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anad 1. deyavialy

1. sWauasdendngns
SWavangns: 25501811101042

aMwilve:  ndngesuImsssiatadie  @1viinisnain

N9199NaY: Bachelor of Business Administration Program in Marketing

2.3eU3gqn

amwilve:  USmsgsiatadie (n15eane)
A9199NqY: Bachelor of Business Administration (Marketing)
dnwstaUsga: (Mwilne)  Us.u. (M5wain)

dnwstaUT: (Nw1dangw) B.B.A. (Marketing)
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UMINNRYALY
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6. Anudusiundngnsdunlaaeulunaz/nmeividuresandu
Tennilnaeuliiundngnsdu

Unaeusiedvlinunangnsuluniinivn dweludl

- VIAITIANIE NAUITIMAL 1 TVIAIUNITHAN
- VIATANIE NGUIMTNRNIY kaTIVITIENAIU N1TAA9
" WeldfuinAnwindngnsduiifesnisidonisouiviens wazindniden
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AUANUTIUIYLANIZVDIAULIVITU
2) MMV NN
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7. anudunusiumiigauniguen

negshakaranuysenaunsiiidusdlumsiaumvangss wagdanisfinwiiunangns

Tnedlduiinanudila (MOU) oA
a o = @ -4 &y o W
- U3t Bia ndinsa n3U 91

- USEm uvlav Bndnsa 910m
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nAN 2. U33In1sAnyn InQUIEAIR LATNAANDNISISUUIVRINANERS

1. Uswgmsfine nqussend uasnadnsnsiieuivemdngns
1.1 YfwgmsAnwnvesaniu

« o = A Y a — [y = a o = g v
nsdanisAnwionaliiadyeyr” e Usvginsfinwivesuminerasasiy 39linau

[y

dfgyiunsianisfinnasslminlaygnainnisen 3asien wasn1sufus

| o Y o

ALIUVRIANLUTMTEINT Ao YamufiSougUndiad “Aald vndu wazdauduy
AUsENaUNS”

AMEUINITTINANTUNITUALTANITANWIvOIMaNaRTUananTe1e 9 a1elausygn
MsfnmvesMANends wazgauiuresnmzindngn TaldndnnsdnnisnmsAnuniisjaadns
n13138u3 (Outcome-based education) Waunglseuliaug vinvy ANSTIN WazAnyuyly
Apdnuarmsuimsgsiauasiinnudssnguanigain Aneiveneg Tuanguimsgshadeny

a
eIy

1.2 YSsgmsfnwvemangns

o a

Usyu1n15A

o

NYIYOINENGATUTUITEING A19139IN130A1A AR FANTsAnwIlaeLty

=

Y a I ] v Y v a a s a a @) | ¥
AisududAgielvdunalerauiluagividnnanisaain 1Wudldsluanuinanseain

o

adelval warliauAnadeassAaunsauSumiiniusienisidsuwdamanalulad gaadvia

A1U13AUTMITIANITNWNTAIABENLAUTITN A38555U UazauTuRareusadiay Wludns
Usgnaudndnmnensmnaineenedaiy

1.3 TnquisasAveavingns

1) elidaudindauausalunisléinuennsdeats nsldlusunsuneufiames

N13ARIATIEN NswnUgmkaznisandulaluyafiva



2) leliludinanunsatsznovin@nmenismann Taganansadszyndanuinienis
U3M35309 warAmuimInIsnaInegvaivassAtuusunvesrnuduiusenounis wagliiisous
d
Tmiiiteususlifuaniunisalnain
3) ielvidndinannsaldiadosiionisdeansnisnann uazvinuzueAudlugUuuy
sanlauuas

Y 1 =

soulanlugafdvia egelimusuinvousonuLel Lazdny

2. wagwsnnsiSeu3 (PLOs)

3.1 maa"’ws‘mﬂ%uiﬁuawé’ﬂqm (Program Learning Outcomes: PLOs)

(1) HAEWENNTLTHUTVRINANGNS

PLOL TuwiAnn1susmsgsialumsvinumud mangvesnuegaianusuiageuse
VTN ATAUUSUNVDY ESG (Environment, Social, Governance)

PLO2 yhunugsiannouiuilmnenswmunfigidu (Sustainable Development Goals)
Tngldiaesilomanisuimsgsiaarielnl

PLO3 Amszvideyaansaume (Data Analytics) Dosdu uarlityanusehvs (Artificial
Intelligence) Tusugsna

PLO 4 Foansldegrammnzannmaniunvesy

PLO 5 Usggndminuinianisnainlun1siliguwauniinaineg19ainaasse

PLO 6 TdiAdpsilensdoansnisnanauuuysanmsiiteiirdsnguandndmanels

PLO 7  we@usmudemansdndmihewuveeladuazesuladiiuwnanesy lngly

WUIAANITAAIAAIVA LA

( PLO1 - PLO4 Hunadwdnisiseudsanvemnudnanstunnzuimsgsna )

(2) HaaWsNTTEUTvRmMIIAIvIANYIILY (General Education Lernging Outcomes)

v

wInerdvasulaiaumvdngasviiainanwnill InelinaenssunsnauIvanans

Y

= [ a

Anvimnaisialuidudfuiasey demdngasnunaisd@nviialudldSuniseydalagann
uvine1ds lnendngmsuimsgsiatadio awnivmseain liussydudundeaemdngnas Tu
yaneivAnvily uasinadwsniaFeudily (GELO) fell

1. A1143 (Knowledge)

GELO 1.1 anwnsauszgndanuidnduiiensmsedinludsauiiuaounas

GELO 1.2 anunsaussgndmnuimunisuimsinnsiieasdansduiiszneunis



2. vinwg (Skills)

GELO 2.1 TdiFoud amnsaumamanuilmishenueaiionsiSeuinasndin

GELO 2.2 #vinwelunisldimalulagiavialunisuais Aasiedt wastdiauedoya

GELO 2.3 annsadeanslaglinwsanguuaznwdulsignieavanzanivanunisal

3. 939533U (Ethics)

GELO 3.1 fimudedng fszidovite uazAniondia

GELO 3.2 uansnginssunisidunadiosi fanuiufinveusodsny

4. anwagyAAa (Character)

GELO 4.1 uanseeniseuiueniiiulasefdutazimsngiinandsnuuas tansssui
wAnAnay

GELO 4.2 YSusilyiununsilagunUasuasden o a1saumd wazinaluladnlva

GELO 4.3 fidnmnuduisznounis

(2) naanwsnsiseuseauluga (Module Learning Outcomes)

HaansNIsseussEauluga (Module Learning Outcomes) vasufazlunalunangns &

eazdunfralul

Jwwny  Uszneude Tugedviunuuasdu@n dail
Tuga BUS-1 Ualangsfa (Module BUS-1 General Business Foundation)

MLO1 Tganu3auuimsuszaunisalaulugsialanuasnannisaaiaiiown Uayvnuazsinaulaniy
eal o
dn1un1slnAmILe

=

MLO2 TuiinUayalufan1sliuinis nsuedun wasn1sanlaeg1agnaeinumannis

luga BUS-2 inalulagnisiTuuasni1suyd (Module BUS-2 Financial and Accounting

Technology)
MLO1 Tdndnieisugansiunisdnnisgsna ienidymuazindulaniuaniunisainnimvue

MLO2 uAlangienfiun1siueddng NMsamulunainyy kagn1sinniIsninIstu

Y aa a

MLO3 funaunEkulayanasssua slulaifyana a1dyariiiu a1dgsiaanie o1ns

9

wanud hazn1Eun 1978



Tuga BUS-3 Adwanstudweiutudmiugsia (Module BUS-3 (Digital Transformation for
Business)

MLO1 TlUsunsumauiiamesiaseviteyaasauna Jya1useivg uarn13nainadviaiive

Unauedeyauazilouwnugsiansunuesdusenauves Lean Canvas
Tuga BUS-4 an1muIndeun1egsna (Module Bus-4 Business Environment)

MLO1 Tdausingafiunisaniiunisuasiislgauniu nguunessna waen1sannsidanagns Tu

N13MNLTINagNSlanNanIuNI 0l

Tuga BUS-5 m3usgnaun1suasaudadiu (Module Bus-5 Entrepreneurship and
Sustainability)
MLO1 15ug519 lnglduwiAnuinnssuideoantuy vun ugiuidmunen1swauni §edu

(Sustainable Development Goals)
MLO2 vhadUTalewiiadeansluguiuy storytelling Ngaiun1sinn15eeadduyesgsna

laga BUS-6 Useaun1sal3vn8nn1auinisgsia (Module Bus-6 Cooperative Education and
Work Experiences)

MLO1 Ussgndnannis wudfn LagnssuIunIsusmsgsnalunsuifanusssuaniulsenaunis

Tuga MKT-1 winnssumsnanalugandia (Module MKT-1 Innovative Marketing in Digital Era)

MLO1 Uﬁﬂﬂ%éﬁﬂqiﬁhﬂﬂimﬁﬁ@u&ﬁﬂiiuﬂﬂiﬁaﬁ@fﬂiaWﬁqgﬁmaﬁﬂu88U38QﬂﬁUﬁaﬁﬁﬂuﬂﬂaQW§

e
TNLAUNTITNATN

MLO2 1911a0agn1590nkuULNNISAS AT INANA M LazN15A0a15 NS 19T INANN NI U

MLO3 MTATIgitayaiNeatiuauiNuN1sAaIn N1SMVUANAENSNITAAIALAZNNSLY

BANUNTIIFRATN

DYNASIETIA
qua MKT-2 nsdeasnisnanauuuleusa (Module MKT-2 Hybrid Marketing Communication)

MLO1 Fpsgvingiinssuduslaa Jadeseniisnsnasienssuiumsdndula dunnsdndula

FoUD4



anAnlugARavia

MLO2 v lawareankuUiieds 1 lem@s NN5aaa1snanalomkIuEe YNweanansnava way

na

' '
A4 aa v o v A

gnsn1snaIn e Iiad miudediausaulatl iieitntagnandming
MLO3  UszgndiaTesiledeansnisnain nslavan wagmsdaasunisuy iedeasidifgna

Wvsng

Tuga MKT-3 inaluladuasuinnisunisnain (Module MKT-3 Technology and Marketing
Innovation)
MLO1 ihlauarlfimelulagmsmanaiiietaglunsinnisdoyanismann Jinsizsideyanisnanauiie
nsiadula eauaunmsmeiasueeilatduazesulad
MLO2 THuunAansdnnisdemanismanaiilouszgndnisdnd minedudsiutemanaineewlay
wazeaulal
MLO3 ilamafianisuneeenlatuazesulall wagdssyndiiteflnunenaniasiniuunanefilunain
soulatuazungrugomnseelal
qua MKT-04 naqwﬁ'ﬂﬁma'mdm%'uﬁﬂsznaums Im@a (MKT-4 Marketing Strategy for Entrepreneur)
MLO1 wilavdnnisdamsuinnssumandnsiuaysnan waglszgnsvdnnisiitefmunnagns
WINNITUNENSUN ATHEAS NI WazT1A7
MLO2 wlauazUszensdudnnisdnnisnisaainmdygdiannseiing wazdminendnsiaeiiiu
unaseuLardedenuoaulat]
MLO3 AinsesinannuazUszgndnagnsnisnain msnaineg1sdsdu uaznanmdmnenguiogu
29918 waznga LGBTQ+ ilonausumsnaindniunisuseneunis
Tuga MKT-05 nagnsn1smainawisny (Specialized Marketing Strategies )
MLO 1 AmsgvinainuazUssendnagnsdiudseaunisnain Ismadngaatnsenisssmeuazaainlan
LAZNNTIANITNITNAINTENINUTENA Waznanlan
MLO 2 iilamannuinsuazdszendilorivuanagydnisnaindimivgsiauinig
LAZNITATLUTUAUTNNT
MLO3  Ainsgvinaziiilavdnnisdanisnanagsfauazgnamnssa e vuanagns
NINAINTINILALNANNTTY
Tuga MKT-06 n1smanuuy D2C (Direct to Consumer Marketing)
MLOT  whlandnnisuimsgnéndusius weluladiilennsdnnis iilensnaununagndnis

UImsgnAnduiusaianuduiusuagnnudng



MLO2  FnsekazUszgndiveimuanguidmanglunsdnnisnainmiemss Msaniuns na
gNENAINNINNTT N15LUaOUALIATEINDFDANTNITNAN

MLO3  ALASIENANINLINEUNITAUEN warUseenmianIRuANagnsnIsIANISHaInAIUaN

9 9

NN3ARANINIANALTIYIUINITHBNITAIUAN NMTUTMINANEUNUS Uazn15TANITUIANTTY
n15AUAN

| v o
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HduSINsANwIauIsainulsEnouadnlumiienuninesy wazn1aenyy sl
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§3RANITAN NTAWU YRFMNTIN WazA1AUINIT fesialull

- UNNITRAINUSNIS

LY

- UNNSRANRaINa

PLO1 PLO2 | PLO3 PLO4 | PLO5 | PLO6 | PLOTY
PLO

9N
HUsENOUNTS §3NvdILm v v v v |V v v
UNILNUNITHAN v v v v
fnusynduiusuasdoansnisnann v v v v
Wnue wazvreeeulal v v v v v v v
anTwluananisnann du 9

- 1UNYNIINAN
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NN 3. Iﬂi\iﬂi’l\lﬂaﬂ?‘!ﬂi YIS RUIYAN

1. 5EUUNSIANTSANY
1.1 s%UU

a ) ) ~ & a | ¢ & <
UNINYIBEELIUIANTAN YN TUSTUUNINIA Tnekusnainsanelunisleanludas
NMANSENYIUNR wiaznIAvziiszezIaINIsAnE liteendn 15 UMY wasyIniiuanag
wingndeeradaliiinsfinwningeSeunls
o a = 1 a Y o I~ 1 a a 6 1 dy
AsrUAUSUIUNSANEITBIAazs1e Trirua duniieinlnedinaeisalud
= a ) = = ) A Ao | v
- 3 MsAnwINIANgE] N13UTIEIE dUNU MSeNIssEUNITAUAN B BUNWIB WY T
An 1 luesedunnt wsalitesnin 15 97118 Aandan1ansAnwun@wingy 1 nuefs
- MsfnwIMAUfUR nsveees MsHn sen1sAnwniguin 1iea 2 89 3 Faluesie
FUAN viTemaus 30 D9 45 1l fendleni1AnNIsANYIUNEWNNY 1 M

1.2 msdnansAnwnaggeu

msfnwggfeu flszezansinulitesndt 6 dUawi uazdosdidilusSeuvossiay
neimsiuiomnisudestuialumeamsineilunanisineund

1.3 mafleuifgamheinlussuuning

Laidl
2. msedunsvangns

2.1 Ju-tatunisadiunsisunisdau

Tuianvinnig JUTUNS - W@ v8a1 8.30 U, - 16.30 W,
UYDNIAYINNIT JuUuns - Jwds a1 17.00 W - 21.00 u.
Jusfing 1387 8.30 W. — 21.00 wu.

AALSYUN 1 HOUAIAYN — HBUSUINAY
=~ ~ A &

ANAFEUN 2 LHOUNNTIAY — LADUNGUAIAY

MAgeseu  Wweulguieu — Weudmnay

2.2 SEUUNISANE

LAINYIFYINTEUUNITANILUUT UL O



2.3 msiigulaumiiein 598391 wagnisameilouBsutnuuniingay

2.3.1 madiguleunanisiseui

nsigulauranIsiew; e nsverigulouniieinvedseiuluseiugaufnm
Mnandunsfnwfinsensigaufdne Inermans Ideuazuiangsy wag dUnNUANENTINNTT
wva = a

F151wnswaseu (nu.) in1ssuses Winugnlinuaudfin@nwiveieulouniieisn Inetdusiy

Juduniaveansfinwilundnansumsgsnatadin a1wivin1snain dniivetauasny

232 msieuleu

maeuleuniiein 518397 wasn1samsdewssudiuumiverdadulyaussdeu

UM Ing1deagINIInIeN1sieulouaN warn1TilauniieinannsAnyIuensEUUkALLING
(=3 v (Y v ' =3

N13ANwINN8seIRelIgn1sAnwlussuu WA, 2552 wagUsEnIARMENTINAITUATIIUANT

gANANY SemanNae wardsiieulouniieds waskan1sAnwelusyauaaufny) w.a. 2565

Taseainamdngns 518390 waguaein
3.1 laseaiavdngns

Tumhginsunaeandngns 123 wihein

(1) mnmivAnwvhly 27 wihefin
(2) vuaivuany 90 whwein
2.1 Jwwnu 54 wiefin 6 luga
2.2 Aang 36 wienn
- NANIANANE 27 whegin 3 luga
G EITGRN 9 wiwdn  1luga
(3) mnmvudenias 6 wmiwin

3.2 578391 uacluga

[ [J

msivuaiaussiiviluvdngasuivsgsiavdin ddailim

" Amuesialuga



- fndNYI BUS vangie AEUINITIING
- fRENWs MKT wnghs a@1313vn1snain
- ARINRISNYT Munehe lauiiuluga

®  AMUUASHATIEITT : AITUAUIYVBITHNAA LAY 3 AILkSA

103 vinefls  nguivAnwivily

S 103-1xx vinefanguivn Mwiagnisdeans

S 103-2xx vanefangiin nsdsstinluanissuil 21

S 103-3xx vanefangiin nmsduifusznounsiiennudsdu
117 wnefls  ngadndAneialy

(dnnsiseunisaeudunwsingy)

130 QRN GHEL RGN

131 nned  nauIYINTUY

132 NEE  NRUIYINTRULAZNITAMU
133 VLAY NENIYINITAAN

135 wnedd  NguIvINIsInNIshagn1susENauns
135 MER  NRUIYINTIANTTIINITENINNUSEINA
*Fua 3 M mngis  eIfiueIn

1) nmdnAnyhly

1. MMumhenn  hidesnin 27 OPRnG

1 a 1 d o v Py 4 ) a &
2. ngaden 3 nau ewSsumunadnsnsiSeudvesneindnwiluuay

Y} ) a PV al a o v A I a o &
ﬂmaﬂwz'ﬂu'ﬂq?ﬂﬂqﬁﬂﬂ'\'ﬂ‘Uﬂ Iﬂﬂlli']ﬂ'?‘d']ﬂ\’ﬂﬂliﬂu 18 BN AU

. NAUNTYILAENTHRAS 6 avetdhl)
V. NAUNNIATITINLUANITTEN 21 6 mhehn
A, naun s duguszneunisiionudsbu 6 ivetdhid

ednden awnsaldenFeuainnguladla Snliesndn 9 wmiseia
3. 91891
3.1 nquAwILAENTADANS
3.1.1 Sy Widsusedvdelud 6 wienia

*103-111 mmé’mqwﬁugm 3 (2-2-5)



English Fundamentals
*1. thfnufifinaaeunmndnguaanasiiuminedosmunag ldunseniiu
5397 103-111 Mwdanguitugiu uandeudvn 103-112 msdeansamwdanguly
FAnUse1Iu war 103-113 MwdanguiiiensAnsndivinis
*2. thdnuilifinaaeudnnmundinguananasiiuninendesivueasieadeu

598391 103-111 Me18INguiugIu uay 103-112 n1sdeansniwisenguly

PinuseanTu
103-112 nsdeanInwdanguluTinusesiiu 3 (2-2-5)
English Communication in Everyday Life
103-113 ﬂ’]‘l‘:ﬂﬁqfﬂﬂi]HLﬁE]ﬂ’]iﬁﬂH’Wl']ﬁﬂﬂﬂ’]i 3 (2-2-5)

English for Academic Study
3.1.2 3y uden

103-121 awlneiiionsdeans 3 (2-2-5)
Thai Language for Communication

103-122 ﬂ’]UWiVIEJLﬁE]ﬂ’ﬁﬁ’]LﬁU@ 3 (2-2-5)
Thai Language for Presentation

103-123 ﬂWHWiﬂﬂLﬁ@ﬁgﬂi%ﬂ@Uﬂ’]i 3 (2-2-5)
Thai Language for Entrepreneurs

103-131 mMwdudfiensdoansludinyszsiiu 3 (2-2-5)
Chinese for Daily Communication

103-141 A uluTindsedriu 3 (2-2-5)
Daily Life Japanese

103-151 nsdgulAnmauiiunasdmsunnaAy 3 (2-2-5)
Computer Coding for Everyone

3.2 ngunseseTInlusmsseil 21

- v W L 4 - 1 A’ 1 -
3.2.1 3dedu  WiSeusredvnselul 6 e
103-201 TnweRIvad uSuAnISTYR 21 3 (2-2-5)
Digital Literacy for 21st Century

103-202 MylATzvdeyawaznsiseuiveuasednsilewy 3 (2-2-5)



3.2.2 den
103-203

103-204

103-205

103-206

103-207

103-208

103-209

103-210

103-211
5)

Introduction to Data Analyticss and Machine Learning

Anudunafiosludsrulnouazdmulan 3 (3-0-6)
Civic Literacy in Thai and Global Context

UYwEFIRUS AN SR UATNAIN 3 (3-0-6)
Human Relations and Personality Development

e luTFinuszaiu 3 (3-0-6)
Psychology in Daily Life

91T NMIAUAFUNTIN LAZN1TOBNANINEY 3 (2-2-5)
Diet, Health Care and Exercise

asadlutinuszdniu 3 (3-0-6)
Chemicals in Daily Life

AlnANIWazadFluTInUsEa1 Ty 3 (3-0-6)
Mathematics and Statistics in Daily Life
Rauvuazausdiiloauvdsn muisTin 3(3-0-
Art and Music Appreciation

Heulnauwaysmassdluaeny 3 (3-0-

Thai Appreciation and Unseen in Siam

loAy @115 karfausn1saiudim 3 (2-2-

Yoga, Meditation and Art of Living

1 v x| o
3.3 ﬂquﬂ'ﬁlﬂutdﬂi::’ﬂi)Uﬂ']ilwaﬂ‘J'mﬂ\‘lau

- v @ L 4 - 1 A’ 1 -
3.3.1 Ay WiSeusredvnselul 6 Wenn

103-301

Development

103-302
2-5)

'
@

nanUFveYIvaATYENINBLNE AN NSRRI NEIEY 3(3-0-
Sufficiency Economy Philosophy for Sustainable
N1398NWUUNIANIEAT I INNTIURALTIND LY 3(2-

Design Thinking for Creating Innovation and Startup



3.1.2 yuden

103-303
(3-0-6)

103-304
(2-2-5)

103-305
(3-0-6)

103-306
(2-2-5)

103-307
(2-2-5)

103-308
(2-2-5)

NISUIMINITRUDENIVIEYRAA

Smart Money Management

UalanyuvunaznsseuiHiufangsy

Community Explorer and Service Learning

'
Y

WAL ALY NDNITHAILING B

Green Technology for Sustainable Development

Buwmesilrvasasindazmalulagdniezdmsunnau

Internet of Things and Smart Technology for Everyone

PRINARBINITIRLNBANUE U

Living Lab for Campus Sustainability

A1SA1BANNLTIAS9ATIA

Creative Photography

_ Grl U 1 AU £ 4 U
3.4 nendneiill (@wiunguiteuidanaeunisasulagliniwdng)

3.4.1 I@J@a 1 aussauznI9n1Y (Language Competency)

117-402

117-402

117-403

ANYIBINGYIRVING
English for Academic Purposes
ABINGuTUES
Advanced English
v A a IS
NYIDINE WEWBIUITN

English for Professional Purposes

PUILAR

3 (2-2-5)

3 (2-2-5)

3(2-2-5)



NIUNANYIAULANIUNINAGBUAUNUTNALTTOUSNNNISING A TAAINI 183

AU 11U 3 VAR WNUNISISEUY T187Y0 117-402 NWI8INEUTIIBINTS (English

for Academic Purposes) laun

117-191

117-192

117-151

117-152

117-161

117-162

117-181

117-182

117-171

117-172

Mwlne 1

Thai Languagel

awlne 2

Thai Language2

MU 1
Chinese 1
AU 2
Chinese 2
AUy 1
Japanese 1
A 2
Japanese 2
AMWUNING 1
Korean 1
AMEUNNR 2
Korean 2
AreelSaad 1
French 1
Al Saed 2

French 2

3 (2-2-5)

3 (2-2-5)

3 (2-2-5)

3 (2-2-5)

3 (2-2-5)

3 (2-2-5)

3 (2-2-5)

3 (2-2-5)

3(2-2-5)

3(2-2-5)



117-305 n1waly 1 3 (2-2-5)

Spanish 1
117-306  aw1dilu 2 3 (2-2-5)
Spanish 2
3.4.2 lupa 2 aussaunenavia (Digital Literacy) 9 wein
117-501  vinwgmsldmrauiiumesdmiunmsiseuinasntiin 3 (3-0-6)

Computer Skills for Independent Lifelong Learning

117-502  msUseiiiuadesiionda 3 (3-0-6)
Evaluation of Digital Tools

117-403  msinTeiteyauas Uy 1useiivg 3 (2-2-5)
Data Analytics and Artificial Intelligence

3.4.3 Tuga 3 Arndugiusznouns uianssu wasa Ny 9  wihein
(Entrepreneurship, Innovation and Sustainablity Literacy)

117-601  nsSuduauiluwazaude 3 (3-0-6)
Dream and Idea Generation

117-602  nsAndeeenuuuLazNagnsAgaEy 3 (3-0-6)
Design Thinking and Sustainable Strategy

117-603  urudalunagsnakazn1suImsiasanistugafndva 3 (3-0-6)
Business Model Canvas and Project Management

(2 wnaviawie 90 wuwn

Jwwny 6 luga 54 wmhedn  WiSeungivlulugasielull

luga BUS-1 Walangsnia (General Business Foundation) 9  wefin Usznause

(%
o

131-106  N15URTVUAU 3(3-0-6)

(Principles of Accounting)



135-101  msudmsUszaunsalauiitegsialan 3(3-0-6)

(Human Experience Management for Global Business)

133-202  #aNN15AA9 3(3-0-6)

(Principles of Marketing)

Tuga BUS-2 malulagn1sRuuazmsugy® (Financial and Accounting Technology)
9 vhein Usenaude
132-203  n1sRugInakavnsawulunaianu 3(3-0-6)
(Corporate Finance and Capital Market Investment)
130-104 mswgmam%l,ﬁamﬁmmiﬁﬁ% 3(3-0-6)
(Economics for Business Management)
130-303 N13A1E9INT 3(3-0-6)

(Taxation)

Tuga Bus-3 Adviansdnawdudmivgsia
(Digital Transformation for Business) 9  whefin Usznausae

o

130-218  @da n1sinsedeyawazyauseivgdmiugsia 3(3-0-6)
(Statistics, Data Analytics and Al for Business)

133-203  NIRAAFIVALAZNNTATIUKUNINTDYA 3(3-0-6)
(Digital Marketing and Data Visualization)

134-304  n1susmslasinislugaRasia 3(3-0-6)

(Project Management in Digital Agein Digital age)

Tuga BUS-4 80 muInaoam19gsna (Business Environment)

9 Wi Ussnaumle

130-108  MsALHUNULAZN1TIANITILERUNIY 3(3-0-6)
(Operations and Supply Chain Management)

130-302  nfMuNE5sNa 3(3-0-6)
(Business Law)

130-405 MSIANSBINAENS 3(3-0-6)

(Strategic Management)



Tuga BUS-5 msUsznaumsuasamiaiiu (Entrepreneurship and Sustainability)

9  wiefn Usznoumie

130-208  N15UTZTNAUNITHAZUIANTTY 3(3-0-6)
(Entrepreneurship and Innovation)
130-310  n1swEn3eq ﬂ’]iga’miﬁqiﬁﬁ] WAZNITHATINADTDY 3(3-0-6)
(Storytelling, Business Communication and Negotiation)
130-311  nsdanisiiennudadiu 3(3-0-6)
(Management for Sustainability)
Tuga BUS-6 Uszaun1salign¥wnauimsgsia 9 wmhefin Uszneuse
(Cooperative Education and Work Experiences
130-309  NIFANYUANIEAUNINNITUTNTTING 3(3-0-6)
(Special Topics in Business Administration)
39 [REUTIEIY 133-309 N1ILN1THAN
130-490 w3zuanfafinen (Cooperative Education Preparation) 1(1-0-2)
130-491  annafnwn (Cooperative Education) 5(0-30-0)
Jwuawiy 4 luga 36 mein  Ussneude
nEITIANANY 3 luga 27 wiwin
ndiRvANden 9 whefin
1) ngaivdmianis 3 luga 27 mhwin

Tuga MKT-1 uinnssumsnanalugandva

(Innovative Marketing in Digital Era) 9

133-301  N1FIANITUINNTINNITAGIA

(Innovative Marketing Management)

133-413  N159AN1IATINERAIILND AT
(Brand Management for Sustainability)
133-416 ms’ml,l,mumimmﬂLLazmﬁLﬂi’]zﬁ%’aga

(Marketing Planning and Data Analysis)

iein Usenausme

3(3-0-6)

3(3-0-6)

3(3-0-6)



Tuga MKT-2 msfaasnmsnanauuuleuin 9 wmhein Usznaume
(Hybrid Marketing Communication)

133-302  woAnssuguslaalugadava 3(3-0-6)
(Consumer Behavior in Digital Era)

133-421  nseanalilemuaslgdeaiing 3(3-0-6)
(Content Marketing and Social Media)

133311 nnsdeansmsnann lawanuavdanasunisung 3(3-0-6)
Marketing Communication, Advertising and Sale Promotion)
Tuga MKT-3 wiAlulaguasuinnssunsnaia
(Technology and Marketing Innovation) 9  whefa Ussneudas
133-422  wAlLlAEN9NITNAIALAZNNTIATIENTBLANITNAN 3(3-0-6)

(Marketing Technology and Marketing Data Analysis)

133-308  N15ANITUDINNITAAIN 3(3-0-6)
(Marketing Channels Management)
133-423 nagnsnisugluganavia 3(3-0-6)

(Sales Strategy in Digital Age)

2) nguAnIwiden 1 luga 9  wihenn

Tidendsunsivlulugareluil wieselndmiendu q vewmdngns uieseiuly
vanawzvemdngnsdulumminendoasy /antunsinududldsunnuiiuseuainudngns
luga MKT-4 nagnsnisaaindmiugussneunis

(Marketing Strategy for Entrepreneur) 9 wihein Usznoume
133-404  WIRNTIUNTINNITNANS ULALIIAY 3(3-0-6)

(Product and Price Innovative Management)



133-424 n13aIaWIaIsdBannIalingd
(E = commerce Marketing )
133-418  MINAIREMSULUTENBUNS

(Entrepreneurial Marketing)

3(3-0-6)

3 (3-0-6)

Tuga MKT-5 nagnsn1snaInawisnne (Specialized Marketing Strategies )

133-310 M199aIRIzINUTEmeALazNIsRaInalan

(International and Global Marketing)
133-405 A13AAINUIAITUAYNITATILUTUAUIAS

(Service Marketing and Service Branding)
133-419 ASARIATINILALDAFINNTIH

(Business and Industrial Marketing )
Tuga MKT-6 msdanisnaiauuy D2C

(Direct to Consumer Marketing)

133-425  MIUIMITNUGNAIFURUS

(Customer Relationship Management)
133-406 N1IAANANNATY

(Direct Marketing)

133-410  n139ANIIRaINAIUaN

(Retail Marketing Management)

9 Min Usenaume

3 (3-0-6)

3 (3-0-6)

3 (3-0-6)

9 wilefia Usenaunie

3(3-0-6)

3 (3-0-6)

3 (3-0-6)
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*103-111 AWSanguitlgy 3(2-2-5)

English Fundamentals

oY
[y

n1seutaAuiduLazdng n1sAnldAdniwazduunugiulunisaunu ey
Auuzdl Anudiladeyatulavan WUswns waglustas nsainduasysslensgeingluanudesy ns
psUgAUEarTInUsEd iU NMs@sudennudusg mslnaneeulal n1siidiusimedrwdedulunisau

waraaUAInNY Nsidusinlunsaununluiidenluduteu

Reading short and simple texts; practicing basic vocabulary and expressions in
conversations; following instructions; comprehension of information in advertisements, programs,
and brochures; creating simple phrases and sentences in written work; describing oneself and
one's daily life; writing short texts; making online posts; active participation in asking and answering

questions; engaging in conversations on non-complex topics.
103-112 nsdeasnmmdinguludinuszsiiu 3(2-2-5)

English Communication in Everyday Life

s o

msdeansegraiulaluaaunsaiidvualy msuaneuanufniu Msauwazaeu
° v v aw g ] o A Y o a o a
maluidenauing nsildusilunsaunuiinetdesiuauaulawazaivindn nmsesuiguay
P9 NTARATAUKDU LU N1TYDANUTIBWED NTtaueuy Lagn1TUJURA wAwuzdl n15ideu

IvnelAnaUianIS@eas Msttknanasuaaulatiilan1s@eans

Confident communication in predetermined situations; opinion exchange; asking
and answering questions on familiar topics; engagement in conversations related to interests and
professional field; giving explanations and clarifications; communication with others (e.g., asking
for help, making suggestions, and following instructions); writing correspondence for

communication; utilization of online platforms for communication.



103-113 ﬂ'ltné’aﬂqmﬁamsﬁm:nma'i‘mmi 3(2-2-5)
English for Academic Study

N1SENTIN¥EN1IINGENY 4 ANULINBNITANYININIYTINIG N1THILAEADUAINY
7119391015 ASUEUBA8UINLUAT NTHAIUIANNLDT LA LUNNTE1ULAL YT NwEN1SE U E 19l

s mdnilazlassaisuseleanldlunslsunisnnis NlsugontnussLanage

Practice in four English skills for academic study; listening and responding to
academic questions; oral presentation; improvement of reading comprehension and critical

reading skills; academic vocabulary and sentence structures used in academic writing; writing
different types of paragraphs.

103-114 awdingquitenisiiausuuuileandn 3(2-2-5)

English for Professional Presentation

wannsyn Madenlddn Ustloa Audeuuazdiuru msyaluaaiunisalsing
NSEnIANARTIULAENSIEUOITTIvINS NsENENINgINa NMsduNwalu

Principles of speaking; selection of words, sentences, conjunctions, and
expressions; speaking in various situations; discussion and academic presentation, business
presentation; job interview.

103-121 awlneitenisdeans 3(2-2-5)
Thai Language for Communication

M lingiienisaeansluaniunisalaneg ndnnistdniwdeansngnaesianissu
1 [y < a 3 dl' d‘ =) 1 1 aAa
a1suazdians n13TuUTEIAULAENNTIATIEAN5AINIT 0N HanrS oaueg el T e I UUAY

YnauaanuAanunsuansleulugusuunvingadldegndiused@nsam

Thai language for communication in various situations; principles of using the
correct language to communicate, both receiving and sending messages; summarizing and
analyzing messages from listening or reading and presenting ideas through effective speaking

or writing in proper form.
103-122 mwilneiensiiaue 3(2-2-5)

Thai Language for Presentation



nsldnwinediawedeyaluaniunisalsingg 919 mMsinauedeyan1aivinig
nsdauedeyani1gIng N1swanAuAniiy Jiasieiuaziansal nsunavedeyaniaiiy

oA A = v A 1 a a a I ¢ 1 =
UIUBOD ﬂ']iLa@ﬂIGUGU@QW']Qﬂ'ﬁﬁ@ﬁ'ﬁ@fﬂ\u'ﬂﬂq%aﬂLLaSmﬂigﬁ‘ﬂﬁﬂqwLﬂUUigiﬂsﬁum@ﬂqiﬂﬂU']LLa3

ANSN9U

Using Thai language to present information in various situations such as
academic presentation; business presentation; expressing opinion, analysis and criticism;
presentation reliable information by using the right and effective communication channel

for learning and work.
103-123 n'nm‘lwmﬁae}fdssnaun’ﬁ 3(2-2-5)
Thai Language for Entrepreneurs

M bnei an1sviiauluaniulsenaunis inwen158 0a1snw bned i
Uszansnmnazadusonisvinaulusednssianisis N13YA N1381Y WATNITIREU N1TIAYN

NaNsNTUTEYNMIBLeNa1s gD UN1SYINNUY

Thai language for work; effective and essential Thai language communication
skills for working in the organization, including listening, speaking, reading and writing,

writing meeting minutes or work-related documents.
103-131 aMwduiensdeansluiinusysriu 3(2-2-5)
Chinese for Daily Communication

n13AnINweile wa 81U warlleu 35n1seudndnyIn1saentdesiuduy Pinyin
Mwunansiignaes lassasishiensal Adwiuseuna 150-300 A1 wazdwiuiugiunldly
FInUsednTu unaunuduiugu ki nsueaunuinme niskugdinues nsduaznsly

FILAULEAIIIUIU NITARUANADNUNLAZATLAUITIANIE A1TUDALIAT LAZNISUBNTDEIVDS

Practicing listening, speaking, reading and writing skills; how to read the
correct pinyin phonetic transcription of Mandarin Chinese Pinyin; srammatical structures;
vocabulary of about 150-300 words and basic expressions used in daily life, basic
conversations, including greetings; introducing yourself to others; counting and numbers;

inquiring about places and directions, telling time, and telling names of things.



103-141 amduludinusdriu 3(2-2-5)
Daily Life Japanese

ANFINY @1UIU TRIUSTIY WALV NwLluN1SERE1T NNTANAIDNULALNITABUDENY

du unaunwegedhsluseauid wasussluadualauiuivenannsayussendldlutinusedniu

Vocabulary, expressions, culture and communication skills; asking and
answering short questions; easy conversations/dialogues in short phrases and sentences with

emphasis on daily life topics.
103-151 madeulAnaeuiaimefdmiuynau 3(2-2-5)

Computer Coding for Everyone

¥
Y A

= v A A A a
mmg‘wugmﬂ’ﬁw EJUIUiLLﬂilI@'JEJﬂ']H{LWSQU Lﬂﬁaﬂﬂ@ﬂImUﬂqﬁLsﬂEJUIUiLLﬂi@Jﬂ'TH'{LW

sou vilavasdayaiaziinls MIsudeyatiuazn1shananadns nsldnudidmiadon nmsly

NuAmArUgU Mmyasilanidy miliesgideyanasnisiiauedeys

Basic knowledge of programming with Python; IDE tools; data types and variables;
simple input and output; selection statement usage; looping statement usage; function

definition; data collection and presentation.

! o A
NEUN1SAN ST INTuAemITEN 21
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103-201 nusAdadwmsuAnisTei 21 3(2-2-5)
Digital Literacy for 21°*' Century

nstimalulagadiaiion1sduAuaisauind n1sdeals kazn1534119unIg

A v Aaa v [ < | aa v v Y a
Waguuwlasinunaluladddia vannsmsilunailedidna anulasadumuansaung 3385558
wazngvseieates nsdwnalulagunldiionisinnisadelml n1sieseinasduasig v

Y

ANSAUWA NNSIWYUTIBNU NISLADNLATDIDRNANEINAABIAUNITINULND I AAUTEANT AN

Utilizing digital technology for searching information, commmunication and
keeping up with digital transformation; digital citizenship principles, information security,
ethics and laws involved; applying digital technology for modern management; information

analysis and synthesis; report writing; selecting a collaborative digital tool for efficiency.



a 1% 1Y) 4 o L v
103-202 maseidoyauaznisiouiveaeiednsilecdiu 3(2-2-5)

Introduction to Data Analyticss and Machine Learning

¥
1

WUFIWVBINTVINUSAIULR N1TIIATIERToyauRANITITIUIVBUATOI LU 11T
FIUTIWTOYA NITTYLMAIURLA N15INANNAZDINTRYA N1TIATIEN N1TFeasUayaLiednn Y
Y ¢ 4 A L9 v v a = v A o o A
mslduaruaia nMsuansnmiiiaiiuyarliiunsdnduls n1siseuiveaniedng inTeddenieq
warn13UsEyndly n1seduTganiun1TalafavesnisiieusiaTells v3ef1981998901504

UyayseRvgiandn

Introduction to fundamentals of automation; Data Analyticss and machine
learning such as gathering data, identifying data sources; cleaning data; analyzing and
communicating insights with the use of visualizations dashboard to add value to decision
making; machine learning; various tools and applications; discussion on real-world scenarios

of machine learning or examples of generative artificial intelligence applications.
103-203 anudunadiosludirulneuazdeaulan 3(3-0-6)
Civic Literacy in Thai and Global Context

AN NNNTAINIINITEEY 1ATEgAY AN waz TRUSIINTEINAUUTTINARINY UsTLiu
Yymmaieludiaulan Yssmalngludsaulan amumainaIen1eTnusIsuLagAIzuIUNIINI
awAniiduaina miusulaveusodany msiuiiivesmaiiewazsuinvousredennlunis
AofuN1INIsn AnuduRusIzrisaudunadiosivanugnisiauvessawanigldnguung
TudinUszdrTunagninmannavesdsaudszansulag unumuaswihiivesyaaalugiugnaiiiosing

=1
wazwaLilaatan

Political, economic, social and cultural circumstances of various groups of
countries; contemporary issues of the global society; Thailand in the world society; cultural
diversity and global mindset; social responsibility; civic engagement and social responsibility
against corruption; relationship between citizenship and developmental status of a country
under laws in daily life and international rules of democratic societies; roles and duties of

individual as a Thai and global citizen.



103-204 uysedniusuasnsiaypdnam 3(3-0-6)
Human Relations and Personality Development

N9a59MNENTLSIENINUARE NMTFINAULINAZH DY LESHASNITIILALAT
Tupwes Awuadwanglunisseunsinaulaznsiuadnamilvagay @aun5arienusuiu
Hould

Interpersonal relationship building; knowing oneself and others; enhancing

self-esteem; goal setting for learning and working; appropriate personality and collaborating

with others.

103-205 e ludInuseaniu 3(3-
0-6)

Psychology in Daily Life

LWIRAIRINENEAATY Wauun1sied1ag n133ug n1339la yadnamuazaIy

(4

LANANNTENINYAAR ATIUVAINNANENIUNA BNTNANIFIALLATNEANTTUNGHIAN N1FIATIE

v w6 1 v v

Uduniusseninauana ANUALTLSNA NMsdansauesen anuinunanadnuazn1siidn

Major psychological perspectives; human development; perception;
motivation; personality and individual differences; gender diversity; social influences and
social behaviors; transactional analysis; healthy relationship; stress management; mental

disorders and therapies.
103-206 2T MIPUAFVNN WazN15eeNMNINTY 3(2-2-5)
Diet, Health Care and Exercise

guNNIEA1usNTe Inla 915wl wasdiey omnsuaglavwins n1sUesiunaznis
U1UalsAn801115 ANNUasAAYUR99I91T aantATuInig Naadugd@IueIIsazn1sidanly
N1500NANRINIULNDLESTNASTINENTTANINTYDITINNY HAVDINITOONA1GINeN TR TZUUR199 LU

'
aa o I~

F1NY WIANTINDWNTLNOFUN N Uazmalulagdviaiiioniseeaniidanie

Physical, mental, emotional and social well-being; diet and nutrition;

nutrition for prevention and therapy; food safety; nutrition labels; dietary supplement



products and selection; exercise for physical fitness; benefits of exercise on various body

systems; digital technology for exercise.
103207  answadlludIausedniu 3(3-0-6)
Chemicals in Daily Life

ansieiinldlutinUsedniu esdusenourasasiall a1siailuselnsITNYIAkaLas
FATINNN 80N UTINUTEIIIN WIUazATRIRN aNSUTINATDINIT ANUVNNY UTsnniay
asUsEneuveATesdIoN Anuving Ussinnuazautivesansvianuaretn mytdesiunaznis

WAN®INATHAL]

Chemicals in daily life; chemical components; natural and synthetic
chemicals; water and beverages; food additives; definition, types, and chemical components
of cosmetics; definition, types and properties of cleaning agents; prevention and

detoxification.
103-207 AdinANIwazaRluTInUsEdiy 3(3-0-6)

Mathematics and Statistics in Daily Life

[

a % aa A v A o aa o o v v a
AdinANsuazadfiUaiu e luldludinusedniu Ingldausises Lsvinadn

U

dngdu Seuay ity anuiilesdufedduadd nsiusivsindeya nmsiwszideyareads

WUUUTTENY AanuUiazidudunisdndulasgadne

Mathematics and basic Statistics in daily life; Geometry; Ratio, Percent,
Function; basic knowledge of statistics; data collection, descriptive statistics, basic

probability for decision making.

103-208 Aauzuasaurditoquviunmuviedin 3(3-0-6)
Art and Music Appreciation

AU g uaunieaus AavrlusduvuvesaniUnenssy 9asnssy
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Usgdunssy wgfad uazaienedal gaadudiagvesdaly usetumalailomdwmanudaly

AN usludaUy nsUszunuAmMINgUYSYE Anudiussenindaly aund AuTin Aaslu



aa o w ! a 1 [ a = a 14
FINUTLINIU LLaz@mmmmmﬂumumﬂsLmJuqma 9 1‘1@’]1«!3LU‘ULﬂi@QM@QiﬂﬂQQGﬂQLL@S?ITN

FuUNTEN N TINvRIYYE

Aesthetic knowledge; art in the form of architecture, painting, sculpture,
dances and music; art in major eras; inspiration behind pieces of arts; art appreciation;
aesthetic evaluation; relationship between art, music and life; art in daily life; the value of

art as a tool to sustain the human mind.
103-210 feulneuasomssdluasny 3(3-0-6)
Thai Appreciation and Unseen in Siam

a [ = = [ 4 <y a
AAULLATIRUTTIN VUUTTIULUIUUTZLNE L@ﬂaﬂ‘lﬂmﬂ’é’]MLUubLVlEl HINONINHU
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Tyayfiaauduazinniagila afinude A1lley F0T30 WUImMINTEYSNY  FUNOALATINELNS
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Anudulne

Thai art and culture; custom and traditions; identity of Thainess; admirable
and valuable intellectual heritages; beliefs; values; ways of life; conservation, inheritance

and dissemination of Thainess.
103-211 loag du1s wasRausnisaiiuin 3(2-2-5)

Yoga, Meditation and Art of Living

(% v
[

mstinleaztuiiuguilewaunguammeuazdnladia Usslevdvessinlens
loagonaurUszaneng o nsweuratslunsinlosy nswssuanuniauvesssnglunsinleay
TomsufiRuaztemsseislumsiinlons Usangiuy msiinaudiieloay vitildlunistsauns
Aaurmarseiin ldun meaenans uazmsairsanuaugadliiudinietlugnslidinednad
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Fundamental yoga for developing healthy body and mind; benefits of yoga
practicing; categories of yoga asanas; relaxation for yoga practicing; body preparation before
yoga practicing; recommendations and precautions for yoga practicing; pranayama;
meditation for yoga; meditation asana; art of living such as moderate practice and life

balance for happy living.
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103-301 vinufugveumsughanaifioaionswanniidedu 3(3-0-6)
Sufficiency Economy Philosophy for Sustainable Development

NANNITUUIANLAZANNEAYVBIUTTYIVDATHFRINOLNEY NENNISLUBIAUNIA
LATHFANILALAITITIUNIINITRY ANuTaulesseninalTvgveaasugianewiesiuns
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Principles and significance of the Sufficiency Economy Philosophy (SEP); basic
principles of economics and financial literacy; relationship between SEP, sustainable
development (SD), and sustainable development goals (SDGs); application of SEP for SDGs
for living in contemporary society and for innovating social enterprises by using project-
based learning and case study as well as applying the concept of Circular Economy for SD

in economic, social-cultural, and environmental dimensions.
a_ o Y] ) a '
103-302 nseRnkUUNISARINeas U InnssILasgshalnl 3(2-2-5)
Design Thinking for Creating Innovation and Startup

mia%ﬂqLLiﬂﬂ’umﬂaialﬁQL?suLﬂuui’mﬂiLLazrggﬂizﬂaUﬂ’li LUIAM NTEUIUNITHAY
Vinwen1seeniuuwInnssudukuULiioasegsnalu Rnujuinmsnuduseneunsuagtiiiauoiu

dialduinilalrdnamuianssiunu

Inspiring learners to be innovators and entrepreneurs; concepts, process, and
skills of design thinking for creating innovation prototype for startup; meeting entrepreneurs

and pitching.



103-303 ATUIMITNITRUDENYIYRAN 3(3-0-6)

Smart Money Management
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NsRUAUTINUsEATY @nSuasvti Wmuen1sty nsusmsnIstuduyaag

v a A
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mMaduiuszneuns nsUsmMsNesANIsamY Mamseuiinewnden wardasnmmianstu

Finance and daily life; right and duty; financial goal; personal financial
management; financial innovation; international and domestic investments; insurance; loan;
tax planning; entrepreneurship; management of investment port; preparation for retirement

and financial independence.
103-304 WUalanguwunasnisiseuiiiuianssuy 3(2-2-5)

Community Explorer and Service Learning
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MsBeuiifeivitiguey Menyigruiiedumussfiulyviazuuimanis
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Fagulummssun 21

Learning on community context; community analysis to identify issues and
development approaches using collaborative community based approach among learners
and community members; techniques and enhanced skills in approaching community
engagements, community participation, social and life skills, communication; service learning
development and project implementation for preparing to be community researcher and

1ST

developer in variety dimensions of sustainable community development in the 21°" century.
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103-305 wealuladdidvfteniswmuidedu 3(3-0-6)

Green Technology for Sustainable Development
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Economic model for sustainable development (BCG Economy Model);
Sustainable Developments Goals (SDGs); green chemistry; chemistry in everyday life; life
cycle assessment; carbon footprint; green manufacturing and productivity; environmental
management system; clean technology and managing environmental impacts with modern

technology as well as environmental laboratory practices and study visits.
103-306 sumefilnvesaswdasmaluladseadozdmiuynay 3(2-2-5)
Internet of Things and Smart Technology for Everyone
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Fundamentals of loT technologies and ecosystems; smart appliances
examples; practice in using a smartphone in order to control smart home electrical devices;
measuring pm2.5; controlling smart farming devices; integration of smart technologies into
everyday life such as intrusion detection through IP surveillance cameras; practice
configuring an IP surveillance camera and notifying the intrusion via the Internet; discussion

on current smart technology application cases.
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Living Lab for Campus Sustainability
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Principle of living lab and its application for solving problems or improving
buildings and environment in the university campus for sustainability; building an innovative
scalable model for the effective project-based implementation and knowledge transfer;
Project Management in Digital Ageemphasized on designing and developing buildings for

sustainably energy saving.
103-308 ASENNNIBIE5 19855 3(2-2-5)
Creative Photography
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Practical learning by applying photographic theory concepts to convey
meaning; performing photography and creatively producing different types of photographic
works as desired, including selecting images to be used in communication design work
according to the planned creative concept in an appropriate manner, such as using
photographs for communication through online media, using photographs for business

communication.
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117-401  AWSINHYMNIYINTG 3 (2-2-5)
English for Academic Purposes
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Practice in four English skills for college studying; craft elements of English

including note-taking during lectures, class discussion and speaking skills about more
complicated topics using discussion strategies; writing different types of paragraph;
listening and responding to detailed questions; practice using native-like English in proper
cultural context and academic skills such as time management, academic integrity and

collaborative learning.
Students background level: IELTS 5.0 (or equivalent)
Expected level: IELTS 5.5 (or equivalent)

Note: Students are eligible to exempt this course with minimum IELTS 5.0 (or

equivalent)
117-402 mmé’qnqwzuqa 3 (2-2-5)
Advanced English

ANinwen s uaiivInis nsuiauslutusey N8 ukasnIsAAIY

YDAIUNI

Insivainatesauvansigmdniianizluanuiiteu nsinAnegsilan s e
wanUBAdnngmeUnamselugdiuunslisy Msaunuilangauaganaelag?

& a ) Ao v £
LLa%LUUﬁ'ﬁ'ﬁNGmC‘]I@ aiﬁﬂiﬂaﬁﬂﬂﬂﬂwﬁm%U%aum’] YU



Practice in English skills for academic purposes; classroom presentation;

reading

and interpreting a range of academic texts including jargon in the field of study; practice
in critical thinking to express viewpoints orally or in written form; fluent and

spontaneous verbal interaction with more complicated structures.

Students background level: IELTS 5.5 (or equivalent) /Passed English for Academic

Purposes

Expected level: IELTS 6.0 (or equivalent)

117-003  awdinguiileIvidn 3 (2-2-5)
English for Professional Purposes
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Uses of English for professional purposes such as essay writing, report

writing,

letter and email writing; writing research paper steps and methodology; application of

critical thinking and problem-solving skills; professional presentation.
Students background level: IELTS 5.5 (or equivalent) / Passed
Advanced English course

Expected level: 6.0 (or equivalent)

m‘méu‘] (Other Languages)

117191  awlne 1 3 (2-2-5)
Thai Language 1
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Introduction to Thai sounds system; useful Thai words and sentences; basic

Thai

grammar; Thai conversations in various situations in everyday life; special tips for

common Thai language use; Thai culture; practice in Thai listening and speaking skills.

Students backeround level: New-user / Beginner

Expected level: Basic

117192  ;mwilne 2 3 (2-2-5)
Thai Language 2
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Practice in Thai language skills through songs; analysis of Thai language use in
Thai songs; discussions of cultural aspects and social values reflected in songs.
Students backeround level: Basic / Passed Thai Language 1 or get approval from lecturer
Expected level: Elementary to Intermediate
117-161  mwdidu 1 3(2-2-5)
Japanese 1
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Practice listening and speaking basic Japanese language; pronunciation; basic
structures for oral comprehension and vocabulary; practice reading simple sentences and

‘Hiragana’ and ‘Katakana’ writing in those structures and basic ‘Kanji’.



117-181  AwwAvA 1 3(2-2-5)

Korean 1
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Practice in Korean pronunciation, basic lexical items used in daily life or

Korean culture in order to develop communication skills; 800 basic daily life vocabulary.

Students background level: New-user

Expected level: TOPIK | - L.1

117-162  awdju 2 3(2-2-5)

Japanese 2

v  § w v a o

lassasiaussleaiugiunnwidyu Ardnn dnusAuduagdruiuadnin bl

v o

AUTLATUINUIL 900 AN HNTINWEANSTHILAENISNALADSIEIIUTDLA HNN1TEULALLIIUTDAINL
U Y

D

Nee

U
Basic Japanese sentence structures, vocabulary; kanji and 900 expressions

and common words in daily use; practice listening and speaking skills for reporting

117-182 A1 WNIUE 2 3(2-2-5)

Korean 2
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Practice in Korean basic grammatical structures in order to develop
communication skills including listening, speaking, reading, and writing; practice using the
Korean language for daily-life and communication in both formal and in formal situations;

patterns of more complex sentence; 1,500 basic daily life vocabulary
Students backeground level: TOPIK | - L.1

Expected level: TOPIK | - L.2



117-171  mwSaea 1 3(2-2-5)
French 1
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Practice French listening, speaking, reading and writing in contexts and
settings relating to communication for information exchange and inquiry with a focus on

interaction with others.

Students backeround level: New-user
Expected level: DELF A1
117-172  awntiaea 2 3(2-2-5)

French 2
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Practice French listening, speaking, reading and writing for communication
and exchange of information and ideas; expressing feelings in contexts and settings relating

to daily life with a focus on fluent and natural communication.

Students backeground level: DELF A1
Expected level: DELF A2

Expected level: HSK Level 1
117-151  a1wiu 1 3(2-2-5)
Chinese 1
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Practice in Chinese pronunciation; Chinese characters; grammar and

vocabulary of about 450 words.  Students background level: New-user



117-152 aw13u 2 3(2-2-5)

Chinese 2
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Practice in listening, speaking, reading, and writing skills in Chinese, focusing

on enhancing students’ fundamental knowledge of Chinese characters, vocabulary,

pronunciation, and grammar.

Students background level: HSK Level 1
Expected level: HSK Level 2

117-305 awalu 1 3(2-2-5)
Spanish 1
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Practice in basic Spanish listening, speaking, reading, and writing for students
with no previous experience; practice in expressions in daily life; inquiring and giving basic
personal information; listening and understanding meanings of spoken Spanish on familiar

topics.
Students background level: Entry-level

Expected level: DELE A1



117-306 n1wdaLllu 2 3(2-2-5)
Spanish 2
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Practice Spanish listening, speaking, reading and writing; practice using
vocabulary and structures in frequent communication situations in life; direct

communicative exchanges in speaking and writing related to their immediate needs.
Students backeground level: DELF A1
Expected level: DELE A2

117-501  vinwensldmeniamesdmiugiseuinasatin 3(3-0-
6)

Computer Skills for Independent Lifelong Learners
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Skills in using the computer to search, learn new things and create things
such as new concept, solution to day-to-day issues or concerns; web browsing; cyber
security awareness; internet etiquettes and ethics; job search strategies and career

development; professional building of online presence.
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117-502  nsuseidiuadesiionda 3(3-0-6)
Evaluation of Digital Tools
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Skills in selecting the right digital tool for each work and utilizing the selected
tool; utilizing online storage tools; word processing; spreadsheets; collaboration tools such
as calendars and project management; communication and creators’ tools; personal finance

and e-commerce tools.
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117-503 asnseiteyauarUgyanuseivg 3(3-0-6)
Data Analytics and Artificial Intelligence
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Data analytics for industry developments; history analysis and development

of future concepts in relevant field;, data analytic concepts; application of artificial

intelligence (Al) based tools and data analytic tools as needed.
117-601  AMsBufuANiuLazAAR 3(3-0-6)
Dream and Idea Generation
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How to think and dream about the future needs of expected professional
industry; trends of the world and human needs for a sustainable life; generation of thinking
process and analysis of possible new needs; basic design and critical thinking concepts;
product prototype and conceptual presentation of idea

U &

117602 n1sAniBsesnLULLAEnAYVITEEy 3(3-0-6)
Design Thinking and Sustainable Strategy
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How to pick an idea to enable mankind’s sustainability and to generate a
product or service keeping the concepts of sustainability and innovative design; general
design concepts and critical thinking concepts; concepts of life cycle of a product or service;
uses of tools such as Gabi, Simapro or spreadsheet to explain the concepts of life cycle and

compare the impacts of products intended to design; presentation of business idea

U

117-603  wuudaesgsnanasnsuIMIlasan1slugaRdvia

3(3-0-6)
Business Canvas and Project Management in Digital Age
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Product or service management; production processes and efficient
transportation; concepts of Project Management in  Digital Agesuch as resource

management, finance, marketing and risk management when running a business; concepts



of Project Management in Digital Agerelated to the dream product or service in the venture
spirit; concepts of Plan-Do-Check-Act (PDCA cycle); PCM; Gantt Chart; Business Canvas or

other Project Management in Digital Agesoftware.
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131-106  nsUQATUAU 3(3-0-6)

(Principles of Accounting)
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Ethics of professional accountants; meaning of financial reporting; characteristics and
basic concepts of accounting; accounting equations; accounting cycle; financial statements
and presentation of financial statements; principles and procedures of accounting record;
adjusting entries; worksheet; accounting for service, merchandising and manufacturing
operations; value-added tax accounting; recording process; special journals and control
accounts; use of accounting packages.

135-101 MsuimsUsraunisalauilogsialan 3(3-0-6)
(Human Experience Management for Global Business)
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Meaning, concept and importance of human experience management; factors that
affect human experience, designing, executing and optimizing strategies to improve
human's overall experience; creating positive culture that promotes participation including
work effectiveness, and well-being; working in organizations under domestic and

international environments that directly affect success of global business.
133-202  #&NNIIHATN 3(3-0-6)

(Principles of Marketing)
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Importance and role of marketing towards economy and society in the digital era;
evolution of marketing and application it in different contexts; understanding customers,
competitors, environment, marketing information; theories of consumer behavior in the
digital era; market segmentation; target group; product positioning; marketing mix of product,
price, place, promotion; digital marketing tool and marketing communication through social

media.

luga BUS-2  wAlulagn1sRuuagnsunyd (Financial and Accounting Technology)
130-104 mwgmamiﬁamﬁmmiﬁqiﬁa (Economics for Business Management) 3(3-0-6)
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Economic theory at both micro and macro level; application of economic theory
in business for demand analysis of goods and services; cost of production; economic profit

and business earnings; price determination in perfect and imperfect

competitive markets, national income; monetary policy and fiscal policy for decision-making

in business investment.
132-203  n1sRugsNakaznsawmulunainu 3(3-0-6)

(Corporate Finance and Capital Market Investment)
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Principles, theories and basic knowledge of business finance; basics of financial
market investment; financial ratios; financial planning and forecasting; working capital
management; cash management; account receivable management; inventory management;
fixed and variable cost concept; unit-cost valuation; break-even analysis and profit planning;
time value of money; capital budgeting; short-term and long-term financing; dividend
policies; domestic and international financial systems; financial software application,
establishing savings discipline to foster financial growth; basic concepts of equity
instruments, bonds, mutual funds, and derivatives; investment in equity market and

application of financial technology for wealth management.
130-303 n130190nT (Taxation) 3(3-0-6)
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Definition, objectives and characteristics of taxation; structure of taxation;
classification of tax; principles and procedures of tax collection including personal income
tax, corporate income tax, value added tax, specific business tax, stamp duty, withholding
tax, inheritance tax; responsibilities and ethics in tax payment.
luga Bus-3 Adviansudnemdudmiugsia

(Digital Transformation for Business)
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(Statistics, Data Analytics and Al for Business)
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Statistical analysis and its application to business decision with SPSS for
Windows: tests of hypothesis, ANOVA test, simple regression and correlation, multiple
regression and correlation analysis, Index numbers, Time series and forecasting, Chi-square
test, quality control, and decision theory; Application of digital technology such as Chatbot

for digital business; Application of Al for business.
133-203 NINAARIVALAZNNTAS IR UNINTBYA 3(3-0-6)
(Digital Marketing and Data Visualization)
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Importance of digital marketing; evolution of digital marketing; consumer
behavior in the digital age, targeting customers in digital marketing; digital market
segmentation; digital marketing channels; digital marketing mix strategy; digital marketing
planning; digital marketing tools and strategies; digital marketing communications; data
source; database systems and data structure; data analysis for decision-making, tools and

data visualization, storytelling and presentation.
130-304 nsusmstasenstugaRava 3(3-0-6)
(Project Management in Digital Age)
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Studies on business problems, business requirements, or important business
issues in digital age; identifying business project topics; collection and analysis of quantitative
and qualitative data; application of management knowledge and tools; lean canvas; project

progress report; writing project reports; project presentation and evaluation.

Tuga BUS-4 an muIndaunvgsne (Business Environment)

130-108 nsaLfiuanukarnsianisuleguniu 3(3-0-6)
(Operations and Supply Chain Management)
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Principles, concepts and theories of operation management; functions and

operations of effective production including product planning, quality control location



selection, production planning and control; forecasting demand, production capacity
planning, prioritization, production scheduling; inventory management; process of raw
materials and products movement from production base to consumer market; designing
processes, operations and supply chains; operations improvement; global supply chains and

production networks; sustainable supply chain management.
130-302 NOUNETINY 3(3-0-6)
(Business Law)
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Meaning and nature of juristic acts and contracts; laws relating to buying and
selling, hire of property and hire-purchase, loan, guarantee, pledge, mortgage, agency,
brokerage, bill, cheque and other negotiable instruments; laws regarding organization,
operation and liquidation of partnerships, limited companies and public companies;

intellectual property law; labour law; and electronic transaction law.
130-405 N153ANSNAYNS 3(3-0-6)

(Strategic Management)
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Basic concepts and processes of strategy development; agile strategic planning covering
process from analysis of business environment, vision and mission, determination,
corporate strategy, business strategy, functional strategy, implementation of strategy into

practice effectively and evaluation for sustaining competitive advantage.



qua BUS-5 msUsznauntsuazanusstu (Entrepreneurship and Sustainability)
130-208 N15UTENBUNISHASUINNTTU 3(3-0-6)
(Entrepreneurship and Innovation)
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Basic concepts of innovation; design thinking process that create innovation
througsh empathize, define, ideate, prototype and testing; innovation types;
entrepreneurship concepts; features of Small and Medium Enterprises; fundamentals of
startup; business model canvas; lean canvas and full business plan including analysis of
business opportunity, marketing plan, management plan, operation plan, financial plan. 130-

310 AUFTERIE LR ﬂﬁié@?ﬂiﬁqiﬁﬂ WATNITLITAADTDY 3(3-0-6)
(Storytelling, Negotiation and Business Communication)
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Definition techniques; methods; types and elements of storytelling; the
importance of communication; communication styles; business communication;
presentations; forms, channels and techniques of communication; communication and
presentation technology; theory and practice regarding various negotiation strategies;

international negotiations, use of mediators, mediation and resolving various dispute issues.
130-311 nsdansiitenudsby 3(3-0-6)

(Managing Sustainably)
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Basic concepts of business environment; tools for analyzing business
environment; strategies for business adaptation to changing environments; business ethics;
global sustainability challenges within the framework of the United Nations Sustainable
Development Goals; business strategies and processes used by business organizations to
manage human rights, environmental, and migrant labor issues in order to create sustainable

development in economy sociality, and environment.

Tuga BUS-6 Uszaun1sal 7819 nN19u31135 519 (Cooperative Education and Work
Experiences)
130-309  MsANWILMBAUNINITUIMITIND 3(3-0-6)

(Special Topic in Business Administration )
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Exploration and analysis of business issues that are important to the current
situation covering critiquing, analyzing; presenting solutions to problems in project

creation or related research.

*30 138UT18311 133-309 N153T8N1IAEA (Marketing Research)

133-309 MFWLN1INAN 3 (3-0-6)
(Marketing Research)
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Importance of market research that affects businesse; market research process;
research tools; research proposal writing, research on individual case; data manipulation;
statistical method selection and data analysis, writing research report; application of

research results for management and marketing decision.

130-490  WIENANAANK 1(1-0-2)

(Cooperative Education Preparation)
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Principles and essential knowledge for working in organization, duties, and
responsibilities; appropriate working attitudes; application of knowledge in the workplace,
business organization.
130-491  awnefinw 5(0-30-0)

(Cooperative Education)
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Educational program that enables students to integrate classroom learning with
practical experience in or related to their field of study. The Cooperative Education will

consist of 16 weeks in a workplace.
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Tuga MKT-1 winnssumsnainluganivia
(Innovative Marketing in Digital Era) 9  wiwin Usznaunaey
133-301  ATIANITUIANTIUNITAAN 3(3-0-6)



(Innovative Marketing Management)

133413 msdantsnsmdnsasideniudidy 3(3-0-6)
(Brand Management for Sustainable)

133-416  MTINUNUNITARIAKAENTIATIEYIVRYR 3(3-0-6)

(Marketing Planning and Data Analysis)

133-301 NI5IANITUTANTTUNITAAN 3(3-0-6)
(Innovative Marketing Management)
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Concept and theories of marketing, digital marketing in digital era; definition and
types of innovation; marketing environments; analysis of market competition and
consumer behavior; market segmentation; target market; product positioning; product
performance innovation, product system innovation, service innovation and product
strategy; promotion; price strategy; channel innovation and distribution strategy;
promotion strategy and customer engagement innovation; factors affecting pricing, pricing
process, pricing method, pricing policy and strategy.
133-413  m3dan1snsransusiiienanudy 3 (3-0-6)
(Brand Management for Sustainability)
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Elements and factors influencing brand success; brand name; trade mark,

copyright; logo and packaging design; communication tools that create brand awareness



of target group; brand communication for sustainability; brand sustainability strategy;
strategies used to create brand strength; evaluation of brand success for sustainability.
133-416  NMTINUNUNITAAIALANITIATILYITOLA 3 (3-0-6)

(Marketing Planning and Data Analysis)
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Analysis fo data to support marketing plans; finding and discovering data source
of marketing information; analysis with marketing technology tools and digital media;
marketing researcch; presentation of information as decision support for marketing
planning; importance of marketing planning; industry and situation analysis; five forces

analysis; process of marketing planning; marketing strategies; strategies for sustainability;

market implementation plan.

Tuga MKT-2  msdeansmsnaiauuulouin 9  wihefn Ussneume
(Hybrid Marketing Communication)
133-302  wyAnssuguilanlugandva 3(3-0-6)
(Consumer Behavior in Digital Era)
133421 msamadlenuaslodeailie 3(3-0-6)
(Content Marketing and Social Media)
133-311  msdeasnisnann luvan uazduadunisvie 3(3-0-6)

(Marketing Communication, Advertising and Sales Promotion)

133-302  woRnssuUsiaalugafavia 3 (3-0-6)

(Consumer Behavior in Digital Era)
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Principles and analysis of consumer behavior in buying decision, considering
various factors that affect buying decision process; personal motivation; learning
theories; attitudes and values; social influences ; culture and traditions; customer
journey and analysis of consumer behavior in digital age.

133421 msmaaiienuarladeaiiie 3 (3-0-6)

(Content Marketing and Social Media )

v
=] a a

N15a319 1M ANAILT YT NSRS 09 ANENITAALTIDDNLUURAZLUIAALYS

Cy d“ 7 v 6 d‘ aa v 1

a$nassrnudendta msdeansnisrataiulavanuazysenduiusnndedda Yema
uazUssinnuesdednueaulatl mafauwinugnsdemsmedendvianaznagnsnisnaianis
deRdTadmiudedinueoulall nsdnnisdedirneeulativarnsnaiaUseansnin n1sinny
uagUszidunanagninarandedenueoulad msldmaluladlunisdidunagninismain
rudedsrueulall msnaindurgleuwesiarnagnsnsinnig

Content creation, content value and storytelling with design thinking and
creative ideas in digital media; marketing communication through digital advertising and
public relations; channels and types of online social media; development of digital
communication skills and digital marketing strategies for online social media; online
social media management and performance marketing; monitoring and evaluating
online social media marketing strategies; use of technology tools to execute marketing
strategies;through social media; Influencer marketing and strategy management.
133-311  nnsdeansnsnann lawan uazduasunisue 3 (3-0-6)

(Marketing Communication, Advertising and Sales Promotion)
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Importance and communication tools covering adveritsing; types of advertising;
advertising plan and evaluation of advertising plan; sales promotion; types of sales
promotion; sales promotion plan and evaluation; personal selling; public relations;
direct marketing; use of electronic devices, software, internet and social media; target

group communication; media selection; resources allocation; evaluation and control.



luga MKT-3 inalulaguazuinnssunsnain
(Technology and Marketing Innovation) 9  wiwin Ysznaumiy

133-422  wielulagvnamssaauasnsiiaTgsideyanisnain 3(3-0-6)
(Marketing Technology and Marketing Data Analysis)

133-308  MSIANITEBINNNITNAN 3(3-0-6)
(Marketing Channels Management)

133-423 nagnmsvelugaflvia 3(3-0-6)

(Sales Strategy in Digital Age)

133-422  mAlWlaENIINNINAIALAENITIATIZVITELANTNAN 3(3-0-6)
(Marketing Technology and Marketing Data Analysis)
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Definition and importance of marketing technology; types of marketing

technology; tools of each type of marketing technology; use of marketing technology
tools to suit business; use of appropriate marketing technology to drive digital business;
marketing technology for data management; data visualization and presentation of
marketing information; analysis of data marketing as decision support for business;
marketing technology and marketing data analysis for offline-sales and online-sales.
133-308  N1TIANIIVOINNNITAAA 3 (3-0-6)

(Marketing Channels Management)
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Concepts of offline and online marketing channel management; offline and
online marketing strategies; distribution tasks of wholesalers and retailers; marketing
channel design and planning; selection of channel members;, motivation of channel
members; logistics management for marketing channel management; omni channel
management; marketing communication for omni channel; online marketing channels
management; practice on selling in offline market channels.

133-423 nagnsnsuelueafivia 3(3-0-6)

(Sales Strategy in Digital Age)
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Sales techniques; personality and sales ethics; sales contracting; process and
techniques of online and offline sales; online and offline sales competition; online and

offline practices.
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luga MKT-4 nagninismandmiugusenaunts

(Marketing strategy for Entrepreneur) 9 wiwin Usznousme

133-404  winnssumsdananandueiuasinn 3(3-0-6)
(Product and Price Innovative Management)

133- 424 msanamdivddidnvseiind 3(3-0-6)
(E—commerce Marketing )

133418  mInanadmIuUsEnauns 3(3-0-6)

(Entrepreneurial Marketing)



133-404 WIRNTSUNITIANISHANDUTILALIIAN 3 (3-0-6)
(Product and Price Innovative Management)
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Definition and types of innovation; product components; product classification;
product life cycle; product strategy, product system innovation and product portfolio
management; product performance innovation and new product development; brand
strategy; packaging innovation; factors affecting pricing; pricing process; pricing policy

and strategy.
133 — 424 m3naandlgdiannsedngd 3(3-0-6)
(E-commerce Marketing )
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Definition and types of e-commerce marketing; benefits of e-commerce
marketing; components of e-commerce marketing; e-commerce marketing promotion
strategy; management and distribution of products through electronic marketplace
platform; e-business strategies; e-payment, producet management and selling products

through social media.
133-418  MsaARdmsUEUIENOUNS 3 (3-0-6)

(Entrepreneurial Marketing)
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Importance of marketing for entrepreneurs; analysis of internal and external
marketing environments; consumer behavior; segmentation; target marketing;
product positioning and marketing mix of product, price, place and promotion for
competition in the market; marketing strategies for sustainability; marketing strategy
for Teenager; Marketing Strategy for elderly; Marketing Strategy for LGBTQ+ and

marketing planning for entrepreneurs.

Tuga MKT-5 nagnsnsnaaanizni

(Specialized Marketing Strategies ) 9 wigin Usznoume

133-310 MInaIATEHINUsEmALaznIsnaIalan 3 (3-0-6)
(International and Global Marketing)

133-405 A1SAANAUINITHATMTATUUTUALIANT 3 (3-0-6)
(Service Marketing and Service Branding)

133-419 MIRANGINIUALATNNTIU 3 (3-0-6)

(Business and Industrial Marketing )

133-310 NNSAAIATENINUSENALAZNITHANALAN 3 (3-0-6)
(International and Global Marketing)
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Importance of international and global marketing; opportunities and
challenges associated with international and g¢lobal marketing; analysis of customers
and competitors in international and global market; international and global market
entries and development of marketing mix strategies : product strategy, pricing strategy,

promotion strategy and distribution strategy for international and global market.
133-405 ﬂ’ﬁ(ﬂa']ﬂ‘U%ﬂ’]iLLaSﬂTiﬁ%’NLLU?‘UG{IU%ﬂﬁi 3(3-0-6)
(Service Marketing and Service Branding)
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Characteristics of service market and consumer behavior toward service
businesses; strategy and identification of marketing mix for service businesses; service
branding strategy; technology and innovation for services; comparison of marketing for
goods and marketing for services; evolution and structure development of organizations
in service business such as financial institution, logistics business, hotel business, tourism
industry, aviation industry, wellness business, food and beverage business, and other

service businesses.

133-419 MIAAIATINAALYAGINNTTY 3 (3-0-6)
(Business and Industrial Marketing)
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Characteristics and types of Businessand industrial markets including
manufacturers of goods and services; governmental markets and business markets;
environments; purchasing method; purchasing behavior and procedure of purchasing.
market segmentation; targeting; product positioning; marketing mix; relationship

management of business markets; evaluation and control of business markets.

luga MKT-6 msdanismanawuy D2C
(Direct to Consumer Marketing) 9 whefin Ussnausme
133-425 AsUIMSIUGRATEIRIS 3(3-0-6)

(Customer Relationship Management)

133-406 NITAAIANIATY 3(3-0-6)(Direct
Marketing)
133-410 A15IRANITRAINATUAN 3(3-0-6)

(Retail Marketing Management)
133-425  MIUIMITUGNANFURUS 3(3-0-6)

(Customer Relationship Management)
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Y
ANAFLNUSLDAT9ANUANARBIUTUAYDIFUAIMTOUTNNT
Concepts and importance of customer relationship management; principles of
customer relationship management; technology for customer relationship management;
customer relationship management system; strategic planning for customer relationship

management; marketing communication strategy; customer service for building customer



relationships; customer relationship management to build brand loyalty to products or

services.
133-406 N1THAINNIHTY 3 (3-0-6)
(Direct Marketing)

n1sfmuangudining n1siruesinwazieulun1sisedu Msdaasun1nain
POULIATDINNAGN ¢ TUNITANTUNITAAIANIATY A1TAINRUAISNLABITOIAUNITAAIATIIIATS
laun Msldanmany wuuwanasenisaud nsldnmsdeansauniseainieuslaalaenss 113

T¥50AsRun N15ldATeledldnnIalnd NaNTENUVDIENINLIAADUNLADNITHAIANIINT

Target group identification; pricing and payment terms; promotion; scope and
limitations of direct marketing; methods of direct marketing including mailing lists, catalogs,

printings, electronic mail, etc; impacts of environments on direct marketing.
133-410  A15IANISAANMAIUEN 3 (3-0-6)
(Retail Marketing Management)
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Retail concepts and types; retail environment analysis; consumer behaviour;
market segmentation; targeting and market positioning, retail product management, retail
service process management; retail pricing; omni-channel retail marketing and physical
evidence management; integrated marketing communications for retail; sales and service

personnel management; customer relationship management and retail innovation.
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133-309  A1SI9YNITNANA 3 (3-

0-6)
(Marketing Research)

ANNAIAYVRINTITERAINNNARTIAY NTEUIUNTIENIN LATosdolElunIs
Wepa1n Malgutaiauslaseinsidenatn  MITeRamanensil nsUssinanateya
nsentdadalunuidensTinsiidoya N1sWeusIeunTIdY Matnaadduluusuld

Tun1sdnnisuaznisdndulanisnisnann

Importance of market research that affects businesse; market research
process; research tools; research proposal writing, research on individual case; data
manipulation; statistical method selection and data analysis, writing research report;

application of research results for management and marketing decision.

133-303 A198A1ANITNTYAT 3 (3-

0-6)

(Agricultural Marketing)
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Tayvuazguassalunisimuinanninuns

Importance of marketing institutions and organizations; factors affecting
agriculture and agriculture business; types of agricultural products; cost and market
price of agricultural products; consumption; exporting; future market; use ofmarketing
mix with agriculture and agriculture business; problems and obstacles in development

of agriculture market.



133-305 N159ANISIIUUNY 3 (3-0-6)
(Sales Management)

UNUMLaEANAIAYT0IN15INDIANTYIY NSAIMUALAIN LY LATUN1TUNY
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Role and importance of sales organization; quota and sales territory,
motivation and sales incentives; personnel management involving sales department

and evaluation of personal selling.
133-401 nslawauLazN1TaUaIINITUE 3 (3-0-6)
(Advertising and Sales Promotion)

Snvazlanizasinislavan Ussnanvesnislawan nanssnuvesnislasandiine
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Characteristics of advertising; types of advertising, impacts of advertising on
economy and society; advertising plan; evaluation of advertising plan; characteristics
of sales promotion such as sales promotion plan for sales promotion activities;

evaluation of sales promotion plan; relationship of advertising and sales promotion.
133-407  &UUUINITHAN 3 (3-0-6)
(Seminar in Marketing)

nsATeikazadusenenudguinisnain n1sinsenuienudyninig
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Analysis and discussion of marketing problems; writing report of marketing

problems from case studies; writing marketing plan and organizing marketing activities.



133-411  nsiansladadnduazdwnansisu 3(3-0-6)
(Logistics and Supply Chain Management)

LuaAnNszUINNNSIAA su e ingAunazdudtainunaandnidigraiaguilan
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Concepts of raw materials and products movement from production base to
consumer market; activities of products movement including customer service,
information system for logistics, inventory management, materials handling,
transportation, warehouse etc; distribution channels; distribution centers; supply chain
management; competitive advantages; customer service quality; business value and

cost reduction.
133-412  MISHAIUINEN a7 bl 3 (3-0-6)
(New Product Development)

ANSHAILILALNTRULLTNARA UL ANUMUNGVDINAAN LN AL TURDUVDINTT
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TANANITANTUINUVDINA NS U Ind n1snadaunalnlunisasiaasuautdululavss
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Development and introduction of new products; definition of new products
and stages of new product development; management and administration of
organization for new products; new product management; measurement of new
product performance; market test of new product feasibility; marketing strategy of

new products throughout life cycle.



133-415  N15IANITNAYNSNITRAN 3(3-0-6)

(Marketing Strategy Management)

LuIANAANIINIsAaealelul  nasiivuanagnsnisnan lawn nagns
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Concepts of modern marketing management; identification of marketing
strategy : product strategy, price strategy, distribution strategy and promotion strategy;
implementation of new marketing information system in marketing management and

marketing control.
133-417  NNSANYUANIZTAIUAITAAA 3 (3-0-6)

(Special Topics in Marketing)
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Current interesting topics in Marketing; analysis of current marketing

problems from several sources.
133-420 N13ALTUIIULAENITIANITUNAANDTUTINITINNTULAL 3(3-0-6)

(Cross-Border Platform Operation and Management)

o a ¢ v a a & A ¢ a g Ayve Yo
LUININNITANLUUINULNAAN D TUN AT UNIUTEBLANNTBUNH VILUUV]E"\]ﬂLLaﬂsL“Uﬂu

E1INTNANY AT ETIIUBALNITIANITIIUAITINUTENA DANTTUNITINBEY ANYULUYD

& & &
LWARNDIN AITUAAINNANLVDILNARNDIULATDUE

Operation guidelines of various e-commerce cross-border platforms; use of
platforms to manage cross-border stores; planning activities; characteristics of platforms;

diversification of platforms.

133 - 426 nagnsn1seanaLiioA gy 3(3-0-6)
(Marketing Strategy for sustainability)
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Concepts and importance of marketing for sustainability; changing
population behavior towards sustainability; social and community marketing; consumer
behavior for sustainability; marketing strategies for sustainability; product positioning for

sustainability; brand image for sustainability
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