawan

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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01134411

01134412

01134413

N159ANIINTIIAAIN 3(3-0-6)
(Marketing Management)
FvidesiSeunniou : 01134111

LWIANNAANTITTANITNINITRNAIA UnuInuaswiTveinnisnisnain
UlUIBUAYNAYNTUBINITINAISAURAR AU 31A7 Foan1anITAaIALarNISELESY
SRR MTUATILH NTINUEN NISATUANLAZASTRBIANS wualiiuresnisdnnns
paaluouAn Savensinsesilygvnuasnsdifnymenisnane

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.

NITNEINTAINITYE 3(3-0-6)
(Sales Forecasting)
JuniideiSeunniou : 01134111

annqu uagAudAguInIIneInsainiseie wallauazisniswensel

Ussinvwesdoya nsliaszideyadalSinauazidnunw Yedeiiidvswareany

=

Qﬂé\’aumué’wmmiwmﬂsd iauﬁamiﬁma‘uadmswmﬂiﬁuﬂlﬂLauaLLustaU%JUUEGLLas
WALWAUNTIAIR

Theory and importance of sales forecasting. Techniques and methods of
forecasting: types of data, analyzing 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.

nseananazn1sanaula 3(3-0-6)
(Marketing and Decision Making)
JyidaaiFeunineu : 01134111

AMUTURAYRUYBIFUIUITNITAaIaluNIsAndule Ugumianismnaia n1s
uunuazmsind iy vaulrnresnsfndulaviinisnain msidenisnsuidym
Laydsnisdnduls nisdvuandninasinimguiiionsimuinisdadulonis
nInann N1RRAUlATIRMAINLAZITIUSIIM ATEUIUNITNITINLANULAZATS
fndulananiseann

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.
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01134421

01134422

01134423

nsdansientsdseanuaziinga 3(3-0-6)
(Export-Import Management)
v idesSeunniou : 01134111

wankazn1IuUalunisdeeenuazindr nguuie wavseideudevedu
wizswlydiuazdormualunisdweenuazindy FBUfTRLazIwTunSFLLENaTS
msv‘hﬁ’agmw?‘fﬁ)‘m W/NIAUAANING N13UIIYAUME Nsauds nsErseldu nng
IANTUALNTIAVLIBNUTBIUNUNABUADBALALIEN MUIBIUTBINIITIBANTIAY
aotulenwuiliieadesiunsdedudn

Principles and practices of export and import. Rules, regulation and restriction
of export and import. Documentations. Buying and selling contracts. Customs
procedures. Packing, handling and transporting. Export-import payments. Organizing
and managing export-import departments. Government offices and private

institutions relating to export-import business.

A1TAAINUINIT 3(3-0-6)
(Service Marketing)
JuriidasiFeuanniou : 01134111

ANWYUSUATVDUINVBINAIAUING NI MUNUTEAN nANIIULITUINISEIY
UsyaunsnannueaduAIuInig Iﬂiqa%ﬁqu,asmiﬁwmamﬁuﬁﬂiznauqiﬁaﬁwums
Tiusmsuagfinwgsiauinisiamiveeg

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.

N15AAIAGINAGTIND 3(3-0-6)
(Business to Business Marketing)
JuniidesiFeusnnou : 01134111

NANNITHALN A TINDINTTUIUANT VBINTAAIAGINIFTIND Favnedduduay
UININNgsianargaamnssum AN vemaIndudduilaaiududgsia ns
3meﬁwqﬁﬂﬁimmmséaimaaﬂﬁﬂiqiﬁa NIsULEIURaIR nsiuat nelay
N33 UVUEUANGSAT MIIIUHUNAYNEYRINITRAINGININITINLRULAEAIUAY
dauﬂizaumamsmmmqiﬁa mis‘b’ﬂmsmm%"uﬁwawiaﬁmmmmﬁmqﬁaL*W'ami
MUHULAZNIANIUNINAINGINT

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.
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01134490

01134491

01134492

01134497

01134498

avnafne 6
(Cooperative Education)

mMsUfURnludnuasmineuiiag aslassmsildsuteumng nasnauns
I IBNUREaENISUEUD

On the job training as a temporary employee according to the assigned
project including report writing and presentation.

szLﬁauﬁﬁiiaﬁugwmammmﬂ 3(3-0-6)
(Basic Research Methods in Marketing)
JyriideaiFeunnniou : 01134111

nanuwagseleuisnisidenieniseatn  nsivuadeymn N193193UuUUIve
MIfeTnQUIsAsAuaTaNIRgIY msfusIuTIndeya nsasisuuudouaty s
Arnviuazinudeya msldadifdmiuniside n1s@susisaunagnisiaue
HaN5IvY

Principles and methods in marketing research, identification of research
problems, formulation of research objectives and hypotheses, collection of data,
construction of questionnaire, data analysis and interpretation, application of
statistics for research, report writing and presentation.

HnUszaunisaliundnnisnana 3
)Field Experience in
Marketing)
nsinUssaunsalldnduniseaialuaniuuszneunisluesinsniniguse
aaenyu laeilszezinanlunistnauadedulitesnin 200 42lus wavdnaue
BNURANTU TR
Practical experience in marketing field in private or public sector for
minimum of 200 hours and presentation of performance report.
fuuun 1
(Seminar)
msiausuageAuTeteiihalanmeniseaalusssuUsyaned
Presentation and discussion on current interesting topics in marketing at the
bachelor’s degree level.
Ugymiieay 3

(Special Problems)
NsAnAUATINIINMIRaInTEAUUIYYI93 waziseussadeudusieny
Study and research in marketing at the bachelor’s degree level and

compiled into written report.
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3.1.5.2 sdvidusiaivuenudngns

01101181

01101182

\ATHgANENTYANTIA | 3(3-0-6)
(Microeconomics )

mmngdnuauayIinsEnviaswgmansdywiasegia nsvinvinfives
WUUIATEINY guaNAgUnL wassImAEavguvesguasiuasgumunsldgUasd
uazguUlumsUjdanginssuvesiuilnauazassadszlenigsiansnanuasiuu
mandn fuuluszordunaszozen nswdelussezen nsudsluseezenun a
nerdesiunuinmiuasaadiy Mafmunsemanaslunaasie nguisaily
WeaUUus n1snszatesiela nsAnuarIng aende LAENANDULNUININNITAIY U
AMNEINIY wazAulwIeuiy

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

inequality.

LATHFAEATNNNIA | 3(3-0-6)
(Macroeconomics 1)

Bnstunistaseldussved Jademdusaidimunsieldusseinnd nns
Wasuwasnslduszrnd Ypdnsgstauazmsindeulmiuaduselduseri
NuLaraInIN1sraleuIanIsAds sEAUTIAN MIRURAZNNIEUIANT NTIATIEI
NHunTazNITIATIYTEld nsfwasn1IRuIsniessne MsinsnuLasEuie
ARTAUle wasnsiuAsygnaUSeuiisy

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.
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01130112

01130171

01130172

15Ty dtunans | 3(3-0-6)
(Intermediate Accounting 1)
JuriideFounnnow : 01130111 w3e 01130171 w3e 01130101

NIDULLIAREINTUNTIIBNIUNNNTEY wann1sUgFaunSwE nsdwunUseian
myinyafuagnisuansensdunindlusisanumensdu feszneuse Guan
WATIIUNIITIL UL UER @Unwﬁ FRuSu Aufaunde Ruawmu sumumdiy fifu
91713 wargunsal Aundwdlifidanu nsdeervosduning adamiunindiients
awu Funswdlivyuisuiideliiiovsuasmsduiunuiienidn ninensus uas
WNERINTIU

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.

n13Usy TIN5 3(3-0-6)
(Financial of Accounting)

v 1 v
U 2 a [ a =l

winnsdydnaly FBnnstudinUgdtusuiertutuan gani fdusu dud

v

v faA v banu
L2
v

Auvde uamu dunindilifnuuadlififnu widunazduvesifudves ms
NI NUNINITRY

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

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

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

unumwesnstigliuims  mslyddunu  duyumesgiy nsdydduruenu
Aanssusudszna sulssanadangulanisliesgiiunu-Uina-mls nstydanu
AMUTURATOU N15IRYINTIBNUAINEIUNY AISAINUATIAT ASLTENTAUNANINNT
Hayfienmsdans

Role of management accounting; cost accounting; standard costing; activity
based costing; budgeting; flexible budgeting; cost-volume-profit analysis;
responsibility accounting; segment reporting; pricing decision; use of accounting

information for management.
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01130211

01131211

01131212

01131312

15Uy ddunans | 3(3-0-6)

(Intermediate Accounting II)

AvfidesiSuuaniou : 01130111 wia 01130171 wde 01130101
wannsuarkYfuRnsnstgddmiunemaiausazdveanitves b

n13dadszan Mmatuguaznsingadn nsuanemensuaznslamedeya mslnyd

dsumsusulassadneni fnlseeviu nsuniaussunisiiu msiwasuulamnans

v

UgyTuaznisunludedawain

Accounting principles and practice for liabilities and owners’ equity,
including  classification, recognition and measurement, presentation and
disclosure, accounting for debt restructuring, earnings per share, financial report

presentation, accounting changes and error correction.

N15RUGIND 3(3-0-6)
(Business Finance)

wé’ﬂmstﬁaaﬁuuamgmjwmﬂlumﬁﬂmim\‘imiﬁu wﬁﬁﬁmmaﬁﬂmsmqmiﬁu
ANNINAILNIINISRY NSNURULAENTNEINTAIMINSEY wdesilernsg Tuns
INIMNNTSHEY A 1evineansitu Ruyuuaziunuvesiuyuy nsdndulaamusses
817 NMIIANTTRUY UYWL

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.

N1SRUYAAS 3(3-0-6)
(Personal Finance)

WAlANSIANTNNNIRUEIUYARS MIINUNULAYNTAIVANNTRLEIUYAAS
nsteseiuan nsdeseiiude nsUsefuTin nsamuluranynIng n13319uHY
deasuinBeneny

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

investment, and retirement planning.

N5 IARURILAD S IUNTTIATIEINI9NTIRU 3(3-0-6)
(Computer Applications in Financial Analysis)
JurfideaSounnneu : 01131211

#&NN1TIUNTIATIEINIINTISEY 1UN1513Y LaSeslelumsiasiesinienisiiy
NMINYINTAININITRY M3UsETuYaAAINTS mslilusunsumeuimesidosiuly
mMTilATeiLasanaulanianisidu
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01131315

01131316

01131321

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.

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

wanuagisnisRansanliaudessia Useinvuaeisnisiunifuiu wihdiuazns
Uimsuluwnadude veuwsvesnmsWaude fvuaszosnalumsivaude
msduguziielidude ulsuiensiBeniuiy mseuauuasinnudylgnuil

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.

N133AN1SEUNITNGSIAY 3(3-0-6)
(Business Asset Management)
JeidasSeusiniou : 01131211
wallauazisnsdadulalunmsnaunuiasuimsBunumyudsuiuuusiieg ves
M3dnn1iuan Buasuszsrdy Qﬂ%ﬁLLazauﬁﬂﬂdLﬂﬁa Uaduuasnguilunis
findulaanuduning meldnnznadsauazanliuivey
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.

ANTRUTENINUS LA 3(3-0-6)
(International Finance)
JydidaaSounnniou : 01131211

mssduau wlsuguazunumvesaatunisiiuseninasema wdesielunis
U3255013Uns1 suusnswanidsu uTstEJmim‘UQmLLasmid\'iLa%aJmmmad
sewineUssinaduiinansenunsedisudenils nsdndugsivseninssemdlagy
farsanluwiluyu n1¥e1ns wiseu Jgmmanisaatakazaausiudosyning
Useina mMsUfuRnuveseselsemavasuasndiue

Operation, policies and function of interational 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, lab our, marketing problems and international

agreements, operation of foreign department of commercial banks.
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01131441

01132111

01132142

01132213

NSAATIZINANNINE 3(3-0-6)
(Securities Analysis)
FurfidesFouantou : 01131211

YBUUATRINTIATIIvdIing  auautRvemdnving  dduduaenis
Ansrzsivanning msdnidonudnning msmnezuilsavsuasiiutiuse nquins
Useiluyanmanning

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

valuation theory of security.

NaNN13IANIT 3(3-0-6)
(Principles of Management)

LuIAnKAEITALINTNINI5IANTT 9UNERNTT dnwwandeunnegsiand
HANTEVUADNIS FAN133IN ITUTTINNNTINALaTAIUSURNTOUADAIANYDIDIANTT
g3n% unumkazmhiiniants Sansvesddnnis msindule msaeuny nrsin
83AMs MsdntiuaznIsAIUAN

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.

ANNLIARBUNINYNANBTIND 3(3-0-6)
(Legal Environment of Business)

§INUALANINLINADUNNAHUNIEY ANUNLNEY fiun LazUsELANYBINUUNY
NsEUIUMIEAsITN Nssziudefinmlnemauazeygylanainisusndia Auuiie
NANUUIBTDIGINTIUAUANS

Business and legal environment, definition, sources and classification of
law. The judicial system, dispute settlement by court and arbitrators, legal

liabilities of business.

n15AeENT89ANNS 3(3-0-6)
(Organization Communication)
FyiidesSuusnniou : 01132111

AudAy NsEUILNTADANT WuIRA MENA1T A3U5IY VBRI waginwed
Fuluveaniseansluesdnsineuaslugshasewinssena welvnisdoanslussdins
anduegneiivszavinmuazanansathlussgndldlunisWauiuas sy uilatgm
yoen1sdeanslueadnia
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01132221

01132222

01152251

Importance of communication in organization, Concepts, ideas, ethic and
theories needed for effective communication, Important communication skills
needed for both Thai and multi-national organization, Applying skills for planning,

developing and solving communication problems in organization.

WOANSSUDIANNS 3(3-0-6)
(Organizational Behavior)

wanmsinesAnIumgeiene dnvarlassainweasinsuuumenswazliidu
I3 woAnsIvesyARauangunIseus n1sgela Aunedeuieitussinig ns
whlvanudaudsly osfns nswaunesinig

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.

NSIANITNININTUYWE 3(3-0-6)
(Human Resource Management)
JuniidaeFeunnteu : 01132111

winuazrisnisdndunusiuyeains Welaluaiisssavsamlunishau ns
SuasseTyuardegela msuading nsAmdon MIussy wazuseis mMsfimsanaud
ANLYRU seileuite wiada nsduniwal nanISnsAnAIAIneUwWIY ataRnis
UInsmaasegnauazderuliunningy

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 remunerations involving welfare and physical

security.

d0ngsna 3(3-0-6)
(Business Statistics)

nmsdmgeuagiinisniadfunldluniegsiia mylarinans waznisnszaneves
Toya nsuanuaseudenu Mmsduinedne msvszInateIYeliu Msvaaey
auuRgu Msvegaulaauals NMslAsERauLUsUTIU MIesgeunnnasLaY
andunus MnensallazaiiuaunTIUA3N

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.
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01132243

01132332

01132333

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

unum i uazAuuAnYeUYeIgIRiddediaN nansENULEIAN N
windouifiienavivagaiie niInsuaussesgIRaremufensvesdsRy Tagay
saiufanuiuiinveuvesgsiefifidendguyanaciis q 18ungndn witnau Basvu
ANNUIAADY LarUseineand

Roles, functions and responsibilities of business toward —society,
environmental impact business, business response to social need and

stakeholder management.

mslTeilainasiienisdadulonegsia 3(3-0-6)
(Quantitative Analysis for Decision Making in Business)
JviideeSeuandeu : 01132231
‘U‘wm‘w‘uaemﬁLﬂiwsﬁL%qU%mmeﬁaﬂwsLLﬁf]zywwwwoqiﬁ% WUIAALAZNTS
Uszgnaldlusunsudadu nslinsigimnaldenisideuutas indeslodmsuns
dndula wruinsindule amuiesdu mslessiualsensy msiesgiindaen
KUUTIADINSVUES NSAIUALAUAIAIAGS NIABIANUNTUUA VG UNUE
Roles of quantitative analysis for business problem solving, concept and
application of linear programming, sensitivity analysis, decision making tools,
decision tree diagram, probability, queuing, Markov analysis, transportation
model, inventory control, simulations and game theory.

iﬁUUﬁﬂiﬁuLﬂﬂLﬁlﬂﬂﬂiﬁ‘ﬂﬂﬂi 3(3-0-6)
(Management Information Systems)
JvriidesSeuniniou : 01132111
mﬁﬂmﬁazgaLLazmiaumﬂL'ﬁamS'mLLNuLtazmiﬁﬂﬁu‘lﬂuaaﬁmi ASAANIT
wmalulagansaumanazninginsdoya nrsdanisszuugiuaiug nswaded
dldnvsednd nszuiunImsgsiauarnseenuuvesAnsitensutstulasendenisly
SEUUANTAUMADE TS UET T
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.
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01132334

01132335

01132342

01132351

MIIUATIHTZUVIIUGIAD 3(3-0-6)
(Business System Analysis)
SuiideeSuuandiou : 01132111

wAdANTIATIEY LaZeanlUUsEUUY M5Eseuunululd n1siesies
sruunuiaqiu mseenuuuszuununsuianei madenldreuiamesldvuvay
v MsmuRuLasMIinnALUaenisvesteyanauiumesuazdiulsenev i
nsAnwILaNAnIUN

Techniques in analyzing and designing business system, application of the
system, computer system design, selection of computer system suitable for
business, control and safety for computer data. Field trip included.

N159AN51ATINITNIEE5AD 3(3-0-6)
(Business Project Management)
SuiideFeusndeu : 01132111

M39ANSLATINITNNEIAT AIUNISIANIT NSWER MW N398R NIYAAINT
LagAMAIMNILATEENIVBALATING N1TATLIUAINBULILYDILATIAG NLNMSINTS
andula IBn1sdamssusunsfnwanumuiranesdasinisnesumailn way
anmuadouiazsruelinsafiunlasinsildegeivusyansnm

Business project management concerning management, production,
finance, marketing, personnel and economic value of project. Calculation project
benefit, decision criteria  on project preparation, feasibility study and

environmental effect on the project operation.

STUUATERINTTINY 3(3-0-6)
(Business Tax System)
SuniidesSeunnnou : 01132142 vde 01453111
AudAYYoIBoInseMIAILIUITEIWMA vidnn1sUjtRuarisdaiundens
i AMUSUEnYEUNIINTBeINSYRIYARALATTIRIMYSTIIAT YN A1ERanIng
mMvasIwalnuazn8RTaiulnesnsuSIIAIuT Ay
Role of taxation on country’s development. Principles and effective tax
practices, tax liability of individuals and businesses under the revenue code,

custom tax, excise tax and taxes administered by local government.

gInasEndneUsamna 3(3-0-6)
(International Business)
JuniideaSunnou : 01132111
VaNUWLIMNAN TqUTzasA uaznmTINvesEN NLIAdENYNIgTANTNaBTIRY
#IUszWA lngidunsEnsiauuansamneiausssu nguinsiseninaUsune
LAZNITRAIIIMAUATYENA kazn13IANTTgsRvseninalseme
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01132413

01132461

01132471

Concept, objective and overview of business environment affecting

international business. Cultural differences. Theories of international trade and

economic development, and international business management.

N139ANITINAYNS 3(3-0-6)
(Strategic Management)
AndifosiFeuanniou : 01134211 waz 01131211 %e 01132314
nagnduarulsuievagane nmslnazidgvisne lunssrmizvesinms ield
Tunismawnunsaniunulvussafadvunevesgsia
Business strategy, policy and problem analysis by managerial level for

business operating plan implementation.

anudugusznounis 3(3-0-6)
(Entrepreneurship)
JyrfideaiSounnnou : 01132111

ﬁsiu‘ma‘uadéﬂisﬂaums NTLUIUNSANTUTENDUMTIUUSTUNANGG UTELAUMSS
ARetestunisIassianising nsadreassAuianssy nswauinwenisidu
AUsENRaUATS

Nature of entrepreneurs, Entrepreneurial process in various contexts, Issues
surrounding new venture creation, Innovative creation, Entrepreneurial skill

development.

nsdan1sesAnisiiensieus 3(3-0-6)
(Management of Learning Organization)
SuniideaFeuannou : 01132111

mmwmaLLaxmmﬁﬁﬁﬁy‘uaﬁadﬁmilﬁamsL‘%Elui ATEUIUNINALIBIRNSIRE
ﬂﬁ@&lu%: ﬂizmummmammmé’ miLL‘U'dﬂummi LLaﬂﬂ’liﬁ’m?’milﬂﬂizqmﬂu
NNSUINISU ﬁﬂwmzLawwﬁﬂn%’szﬁwmmsLﬂuaaﬁmuﬁamiﬁau?, ANLEUNY
Fausssy drfuvesduinmsuaznisléiuna nnsdeans nsasleussdniiug
ANWATIANIEVBINUNNY LATNISENTEAUNANTUH TR

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

improvement.
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01133211

01133242

01133312

01153313

N13IANTINTINAR 3(3-0-6)
(Operations Management)
FuniideaFounnnau : 01132111

vénnadesturenisinmaniandn Arugiugiulunisoenuuunaasasl
UIBLANUBINTE UIUNSHANWAS KUY mmé’tﬁmﬁu’tumﬁﬂmsﬁwﬁamiwﬁm AT
mﬁaﬂaaﬁmaﬁ'g’a MIANLUUSZUUNER  N1SIANISAUAAIAGS  UaZN1STANIS
AMAW

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

widivddidnnsedindilosdu 3(3-0-6)
(Introduction to Electronic Commerce)
unumvesnalvddifnnselindifiriossie  wuusassgsiadmiumded
Bidnmseiind Mugrnmamelulad nsldlassnedanlinidulegsia mevihseeu
Roles of electronic commerce on business, business models for electronic
commerce, technology basic, and World Wide Web commerce. Report of

application in business.

N159NLUUTLUUNITHER 3(3-0-6)
(Operations System Design)
JniideciFeusnteu : 01133211

WNAMAEITUSTUUNSHER NM5NUUUALAY  NM5INUAURSINSHERTE B8
masaduladuiiafiss  nsEennITUILAHER  NTEBNLUULHLES AsLaen
138983 MIDBNKULTFUUNITUSEEIEEY NSEBALUUSEUUNY Tns@nwiuen
aonuil

Conceptual of operation system, designing of product, long-range capacity
planning, location decision, process selection, designing layout, machine
selection, designing of material handling system, designing of work system. Field

trip required.

N1IAUANAUYUNITHER 3(3-0-6)
(Operations Cost Control)
JyidesFousnniou : 01133211 uas 01130172

MSAUIUAUYUNITHES WALANSAIUANUAENTAARUYUNSHER NSRRGSR
AMULAENTIANTAUYUANAIN

Calculating operations cost, techniques for controlling and reducing
operations cost, increasing productivity, and managing costs of quality.

45



01133314

01133315

01133317

nMIdnnILinagng 3(3-0-6)
(Strategy Sourcing)
SiideaFeuanniou : 01133211

funou ulsure uagnszuaunsiamdanagns nsiadvlandnewmiods n1s
TWAMUUIING nagnsaumlais msieneiaue wagmsdanisdunudang
gns msdamtumstannndndusiini nsfdusududEuvesloutag nis
Useillu msdadendUewdan nsusemasmidwdsiusaznisnnassan nsdanis
mswagUeudaguaznisdnnisaruduius msdaniusnns asusssunazay
Suliapusiadeny

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.

N13INUNULAZNIIAIUANNTITHER 3(3-0-6)
(Operation Planning and Control)
JuideeSeusnriou : 01133211
ﬁﬂwmsiﬂaﬁalﬂmaamsmaLLNuLLazmuqumswﬁm wielaluniswensal g
MIUHULATAIUANNSHAREMUNSEUIMIHARKUUABITdeY  nsvuaunskEnwuUlll
sailpanszuiuntsnanuuulasins msm*uﬂumﬂwa‘uaﬁaﬂhizuum'iwﬁm
UTENBUAIY STUUAIARY STUUNAN STUURY Lagvguftasirin
Nature of operations planning and control, forecasting techniques,
operations planning and control repetitive process; intermittent process; and
project process, controlling of material flow in operations system: pending
system; push system, pull system; and theory of constraints.

N1SAANTTARNIN 3(3-0-6)
(Quality Management)
JyiineeSeusnniou : 01133211

LLu'JﬁmLLasﬁugmmaqms{mms@mmw NsAIUANAMA SRR Ladesdlauas
5 0BUITEMIUNIANYIIATIEINNaNISIANISNIHER

Concepts and fundamental of quality management. Statistical quality
control. Tools and methods for analytic studies in operations management.
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01133323

01133341

01133415

01133427

NSIANITFTALT5Y 3(3-0-6)
(Hotel Management)

vdnn1sdanisnisufoinasiulsawsy v fkasnssniuauveaununvdnly
Tatsau

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

msvantsmaluladidosdy 3(3-0-6)
(Introduction to Technology Management)
JundidaeiFeusnniou : 01133211

wwdn uazmudilenugiuresmsianismalulad sy n13snTEU
nMstnasInineIns nagnsveanisliinelulaglunisifisaussousuazanuasnsaes
99ANT

Concepts and introduction to technology management, plan, organization,
resources allocation, and technological strategy to increases competency and
capability.

NAgNSIYIU{URANS 3(3-0-6)
(Operations Strategy)
AvriideaFeuandeu : 01133211

unumresnagnsiBsufdRnisiieninuld lWisunemisugadu nsinses
gaamNIsy MIivuAURUUNagnsI3sUfuRnsimunzaudviuesfnsuasnig
WANANTINNINYRITTUUUHURNS

Role of operations strategy for competitive advantage; industry analysis,
formulation of appropriate organization and operations strategy, and development

of operations system capabilities.

N139ANTSEEA1S0U 3(3-0-6)
(Airline Management)
FuriideeSeunnneou : 01132111

nszvunsindulalunisdanisanenisiu aenstufudainden suuuy
g3ii9 MunumsAniunuuazysgdniaiw  nswangedu Wunie wazanselu
winnssundnduawazivalulad wuiAan1sdnnissels nsensiviiewagnis
Ufjifinisn1stiu. msdansenuaeindnfuavaruduiusiuglasans aruvimely
mM3dan1sanenstu dnsAnwusnaniud

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.
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