an1 un. audflunisuszyuassn 5/2555
\Wadui 28 wawnnAw 2555

NANGATUINNITTINAUMUINN
GULTGPLIg U blo il
nangnsuSuUse w.A. 2555

A195UYI18IYN

01134111  WANAITAAIN 3(3-0-6)

(Principles of Marketing)

FNBUTLAZNITUIUNIINUNITIAN WIAMINAA UNUM AnNddey winTiuas
Jadememisnain msudsdiunain msiienaatad vy waAnssuguslan du
Uszaumsnann warmsisemsnanadosdu

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  waAnssuEuslaa 3(3-0-6)
(Consumer Behavior)
ugu : 01134111
ndnuagnslinzinginssuduslaalumsfisnsandndulatodud Tasfiansun
felladuding q deludrutlefediuyanauastadenisueniiidnsnasenisdadula
paonIuNsewaTlFnmsAnywgAnssuguslaaundsend e uuanagnsnis
N13MAA
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  n133ade 3(3-0-6)
(Purchasing)
ﬁugm : 01134111
UNUIW LLazmmﬁwﬁ’zgﬁummi%’mmiéhumﬁm%a ANUSURATOUIDIFIANTT 91U
$ado auduiusvesudndotuaudy q luesins Weuswazsudounsinie
nsdntenuUTINEARAENTEINEE LT Mt runAudnYLzYesALATidate 13
SMUATLIATEIN1SIATE NSidenurawe nsindanarlyniwinguung n1s
Ansgiteyaiinfunisdede dunu s1an dls n1sasuieznindosty nns
Wisuiisussrinemssdnies n1sge nsw
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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.

01134312  n153ANIINITVIEY 3(3-0-6)

(Sales Management)
Nugnu : 01134111

ANYAIZYDINITIANITVIY AITINBIANTT NITAINUALLEUIY NITATTUINTNIUYY
nssuadas  nsAntaen nsliAmauLUY N1TaseTiuasA1adla NSINLEULAE
AATILNITVIE MTUTHIUNARAZNITAIUANNITUIY 1AININITUIE  SUUSEII LAY
AlET18919N15U18 N15UTHIUND WAENITATUANNITUNY

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.

01134314 AITYTIUIIUNINNITNGTIN 3(3-0-6)
(Marketing Ethics)
fugu : 01134111
LUIAAYDIITTYIUITUNIINITAANA QSSEJ’TUSiﬂJ‘V]'Nﬂ’ﬁ@]ﬁ']ﬂ%@x‘iﬂﬂ?ﬁ}um’]\‘iﬁﬁﬁﬂ
‘ﬂﬂ%ﬁﬁﬁ’]ﬁuﬂﬂii&ﬂUi‘im%’Nﬂ’]‘i(ﬂa’]ﬂ ’«Jﬁﬁ‘&]’miim‘ﬂ’]\‘iﬂ?ima’]ﬂﬁﬂjﬂlﬂisﬂuﬂﬂiﬁ’]ﬂLLN‘L!
nagnsnansnatn Javuasdelduddlunisinasserussamenisaaialuu]on
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.

01134315%  msaanaiiionusulinveusedenuuazdsuandau 3(3-0-6)
(Marketing for Social and Environment Responsibility)
Wugu : 01134111

ANUNELAZAINEIALUDINAN  AADATULLIARA U%’%mwmammmmﬁguﬁu
AU URATEUAIdIRNLATAIINADL druUsTaunIINsRaLiioA LS URATE USRS
uazdawnden nsldnsdnnismsnisranaiiowdsundameinssugiuslnauazgsials
Ailedarnusuinveusednunasasnnaeuiienoliiinnmsnaudwmueg19dsdiu
NSUANY

* Wanedwlu
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01134321

01134322

01134323

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.

N15AAINTENIN9USTINA 3(3-0-6)
(International Marketing)
Nugnu : 01134111

ANUAIAYUALANINLINGOUTDINITNAINTENINIUTENA UNUMBazUleU18URI5T
N13NA1TUNFBNFUAIMALAAIN NITUTIINAUND N1AIMUATIAT NITVUAS NI5LERN
Aunudmuie Msduasunsawnukazaiual  Jywn wavadassalunisnaie
SENINUTENA

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.

nsaaadiannsaiing 3(3-0-6)
(Electronic Marketing)
Nugnu : 01134111

NMIILRURATNAENSNITAAIABLEaNNIelind nagnsn1TIATIERanINLINE au
WOANTIUEUIIAA MsuUdunaIn N1sAmuanaIalIning Lagn1smnuaRILILg
N1IN15AA1n MITANISRERAT 1A wazn1sIas e uBumesin n1sdeans
mMsnandiannsetind uaznsInnsgnAduiius

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.

N13NUAUNITAAIALTINALNS 3(2-2-5)
(Strategic Marketing Planning)
Nugnu : 01134111

AT HULNUAITAAIN S1AsIzinsiUAsunlaauniseatatiiolidenndane
4N1NN1TAINTTAAIA Y3039 5TIANAATUNUALAUAT AAUIFULUULNUNITAAIA
Uszneusiemsinseanimwandouianielunaznieusn msiuanain nsiden
AAALUIMUNIELATNITINATLNUIHER S 91 naBnIunITAINUANagNsdIuyseay
Asnane Teun KARAME N136351A1 NSLEeNTEIMIINTTIRT ML BLAZ N TA AT
N1IAATN

Wasredu
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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, tarketing and product postioning, and defining marketing mix

strategy; product, pricing, distribution and promotion.

01134324  N15AANATN 3(3-0-6)
(Sport Marketing)
Wugu : 01134111

amudrnudilalumsimsnaiauasnagnsnsrandmiudufuazuinigd
Refestugranmnssuivn  nagnémisldfwndueieatiolumsinisnaindmsu
dufuazuinisdu Mlieglugnamnssufivn msdiaszsignseugauds Tenauas
9UaTIAYRIBIANIAN NSV IaTvayy NMIvesIduA1 Msdaasun1snainduai n1s
Usznduriug msliavsmanisiuagnsisongAnssuguslnadudiiieadestuin

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.

01134331  WlgulgnanfnaiLazsInl 3(3-0-6)

(Product and Price Policy)
Nugn : 01134111

LWIAUARAT 9 YaeEUTMsTuNITIMILLAEIUAUlE UIBHERSTILAE 1A
mMsfvundUsTEINARS U MIvanagnsImatafefunansasinar sl
donAaeIfu99diandadud nsAnwaninuindeunislunarnisusniifise
NANTENUABNITAMUAULEUIENERAUTMLALTIAN

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.

Wasrea
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01134341  N159ANITVBINNNITAAIN 3(3-0-6)

(Marketing Channel Management)
Nugnu : 01134111

dnwarlassaine JULUUYDRmMINSIaN UnuInmTnTiua MmuTe s
nseaIakazsUkuY andunisnan dedaudiarausiuilsfuvesanidusig q
nsAntaen N1sUsEIliuNe N1TAIUANYEINIINITAATN Aaenluladuuay
ANTMLIASBNAN 9 AiTHafeN1TIANSTemMIINIIHATN

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.

01134342  A13AUaAN 3(3-0-6)

(Retailing)
Nugnu : 01134111

anwazLazrITAUINITIINISAIUAN @a1dun1sAUan n1sdRnIsATunIsAIUaN
nMsdeniadine mssnosinis N5INUYARS  AITTANITAUAT MsRasIA1 3513
duaiunisnnevesianisiudn wazn1sliuinisene 4 aaeetieszuunIsAIUANAIL
nsRuLazuuliNveINITAUANuaUAN

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.

01134351 mi?iamimsmmmqugsmms 3(3-0-6)

(Integrated Marketing Communication)
Nugnu : 01134111

nagnémsieansmsnsnanalagnislawan msdaadunisue msnelagyana
MsUsEEduius MIma1an1anss LaggULuUMsAoasiu saiienisuinandud
mwé’mwaﬂmwﬁuﬁhLLazwqaﬂﬁmmﬁ%a

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

Creating brand awareness, brand image and buying behavior.

01134353  A1SUIMIENANFUNUS 3(3-0-6)
(Customer Relationship Management)
Nugnu : 01134111
NITUIUNIINNNITAIAbUNTET NALENTUEAMSEERe1INUgNA1 N13dnaule
TUsunsumsnseanatiteadisaudrlonazanudusiuéinseninsesdnsuaznaia
swsfuilneuasdiidmldide  madnduladeiiielldnmuaniulngldnagnslasuls
NAENSNTINYIANAT N1smgnAlul uazn1shsgnAIngy
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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.

01134354  @Aauzn1svY 3(3-0-6)

(Salesmanship)
Nugnu : 01134111

VANHALNTEUIUNILAUDUIYFUAT nsvurunsinaulatedudasuilaa
msfnwmginssuvesiuilon  wdninivendienisydlate  Fnadidwaratimane
nsadrenndnuaziazAuatRvemnune Weiduwinnuwedd madanisiase
msassuywdduiusugnd ensidesdynnnistens

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.

01134355  N158QLEHINNITVIEY 3(3-0-6)
(Sales Promotion)
Nugn : 01134111
AUNUIY AAUFATY ’?G]qﬂizﬁﬂﬁﬂﬁﬂ'ﬂLa%mﬂﬂi%ﬁﬂﬁ@iﬂéuﬁﬂﬂﬂUHaN ey
wiinaune nsindedeatsiunisduaiunisuie madaduladennisduaiunisue
memaﬂﬁdx‘ﬁhami ﬁ%ummazﬁnaw MIARAUNITVIY NTEUINITAOAITNIING
Aan uazn1sANESINTIIeiiusEanS AN
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.

01134356  Mslawan 3(3-0-6)
(Advertising)
Nugnu : 01134111
UNUIM ANUEIAY ATRUINITHAZILIAMNAATDINTIAYAN N1TINDIANIT AT
lawan  ndnnsdavhesdusznevvessnilawan msdenmngdla  msidendelawan
NIFINHHUTUTIA - N15TIAYIUUTEIN NMsUseliukasinnanslasun  ngrueuas
35810590 MAgTRsUNslaman
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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 concerning with

advertising.

01134411  A159ANTISAITAAIN 3(3-0-6)

(Marketing Management)
Nugnu : 01134111

LNANNANNSTANIMINIRAIA Unu KA ivesiianisnismatn uleue
LAZNALNSVYBINITIANITATUNAAANI $1AT PRI NITAAINLALNITAUATUNITNAN
NITBATIN NITINWEY N1TAIVANKALNITINBIANS LuiliuveIn1sdansnainly
pUNAR TN Iy muasnsdfinwmanisnaia

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.

01134412  AISWIINIAINTITVIY 3(3-0-6)
(Sales Forecasting)
Nugnu : 01134111
NN g wagAUdIAYIBINITNEINTIN1T1Y allakayIsn1sneinsal
Uivmwuaﬂsﬁaua ﬂ’]i’)Lﬂﬁ’]”‘Vi‘UE’JﬂJaL“U\‘i‘UiﬂJ’]ﬂJLLa LSU\‘iﬂiMﬂTW ‘fj‘\WEJ‘V]lIEJ‘Vlﬁ‘WﬁGl’eJ
ﬂ’ﬂllﬂﬂ@]@ﬂLLﬂJ‘uEJ’]SU’eNﬂ’ﬁWEJ’]ﬂﬁﬂJ S’JZLI‘VIQﬂ?iﬂ’]ﬂ\la%@ﬂﬂ’ﬁ‘WEJ’]ﬂimﬂLULﬁuEJLLuuLW@USUU‘N
LAZWAILILHUNITAANR
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.

01134413  prseatakazn1sinaula 3(3-0-6)
(Marketing and Decision Making)
Nugnu : 01134111
ANuSuRareuveuIMIIMIeaIalumsdnaula Jygvimnanseana n1sdnuun
LarN13INEIAU vauaveInITandulaniinITratn nsidenisnisuAtyniuazisnis
dadula nrsfmusndninueiviamguiiionisiauinisdadulanianisnain a3
srdulafenanmMuAzIBTINg NTEUINNINITINLELLaENTARdUlanIINTaIe
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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.

01134421  m1sdamsiiienisdeeanuaziinda 3(3-0-6)

(Export-Import Management)
Nugnu : 01134111

nanwazn1sUfURlunisdseaniaziig novuny kazssidsuteviAy
nsgsvlydivaztaivunlunisdseanuasdngl IFULURLAZHTENNIIAULBNETS
ﬂﬂiﬁﬂﬁ@@ﬁ%@ﬂﬂﬂ WBNTANAANING ATUTIINUMD N1FUds N1SEITERY N1s
JANITLAZNITIAVUILNUTO SN UNASAUAIDDNLAZITT  RUIBITUTDINITITNITUAE
aontuenyuiiiesdesiunisdadus

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.

01134422  N15AAINUINNSG 3(3-0-6)
(Service Marketing)
fugu : 01134111
ANUATLAZVBULYAYRINAIAUSNIT NMITmUNUTEINN WeRnsSuElduINsdIu
Uszaunsnanvesduduinig lassaiaarmsiannanduiivsenaugsnadunns
usnsuasfinwgsiauinisianeeds
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.

01134423 mMsAaTAgsNagEIna 3(3-0-6)
(Business to Business Marketing)
Nugnu : 01134111

MENMSUALNOWHTINAINTZUIUNNT YB9NTHAINGINAGEIRD Devnededuduay

UINIINNTINALYAANNTTUANUUANAIBIRAINAUAIIUTIAANUAUATTIAD N3
'3meﬁwqaﬂﬁmﬁuaqmi%ﬂmaqﬁﬂsqﬁﬁa n1suusdiunatn Msnmvuad wanguag
NIFINUNUIAUANTIAD N1TINNUNAENTVBINITHAINTININITVNHHULATATUANEIY
Uszanmansnanngsne msdanisanuiuinveusedinuuedednssiatiianisnnsusy
WATNISANEUNITAAINGINT

EUERE A HTITE
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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.

01134431  NISWAILILAZDINLUUNANA U 3(3-0-6)

(Product Development and Design)
Nugnu : 01134111

ANUFUTUSSENINNITAAIN  NITEENKULLANISHARLTIENIT AL AL LEUD
HARANIIIERIN  NTEUIUMINRWINEASIN N1TAMUARIILABINITVBIGNAT N3
IfndannuAaiefundndus aotdnonssundndus n1seenuuulsgnaivngsy
waziiien1snan nsndndaeiidigaatn nsinmuLazNITUTEEUNS

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.

01134432  nagnssAl 3(3-0-6)

(Price Strategy)
Nugnu : 01134111

unRadunm nssdmsnsmenailiivssaviam. anudduasgmansluns
Fasim eudlangngsugndlumadana unumeesiunudenisiadulaiinaiuas
MTATIERMINaNsanensudstulunsvimlsnenisnane ﬂﬁﬁwmﬂawﬁ‘mi&?ﬂ
311 ﬂgumaﬁLﬁm%’mﬁUﬂaqwﬁ‘ﬂ’ﬁé]’jﬂi’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.

01134442  wanNN1IANTTARIEANE 3(3-0-6)
(Principles of Logistics Management)
Nugnu : 01134111
wdnnsuarnszuIuNnsasiadndiileatuayuingivnarduddniosy uun
ANUARaBTaRNdLUUNaNNaUlagtuAInTIUaedafndvdn  N13IAnTTnagnsasd
arndlugalan1finy
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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.

01134490  @wnaAnE 3(3-0-6)
(Cooperative Education)
nsufRnuludnsazninautiegi aulasinsilduteuning naonaunis
IRV TI9ULAZNITUAUD
On the job training as a temporary employee according to the assigned

project including report writing and presentation.

01134491  safeuisidenugiunianismann 3(3-0-6)
(Research Methods in Marketing)
fugu : 01134111
nanuazsedguisn1sideneniseain msmmvuatym n1993dluUide N3
fatmguszasduarauufistu nsfunusudeya msadauuudeuniy MieTegy
wagimudeya Msldaifdmiunside msWsusenuuasnsiauenanIsidy
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.

01134497  duuu 1
(Seminar)
nsdausuageduTemteniaulaniwmenseaialuszaulsygyns

Presentation and discussion on current interesting topics in marketing at the

bachelor’s degree level.

01134498  Usyniiey 3
(Special Problems)

a a = =

nMsAnAuATIMIINSRaInsEAUUSYaRs tavissuissadeuduneau

Study and research in marketing at the bachelor’s degree level and

compiled into written report

U5.U.(M3na1n) nangnsuTulse w.m.2555 18



