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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.

N159AN5NI5VIE 3(3-0-6)

(Sales Management)
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ANWULVBINITIANITUIY N1TIABIANIT N1TAMUANTEUTY NITATIN NN
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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.

ATIYIVIIUNNNITAAN 3(3-0-6)
(Marketing Ethics)
JuriidaaiSousnriou : 01134111
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MuuNunagnsnnisaan Ugywnazdeldudlunisiiasserussunimsnanald
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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 = ] af y Y
NSAAALNDANUSUNAYIUADAIAULAZEILINA DN 3(3-0-6)
(Marketing for Social and Environment Responsibility)

=

SerfidesSeuniniou : 01134111

o e/ =3 ar d 1
AITUAHNYLATAIINFIAYVDIAAA ABDAIULLUIAR Uwrym’naﬂ’l‘ama'mmgmﬁu

ANNSURRYBUARAIANKALAIINEDN AuUsEANTINNISAABALSURAYD LS B

22



01134321
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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.

N1IAANTENINNUTEINA 3(3-0-6)
(International Marketing)
Juriideseunntou : 01134111
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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.

N15AANAAING 3(3-0-6)
(Digital Marketing)
JvrfideSuunniou : 01134111
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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 studly.
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NN3NUHUNIIAAIATINAYNS 3(2-2-5)
(Strategic Marketing Planning)
AxiidesFoundeou : 01134111

NSULNUNITAATIN TATITENIsIUEsuLYadLrunNsRanL e aenndDese
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patalduunsLaEn1sIRILMUINEAA U9 PaAIUNISAINUANaYNSAIUUSTAY
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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.

N13ARINNKN 3(3-0-6)
(Sport Marketing)
SriidesFeuandeu : 01134111
mnuipnudilalunisinisaanuaznagnsnisaanadmiuauduazuinisd
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guassAveesAnsiv memgaliuayu nsvimsidui msduasumnaindudl ns
Usznduius nislidvimemsiuarmsisonginssugfusianduiitisadesiviv
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.
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01134325 A1SAANANTSYIDLTIER 3(3-0-6)

01134331

01134332

(Tourism Marketing)

= = v =i

AVINADILTHIUNINDU : 01134111
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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.

ulsurenaniusiLassnmn 3(3-0-6)
(Product and Price Policy)
Jvideseunniou : 01134111
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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.

NsIANSNAASNILTINaENS 3(3-0-6)
(Strategics Product Management)
SunifidesFounnnou : 01134111
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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.

m‘mmmﬁuﬁmgmﬁ 3(3-0-6)
(Marketing for Luxury Products)
Syrfideeduuniniou : 01134111

AUNETRLUNEIAUNIINAIATUAIMINTY AN TNLINRBNNITNAINEUATMENST NS
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General knowledge of luxury product marketing. Marketing environment of
luxury marketing. Luxury products consumer analysis. Marketing mix of luxury

market. Develop marketing for luxury strategies products.

n1sdanisdaanienisnann 3(3-0-6)
(Marketing Channel Management)
Jvdeseuanday : 01134111

dnwarlasadny JULUUT8IYRIMIINISNaTn Unu ka1 sWauIgaamng
MsaatausazsULuy andunisnain dedauduazanusinflonuyesanidusieg
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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 a1sé1UAN 3(3-0-6)
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01134353

(Retailing)
AvdeaiFeunniow : 01134111

SNYUTLAZIIRUINIINNNIAUEN @anTunisruan nmsdanissunsanuan
msdeniiadise madesinig n3dneuyana Msdanisaud n1sdesia 35ms
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nsRuuarwaliNYaINIIAUEn luauAn

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.

nqsﬁaawmsmamu,uuyicu'm'rs 3(3-0-6)
(Integrated Marketing Communication)
JuniideaFounnrou : 01134111

nagnémsdeansmenisnanalasnislavan msduaiumsue nsvielagyana
MsUsER@US Menaaniems waegUuuumsasasdu nsadienisiudnsdudi
AmdnwainAufuaLNgRnssUN15To

Marketing communication strategy through advertising, sales promotion,

personal selling, public relations, direct marketing and other communications.

Creating brand awareness, brand image and buying behavior.

NSUTMTPNATUWLUS 3(3-0-6)
(Customer Relationship Management)
FyriidesFouninou : 01134111
NIPUIUNIINIINIsAAIaluNsaT AU MwszezeTugndY nnsdndule
TUsunsumemsaaiaifieadrsaudlanazauduiusinseninsesdnsuaznan
sunfuilnuasdiidldide msdaduladaiielfdanfilngWnaensldiuld
nagnsn1sinwgna1 mamgnAniual waznsiagnAndu
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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favzn1svny 3(3-0-6)
(Salesmanship)
AundideuSusndou : 01134111

NANLAYNITUIUNISIAUDVIEFUAT ﬂssmunﬁm"mﬁuiﬁaﬁuﬁwaqﬁuﬂnﬂ
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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.

NTdUATNNITVIBLAZNITAAINNINTTY 3(2-2-5)
(Sales Promotion and Event Marketing)
JuiideaiFeuunteu : 01134111

AMUNNNEY ANddEY TagUstasdnisdualunisuisaznisaainnanssy
WWIAR ENNIT TBNTALATUNISTIBUAZNTNAIANINTTH NITINUNULAZATITAINUA
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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.

nslawan 3(3-0-6)
(Advertising)
AuiidesFeuandou : 01134111
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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 conceming with advertising.

N153AN15N1IAATA 3(3-0-6)
(Marketing Management)
JuniidesFousnrou : 01134111

WUIAIUAANITIANITNIINISARA mewLLawﬁnﬁmaﬁﬂmsm‘mmﬂ
ulgungLaENagNsYeINISIANISAIUNENSNY 51A1 FemnaniTmatnuaznIsaLESY
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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.

N1SWEINSAINITUNY 3(3-0-6)
(Sales Forecasting)
Suniidioadundou : 01134111
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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.

nsaalnuazn1sanaula 3(3-0-6)

(Marketing and Decision Making)

JuideaFuunnnou : 01134111
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M3na1n N15ARAUINTIANAIMUATITIUTIIN  NTEUIUNITNITINUN ULATAIS
AndAulanINIINaIn

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.

nMssansienIsdeanuazidn 3(3-0-6)
(Export-Import Management)
JwiideeSunniou : 01134111

wanuaznisdfialunisdeesnuazdud nguune wavssloudevsdu
wirswUgyRuazdormualunisdweenuazind FBUfURwazimiounsimuenans
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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.

N1SAAINUING 3(3-0-6)
(Service Marketing)
videsSeuniieu : 01134111

aNBULLATUBULIAYRINAIAUTNT MsTuunUsEan woRnssudlduinisdiu
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Nature and scopes of service marketing. Type of service. Service consumer
behavior. Marketing mix of service. Structure and development of service

institution. Study in specific service business.
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N13AAINGNIETINT 3(3-0-6)
(Business to Business Marketing)
SuriinesSounnniou : 01134111
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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.

NISWAILILAZDDNUUUNARS U1 3(3-0-6)
(Product Development and Design)
Jundideadunndou : 01134111

AMUANNUGITENINNITNAIN NTBBNLULLAYNIINEAEN IS TRIL LAY @D
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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.
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QEEVELRLY! 3(3-0-6)
(Price Strategy)
JniidaaiFeuanniou : 01134111
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Price concept, effective pricing management, economic knowledge of
pricing. Understanding customer behavior to pricing. Role of costs in pricing
decision and analysis marketing profit competency. Developing pricing

strategies. Legal aspect of pricing strategy.

NANNISIANITADIAANE 3(3-0-6)
(Principles of Logistics Management)

a dy  a :
AN UUINDU : 01134111
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Principles and process of logistics in order to support materials and
finished goods logistics concept through main logistics activities. Logistics

strategy management in globalization.

annadns 6
(Cooperative Education)

nsufiRnuludnvasninnudanii sulasnsildsuseumng sasnaunis

s

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

s2fBuAsiduiugunentsnatn 3(3-0-6)
(Basic Research Methods in Marketing)
FuniidaeFeunnrou : 01134111
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01134497

01134498

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.

Hnuszaunisalivndnnisnans 3
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Practical experience in marketing field in private or public sector for

minimum of 200 hours and presentation of performance report.

duaun 1
(Seminar)
miﬁuauau,asaﬁﬂsﬂaﬁ’ﬁaﬁ'maﬂw'mqNm‘smmﬁiu'ﬁxﬁuﬁmmm‘%
Presentation and discussion on current interesting topics in marketing at

the bachelor’s degree level.

ATRITIGE 3
(Special Problems)
nmsfinAuAimMINMIRaImssiulIyyes wesSsudsadeudunenu
Study and research in marketing at the bachelor’'s degree level and

compiled into written report.
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01101181

01101182

\ASHFAEASIANIA | 3(3-0-6)
(Microecconomics |)
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Meaning, nature and methods of economic study. Economic problems.
Functioning of the economy. Demand, supply, price, elasticity of demand and
supply, application of demand and supply. Consumer behaviour and utilities.
Production and cost, short-run costs and long-run costs, production in the
long-run and very long-run concering 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.

\ATEgAIENTINNA | 3(3-0-6)
(Macroecconomics 1)
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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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L | 5
NITUBYUNANS | 3(3-0-6)
(Intermediate Accounting I)
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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.

n3UyTn1s_u 3(3-0-6)
(Financial of Accounting)
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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.

nsUndianisdanis 3(3-0-6)
(Management Accounting)
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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 makine.

sy dtunans i 3(3-0-6)
(Intermediate Accounting II)
FritdeaSeuinnau : 01130111 ¥ie 01130171 39 01130101
mdnmsuazuUfinismstaddmiumenmmiiausardiuvesdves s
msdadszian msfuiuaznisinyadt msuanssenisuaznsilawedeya n1sUnyd
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Unyfuarnisunladeinnain
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.

N1RUgIND 3(3-0-6)
(Business Finance)

'M?Tnm'iLﬁadﬁuLLaxigmiwuw'Lumﬁmmimqm'sﬁu niiflvosginniamag
NN3RY ANNUIAABLMNNTTIEL MIINUNLLAENITNINTAINIINTEY LATBeTeR1Y
Tunsdanismanisldu 3iesieniniensidu Suyuiazduyueesiuu nsdnduls
AUITEYE1Y MITRNTRUULIEY

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.

n1suYAAA 3(3-0-6)
(Personal Finance)

WATANTIANITNINTRUAILYAAD N1TINUHLIAZNTAIUANNITRNEINYAAS
MsPesstuan nsteeiiude nmsuseiudin nsamulundnning n1snauny

= =
LﬁJaﬂiULﬂl‘}ﬂﬂJaﬁ]ﬂ
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01131315

01131316

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

investment, and retirement planning.

N3 lYAaunMesluN1TAATIZININITRY 3(3-0-6)
(Computer Applications in Financial Analysis)
AuiidesSousniou : 01131211

nannIlumMTIATIEIMaNTTEU sunsiy wlasdlelunisin s1ginensdu
MINBINTANINITRY N13Uszdliugarfans nsllusunsureuimesieswiuly
sz ALarandulaninistu

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.

fuiauaznis3enifiuidu 3(3-0-6)
(Credit and Collection)

wanuarIBnsitasanliaudessia Ussmuarisnisdenifiudu wiiuezms
uimsaulunnunliduide veuwavesnislidude fvunszoznanlumslyaude
msfugrusieidude ulsvisnsdenifiuiu msAIUANLAYARm LTy Tanuil

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.

N1SIANSAUNINESSHD 3(3-0-6)
(Business Asset Management)
JufideeFsuanreu : 01131211
madauarISnsdndulalunisnusulazuImsununyuidsu fMuuusieeg
vosmsdansiiuan Ruawuszordy gnuiluarAudaunie Uadsuaznguilunis
dngulaawuauning meldnne madeuazanaliuiuey
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.
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N15RUIENINUIzTImA 3(3-0-6)
(International Finance)
FvidesFouninou : 01131211

MR Weviskarunumvesaniunmstussninssne wedlolu
N15U3255AEUATT SrUUSnTuaniuiou WlHUIBNIIMUANLAZ NSNS NAINANGS
wnisssmaduinansenunseifieudonils nsdudugsiaseninssemelag
fsanluniGuyu 218e7n3 uswu Jgmmanisaaiauazauindesening

Usend NsUURnuvasmemsUsemaAressuImswialved

Operation, policies and function of international 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 international agreements, operation of foreign department of

commercial banks.

N1SAATIZINENNSNE 3(3-0-6)
(Securities Analysis)
FurdideeSeundou : 01131211

VOULYAYBINITIATIERNTNNING AautRvewmdnning drdutuvesnis
Anwivanning nsdmidenvdnning nismaaziuiilsanduasduluna nquinis
Ussilluyammanning

Scope in securities analysis, characteristic of securities, portfolio selection

process, selecting optimal portfolio, earnings and dividend estimation, the

valuation theory of security.

NANNI5IANTS 3(3-0-6)
(Principles of Management)

LuIARLAE I TAINITIINSTANTT $TUN15TANTS anundeun g sANT
HANTENUABNITIANITEIND 3U5TTUNNGINAUAZANUSUANTOUA D IANYDIDIANTS
g319 unumuaznifiniansianisvediants madedule n1sanuny n1sda

3

2IANS MsEnnaznITAIUAN
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01132221

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.

AN INADUNNNYNUNETINY 3(3-0-6)
(Legal Environment of Business)

ANIMUIARBUNNNY NUIBDIGIND AUNINEY i1 wazlszinvvengnaiy
NSgUIUNTEASIIU NMsszivdeinvlnemanazaygilanainisuenaia ausuiie
NRNQVINEUDegsAa Tusiusng 9

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

of business.

NsAea1TANTS 3(3-0-6)
(Organization Communication)
SuniidiosSuunrou : 01132111
iRty nsvuIuMIAeans uuadn wdnnts a3us3su MU warvinued
75'1Lﬁumaams%mﬂumﬁmimLgazluq'sﬁmwiwﬂssmﬁ welinisdeanslussdnig
Anflustalivssdnamuaramnsadluusvgnaldlunswaniwazansuny wily
Ugywwesnisdeansluesdnis
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.

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

MENNISIANITBIRNTAUNGBHA19Y Snvaielasiainaeasesdnmsuuumenisuas
Liuvmens wginssuvesyprauazngunisiFouy nsgls Awaedeuientussdnis
nmsuntvaudaudsly 83fnns msmunesdnis

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.
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01132222

01132231

01132243

MIIANNINGINTUYLY 3(3-0-6)

(Human Resource Management)

JvrfideiTouniniou : 01132111

b

vanuazIsmMarudunuiuyaains deisuaesgansanmlunsionu ms
suateiyuardgde nisduadag nsdaiden MTUTTY UALUAIRE N1TRTTEN
ANAAITNTEU suilouite walla nisdunival ndn38n1sAnA e IRBULNY
aaRns vimsmaasegilazdmuliunndneu

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.

d0ngang 3(3-0-6)
(Business Statistics)

nsdnguduaziimmeaiunlilunigsia nsieAinais wasnisnszaneves
Joga NsuanuasAnudandu nsgudnegns meUssanatsrudediu mIageu
auudgIu nsveaevlaanals nMsliesgianuulsunu maliessianunenssay
anduiius msnensaluavadiiuaunisnumsn

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.

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

unum wihil wazrnusuRnveuvessRafidradsaL nansenuLasEnMILINAEN
Tifldon1suimsgsie nisnouausteIgIAIfEALFDINISTR AL [GEEEARRYIIE
Aufulinyeuvssgsnafiiidenguyananig ldua aNAT WUNIIU Favu
ANMKINGBY wavUsEAYIA

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

stakeholder management.
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01132332

01132333

01132334

myAnnsidsinaiensdadulansgsio 3(3-0-6)
(Quantitative Analysis for Decision Making in Business)
SwriideaiFeuntriou : 01132231
UNUIMIBINSIASIE B IaRensuAT Y nmnegsie uuaRauaznis
Uszgndlflusunsudadu nstiaseiarulidensidsuuas wndesdedmiuns
andula wyuanisdndula My nsiesgiuaiserss nsiesieiingaen
LUUTIRBINTUUE MImUANALAAIRY MITiaesanunsaluasnguinud
Roles of gquantitative 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.

STUUANTAUNARDNASTANTS 3(3-0-6)
(Management Information Systems)
AvndidasSousndeu : 01132111
msé’mmﬁagauazmﬁaumﬂLﬁam'i'm{1LLﬁmLLasmsﬁﬂau'lﬂuadﬁms N139ANTT
waluladansaumauazyineinsdeya msdnszuuguawg meswdvddidnnsedng
NITUIUNITNNGIAINATNITEBNUUVBIANTINBNISUT 1T ulasafen1sidssuy
aTaunAny 19l 85I
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.

N13IATITATZUVILGIND 3(3-0-6)
(Business System Analysis)
Aniidedeunntey : 01132111

WATANITIATIEY LaLaaNUUUTEUUIY N1sEsEuuululy n1sdmsiesd
seuuauiligiu nsesnuuuszuvnuReuiimes nsidenldreufinnesidivungay
AUY MsmuaukazmMsinwaulaensvvesdoyaneuianefuazdruseneu 3
nM3AnwILENANIUT

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.
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01132351

n'rsﬁ'ﬂn"lﬂﬂ'ian'ﬁwquﬁm 3(3-0-6)
(Business Project Mamagement)
AwfigesiSuannoy : 01132111

n15UsliulAsIn1mIegsie A1un13dnnis n1sudn n13du N1sRata s

YAAINS UAZAMAIMILATYEAIVDILATINGG NITATUIUAIMBULNUTDILATING
nnasinsAndula 38n1sdnmssununsAnumanumiirauyealasin IRy
wada waranmnedesiivgsglinisiuiummidasimsildeddiussavsam
Project evaluation in business 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.

TUUMEBINITING 3(3-0-6)
(Business Tax System)
L= A i
seeiisuNIiau : 01132142 w3e 01453111
ANNdAYRIN B INSAENSRRILIUSHVA nannsutRuarisdniiuntdenns
o e o - = w =
Vel AUTURAYIUNINNIBDINTVRIYARALALTIAIRNUTENIATY)INT N18AENINS
= a adou = I3 = i v a
MEaTadauazEnTaulegesRnIsuSsaIu0 sy
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.

§5N9sEndNeUsEnag 3(3-0-6)
(International Business)

UANUUIAIIUAR TngUsEash LLasmWi'Jmm%"dLLaﬂﬁamwﬁiﬁﬂﬁﬁdam‘iﬁﬁ
g3nasynIneUseme lagldunisAnwiauuanaI eI mus S5y nauin1sAsening
Usene UagMINALIMIaATEENY Wazn15InNsgsnaseninalsema

Concept, objective and overview of the international organizations and the
effects of the foreign environment on international business. The course will
focus on cultural differences; theories of international trade and economic

development, and international business management.
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01132413 nﬁ%'fmn'm%qnaqwé 3(3-0-6)

01132461

01132471

(Strategic Management)
JumdeaFouandeu : 01134211 uar 01131211 v3e 01132314
nagnsuazuloutenegsie malnnsilymisneg Tunssauzvesdams iold
Tumsmaunumssiiiueiliussaiadmnevesssia
Business strategy, policy and problem analysis by managerial level for

business operating plan implementation.

anadudusznaunis 3(3-0-6)
(Entrepreneurship)
JuniidesFeusinew : 01132111

s35uYIAYeNEUsENBUNS NIvUIUNIIMsUsEREUMSTuUTUNANGY Ustifiusneg
ffadestunisdadenanisivl nsadiassduianssy nswauinyenisdu
HUsEnauNs

Nature of entrepreneurs, Entrepreneurial process in various contexts,
issues surrounding new venture creation, innovative creation, entrepreneurial

skill development.

mﬁﬁ'ﬂmsaaﬂ‘mnﬁamsﬁauﬁ 3(3-0-6)
(Management of Learning Organization)
JyfidesFuusndou : 01132111

ATMUmINEUaYAIA A TeteinsIENTEEuS nTzuauMIRALNaIRnsIe

51383 NSEUIUMsUaImAN Msuwdsdumud uaznsthauilusegnaly
N15USUITIU é’nﬁsmsLawﬁsﬁﬁaﬁisﬁumaamsuﬁumﬁmnﬁamm‘%’aué’ AN
fausssu Aduvesuinisuaznislieiune nisdeans n1saeleussAnug
anwuzlanzvamidng warnisensziunanisufiRnu

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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N15IANTISNSHAR 3(3-0-6)
(Operations Management)

vfideaSuuniiou : 01132111

L .2

aNNIIUBIAUTBINTITIANITANTNAR F]?'IJJ%WH%?HIUW‘I?E}EJHLLUUNﬁGlﬂm‘F’I

b
USELANUBINTZUIUNTTHAN WAL BN URNA ﬂ‘nuftﬁmﬁuiumﬁmmiﬁwé’qmiwﬁm
Anuddnrawhafine nsAdunusTuUNAR N15SANISAUAIAIASS LarNSIANTS
ABIATN

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.

= - - 3
wdwddiannseafindiUaedu 3(3-0-6)
(Introduction to Electronic Commerce)
unumresnilvgBidnnsefindfifidegina wuudiasmegsiadmSundeg
a = ¢ & =i 1 - 6 £ o = = o
adnnsetind wugrumanalulad nisldlasiedaalniudeasie nsvisey
Roles of electronic commerce on business, business models for electronic
commerce, technology basic, World Wide Web commerce. Report of

application in business.

N1599NUUUSEUUNIINGR 3(3-0-6)
(Operations System Design)
JyiideaSeuninou : 01133211

WNRARAEITUITUUNIRER N1590NLULAUA N15279uNUidenIsHEnSEEET)
nsdnduladuiiaiing nsidennsruiun1sada nseenuuuLRuls nsiden
LA3899NS N1TPENKUUTZUUNTVUENEENEEY N1T08NLUUTEUUY TinsAneiuon
anuf |

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.
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01133314

01133315

NISAUANAUNUNITHAR 3(3-0-6)
(Operations Cost Control)
Aniidiasiiounnnion : 01133211 uay 01130172

MIFAUIUAUNUNITHEN MATANISAIUANLAENITANAUNUNITNER NTLRLKER
AMUBZNMITIANTAUYUAINW

Calculating operations cos, techniques for controlling and reducing

operations cost, increasing productivity, and mangeing costs of quality.

N5IANIBINagNS 3(3-0-6)

(Strategy Sourcing)

SerfidasiSuuiniou : 01133211

1]

funeu uleung LarnsEuIuMsIAnIdnagns nsdedulandnemseds ns
TwFuUULLIRT nagnsaudlnaiue n1slesisiacie LazMIIANITIUNUETING
gns msdnmfumstaundadusiin nmsfiduiududSuvesoutan ns
Usziliu nsAndenddeudan n1suszninsiandudidunarnisnnaesial nng
IansmaiaugUeutanuasnisinnisnuduius nsdamiusnng 33usTsuuay
ANNTURAYOURDEIAL

Strategic sourcing process, policies, and procedures. Make-or-buy
decisions, vertical integration. Commaodity 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.

N3 UNULAZNITATUANNITHAR 3(3-0-6)
(Operation Planning and Control)
SuniidesiFuunnriou : 01133211
dnvauglaemluyeinisnunuuazauaunisudn waidalunisneinsel nns
MUKULAEAIUANMSHARG M UNTEUIUNSKARLULSBLTDY nsvurumsHanLuU Ty
sietfles uagnszuaunsnaauUUlAsIANS nsmuAuNIsinavesiaglusyuuniswdn
UsENBUMY SLUUAIAAY STUUNAN SUUR wae nauidednin
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: ponding

system; push system, pull system; and theory of constraints.
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NMIIANIIAUATN 3(3-0-6)
(Quality Management)
AvniidesSuusnriou : 01133211

LLmﬁmLLazﬁug'}wumm‘ia‘ﬁ'ﬂmﬁﬂmmw N1SAVANANAINEIARA (a3nsil ouas
52 U8UIeAMIUNS AN AT IEUINIMSTANISNISHER

Concepts and fundamental of quality management. Statistical quality

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

N133IANTIgINALTILSY 3(3-0-6)
(Hotel Management)

wanmsdanisnisujiinislulsausy wiriuagnissiniunuvesununndnly
Tsausy

Principles of hotel operations management. Duties and procedure of key

departments in hotel business.

nmssansmaluladifesiu 3(3-0-6)
(Introduction to Technology Management)
SuidesiFeusnteu : 01133211

wwada wazauilefiugruvesnisdaniswalulad n1sanausy n1ssastuy
mMsdnassminens nagnsvesnsldimaluladlunsiiuaussouzuazarmuanunse
YDI0IANS

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

capability.

nagnsideuuanig (3-0-6)
(Operations Strategy)
SuriidasFouniniou : 01133211

unumvenagnsidwianisiendnule Wisunisnisursdu n1sleses
gaavNT 3N Mt muagULUUnagns B fuRnsimingandmivesdnsuaznis
WAILAUTTONNYRITZTUVURURMS

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

development of operations system capabilities.
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01133427 n153ANSE78NI5TU 3(3-0-6)

(Airline Management)

= =

FuiiideaSeunnniay : 01132111

nsvuaunsindulslumsdanisaenstu menstuivdwinden suuuy
33719 AununsAnlunukazyssdnsan NIy Wune wazasedu
winnssundadusinarimalulad wuafnn1sdnnisseld n19sasImuionasnis
Ujiinismstu. nsdanisanuasinsnduaseudiiustudlasans eouhmely
nsdansaenisiu dnmsdnwvenaniud

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.





