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KUDABUASUWUTIU
W, 118 Asdoansaisaaladsnalbovdu
PL 118 Infroduction to Digital Marketing Communications

Wugumsdearsmsaaradsnata:dedvausauladuazuudlivmsdoarsmsaaradanalusuing
1&uA msdoansmsaaia (Marketing Communications) A1s3vgaaia (Market Research) MsJIAS1K
§SA (Business Analysis) MSAAvIWaGASSUR vﬁu§fﬂmﬁ\)§n (Consumer Insights) A1S2IVLULWULLA:ANISDIAAIS
WuslnA (Audience Planning) msaa1adlgndovioAum (Search Marketing) msUs Emcﬂvlnﬂfu[aa
mumsaamsmsmamﬁiﬁa wu Al, Chatbot, Programmatic Dsasssu las ﬂnhuwnlﬂﬂaua\)ﬂums
Foansmsaa1adsna (Digital Marketing Ethics and Laws) 10udu Walh A KUQAISIDUKULLAzWEUUN
Worua:doldagvikuzau msadwvinsavijoiawa 35mMsIawa nasaaunsaumFIanudSaluMs
»vuruFoasAaua:lasvmMssausvACIY ¢ thalkssAnus:aunnud§vagwodviu

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 technology.
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.

wy. 119 msAnvs:auUuAaAnuLGovdu
PL 119 Introduction to Graduate Studies

nquiinsdoansmsaaraddnaldovdu MSWUUILA:UNUASIFSBOUFUGMS (Practice-
Based Research for Digital Marketing Communications) mstdgutdvisinissvldoinmssariilaso
MsysanMsmMsiSous (Capstone Projech tWadidumssarianendwusua:nmsAunidas: Msawuw
LW LWSWAVIUIBIASLLAsIDEMISUNLEUD WAVIULEOIBINSDEIVASIVASSA

Students with introduction 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.

KUDQJUBIUVAU

an. 669 msIvgGoUfUGMSIWoMsdoansmsaaadna
DC 669 Practice-Based Research for Digital Marketing Communications
msSa“EJtﬁ\)Ufju“ﬁmsmsaanuuuia“afoaw'wmsa\)ﬂaUﬁJﬁa%Taau‘}aufa\)ﬁufnsomsgsmmws
AsIS8u$ (Capstone Projech sUtuu 38m1s uazlasvasivo AnUdIAY LLEa:ANUAUWUSS:KIOUASBIAS
Un398 Ua:ssAD naknssuus:aumsaiua:us:losuRunAnuinazaaanknssua:ldsuonnsive
[odauanis
Practice-Based research, research design through hands-on experience relating to a
capstone project developed and designedformat, 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.



da.670  msaaradlrgindoviioAurua:msivunulugean v
DC 670  Search and Biddable Media Marketing

1nSaviia Search Engine 1adaudnmsrinisaana WududumsAuriSulsddinsunsus:nau
ssAndiuduazUsznouadwluaignagns Anvinagns Search Engine Optimization (SEO) Search
Engine Marketing (SEM) 13augmisdoluwan dandAurt inadansuduwelkuaAuiayus:aundnudiso
mMsIwUNU lidKkanmMsimutaznmsdaluyeuuuuiuinula (Real Time) uuUWaAWaSUEL ¢ Aauisa
QdUauavLla:asvAuANLGavMsTaVAdUIUIKUIgYYLUSUG OpulPNdsSAD ASUSKISYaMSPUUS:UIEU
[Gogvikuzan @anlguwaawasuldikuzauasvaunduidisuig msitsizkilasianandudiSsuov
uALWay UsuusvuauaylRus=aunadu§rmuinaus:avAvaviusud naaavdalusanasy Anwiiazon
GaﬁqnassmmUssmlla:a§ﬂsssu ua:m§'a\)ﬁaﬁlwgmssmusszuua:‘o§asssu (Black Hat & White Hah
ANKLIE JauvAuLazUs:IGuantdioviAgdAuANUIbud UM Yavdoya (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 target 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.

aa. 671 msaaia@olior
DC 671  Content Marketing

Ms»vnagnsmsadwassAllion (Content Woadwasiaud 1ulassis uawauavAnsloy
msaaﬂuuuu‘]amtﬁmm:aumugUuuquﬁnssuua\)@Uﬂﬂn (Customer Journey) 1la:A1sIvUNUFD
Tooinawadawsavaalunda:dunau doudmsididomadvnssud (Awareness) IRIAQAIUAUTIUIVAIY
msadwidorWamsAuridoya Search) IRYIAUSSAD FuAua:usmsiu msadoidariwamslaoms
U1 Sales Pitch) msu§msu‘]am[oalﬁ@nsoénswam\)mwuﬁo (Key OpinionLeaden lumsdoans U
aufivasagwidokiwonisUs:s1duwus (Public Relations) uazagvanuwowadluasidud Brand
Love) tkAuRdauldduids iWalkussatthkuronvssan laoidleisussi0unazsanatwonsusulsy ua:
aswassAnaviumMeldasysssun1vssad

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 tfarget 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  MSVUWUAGURSUFDUA:MSIV WU TBANKIUFDGINa
DC 672 Audience and Digital Channel Planning

misuuvdadrumsaala (Market Segmentation) msfikuandulsug darget Audience)
As:UdUMSIUMSIIASIKWA AnSSUYaVRUSIAA (Audience Analysis) lAUNYMSsTauavRUSINA
(Consumer Path of Purchase) dayalla:Usdedv ¢ AiANUIREITIL Msadviauskiss:uumsdams
ﬂaLvJalvT'lamsmam (Data Management Platform) saugivdtasizkioyaldodn (Data Analytics) Wo
fAikuanauyusinadikuie uaznausuluveun asvnagnstumsiindondusuluyaunnunagnsais
doansAundusulusan AoAsiiidvagwswizmavilusisynna uazmsindvriudelusanstadn
q Tdoghvius:ansnmwlagriiviivkanmsmsiaiovinuda (Cross-Platform Media) taznstdontnon
GolkanandovAusnaus:avAnisdoansmsaaiaddna (sAs) Ao Sugdauddas (Aware) iikanAsusg
AT OUYaLAUAILSY (Appeal: Gvqals MikanAaendsnauAuavIsRIATU (Ask: @0UNI) anA
aennlddayaliaUus:naumsaaauld Svasumumnaulnddrkiaus:naums (Act: §o) anArdaaulado
JuA1 uazmsaluauuua:uande (Advocate) nasadumsusulaguuruIWaliussadnaus:avAua:la
Wadwsnalu (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-platforrn 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  msdlAszKdayauaznsuiiiauadayaldoniw
DC 620 Data Analytics and Visualization

\ﬁugwumsimsnﬁﬁagaius:uUUijm\)msoam (Marketing Data Ecosystem) doudnisya
ifudioya (Data Gathering) MAukavdayanomeluua:nmeuanavAns msyasuuuuyavioyalkwdould
VU (Data Cleaning) ms3tAsi:Kiiayadagiadovijodv g (Data Analysis) IlUsuivmstiauaiayade
RoMwWaw o (Data Visualization) tWathuiidnmomsaaiadoudmskianuidiiaidodaingrnuana
(Customer Insigh) taztihluagwlutoa (Data Modeling) TUaudvidtiayadiasizKiwooanuuuuas
adwassAuAuWaymMvasaala (Data-driven Marketing Campaign) lihpassstigialuasus:lijuwa
AWUEIED WaUsSuUsvIALIWYIRTUS:ANSMWLnEvTu souludvanuganuiiilaingrAungkuedoya
douuynna (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.



KNDQ3vIAWIAU
da. 673  MISIVUWULBYAAYNSAISaa1aadNa
DC 673 Digital Marketing Strategic Planning
Us:1uvauthomsriouyavindaviiomsaaiadsna uazavAUs:AaudU q yaviwunagns

msﬁaawsaéwua:ﬁmumaqns'lvT'/aUs::?mSwamnmsr‘hmsmamﬁﬁﬁa AMs3As1EKYUSTnALLa:Ldu
non1saadaulauaviusina (Customer Jourmney) knuovdodoAu Foadna uazdodulnasuoniw Walh
Iumswanouuusuoamam WuAUaILTsaldLlASavoasNalunisk insight LLas luﬂawqcmssuwus[nn
u1adu WathudwuWuLIUaaia IRIAaUS:anSnw Wwu Msiginsaviiaasipaaunisaunuivudossulal
(Social Media Monitoring Tools) Msri1 Crowd Source mnmstdlUasivaaumswang wazdugauwus
ludvAuaaulau Social Observation souTudvAIsIanad§uavmsinisaaladdna 1VUNUASDUME
50ANUAUAINMYAISaLNU (ROL Return On Investment) TagmsigiAaviadanacv o uazanuisatint
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 fools 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 optimization.

d0.674  MSAULLNIASHONSAISAAAAINAUUUYSANMS
DC 674 Integrated Digital Marketing Communications Seminar

uualtiv Usztdu AuAakilky q RlRgaAumsaaladana msdeansAugusinaludoauddna
inalulagnvmsaaia nasasurddanagluAnuaulpyaviIIVssAdIAzAaIKASSU IUDUADKITD
3u q AlAMUAAYLAzIAEITIVAUINTWIAMSOaI0TIMa (U ATUSSSULLA:DSEsSSUAUMSTDans
(Communication Ethics) npkngRdvwadamsdamsssavadslkiilazmsadivuauiaynivaaladiksu
AsgausUAIULLAACVYaVAYAU (Social Inclusion) WWudu lagwandulRunfinwviasivassAlla=woiun
TasbmsMsysauMsmMnKaInka1e3u1 (Capstone Projech ta:ito10vAANUENAIHISU 9 U19DALIUY
Foans uadomuduuunwaus:lgstuaunAnwiuasus:s1sundiu

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 taught courses learned to design,
communicate, and organize an event that can be beneficial for students and publics.




da. 660 Inalulagi@vaisnalauazudanssuy
DC 660  Marketing Technology and Innovation

inalulada:uianssuchv q Adwadamsaarauazmslugeaun tdaviauazinaluladnisiu
msﬁamss:mﬁ\)s:uuﬁuuquﬂ (Human Machine Interface) 1u Augmented Reality, Virtual Reality,
Voice Recognition, Image Recognition, Face Detection, Biometrics inalulagkusud inaluladfitwy
dannuawsalumsdtAsizk msdvuwuinaluladivasaarauazuianssy mstitaIvunudaya
uUsulBWadaaUs:avAnvmsaana (Data-Driven Marketing) yaAinasaangmsiaduAikdausnisuan
anAm (Customer Lifetime Value) tazmsaanuuuds:aumsaiigou (Experience Design) Asaanlluu
A=W IWUAS:UdUMSMISIIAIsaa1adaluld (Marketing Automation Flow Design) A1sovlWuLLas
USKIsPaMsMsagvmMsaaladud (Event-Based Marketing) 13guuazamamsaitionanausunivms
aa1anddu wu Jeyayaus:aus (Artificial Inteligence) inaluladilgdoarss:K310s:uUAUS:UULINDIRNLTQ
ANUansalumsus:gndldoiu 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 technology 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.

Ku2Q3BILAdN
an.s14  msdoansmsaaraoadvanuIuwus
DC 614  Relationship Marketing Communications

ANLlUMSIVIKNU 3310AagNS 1aIaMSADASSUNILASOAIALUUM o IWanang1s:KIW
RuslapAulusud Tasauisads:gndlanvavAnsuunaldauazuunalkeysounvAnuviinalulagavsisulu
msrhaodulnasioniiw msadwmudayata:msihlUls:gndidlufAsnssunvaisaaiacio o
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 msusSkisdansyusudaulau
DC 617  Online Community Management
AsauMsHIUIRaIOMS Quata:wugUsudaulaulRiUs:an5nwavan nagnsasiuy

Swouandngusu msadwidomnmsas:duladuwusuavaudalugusutiazmsadvuusudiiiiun
goUSURIUAS:UIUMSIIASIEKIBYIKOWalas i Us:IGuyavyUsULITULAZDYED WU MSUSKISAIUAQ
K3v msriwvulbeddosAa msmuha'\)ﬁaLUJalvT'laV\Tcuum‘]am MSYaNSyUBUIUNIIAAA Toac?\)afjuu
Wuguvavwadnssusigautnasiiandlan

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 MsSwWiIEuBdIBLadNa
DC 661 Digital Commerce

mstginaluladua:msdamsitAgddovlumsriissinuudadidansaling huunssassucv
dovldiadoviiamvinaluladua:usUwaladufkainkais msitdokiluuwdawasumswisisguudo
d3Ansalnddv q msnedaumrdousmslaoriunvdalsidea Social Commerce) avnivasia
ke uaskarnkaggavmoulumsdaaisauanAn (Omni Channeh Atlumsdannglunans:uoums
AnvIYUUDLIBYAAYNS NKUgLadaUvAUluMSissassuNMvauLnasiiaRsludemsdutussio
avnala:inalinmsimsaaiawalkssasus:aundud§o

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

that requires a variety of tfechnologies 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.

ol 3L

da. 658 msuUssnduWusdredoadna
DC 658 Digital Public Relations
AS:UIUMSIIASIKILA:MSIVUNUMSUS:NFUWUSIBonagnsiudaddna nagnsmsaaianalfe
answanivAdIvAQ msUs:lL’Jumqmsm’anmFiEmms:nudauusudh§aa\)ﬁnsuu?laaT\)nu NISIIVLLWULLAE
a\)GaUﬁJﬁmsﬁaaBlﬁ\)ﬂaqns'Iulhqmsfu'Smsmﬁ' nagnsmMstasgumuaznsaauld WoshwINIw
anuaindauAvovIUsSUdkipavAns Taaus:gndldinsoviionisus:liunadodoau
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 fo maintain valuable brand and corporate images
through the application of social media monitoring tools.

3ngrawus
da. 659 JIng1ugwus
DC 659 Thesis
AMsWauuUddsRiAuMwaluatuimsdaansmsaaraddnanunAnwauld uasius:lgvlde
Su1mskSaduGwluatinAmaas lagaviasulRunAnuIwe LIWSIDEIUS:AUBIGKSD UG
Developing good quality, digital marketing communications research papers that
match with their interests and give academic and professional communication contributions.
Students are encouraged to publish their works in national and international events.

mMsAuAdas:
dn. 600 AISAUAIDES:
DC 600 Independent Study

msagvassAllaz kiomMsWiUIWanu3deRinuMwallazaoasuAumsiUasuulavitnadulu
awimsaaiadana aasaduauisanalkiianuAILa:AruUNISEaINAISIHIAS Las/KSIITWALIUEU
dinAmaas uazmsaaiadsna lagaviasulkundawuladlomalnguwswaviudvgyavaudvlus:ausa
{usUuuuyavmistinlduawaviunvyiais msusznda Wudu

Creating and developing good- quality, digital marketing commmunications that respond
to the ever-changing world of digital marketing communications and create academic and
professional communication values and conftributions and digital marketing. Students are
encouraged to publish their works in national-level events through academic presentation,
competition, and the like.
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