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134211 HANNIIAAA (Principles of Marketing) 3(3-0)

E?fﬂ‘MmzLLﬂzﬂizU’J%ﬂ’]?ﬂ’lx‘iﬂ’]i@]ﬂ’]@ LWIANUAA UNUN ﬂ’J’]&lﬁ’]ﬁfy ‘Iﬁ‘lI’]‘ﬁl
LB IMIAAIA MIULIFIUANA MsRenaaatnune wqﬁﬂiiugﬁim
FInUTErUNMINANG LLﬂzﬂﬁiﬁ%ﬂﬂ’]i@ﬂ’]@Lﬁladﬁu

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

134212 wqanssmju‘%‘[nﬂ (Consumer Behavior) 3(3-0)
ﬁ%ﬁ’m 1134211 uaz 459111

%é’mmzmﬁme:‘ﬁwqammgﬁfu'ﬂnﬂlumsﬁmimﬁﬁﬂau‘la%?aauﬁw lag
NN etadaend o ﬁaluﬁmﬂa%’smuqﬂﬂaLLa:ﬂﬁﬂmyuaﬂﬁﬁﬁw%wa@iams
AW @aamumsﬁumwaﬁvl,éfﬁnﬂﬂ’liﬁﬂﬂ’]wqamw;juﬂmmﬂizqﬂﬁLﬁ'a
ﬁ’]%%@]ﬂﬂgﬂf‘ﬂ’]\‘m’]i@]ﬂ’l@

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.

134311 ﬂ']‘ﬁﬂ%ﬂ (Purchasing) 3(3-0)
‘ﬁ%g’m 1 134211

UNUIN LaZANAEIAYT8INITIANIRIUNNTIaTe AnasuRaTeued
HIANT NUSATE ANFNRRELEIIUSATeUIMAL 9 luasdnns wlouiouas
s f8UN38ATe MITATEUULTINETHNIIUAZNITZANBEIU MIFALAR AN TS
PosFudATaTe MIfuuaTwIATaINITIaTe NMsEenunREILTY MIEY I
wazdlynikingnang mﬁmezﬁﬁagmﬁmﬁumﬁdfﬁya AunN% 10N ils ms
ammmzmﬂﬁmﬁﬂ mnﬂ’%amﬁﬂmmﬁamswamaa ﬂ’]i‘%ﬁ] NI

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.
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134312 NN13IANIINIVNY (Sales Management) 3(3-0)
ﬁugﬂu 1 134211
ﬁ'ﬂﬂm:"uaamﬁ@mimw mﬁ@aaﬁmi m‘sﬁmu@ﬂamu NIFITIN
WINIWDNE MITURUAT  MIAaLian M3liaiaauuns mssierigusziasla
ﬂ’ﬁ’J’NLLNuLLaZ%Lﬂi’]&‘ﬁﬂ’]i"lﬂﬂ ﬂﬂﬁﬂﬁzLﬁ%NaLLﬂZﬂ’lSﬂ’JﬁJﬂ&lﬂ’]‘i"mEl Im@nmsmw
GUUSZ&J’]MLLazﬂl'ﬂ%ﬁ]"]FJ‘Y]’]Gﬂ’]?lJ']FJ MIYILLAUNS LLﬂZﬂ'ﬁﬂ’JUQ&Jﬂ”lT’H’]E}
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.
134313 STUUMTAAIALALENINULIAA DN (Marketing System and Environment)3(3-0)
ﬁ%g’m : 134211
é‘fﬂwmzLLazU‘*nm‘ﬂﬂJaoizuummamﬁﬁ@iaLmugﬁml,azé'aﬂu winfuag
UIeinn2aIsnUunIINaa %ummumaﬁgﬁlﬁmﬁm RNTWIIARBNNILATHNT
walulad nIweIns AziasegiausznIsios iluﬁdﬂg%&l’]ﬂ A73BUTIALANN
pynandibuazfiedjua
The roles of marketing system to economy and society. Functions and
types of marketing institution. Influence of government agencies, the environment
of economics, technologies, resources and politics. Law and ethics that business
people should pay attention.
134314*  3F981UTTMNINITA]NA (Marketing Ethics) 3(3-0)
‘ﬁ”ug'm: 134211
LUIAAVDIATTLNUTTHNNNTANG  ATTLIUTTHNNNITARAVIFOILUNI
‘Iﬁﬁﬁ] ﬁa%’mﬁﬁ'mumm:mmimmomma’m '«Jﬁmmmmwmmm@ﬁﬁﬂﬂlﬂu
mmwLquﬂaqwfmammmm Yywinazdalaudslunsiessenussmnieims
aaa b Hiia
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.

* a A '
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134321 nMIaaInseErIelsend (International Marketing) 3(3-0)
ﬁugﬂu : 134211
AMUAIATURZENINLIANDNTBINTANINTEHINUIINA UnUMuazulgng
28933 NMINNIWURONFUAAZARG MIUINAUKE MIMARATIAN MIVUE
MIRANGIUNUIINUIY NITFILEI NMIIUHBLAZAILAY Uy LLa:qﬂaSiﬂlu
MINANATERINILTEING
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.
134322 n13AaIAdBLaNNIaiing (Electronic Marketing) 3(3-0)
ﬁ%g’m : 134211
NMIINILRBLAENAYNTA1IAAIaBLANNTadNE nagniniTiiaIIzi
FSNWLIAR DU wqaﬂssmjuﬂnﬂ NILLIFIRAAA NIIMABAAAIALINRNNY LAz
NINABAAULAUINIINITARG mﬁ@mwﬁ@ﬁmﬁ 101 LAZNNTIATVARUNH
Swaediiia myFessmasadiannIefing LAz IIANIANAFURUE
Planning and strategy for electronic marketing. The strategy of analysing
environment, consumer behavior, market segmentation, market targeting and
market positioning. Managing product, price and distribution on internet. Electronic
marketing communication and customer relationship management.
134331  ulaulanfanmaiuazs1an (Product and Price Policy) 3(3-0)
ﬁ%g'm : 134211
LWIAMNAAGETT § maaQu‘%mﬂumimoLLNuLLa:ﬁmu@uhmUwamﬁmﬁ
LRSI msﬁmu@muﬂsmwﬁmﬁmsﬁ miﬁ'@umﬂaﬂqwfmmmmﬁ'mﬁu
Namﬁmsﬁua:ﬁmlﬁaa@ﬂaaaﬁ'mws%%Nﬁ@ﬁmsﬁ ﬂ"liﬁﬂi&’]ﬁﬂ"lWLL’J@ﬁ@ﬂJﬂ’]U1%
LLazmﬂuaﬂ‘ﬁﬁ@iawam:‘nmiamiﬁmmﬂﬂmﬂwﬁmﬁmsﬁuamm
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.

* A PS i
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134341  N3IANIIBDININTIIAAA (Marketing Channel Management) 3(3-0)
ﬁug’m: 134211

anwauelassad Eﬂl,mumad“ﬁawmmmm@ NN LA NI WAIT
ﬁaoﬂﬂdﬂ’lmmmlﬁiazgﬂl,l,uu FONUBMINANA Tataudalazanuiiulanuwues
RONUUAN mMInatian MIdsziiuKe msmquﬁadmdmsmm@ GRRION
TAUUAZRNINLIARDUG ) fifinadan1ssamstesmimama

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.

134342  n13@1Uan (Retailing) 3(3-0)
‘ﬁy%g’m : 134211

ANHZUAZIIWWINMINNMINUEN §0UUMIALUEIN MITan1Ias
m3sdan madenriafins Mmisaaesms MIIANBYAAR  NNTIANITUAT
MInTA 3EmssassumMITIevesfiamsmuan waemsliusnsans 9 ARaAT
ix‘i.l‘i.lmimuQ&Jﬁﬁumiﬁuuammiﬁma\‘lmiﬁ'ﬂﬂaﬂluamﬂ@

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

134343 N13AEY (Wholesaling) 3(3-0)
ﬁ”ug'm 1 134211

FNHMELALITAUINITNNINIAES 1aT9a19289mMIas nifiuasunuam
PaIM IS UszinnuazIluuusaInsags JTUUMITaMITIUMIRdI sy
ﬂﬁ%aLLaww%uﬁﬂ miLﬁaﬂﬁﬂLaﬁé’?a NIVWEI ANILALIN N migﬁﬁm
miﬁuuaxmimqu

The character and development of wholesale business. Structure; roles;
functions, types and pattern of wholesaling. Managerial system of wholesaling in
buying and selling functions. Locating; transporting; storage; pricing; financing and

controlling.
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134351** m‘sﬁ'amimsmmmmuymnms (Integrated Marketing Communication)3(3-0)
ﬁugﬂu: 134211
ﬂaqwﬁms%msmammmwiwﬂmﬂmmm MIFIEITNNTVE MIelag
uaaa MIUTETIFUNBE NNIARIANTIATI LLa:EﬂLLuumiéamiﬁu ﬂ’liﬁ%’ldﬂﬁﬁﬂf
asERI MwanwalaFRS TN ANTINNIT
Marketing communication strategy through advertising, sales promotion,
personal selling, public relations, direct marketing and other communications.
Creating brand awareness, brand image and buying behavior.
134352* N1IAA1ANIATI (Direct Marketing) 3(3-0)
ﬁuﬁ’m 1134211
FJTUUNMIAN LTIV TUNUD LﬁaLﬁﬂamam‘mauauaagﬂﬁﬂumisﬁa%uﬁw
a’mg"n’mhUmﬁﬂmwmma%og’m‘iaga ﬂaﬂqwﬁfmmm@mdmdL‘ﬁamiﬂ'@um
TAINNMIAAAUUURY JRUNUD
Interactive marketing system to enhance customers’ tendency to buy
products from sellers, through database marketing. Direct marketing strategy for
interactive marketing channel development.
134353* msu%‘n’ligﬂé’l”lﬁadﬁ%5 (Customer Relationship Management) 3(3-0)
ﬁ%g’m : 134211
ﬂszmumim\‘imma’msl,uﬂ’lia%{’mm’mﬁuﬁuﬁnWWizUzﬂ’]’;ﬁ’ﬂ@ﬂﬁ’] n13
saaulalusunsumensasaiaaiisnnudnlanazanusunusniassnineesdns
LAZARG i’mﬁz\apju‘%‘[mmmz;jﬁdm"l@ﬁﬁa mi@ﬁ'@aulas'ﬁvaLﬁalﬂﬁﬂmﬁnﬁu‘[@ﬂ%
nagntlanuld nagninisinwgndr mamgndlng wazmsdisgndingu
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 winback.

Nedrntalng
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134354  @ailzn13218 (Salesmanship) 3(3-0)

v

Wbg1% : 134211

NANUAZNIZTLIUNILRUDVLFUAN m:mumsﬁ@%ﬂaéﬁvaauﬁwaa;&’u’%‘[m
msﬁﬂquamimadgﬁim %é‘ﬂ%m%mlﬁamsgﬂasﬁa M Idniaana
Hhnany MIaing AN B ULITA LENUAVBINENNUING Wadunininuneia
WARANTLAT MIssuuEdFRUsALnd m’mfl,'%aoé'mumu’m’ﬁsﬁamm

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.

134355 NMIFILEAINNIIVIY (Sale Promotion) 3(3-0)

ﬁ%g'm 1134211

AINUNRNNEY mmﬁﬂﬁfy 5‘(ﬂqﬂizmﬁ‘ﬂ’]id\‘]Lﬁ%&lﬂ’]ﬁl’mﬁﬂdfﬁugiﬂﬂﬂuﬂa’]\‘i
LRTWHNINTIY NTRAdeFamMINLNMIFLESNNIe MIsaswlalianmIgassy
n132"8 uwmwmadﬁjﬁh"ﬂﬂmi ;j%umil,l,ax"ﬂﬂmi NNIRILEINNIIVNGY NIZLIUNTT
FOMIVNININGNG UaTNIIRIEIAMITILATUszENTW

Definition, importance and objectives of sales promotion. Consumer
promotion, trade promotion, sales force promotion, communication and selling
promotion, Decision to select sales promotion tools. Roles of sender, receiver and
message of sales promotion. Marketing communication process and the
effectiveness of sales promotion.

134356  n13lauoen (Advertising) 3(3-0)

ﬁugﬂ% 1 134211

UNUIN mwé’nﬁ’ty FTAWIMITUAZUWIANNAAVBINT LN BTN NTIABIANNT
mMslasmn wannmsIavinasnlsznauvasnulasan ﬂ’liLﬁaﬂm@mﬂﬁ] mSLaaﬂéa
THN MIMILNBIHIIA NNTIATNILLUIZNIH MIUILLAUURZIANAN TN BN
NHRVILLRZITILIUIT ﬁLﬁmﬁadﬁumﬂmmm

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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134411 N1IIANIINIIAAA (Marketing Management) 3(3-0)
ﬁugﬂu : 134211
LLmmmﬁ@mﬁ@msmammm@ ‘IJ‘YITLJ"I‘YILLazﬁﬁﬁﬁmaGg{f@ﬂﬂiﬂ’ﬁ@m’m
‘LLIEI‘U’]ElLLazﬂﬂquﬂﬁfﬂladﬂ’li?:f@]ﬂ’]iﬁ’luwa@]ﬁmsﬁ AT TAINNNITARALALNNT
FILRIUNIIANG ﬂ’]iamﬁzﬁ NN Y m‘smuqmazmﬁ@mﬁﬂ’]s LL%’JIﬁ:&J
PBINIIANTAA L UDUIAA ﬁwﬁv'amﬁme:ﬁﬁzymLLa:mtﬁﬁﬂmmammm@
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.
134412 AMINEINTAEN52NE (Sales Forecasting) 3(3-0)
ﬁ%g’m : 134211 uaz 132331 %30 422311
RANNO M) UazAMNEIAVEINITWNLINIAUNTIY INATkALAITNMIWEINTTE
Uszinnaasdays m‘ﬁme:ﬁ“ﬁagaL%aﬂ‘%mmuau%dqmmw Tasuidaninada
mmgﬂﬁam&iuﬂ’m 2NN1IN El’]ﬂiﬂi S’J&l‘(iﬁﬂ’]iﬁ’] NRUBINIIN mmm‘vl,ﬂmual,m:lﬁa
UL TIUAz AN LN IAANA
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.
134413*  NIIAAIALALNIIAARWLD (Marketing and Decision Making) 3(3-0)
ﬁuﬂ’m: 134211
mm‘%’uﬁ@"naumaaQu‘%msﬂflmmﬂluﬂ'ﬁﬁmauh grinemiaana M3
FIUUNURZNMITAAY VOULVAVDINIAAFHIINIIMIATIE MIRanITnuAlym
wazAmsdadula mammruendninusIannefiiemavawinaaauwlan
n1IaaTa ﬂ’]iél’@aulﬁ]l,"%\‘iﬂmﬂ’]wLLﬂZL%Gﬂ%&J’Wm NITUIBNIINTIIIILLNBLLASNIT
AaFwlanIIMIAaa
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.

* A a '
Wanedolnd
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134421 assansiian1sssaanuaziingi (Export-import Management) 3(3-0)
ﬁugﬂu 1 134321
wanuazn3U Jualunisssaanuazingi npwrany wazssdoutatiny
Wiz Uy anaztatvuwalunissgseanuazinig ATUHUALszIaI8NN1IAY
LONRIY m‘sﬁflé'tyry']%amﬂ ABMIGUAANINT MIVITIRLAD MIBUss msdie:
Wh MIIANIIURZNITIARUILINUVDIUNUNEIFUADONUAZITT  WHILIIUYDINAY
iﬂ“ﬁmmammﬂmaﬂ"ﬁuﬁﬁm*‘ﬁaaﬁ’umiﬁidauﬁﬁ
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.
134422  N1INAIALINTT (Service Marketing) 3(3-0)
ﬁ%g'm : 134211
ANBULULAZVAULUATBINANALINNT NI UunNUIzLAN anﬂiimﬁ%ﬁmﬁ
fIBUTEFUNIIANIAVDIRUATLINNT Iﬂix‘]&%’]\‘]LLazﬂ’ﬁﬁWW]ﬁﬂ’]ﬁuﬁlﬂizﬂauqiﬁﬁ]
@T’mmﬂﬁu‘%msLLazﬁﬂmqsﬁau‘%msmwwzarha
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.
134423** msmmmﬁ%ﬁ1qmﬂ1wnssu (Industrial Goods Marketing) 3(3-0)
ﬁuﬁ’m 1 134211
%é’ﬂmma:ﬁﬁmﬁuﬁL?‘izrﬁaoﬁ'umsmm@%uﬁwqmm%ﬂﬁu AULANGY
izwjnm’mauﬁw;&’uﬂnﬂLLamm@%ué’ﬂQ@a’mnﬁﬂuﬁquaﬂﬁmj%a 13
AARWlIEIBUITRUNITAMA NTILATITALATIFITIAAA U LnNUIFUAN
DGR EVAPREY ﬂtymm‘iﬁtﬁ’lm FDINWNTIRUNLURLNABANIIFILRINNIIANNG
Principles and activities involved in marketing of industrial goods. The
differences between consumer goods marketing and industrial goods marketing in
the areas of buyer behavior, marketing mix decisions. Analysis of market
structures. Types of industrial product, pricing problems, distribution channels, and

promotion techniques.

= Ny
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134431*  NIINEIWILAZADNUULNAAA MY (Product Development and Design) 3(3-0)
ﬁug’m : 134211
ANMNFUNBTITHININNTARNA miaaﬂLL‘LI‘LILLazmmamﬁamiﬁ'@umLLaz
ﬁﬂLauawﬁmﬁmﬁﬁLﬂTﬂg@lm@ ATEUIUMINMUINRAA UM NIHRBANINUABINT
PBIZNEN msldundsenudaiisnunianimel sordasnssundasmst N3
aamLmJL%aq@m%mmLLa:Lﬁamma@ msﬁwﬁmﬁmeﬁvﬁ’]g@am NNIAAANLAE
MUl UUNA
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.
134432* ﬂazg"nffi’lﬂ'l (Price Strategy) 3(3-0)
‘ﬁ”ug'm 1 134211
WwIRAEIUI1aT nsusITnsee A lRSUszEnsan ANIA%
Lﬂi]ﬂrﬂﬂ’m@]ﬂuﬂ’ﬁéj\ﬁ’]ﬂ’] mmL“iTﬁlﬁlwqammgﬂﬁﬂumsﬁg\ﬁﬁm uwmw’naaéfunu
@iaﬂﬂiﬁﬂauiﬁlédiﬁﬂﬂLLatﬂﬂiaLﬂi’]:ﬁﬂ’)’]&lmmiﬂ“m\‘]ﬂ’]‘iLL"lid“ﬁ'uluﬂ’]iﬁ’]ﬁ’]vljﬂﬁdmi
OlRglg ﬂ’liﬂ'@umﬂaqﬂfﬂ’l‘ié‘di’lm ﬂg%w’mﬁlﬁ'ﬂiiﬂdﬁ'ﬂﬂaqwﬁrﬂﬁﬁy‘ﬁ’lm
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.
134441 MIAFINAANALNBAT (Wholesaling of Agricultural Products) 3(3-0)
ﬁug’m 1 134211
AMUEIAYVINAA1U L EILUNITARALNEAT wifuazUszinnuaInada
NNIIANTIIBNTAFITEINNITAA m‘s(;?\ﬁ"lm NMIVWBEI NITLNUINBINEANS
PNEAT 'ﬂtymLLazuIEJmULﬁmﬁ'ﬁ_lmmmmwﬁmwamﬂm
Importance of wholesalers in agricultural markets. Functions and types of
wholesales. Marketing channels, pricing, handling, and storing. Problems and
policies of agricultural products and markets.
* Aasednln
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134442*

134451

134452

134490

#ANNIIIANITA0I&ANEA (Principles of Logistics Management) (3-0)
ﬁug’m : 134211

%é’ﬂmﬂm:m:mumma%aaﬂeﬁﬁaaﬁum&ui’mqauLLazauﬁfléﬂﬁagﬂ W2
ANufnaeIsANFUULNFNNENULAsITUAINTINGDIRANTNAN msé']'ﬂmsnaqwfaa%
sanalugalamAial

Principles and process of logistics in order to support materials and finished
goods logistics concept through main logistics activities. Logistics strategy
management in globalization.
NNIE3VATIALAENITHA AN BN 3(3-0)
(Creativity and Production in Advertising)
ﬁug’m : 134356

LmemﬁﬂLLa::mﬂﬁﬂslumia%ﬂoassﬁmuimwmwém%’u?{uﬁﬁ;ju’%lnﬂ
FUAIARINNTIVUAZUINNT FoRganumadounaEes nmadeudaniny n13da
ﬂizamﬁﬁwi@ua:mwﬁuﬁﬂ NN Lﬁ'amﬁms\‘iﬁm‘ﬂmum’l i’JiJﬁgdﬂ’]‘i
ElE]ﬂLLTJ‘]J\‘i’mI‘&IHmﬁLﬁElLNULLWiﬂWG%QI%HM’]U‘S:LﬂV]@’N 9

Perspective and technique in advertising creativity for consumer product,
industrial product and service concerning writing theme message, logo and brand of
product, planning for advertising campaign including advertisement design through
media.
m‘sﬁmm‘sﬁlami‘fmﬂnn (Advertising Media Management) 3(3-0)
ﬁug’m : 134356

‘ﬁaﬂLLﬂwﬂQHgﬂlﬂuﬂ’liLﬂﬂﬂﬁaimﬁmﬂﬂiwm‘ﬂ@’]d 9 I@muuaﬂwmwmam
IR} ﬂmauummammma THha AT %ﬂmmwmaaaa ’mu’mmml,a m\‘inm“n
mmwaﬂﬂaa@ﬂaa\‘mumqﬂ‘iwmﬂmadmﬂmmm’l ﬂﬂ"}jﬁ]’]&lmadm‘ﬂ"ﬁaal,l,mm
Uszinn iesnsdsziniuamomslason

Theory of media selection, content and nature of each media, quality of
media, select audience size and time consistency to advertising objective,
effectiveness and cost of media.
dnnaAnu" (Cooperative Education) 6

mufifnuludneaeninnumemn amalesimfléSuseuniny
ARDAIWBNITIATNITNLINBUASNTHLEWS

On the job training as a temporary employee according to the assigned

project including report writing and presentation

= JFudpansin

WANFAT UB.U.(NIA8NA) —nangavliules w.e. 2549 10



v
ada v A

134491** s:tﬁﬂu'sﬁaaElwug'mﬂ'mmsma'm (Research Methods in Marketing) 3(3-0)
ﬁugﬂu : 134211 uag 132331 30 422311
nanuazszidauITNIIMINMIaana miﬁmu@ﬂzym mmwgﬂuuuafﬁ'ﬂ
mi@?ﬁ‘@lqﬂizadﬁLLaxauuag’m muﬁmamwﬁa;&a MMIFINIUUUROUDIN AT
Aanziuazdanudeys nIlERiAFIMILNTATE MITBUNBNBUAZNNIEUS
NANYI98
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.
134497  &3HW (Seminar) 1
msﬁ%auauaxaﬁﬂﬁﬂﬁﬁaﬁ'mau’l,ﬁ]mdmoms@]m@’Lmz@Tuﬂ%tyty’m%
Presentation and discussion on current interesting topics in marketing at the
bachelor’'s degree level.
134498  guw LAY (Special Problems) 3
MIFANHIABATINIINIANATZAVLTUNGT uaziFouFoadouwiluaeann
Study and research in marketing at the bachelor's degree level and

compiled into written report.
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