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KN2Q3BIASUWUTIU
wy. 118 msdoarsmsaaraddnatdovdu
PL 118 In’rroduchon to Digital Marketing Communications

Wumumsaaawsmsmamnanaua FodvAuoauladuazuudlivnmsdoarsmsaaradanalusuina
[&uA msdoansmsaaia (Marketing Communications) nM1s3vgaala (Market Research) As31AS1:K
§sAD (Business Analysis) MsAnuIWaanssURUSInALEGLAA (Consumer Insights) AS)VLIWULL:AISDONS
Wuslnn (Audience Planning) asaa1adlgin3oviioAukl (Search Marketing) msUs: aﬂcﬂﬁlnn[u[aﬁ
mumsaaawsmsmamoana 1wu Al, Chatbot, Programmatic asasssu las ﬂghuwnlﬂaaua\)ﬂums
Joansnisaaradsna (Digital I\/Iorkehng Ethics and Laws) Wudiu tiatfikuan1simvunutaswouun
Waruazdoldogwikuzau msadvinsaviiodana I5MsIana nasadunsauFIanNUdEdUMS
vuWUFaaINala:lasvMsstusAD ¢ WalkssAsus:auanudi§oadveviu

Students with digital marketing communications and social media as well as frends in
digital marketing communications including marketing communications, market research,
business analysis, consumer insights, audience planning, search marketing, marketing tfechnology.
for example, Al, Chatbot, Programmatic, digital marketing ethics and laws, etc. so that students
are able to plan and create content and platforms appropriately. Students will also learn and
know about measurements and metrics to evaluate success and failure of digital plans and
campaigns for sustainable business success.

wg. 119 msAnws:audaufiaAnubovdu
PL 119 Infroduction to Graduate Studies

nquiinsdoansmsaaraddnaldovdu MSWUUNLA:DUNUASIFSBOUFUGMS (Practice-
Based Research for Digital Marketing Communications) mstdigutdv3sinisgvldamnnissarilasy
MsysanMsmMsiSous (Capstone Projech tWadidumssaranentwusuaznmsAunidas: Msawuw
(NI LLWSWAVIUIBINSLLA:IDgMSUNEUDWAVIULGLIBIASDEIVASIVASSA

Students with infroduction to digital marketing communications theories and principles,
practice- based research, academic writing to write about a capstone project developed and
designed, thesis and independent study process, academic and research publications, and
creatively academic presentation.

KNDQ3UVIUVAU
d0. 669 ASIFEIGOUFUGMSIWoNSToansnsaa1adasna
DC 669 Practice-Based Research for Digital Marketing Communications
ms3veigvUaUamsmsoanuuuIdslasrunsaviounuassvlagiioulovaulasvaisysanms
AsISeu$ (Capstone Projech sUtuu 38ms wazlasvasivo ANU&IAYLLEa:AINAUWUSS:KIOUASYINS
Un398 1a:ssA anakassuUszaumsaiua:us:TosinundAnuuazoaaikassua:ldsusnmsive
[odauans
Practice-Based research, research design through hands-on experience relating to a
capstone project developed and designed.format, approach, and structure, the importance and
relationship between academic scholars, researchers, and business and industry, and experience
and contribution students and industry receive from the practice-based research.



an. 670  msaaradrgindeviioAumuazmsovunuluyea S
DC 670  Search and Biddable Media Marketing

I3aviia Search Engine IWalisudmsriimsaana WududumsAuriSulsddksunmsus:nau
ssAvdiuduazUs=nouadwluangnagns Anvinagns Search Engine Optimization (SEO) Search
Engine Marketing (SEM) 13augnisiolusan 1danmAur inadafsuduwaliuaulayUs:aunnuai§o
s Wdkanmsimutazmsdaluveauuuuiuinula (Real Time) uuUWaawasudIv 9 Aaiuisa
QduauavLla:asvAuALGavmMsyavaduilkugyaviusud aaulpndssAn MsuSKISIaNISLUUS:UIRU
[dogvikuizan @anlguwaawasuldikuzauasvaunduidisuig msitasizkuazianandudiiSsuov
uAuwWey UsuusvuaulaylRuszauwadiiSomudaaus=avAyavuusud naaavdaluuanasy AnwiiAZon
Gar‘iqnassmmussmua:a§ﬂsssu ua:ln§'a\)ﬁaﬁIUQﬂDssawussmua:a§asssu (Black Hat & White Hah
ANkLIE dauvAulazUs:IGuantdoviAgdAuANUIlud U uaviioya (Data Privacy)

Exploring search engine tools in order to know how to do a market and optimization
which are good for their personal business and career about strategic planning. They are also
given to know about search engine optimization (SEO), search engine marketing (SEM), online
advertising for buying potential keywords, gimmicks, and techniques for creating successful
campaigns, real-time bidding advertising on various platforms for responding to tfarget audiences
'needs, budget management, platform selection, campaign metrics and measurements for
encouraging campaign success, media buying, black hat and white hat techniques, and data
privacy.

da. 671 msaaiaBviliom
DC 671  Content Marketing

ms>vnagnsmsadwassAllior Content Waadwasidudl 1aulassis uawauavAnslas
msoanuUULbKITALKU: aumusUuuquﬁnssuua\)ﬁuﬁﬂn (Customer Journey) LLa:MSNOUNUFD
[oalﬂowaawsa\)aoluuma Juaau mmmmsivLuamasmmssus (Awareness) (KlAaAWauluIvAID
msasw\)luamlwamsmumuaua (Search) maanussna FuAua:usmsdu msadwidokwanstanis
U9 (Sales Pitch) msusmstuamfoaluwunS\)answam\)mwno (Key OpinionLeaden luasdoans U
audivmsadwidokitiomsus:sduwus (Public Relations) tazagwanuwowalaluasidudn Brand
Love) lkAuRTd uldd uide Walkussatthkuromossas lagtilodsusziiunazsanawamsusuusy uas
as1vassAnav UM elddSysSSUNIVSSAD

Investigating content strategy for branding and business growth and development
through understanding customer journey and channel planning for the most effective results in
each stage of customer funnel starting from raising awareness, driving target audiences to search
for information on products and services, and generating sales. The students understand content
for key opinion leader marketing, public relations, and brand love in order to achieve business
goals. To respect business ethics, metrics and measurements are learnt for future improvement.
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d0.672  MsSVUWUAAURSUFDIUA:MSIMVURUFD [uyaNHIuZoasNa
DC 672  Audience and Digital Channel Planning

msuuvdadounisaaia (Market Segmentation) mssikuandutdikuie darget Audience)
As:UdUMSIUMSIIASIKWAGNSSUYaVRUSIAA (Audience Analysis) IEuMvAIsEouavusina
(Consumer Path of Purchase) dayauia:Uadedv o AANUIAEITon Msadwuazuskiss:uumssams
ﬁagatvﬁamsmam (Data Management Platform) sougivdtasizkdoyaldodn (Data Analytics) 1o
fAkuanauusinaldikuieg uazndausuluseann asonagnstiumsiingvadusulusaunnunagnsms
doansAunduisulusan Aomsiidvaswsumwizmavilusigynna uazmsiindvriudelusanstad
q Tdoghvius:ansnmwlagridivivkanmsmsiaiEavinuds (Cross-Platform Media) taznisidontnon
GolkanandovAuinaus:avAnsdoaismsaaiaddna (sAs) Ao Sugdaudlosg (Aware) ikanAsug
AT OUYELAUALSY (Appeal: Gogal) MikanAeinddnaumuavisiliuIndu (Ask: @aumu) anA
aennlddayaliaUus:naunsdaduls Svaaumumnaulnaduionus:naums (Act: §2) anAndaaulado
JUuA1 uazmsaluauuua:uande (Advocate) nasadumsusulaguurutWaliussadnaus:avAua:la
wadawsnadu (Campaign Optimization)

Understanding market segmentation, target audience, audience analysis, consumer path
of purchase, data management platform, data analytics for defining target audiences, designing
strategies to reach audiences and communication strategies for audiences through
customization and personalization and also through cross-platform media. The students
understand platform selection, varying on an objective of digital marketing communications,
including aware, appeal, ask, act, and advocate. Understanding campaign optimization is also
included.

da.620  msdiAsizKdayalaznisillduadoayaldoniw
DC 620 Data Analytics and Visualization

W?ugwmsﬁmsw:n’ﬁagalus:uuuDnu'm\)msmam (Marketing Data Ecosystem) aoudmsda
iiudioya (Data Gathering) Maukavdayanomeluta:nmeuanavAns msyasuiuuvavioyalkwsould
VU (Data Cleaning) msﬁmsw:ﬁﬁagadaam§aoﬁacho o) (Data Analysis) [Usudivaisintauadayadoe
WoMWAW o (Data Visualization) thathidnwmsaatadoudmskianuiiipidodningrduana
(Customer Insigh tazthluadwlulaa (Data Modelling) TUsudviddayadiasiKiioaonliuuiia:
adwassAuauWaynvmsaaia (Data-driven Marketing Campaign) ilpasssidialumsus:Liuna
AUdISD WausuUsvuAUWYTRTUS:ENSMwungviu souTudvadudanuiiniaiRgrAuankuedoya
douunna (PDPA)

Studying marketing data ecosystem, starting from data gathering from inside and outside
business, data cleaning, data analysis, to data visualization. These elements are vital for insightfully
understanding customer insight and that helps create data modelling and data-driven marketing
campaign. Campaign metrics and measurements and personal data protection act (PDPA) are
also taken for granted.



KNJQIBILAWI:AIUN
da. 673 MISIVUWULEOLAAYNSNAISAa100dNa
DC 673  Digital Marketing Strategic Plonmng

UszlijuvautnemsimuvaviAsaviiomsaaiaddna aevAus:naudu ) YDVLWUNAYNS
msdoansasivuas wcuumaan&wads answamnmsmmsmamoana ms3nsizkusInALa:tEdu
monsaadaulduaviusina (Customer Journey) ktnRuavdodoAU Foddna Lazdodulaasuoniw Wald
lumswanduuusudgaana WuANUaLISaldlASovbadadnalunisk insight uaztihlawaanssuguslng
uIAdu ot uWULIUaaIa IRIAAUS:EnSAwW WU MsigiAsaviiaasipdaunisaunuivudosaulau
(Social Media Monitoring Tools) nM1sri1 Crowd Source mnmstdlUasipaauniswang wazdufauwus
tudvauaaulau Social Observation souludvMsIawadi§auavaisinIsaaladsna 2VUNUASDUMT
S0AUAUAINIYASaLNU (RO Return On Investmenh lagmsidiadoviiasanachv o uazauisatintd
Miaudya Wallusuusvuwulkaiuld (Campaign Optimization)

Evaluating a scope of digital marketing tools, elements of strategic communication plans,
develop strategies for increasing the effectiveness of digital marketing, and also learn about
customer journey, roles of social media, digital media, and interactive media for infroducing
brands to markets, and digital tools to gain insights and have more understanding consumer
behavior for creating an effective market plan. These tools include social media monitoring tools,
crowd source, and social observation. Students also learn digital metrics and measurements for
evaluating return on investment and campaign opfimization.

d0. 674  MSAUUUINIASHDANSAISAAINAINAUUUYSNIMS
DC ¢74 Integrated Digital Marketing Communications Seminar

wusldu Us:idu AnuAdkiiky q AtigaAumsaaiaddna msdearsauiusinaludoaudsna
inAlula@moaisaaia aasadurdianaglunNUaUTYDYIAIVSSADIA:aKASSY [UDUBVKOTD
5u q AlAMUAAYUAzIAEITIVAUINTWIAMSAa1003Ma (U ATUSSSULA:DSEsSSUAUMSTaans
(Communication Ethics) ﬂahuwﬁéowaciamsa‘omsgsﬁaaﬁsihuua:msaéw\)unumfym\)maméhhs“u
AsgausSuUAILLaACIvYDRAYAU (Social Inclusion) Wudu lagwanduliunfnyasvassAtazwoun
TAsvmsAIsyYsaNMsMAKaINKa183¥1 (Capstone Projech Llazt@19vAAUENAIHIDU ¢ L1DDALUU
Foans uamvavuduuuwaus:TlosduAunAnvtasus:xsundIU

Examining trends, issues, and future of digital marketing communications, communication
with consumers in digital society, marketing technology. and other interesting issues that are
found interesting in business and important by digital marketing professionals.These issues include
communication ethics, social inclusion, etc. Students are encouraged to develop a capstone
project and apply body of knowledge from all the faught courses learned to design,
communicate, and organize an event that can be beneficial for students and publics.




da. 660 (nalulagdidvaisaalauazudanssy
DC 660  Marketing Technology and Innovation

inaluladuazuianssucv q Adwadomsaataua:msluyan ndaviouazinaluladilsiu
msﬁamss:hj‘l\)s:uuﬁuuqusi (Human Machine Interface) 1u Augmented Reality, Virtual Reality,
Voice Recognition, Image Recognition, Face Detection, Biometrics inalulagkugud inalulagnwu
damnuawisalumsitasizk msdwuwutnaluladigonisaalatazuianssy mMsuia:vUWudaya
uUsulBIWasanUs:avAnvMsaana (Data-Driven Marketing) yaAinasaangmsioduAikdausnisuan
anAm (Customer Lifetime Value) tazmsaanluuds:aumsaligou (Experience Design) Asaanlluu
asvUWUAS:UdUMSMsiIIMsaatadaluld (Marketing Automation Flow Design) a1so1vuWuLLas
USKIsPaMsMsagvmMsaaiadud Event-Based Marketing) 13ouuazamamsaitionanausunivms
aa1anddu wu Jayeyaus=aus (Artificial Intelligence) inaluladnigdoanss:Kk310s:UuUAUS:UUIWDLRLTAQ
ANUansalumsus:zgndidviu dntemet of Things)

Examining technology and innovation affecting on marketing and advertising. Students
also examine human machine interface including augmented reality, virtual reality, voice
recognition, image recognition, face detection, biometrics, robotics, and technology that can
help increase proficiency level of analysis, planning in market fechnology and innovation, data-
driven marketing, customer lifetime value, experience design, marketing automation flow design,
and event-based marketing. Students learn prediction machines for more marketing
effectiveness and efficiency including artificial intelligence and internet of things.

KN2Q3BILAdN
an.s14  msdoansmsaalalWoadvANuIuWus
DC 614  Relationship Marketing Communications

AAB:IUNISIOUKNU 3510nagNS 1AmIaMSADASSUNVAISAAIALUUM oM INa0anESKIW
RusTnpAuuusud lasauisauszgndlanvavAnsuuaidauazuualkaysounvinuwiinalulagavsikulu
msrdadulnasianiw msadvmudayauazmsthluls:gndidiuanassunvAsaalado
Exercising planning, strategizing, one-to-one marketing skills for building a relationship between
consumers and brands including small and big companies. Students study innovative fechnology
for creating interactive media and database and that can be applied to a variety of marketing
activities.

da. 617 msuSkisvamsyusudaulau
DC 617  Online Community Management
AsauMSHIULWEIOAS Quaua:woungususaulaulRiiuszansmwgvaa ﬂaqns'msz}U

Swouandasusu msadwidommsas:quuiduwusvavaudalugusutazmsaswuusudikiiun
UaUSTUvhuﬂs:uaumsSmsw:n’tﬁ\)lhqwa[oﬂmlaws:lﬁuua\)quvuuuﬂum§'a\)ﬁa U AISUSKISADIUAIQ
K30 msrihmuldaddashina mskiukavdayatowmundar msdamsyusulunddnga lasdvaguu
Wuzuvavwadnssumsigsutnasiianilan

Examining framework of managing and developing online communities for effectiveness.
Students also learn how to increase community members, create content, boost interaction
between community members, and build well-accepted brands through rational analysis and
application of community- based tools including expectation management, working under
constraints, information seeking for content development, and community management during
crises on worldwide internet behavior basis.



da. 661 AISWIEUBILIBLaDNA
DC 661 Digital Commerce

mstginalulagua:mssamshtgadovlumsrissisuudadidnnsalng $1UunssASSUCL
dovldirdoviiomvinaluladua:usUwalnduikainkais msritdamiuuwdawasumswisisguudo
3Ansalndcdv q msnedufrdousmslasrkiumvialvidea Social Commerce) Fovnvasia
Ske uaskarnkanggavmvlumsdaansauanAn (Omni Channeb Alslumsiounslunans:usums
AnuIYUUDLIBYAAYNS ARKUIguazdaUvAUluMSsHssassumvaunasiiionsdudomsdiussan
asnauazinadamsimsaanaialkssaous:aunnudiso

Studying technology and management in digital commerce, different types of transaction

that requires a variety of technologies and applications. Students also learn how to create
content on various digital commerce platforms, social commerce, omni channel, strategic
perspective, and internet laws and regulation for digital commmerce and online fransactions for
business success.

Ql 3L

d0. 658 MsUSENAUWUSAI8F00Na
DC 658 Digital Public Relations
AS:UIUMSIIASIZKLIA:MSIVUWUMSUS:NAUWUSIBonagnsludaddna nagnsmsaalafionfe
answanmvAduAQ msUs:lUumqmsfu'iﬂqmﬁamns:nudatlusudh§aa\)ﬁnsuuﬁa§\)nu MSIIVLLWULLAE
avlaufuamsdoansidonagnsiutkamsaidiAs1k nagnsmMsIn3euda:mMsaauld tWosauaw
anuainlauAvovIUsSUdkioavAns Tasus:gndldindaviionisus:liunadodonuy
Examining analysis and planning of strategic public relations plans on digital media, key
opinion leader marketing, evaluation of crises on social media that can affect brands and
companies, planning and execution of strategic communication, and analysis of preparedness
and counterargument strategies in order to maintain valuable brand and corporate images
through the application of social media monitoring tools.

Sngdawus
da. 659  dngrawus
DC 659 Thesis
AMSWaUUUSY8RTAUMWETUaTIIMsdoansnmsaaradsfanundnwauld uasius:Tostde
Sy1mskSadndwluanuitinAmaas lagaviasulkunAnviweuwsivelus:ausiakSauunsia
Developing good quadality, digital marketing communications research papers that
martch with their interests and give academic and professional communication contributions.
Students are encouraged to publish their works in national and international events.

AsAuAIdas:
da. 600 AISAUAIDES:
DC 600 Independent Study
msadvassAllaykomswauwaviuddsndnrumwauazaoasuaunsiaguulavitaaiulu
awmsaaiadana aasasuaisanalitianuALa:AyUMsdaInMsITIANS La/Kksa3uEwnvluau
dinAMaas wa=msaaladsna lagaviasulikunfawlailomawguwswaviudaguavauavius=ausa
{usUuuuyavmistiilauawaviunviyinis msuszada Wudu
Creating and developing good- quality, digital marketing communications that respond
to the ever-changing world of digital marketing communications and create academic and
professional communication values and contributions and digital marketing. Students are
encouraged fo publish their works in national-level events through academic presentation,
competition, and the like.




......
......
......
......
......
......

BANGKOK
UNIVERSITY

GRADUATE SCHOOL

For more Information, please contact:

The Graduate School, Bangkok University

9/1 Moo 5 Phaholyothin Road, Klong Nueng, Klong Luang,
Pathum Thani 12120, Thailand

Phone: +6,6(0) 2407 3888 ext. 2215

Elmail: graduate@bu.ac.th



