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fn.011
GEO11
fn.012
GEO12
fn.013
GEO13
fn.014
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GEO15
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Thinking Skills for Lifelong Learning
anudunadiosludipuuaryususzninwssme
Citizenship in Society and International Community
welulaBuazuianssuiieaunan

Technology and Innovation for the Future
JUYSEANLATEYAEIDT I

Aesthetics and Well-being for Life
IngararnudugusenaunsuarAuienisiu

Entrepreneurial Spirit and Financial Literacy
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NENAVILAY (48 WUWAA)

nauIvUNT

U%.200
AC200

MsUsIng
Business Accounting

NFUIY AT HANANT

#f1.203
EC203

WAISEgANERSIUDIAY
Introduction to Economics

NGIRVIN MUY

n1.102 A MNe§sna

LA102  Business Law

U%.301  N19N180IN3

AC301  Taxation

NEAYUTIUTIIY

U35.102  Adinenansgsna

BUS102  Business Mathematics

U$5.207  MIRATIIeEBALeNFndulaagTia
BUS207  Statistical Analysis for Business Decisions
NAUIYIUINITFING

U35.101  %dNN1MaIn

BUS101  Principles of Marketing

U35.121  N139ANITRIANITHASNSNEINTULE
BUS121  Organization and Human Resource Management
USE.211  MITIANITNURAAKAZNITALTILIU
BUS211  Production and Operations Management
U36.212  NIRUTINT
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3(3-0-6)
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3(3-0-6)
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BUS212  Business Finance

U55.221 m‘nﬁu;ﬁﬂizﬂaummazmiﬁwmqiﬁﬁ] 3(3-0-6)
BUS221  Entrepreneurship and Business Development

U95.222  MIURTUTIS 3(2-3-6)
BUS222  Managerial Accounting

U35.401  N133ANSNAYNS 3(3-0-6)

BUS401  Strategic Management

NAUAYINIW

an.014  awdeangudmiunisiseuslan 3(3-0-6)
ENO14 English for Exploring the World

an.331  MWBINGUIINAYIUUR 3(3-0-6)
EN331 Practical Business English

aN.332  N1w1dangugInaten 3(3-0-6)

EN332 Professional Business English

nau3vIaNIEAIU-UAY (27 niein) ein (UssE1e-UJuR-Anwimeniies)
N9a.300  WOANTIUEUTLNA 3(3-0-6)
MKT300 Consumer Behavior

NMa.310  A1SIANITLUTUA 3(3-0-6)
MKT310 Brand Management

AMa.311  NSIANISNARAYTILAZIIAT 3(3-0-6)
MKT311 Product and Price Management

NPa.312  NITIANITUDINNNITINIINUNE 3(3-0-6)
MKT312 Distribution Channel Management

nRa.313  NTUIWITNNTALETUNITAAN 3(3-0-6)
MKT313  Promotion Management

NPa.321  NITINLAAN 3(3-2-6)
MKT321 Marketing Research

nPa.421  FUNUIMNITAAIN 3(3-0-6)
MKT421  Seminar in Marketing

NMa.428  NITRARRNA 3(3-0-6)
MKT428 Digital Marketing

NPa.433  NAENSMIAAIANEI 3(3-0-6)

MKT433  Dynamic Marketing Strategy
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NMa.416
MKT416
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MKT417
NM8.418
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nMa.425
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NMa.426
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NMg.432
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nRa.441
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NMg.442
MKT442

nsUIMsUsEaumMsalgnm
Customer Experience Management
nsRaIRAUA LTy

Fashion Marketing
nsiAnslavalas USENAIUNY
Advertising and Agency Management
AIAANAUINTG

Services Marketing
NSEAIUMUMIRAIN

Marketing Internship
NN9VILLUVASNATIALAZNITIANITAIUNITUY
Creative Selling and Sales Management
nseanaLienNudaE

Sustainable Marketing
nsaan s sulad

Franchise Management
nseainszaulan

Global Marketing
N13IANINTTUNITNANALAE NTUTTTIRUNUS
Event Marketing and Public Relations
Uszihutlagiunienisnain

Current Issues in Marketing
NISAAINNK

Sports Marketing

N1IANI3ANUAN

Retailing Management
ﬂﬂimame%QQﬂizﬂaUﬂﬁi
Entrepreneurial Marketing
nsfinyanizynna

Independent Study
MIAAIAgINAVULIAY

Entertainment Marketing
NSRBI M ILNES AT

Creative Content Marketing
NSAAIATINAFTINT
Business-to-Business Marketing
LATYEAIARNTNGANTIUAIMTUNITNAIN
Behavioral Economics for Marketing

mhefin (Ussee-UjuR-Anwinienuie)
YnAnwdenSeudvianizimu-aen lueenin 24 wdeis sl

3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(0-9-0)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
3(3-0-6)
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nna.443
MKT443
nng.444
MKT444
nMa.445
MKT445
nan.a17
MGT417

Toyauazmsiinszsifionisdadulamanisaann
Data and Analysis for Marketing Decisions
Joyuszivsifiensiinszsiteyanisnain
Artificial Intelligence for Marketing Analytics
UX & Ul iEosdudmsutinnmsnans

UX & Ul Introduction for Marketer
Winwedmiutingsiaiieandn

Business Professional Skills

AnsutinAnwNIlATINSENNARNEI

NMa.301
MKT301
nMa.430
MKT430

NUEL):

LASUUANN AN
Pre-Cooperative Education
annafne

Cooperative Education

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

3(3-0-6)

9(0-35-0)

nnsedviidu 3 (3 - 0 - 6) wundunisussens 3 Filussieduai InedinisinujuRsuiu
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5. AN95U85183U
n. vandvdnenaly (24 miaein)
NguIVINIWDINGE (9 viEnn)
9n.101 nwsangwludinuszdniu 3(2-2-6)
EN101 Everyday English
AndumslilassaisiuguuasdnummdinguitldluiaUsziiu Jsznoudeniswauus

ulenaz Tideyadiuin msusssisyadndnuay manedaiesiiaula Besiifumuveuuasisamdndu
dudesusazau finsuansnnudadiuludentaly Smisimuninugmane mails M8 wagns
Weurg BBy sanIg

Practice basic language structures and everyday expressions, including how to give
informative self-introduction, describe personality, talk about interests and personal passions, as well
as how to express opinions about general issues. Enhance language skills-speaking, listening, reading,
and writing-through integrated methods.

9n.102 nwsanguluusundsny 3(2-2-6)
EN102 Social English

Andunisyauazmisifoudssloauavdruuildiduused weonsiufdusiusnisdsay ns
wanwasudoya mswisuiiou uazmseSueanuAniAsaiuiesins q luudunmsdsauuazgsna lng
datunsiawwineenseduMewaznsiiaue muwaluladuazAnufnaseassd

Practice speaking and writing frequently used expressions for social interactions, exchanging
information, making comparisons, and explaining ideas in social and business-related contexts, with

emphasis on developing discussion and presentation skills along with digital skills and creativity.

an.103 mwganguluvsunaina 3(2-2-6)
EN103 Global English

Andunisussesuszaumsallagssyasifonativayy uazuansanuaniuAeiudina
oy nmsvihanu wazussiutgmilussduana Taegatumsimuninugnsieasseninsimusss uas
nsdeanslulanidna Fuddusenndunadiodan

Intensive practice in portraying detailed experiences and expressing opinions about living
and working situations, and discussing global issues, with concentration on intercultural

communication skills and digital communication skills, which are vital to becoming global citizens.

ngulYIYsANNSInEE AN AN (15 widehin)

AN.011 Vinwegn1sAniveN1siseusnaenTIn 3(3-0-6)

GEO11 Thinking Skills for Lifelong Learning

ngei wann1sreInshn WawinisAnegruduszuu Aadun1sAnl@aining nsAnadiassd n1s
AedlAsIed NsAndaaTed nsRauiten sudinadeulssnnufnwasidoniadesiiennufnfivangay
Tudssyndldludindszdniu mahauwaznisiBeuinaontinlaeg1aliussdnsnm

Theories and practical thinking tools, practice critical thinking, creative and innovative
thinking, analytical thinking, synthesis thinking and problem-solving thinking, including how to link
and select appropriate thinking tools and effectively adapt to daily life, professional undertakings

and lifelong learning.
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an.012 AnudunadiedudinunazguuussninaUssing 3(3-0-6)
GEO012 Citizenship in Society and International Community

MUY AWML A5 wihd Anusuiinreuvesnsidunaiiodin Tudsesllne dweslan uay
HanuAtita wieuflazuiusuiieagsmiuiBuldoenaiinnugy sufeiviviunafntuvessadulml q lu
Fepu 1l 95095UN5UE uLUatvesus unuInd oud v dinad od3 auazn13vien nasnsunszminly
auddreinsadsruudieludnuseiusng q Adanuuandnmaiausssy

Concepts, traits, rights, duties and responsibilities of citizenship in Thai society, global
society, and digital society, with ability to adjust and live happily with others while keeping abreast
of and adapting themselves to societal changes which may affect livelihood and working life;

awareness and cooperation at different levels among people of diverse cultures

an.013 waluladuazuinnssuiiioauins 3(3-0-6)
GEO13 Technology and Innovation for the Future

UL WUIAA M1 wazmsusudadifunsud suutasvedlaneuian saudanis
Uszgndldinaluladuazuinnssudiudng q weyaunisuarmnnannug msfwununmdinludnm
afelug mswddymiiinduluddauszarTunaznisviaued19ad19asse nansenuveamaluladuay
uianssuiifisensindutin dany waziasvgia naonsudnwvinsldusslovitaznsAunsemingaums
JayariiAeanmeluladuazuinnssy

Concepts, roles, awareness and adjustment to changes of the future and applications of
various types of technology and innovation in knowledge acquisition and improvement of quality of
life in a new normal society including ways to solve life complexity and challenges, and to enhance
creative working life; impacts of technology and innovation on our livelihood, society and economics,

and how to optimize and to protect the intellectual property arising from technology and innovation

AN.014 FUYSIAMUATEUAEITiDTI 3(3-0-6)
GEO14  Aesthetics and Well-being for Life

mMs3andaes mslddinfinuesdiesnsegniinuan TiamAnaiassalunisaiennugusiiu
gunign manuAals Aanssudunuinis wasiul i:l,vhﬁumimﬁmul,aﬂ WaEUHUAILENS9N
AIUYBUVDIFNULDY

How to live a meaningful life through various types of arts, recreational activities and sports;
new perspectives for aesthetics of life that influence one’s mind and how one may plan a path to

success from one’s passion.

an.015 Inygrunnuduiuszneunisuazanuimenisiu 3(3-0-6)
GEO15 Entrepreneurial Spirit and Financial Literacy

Audnvazddaglunisaiiedaiggiunadufsznounis TnsfunisAauuuiiives
Uszneusensiiamudnaiiassd wagnswasinlonalunmsdunasduduioniseelinusisuuay
395530 dmsTanisuazAndulaniansiuegeiivsednsua ﬁgqmﬁmmiﬂﬁﬁuﬁauqﬂﬂaLLazmsamu
sauansWaLnegs iy famefihfiamsaiazviauduiiuldegieivszanina seu3 uaznd
AndulaviusewmnnIsal

The development of character traits that are vital to cultivating an entrepreneurial spirit, with

an emphasis placed on how to think like an entrepreneur, opportunities to start and run a business
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with on the basis of ethics and moral grounds, how to effectively manage and make financial
decisions, personal financial management and investment, including sustainable development,
effective leadership skills development, teamwork, bold, prompt and well-informed decisions-
making.

Y. UUINIVUANIE (99 MEAN)
NauIYINY (48 wiqefin)
ATSEUP K MRVIATRY
Ur.200  MsUReIng 3(2-2-5)
AC200 Business Accounting
ndnmsTansuseshludmsunsinrhdadduii steaumenisdu waEMATIERUeYA
medayd dmsuldlumsuimsssianasuilatyminiegsia aaenufnydwsusssuvedivdnnsUyd
Generally accepted accounting principles for basic accounting, financial reports, and
accounting data analysis for business use and solving business problems as well as studying the

ethics in the accounting profession.

NAAYLATYYAIENS
AfM.203  iswgAansiUenu 3(3-0-6)
EC203 Introduction to Economics

L4

ndnmstugumaATYgmansuarnsUszgndldlunsiadulanisgsio melinszsiouasd -
gUmu msfmuasatlusaaUszanine nofnssuduilon dunuuaznisedn Tassadamatn #adianig
iswgiaamana Wleuiensiunsnds nMsfsznineUssma wazkansznuves siUAsuLUaImaAsgha
Aan1sAliugInvlugARIva

Basic principles of economics and their application in business decision making, supply-
demand analysis, pricing in different types of markets, consumer behavior, cost and production,
market structure, macroeconomic indicators, fiscal policy, international trade, and the impact of

economic changes on business operations in the digital age.

NGIVINYNINY
nu.102  NYUANNEEINg 3(3-0-6)
LA102 Business Law
Mﬁﬂﬂ{]‘ﬁu’]EJLL@%%%‘Uﬁﬂ/aVINﬂQ%N’]EJﬁLfa{ﬁl’ssﬁmﬁjuﬂ?iﬁﬁgﬂaﬂﬁﬂiﬁiﬁ%LLazmiﬁ’lLﬁu\ﬁu%ad
DIANTNINGINIUAAY pAUTNY L’e]ﬂL‘VlﬁﬁiUiU’l‘VlLﬂEJ’J‘UENﬂUﬂ’]i‘UiuﬂE]Uﬁiﬂf\] ﬂgwmamwaaumﬂﬁmmﬂ
ﬂgvimm’lmaﬁiﬂiimmaaLaﬂmauﬂa UseLAunea3esssu ﬂimﬂﬂmLLauUsuLmummgﬁnmaﬁiﬂ%u 9 7
waula
Legal principles and practice related to establishing and operating business organization
models, contracts related to business operations, intellectual property law, electronic transactions

law, ethical issues, case studies and other interesting business legal issues.
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U9.301  A13ANEINg 3(3-0-6)
AC301 Taxation
wuAaLazAIduIUeIn1Be1ns dnvay nannaE I5n1senAuN1E8e1ns NsUsEdiung
9INTIABLINTNIIU AITATUIN LAZATONLUULANITIINITABINTUTELANA 9) MUUTEUIRTYNINT LA
AMEBU 9 MAgtes sudansAnviniszanfuesgsiadifalugatlagiu
Concepts and history of taxation, characteristics, criteria, procedures for collecting taxes,
tax assessment by officials, calculation, and fill out various types of tax according to the Revenue
Code and other related taxes Including studying the tax burden of important businesses in the
present era.

NGV UTIUTUU
U55.102  AflnA1ansgsng 3(2-2-6)
BUS102 Business Mathematics
aunsidunse aunslddadu Aanda fandu auduvesdiulas nMsmeyiusvosileidu
MImAgegauazigauesilsituiiduiusfumagsia eysiusundiu Sufitnstu synsu nonLbBduien
ponienuiu Amenn uagnsUssgndadamansnisiulunisgsia
Linear equations, nonlinear equations, calculus, functions, slope of an arc. Finding the
derivative of a function Finding maximum and minimum values for business-related functions Partial
derivatives, integration, series, simple interest. Compound interest, periodic fees, and applications of

financial mathematics in business.

U55.207  MFlATisaEdAiion1sindulanegsie 3(2-2-5)
BUS207 Statistical Analysis for Business Decisions

nsUsegndldinadniugludgsia MiRedestvadfdionisdnaula mafumusy

foya NM5inAINA1N wagn19nsEatevesdeya N1suankasn NIzl nMInadeuaNufgIu NIAdey

lpaunas MsiwsizinnuuUsusiu Malnszianuonnss wazanduius way Wawnsudnsaguneada

Applications of fundamental business statistics relating to statistics for decision making;

with study of data gathering; central tendency and variation of data measurement; probability

distribution; hypothesis testing; Chi- square; analysis of variance; regression and correlation and

statistical software

NFUAYIUTNI553D
U55.101  udANNIIRAIA 3(3-0-6)
BUS101 Principles of Marketing
LIANAAREITUNMSAAR ALY TaULR ALEIRY MiTikazuinIsTemaInvila
A3 N1TIAUTELANAUAT NIFIURNY NITLEDNTDINIINITIINUNY WleuenIReTIAT warnnTdauasy
11399 n13TesIzuaznisidenaataid g dwindeud 18vinani1an1snatn naenay
mwﬁ%mimus—jum’mmmLLazﬁﬂmmmiﬁaqﬁuLﬁ'mﬁ’ummmmwiwwsmm
Concepts related to marketing, definitions, scope, importance, functions and services
of various market types, product classification, planning, selection of distribution channels, pricing

and sales promotion policies, analysis and selection of target markets, environments influencing
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marketing, as well as finding methods to control marketing and study of basic knowledge about

international marketing.

U35.121  N153ANITOIANTISLAENINENTUYYE 3(3-0-6)
BUS121 Organization and Human Resource Management

WUIAR N8 AN NTAMEANIINITIANT ANTIURL N1TTADIANTT 1531 migﬂ«’\]
M3d0aNT MIAUANGINA WAZMTIANNTEIRTEMINeUTEmNA STUUNMFUTMINUYARE MINSUHUREsAY
NFATINILALAALADNUAAINT NITHNBUTUWAIUY wazn1sUseidunanisuuaauaieluesAnis
nMaasuslamweEmninndeniiiinason1sdamsnilulsuinpuagsewinsseine

Concepts, theories and main functions of management: planning, organization,
guidance, motivation, communication, business control, and international business management,
personnel management systems, manpower planning, personnel recruitment and selection, training
and performance evaluation within the organization, environmental changes that affect management

both domestically and abroad.

U55.211 NMFIANITNUNGALAZNITANLTUIY 3(3-0-6)
BUS211 Production and Operations Management
auifosiuientunssuiunismdnduduasuing Yudustuneuresnsdndulaien
wasTael Msriafing n3Tatalssuard1inaIu 1NTINURLANEINSHER NITREITUNITHER
NNFUTMIAUAIAIASY MADAIUNITAIUANAMNINYDIFUAILATUINNT
Basic knowledge of the production process of goods and services, from the decision-
making process on product selection, finding a location, plant and office layout, planning capacity,

production scheduling, inventory management, and quality control of goods and services.

U36.212  N15HUEINI 3(3-0-6)
BUS212 Business Finance
FsAunew: aould U.200
amsmvdnmsdanismunsiuidndudmiunsduiugsio unum niiuazaiesssy
N1955AV0IFTANINIINTEY m3U§mimst,’3uiuaaﬁmﬁsﬁﬂaLﬁ@lﬁmiaLﬂmmamﬁﬂs NTILATIZI
ﬁu%i‘W‘EJVlﬁWﬂﬂJSLUﬂ’]S(MLUUQWU ANFUTUITHUER L\TUV]U‘VIM‘LJL’JEJ‘H a‘ummmaa aﬂWUﬂ73ﬂ1 ANFATIY W
Sasdrumenisiud ey mif\mmLﬂumummmamumumiua funavszozen msmmmmuwmm
WUy mia\muammﬂizammw LLU']ﬂﬂLﬂEJ’mUQJUﬁﬂ’PUENLﬂumﬂmi%ﬂznﬁ’] Wugmmmmﬂuiaauaamsuu
NTLUIUNSVRIANALNUAINA
Overview of essential financial management principles for business operations. Roles,
duties and business ethics of financial managers, financial management in business organizations to
achieve organizational goals, analysis of major operational assets, cash management, working capital,
trade receivables, basic financial ratio analysis, financing from both short-term and long-term sources,
calculation of capital costs, efficient investment, concepts of the value of money over time

fundamentals of blockchain technology, process of cryptocurrency.
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Us.221  naduuszneunisuasnisimungsia 3(3-0-6)
BUS221 Entrepreneurship and Business Development
Fdsduneu: dould uss.121
ANNYINY UNUIW UTEnW Aaudnwalzlasyinwevasrusenaunis Jeseikasyssidulonia
‘1/]’]\‘15"55%Lﬁ@ﬁ@uu’]ﬂ’]ﬂﬂw}iﬂi%ﬂ@uwﬁ ﬂo’mu{ﬂLL‘LJ’J‘VI’Nﬂ’]iﬁ’]LﬁUQ’ﬁﬁﬁﬂuzﬂLLUUﬁdﬁNLLNuq5ﬁﬁlLﬁ@16§Lﬁu
wamslumsimuafisnanisdidugsiant nansuUszidunrindesiionaazinanse nusegina
Definitions, roles, types, characteristics and skills of entrepreneurs, analysis and
assessment of business opportunities for developing entrepreneurship, defining business operating
practices in the form of a business plan to be used as a guideline for setting the direction of actual

business operations and assessment of risks that may affect the business.

U95.222  nsURauIIMIg 3(2-3-6)
BUS222 Managerial Accounting
FwrtaRunow: @ouls Uv.200 wag U35.212
navsyndlddoyaniayduazsunsduiionsdadulavesiuims emasouagu
MsinTIzAlaTanisamu nsdaieudszun wnAnAsIRURuY MITieTgidunuuazils e
atvayunsNuNusaznsanduladenagnslunisusmsesdnsaudimving nsldlusunsudadsnluds
Application of accounting data and financial statements in managerial decision-making.
Key topics include investment project analysis, budgeting, cost concepts, and cost- profit analysis.
Use of financial information for effective planning, budgeting, and strategic decision- making to
support organizational goals, use of automatic accounting programs.

155.401 N5INNITTINALNS 3(3-0-6)
BUS401 Strategic Management
Fwdadunow: aeuld Uss.101 US.121 USE.211 WA UT8.212 viTeldsuniseyliRainaAuus
VW] NENNIT KATNTTUIUNITINMHUNAYNS MTlATIEANIzLIAd U AN B UDNLAE
aelussdnisiidssasionisivuanagns nagndgsaseduuien sefugsia wgseduntini nagndssia
Fwmnd MmeiesginaznsysaInNsManseunsUIMsssAaEig o Won1 snausunagndiaznsaig
ANUAUTEUNINITUYITUTD95INa
Theories, principles and strategic planning processes, analysis of external and internal
environmental conditions of the organization affecting strategy formulation. Corporate- level,
business-level, and functional-level strategies. Global business strategies. Analysis and integration of

business management fields for strategic planning and a competitive advantage.
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NALIYINN
an.014  awdengudmsunisiseuslan 3(3-0-6)

ENO14 English for Exploring the World

WawiaLasalumseud wazdrsennuduldvedan wu duuinnssy dutmusssu
uazuuIAuAn Inen1senuuazidounisdnguuasnisldinaluladusznounindsussluuazuen
Houdou MudEndinuesunsiuasyaluanumsaifivarnvaisainmadsuiienuieduiesufoins
719NN

A competency-based English course that focuses on student-centered exploration of
the world through the use of English language and technology. Reading about a variety of topics
provides a springboard for tasks both inside and outside the classroom. Students are equipped with
knowledge about the world especially about its different cultures, peoples, and ways of thinking.
Self-study learning in a language laboratory will allow the students to improve their listening and

speaking skills in different situations.

an.331 AN EFINATIVLUR 3(3-0-6)
EN331 Practical Business English
Bouduasiinlinwnssnqugsiadiednsodoaslilinamudifeanis wu nmslénwsnqu
dlensvetoyanisddedudmsamneniedumedidn uaznislénunsingulunsdeansnislussdng
WO
This course will look at the English needed to achieve business communication; for
example, studying and practicing English in ordering merchandise by mail or on the Internet and
practicing the English structures that are needed when communicating within organization.

9Nn.332 AYITINGUTINRe TN 3(3-0-6)
EN332 Professional Business English
Fouduarilnnnsldnudingugsialdegradeardn itevluldAnsedearsniegsialy
anmusaling 9 1wy msldnunnguifionisiasadesemianisin nislinwndingulunisiiauedudn
wazuins sy
Learning and practicing business English in a professional manner for communication
in a variety of business situations, such as the use of English for trade negotiations and the

presentation of goods and services.
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NIV NANIZAIU-UIAY (27 waefin)
NP9.300 WeANTIUEUILAA 3(3-0-6)
MKT300 Consumer Behavior
Juadunew: aeuld U55.101

‘Mé’ﬂmnquwﬁﬁugmé’m%m%msnLLazwqﬁﬂiimQ’Uﬁm nsieszidadenslutasnieuen
fiflavsnadenginssuduilan nssvrumsdndulade namsemiindstym mssusudeys nisussdiy
maden madadulade nsUsufiunandaniste nmaidenginssuduilnaduiiugiu mstinseidoya
\WeanveUsInALaENNITRINET

Basic principles and theories of consumer psychology and behavior, analysis of internal and
external factors affecting consumer behavior, purchasing decision process, including problem
awareness, data collection, evaluation of alternatives, purchasing decisions, after-purchase

evaluation; basic consumer behavior research; analysis of consumer and psychological insights.

nMa.310 NISIANITUUTUA 3(3-0-6)
MKT310 Brand Management
dsauneu: @euls Uss.101

osfUsznounariladeiidmanonudiiavesnsaiissndnuaiiusud nagndnsiauuusud
nseRNLUUUTIYAtel msidenldiniesdieodeans ileasumsiuuusudlungugnAntivine nagnduas
Bmsadawususliudunss waznmsuusususlndufivensulusedvaina

Elements and factors influencing the success of brand identity creation, brand
development strategies, packaging design, selection of communication tools to build brand
awareness among target customers, strategies and approaches for building strong brands, adapting

brands for international acceptance.

nRa.311  NSIRNISHARSMTILAZSIAN 3(3-0-6)
MKT311 Product and Price Management
sAunew: aeula Uss.101

LUIAANITUTYITHAENITINHHUNAYNSNANS NI LaE31A7 NTIRUTELNNNERT U diudseay
HARSMI A5IEUA U9 Teaan 1sTIANEASI NTEUIUNTHAILILAEIWNY NTUINER
Indidgnatn N19a519ANURANAIUAZN1TIIUNLHERA M9 N1sAmvuauleuIesIal Tiasien
anmuIndonnenisutsty Wweaiunrufianelaudguslna esildiussumenisidedu uazanuannsa
Tunmsyimls@snisnann

Concepts of product and pricing strategy management, Product classification, product mix,
branding, packaging, labels, product life cycle, development and planning processes, launching new
products, product differentiation, and positioning, pricing policy, competitive environment analysis

for consumer satisfaction, competitive advantage and marketing profitability.
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NMa.312  N1FIANIITOINIINITINT MUY 3(3-0-6)
MKT312 Distribution Channel Management
Juadunew: aeuld U55.101

AunIe TrqUseasd anudidey anmuindeudidsmansenusetoiminisiadinyne
N519UHULATIATINY0NNTINTIMUNY UNUIKAEUSENNTasHaAALNaT JUMUUTriveamMsAdauag
F1Uan M3maraiien1sdn mswennsallaznsUSIsSAdEe nsUSMsNISeds susmsaddudn
msdaiuuazindouinedud qudnszatedud stuumaluladansaumeluszuunisnssaneduduuy
NEUNEIU (Omnichannel)

Definitions, objectives, importance, environmental factors affecting distribution channels,
planning of distribution channel structure, roles and types of middlemen, new forms of wholesale
and retail trade, trade marketing; forecasting and order management, delivery management,
warehouse management, storage and movement of goods, distribution centers, information

technology systems in omnichannel distribution.

nMa.313  AITUIMITNITANLEATUNITAAN 3(3-0-6)
MKT313  Promotion Management
dsauneu: @euls Uss.101

AUUITANNITALATUNITNAIN A1TIA¥A NTAUATUAITVIE N1TUTEVIFURUS n159elaeg
WUNIIUVIY N1TRATANIIANT mﬁﬂmmagmmﬁumaﬂaqwémia'qLa'%umwamLLuuaaulaﬂLLaxaaWT,aﬂ
NN ULAZN1TUTHITNTAUETUNITAAN

Promotion mix; advertising, sales promotion, public relations, personal selling, direct
marketing, managing and evaluating online and offline promotion strategies, planning and managing

promotion activities.

NMa.321  NTINLRAN 3(3-2-6)
MKT321  Marketing Research
JuaRunow: aeuld U5.101 uay U55.207

NTLUIUNTITENITNAIN N1500NKULITNTITEwmINAvanIun1salasnineIns n1say
fpg1a Msteszidoya nisasrsuuuiudeya 3nsiivdeya nsldadfuaziusunsudnsogulunis
Uszaiana Nsdauaran1siIve n15UseyndldnaiuideiunTiuaLnITnaIe

Marketing research processes; designing research methods suitable for conditions and
resources; sampling, data analysis, data collection design, data collection methods, use of statistics
and off-the-shelf software in data processing, presentation of research results, application of research

to marketing planning.
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NMa.421  FUNUINIINITHAN 33-0-6)
MKT421  Seminar in Marketing
radunew: aeuldivianzaiu-UiAu sg1etiey 2 311

N3ATIUNUNNNITNAIAVBIBIANTTINIIT fialuuszmauagsinsszma mnudiSanasany
auvan Jguilaziuanisinly ﬂ?'ﬁﬂ'ﬁ%&;ﬂm%’ﬂ’(]’m% N3TANENRY N58AUTI8NAY maﬂ’wmmm’lﬂif
AuAnadsassd Msvhausmiugdy wisumnundoudmiumsvhnusuiuesdnsnioueneeisdini
FURAYRUADFIANLAZ ITTHNUTTAIVITN

Marketing operations of real business organizations, domestic and international; successes
and failures; problems and solutions, application of knowledge, brainstorming, group discussion,
development of curiosity, creativity and collaboration skills, preparation for responsible engagement

with external organizations under professional ethics.

ANA.428  NISHANAAINIA 3(3-0-6)
MKT428 Digital Marketing
Fuderuneu: @auls Uss.101

aa o a

wannsmseaarudendauazdumesidn nsiieseiguuuunsmdvddidnnsednd
AnuduiussEIvandnlulasiaingsianiva nqudddszaunsnainddva nsuszenaldluesdns
g3 MaaswingAnssuguilon maadennuduiusnenismann n1svhgenssukarnstoueAud iy
dedidnnseiind

Principles of digital media and Internet marketing, analysis of electronic commerce
forms; relationships between members in the digital business structure; theories of digital marketing
mix; application to business organizations;, consumer behavior analysis, creation of marketing

relationships, transactions and sales over digital media.

NRa.433  NagnsMInaIANaIn 3(3-0-6)
MKT433  Dynamic Marketing Strategy
Fadunew: asuliiviamziu-Uidueesies 2 30

n1simunuleuen1enIsnain nstgnsddny) n1sUszyndldidegsia nsudtadgymnas
MIUHUTINENNT AnudsaarauraIveIulouIen1InITnatn WleuiesunIsuusd@unaIn Msimun
naudmnenniseatn Msmvuadudasdndue weuigmudiudssauniseain nsuuRnuuN
N13AIVANNIATLNUNNNTIAIANElAATUsTIURAEANUTURATD U d AL

Marketing policy formulation; use of case studies; business application, principled
problem-solving and planning, successes and failures of marketing policies, market segmentation
policies; defining marketing target groups, product positioning, marketing mix policies, plan

implementation, control of marketing operations according to ethics and social responsibility.
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1 a }%4 =) ] a
NANABIUANIZAU-LADN (24 KUWNN)

1%

U = A a a 1 A [ ! 1 a v a
unAnwudenSeuivianizau-iden lutesnin 24 wiaein fall

nMa.322  NsUIsUszaun1salgnen 3(3-0-6)
MKT322  Customer Experience Management
Ftadunow: aould U95.101

wIAALAZNITUIUNTUTMSUSEAUNTAlgNAT Nagnsn1sasawazUTuUssssaunisalgnanly
NNIAFUNE UnumveuIs wilneuw malulad wazdeyalunisuimsussaunisalgnal nisldinadanis
UImsUsraunsalgndn weadannuliiuTeunamisudedunazanuiisnelavesgndl nsUsziduwa
ﬂ'ﬁwmLLazsﬁaﬁmwmmﬁmfuLﬁmﬁ'ﬁuiumiu%miﬂizaummiqﬂvfh

Concepts and processes of customer experience management, strategies to create and
enhance customer experience across touchpoints; roles of managers, staff, technology and data in
managing customer experience; application of customer experience techniques to achieve
competitive advantage and customer satisfaction; evaluation of impacts and potential pitfalls in

customer experience management.

NMa325  NsRanAudundy 3(3-0-6)
MKT325 Fashion Marketing
Juradunow: aould U95.101

UseTRunduad osusianie 1p3esUsedu LazQUNTAINANT ANINUINGONNINITAAIA WLy
PAaINTTN Anvilnada nagnsnisudiduninsnainnuninduel 5191 Yeenen1sIadivite uagns
duaSunInaiavesdudunldu

History of fashion clothing, accessories and gadgets, marketing environment, industry
trends, technical terms, competitive marketing strategies in terms of product, price, distribution

channels and promotion of fashion products.

nRa.326  N1TIANISlaYaLAs USENAIUNY 3(3-0-6)
MKT326  Advertising and Agency Management
Ftdunow: aoauld U35.101

Uszds Aauniy AudIAey wasUszlnnveanisiavun unummifivereumsnulasan
yosuTEnglavanuazuTsndumilavan miadsasiduayesdusznavresiunulavan Ussnndaiu
115092918 8 BILATAITUNT AN N15TANTTA BlaIBAN N1TIURLNITINTIANISIava NsUTY
Usgansnmnislavan ﬂgwmaLLaz%ﬁdﬁUﬁLﬁaﬁm ‘mhEN1uﬁaﬁuayummﬁm%umﬂ%wmﬂ

History, definitions, importance and types of advertising, roles of companies' advertising
management and advertising agencies, creation and composition of advertisements, types of printed
media; broadcasting, advertising media management, advertising campaign planning, evaluation of
advertising effectiveness, laws and regulations related to advertising, agencies supporting advertising

production.
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N9R.328  NISAANAUINIG 3(3-0-6)
MKT328  Services Marketing
Juadunew: aeuld U55.101

mMsnanfiiedfugsiauinis nouiuazuuifnvesnsnaiauimsadelval Ussianuesgina
UINg miﬁwumqﬂﬁﬂLﬂmm'aLLaswqaﬂﬁmmméfmmwa&@jﬂﬁﬂ NTIATIZRANIUNITAILAZNTAINUA
ﬂaq‘wémmﬂu%mi NNFFLNUIUINIT AT ANULANANTOIUINIT Qmmwiumﬂﬁu%ma QUL ENN
AnudusugnAnilerudsvesgsiauims

Marketing relevant to service businesses, theories and concepts of modern service
marketing, types of service businesses, defining target customers and customer demand behavior,
situation analysis and service market strategy formulation, service positioning, service differentiation,

quality of service, establishing customer relations for the success of service businesses.

NMa.329  NRANUAIUNITAAA 3(0-9-0)
MKT329  Marketing Internship
JsAuneu: aeuldivaniziu-Usau egnstioy 2 391
NANNITHAZRUIAANINITAAIALUNTTALTUTIAY NTRNUJTRAAIUNITINMHUIIU NITAUN
Yy n193AsIei LLazmiLLfﬂm{]agmﬁLﬁmﬁﬁu ANuAIUNITAaInluanIulIENaUN1gINInIolATINIGg
Ansuvesmineids aeldnisguaresnanassivinwlasainsidunailivesnda 200 Falus davi
iﬂamua@mam'i'?]ﬂﬂﬁﬁ’ammﬁa?:uzjmmi?]mm
Marketing principles and concepts in business operations, practical training in work
planning, problem identification, analysis, and problem-solving, marketing internship in a business
establishment or university internship program under the supervision of a program advisor for no

less than 200 hours, completion of a summary report upon internship completion.

NRa.336  NISUIULUUESTINATIALAZ NITINNITAIUAITVE 3(3-0-6)
MKT336 Creative Selling and Sales Management
sAunew: aeula Uss.101

ﬂ’J’]ZJi:jLﬁIE]ﬂéfuLﬁIEJ’JﬁUL‘Vlﬂﬁﬂﬂ’]isln‘alLLﬁZﬂ’]iU%%’]Sﬂ’]iSU?EJ A1UHUNITVIY AITHYIATH
8OAUNY NTINDIANITHIEVIY ANFUSMITNENIIUIY NTETIN NSARLEDN N1sEnaUsH nslnanaulvy
1153413 MSUTMITIAT NMTIANITOIUNIANITVIY N15UTELTURE N1IAIVANNUNIIUYIY N1TLETUATIS
assenussanfiofudnueiia

Basic knowledge of selling techniques and sales management, sales planning, sales
forecasting, sales organization, sales force management, including recruitment, selection, training,
compensation, motivation, time management, sales territory management, evaluation, and control

of sales staff, enhancing code of conduct for good salespeople.
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nRa.339  mseanafionnudsdy 3(3-0-6)
MKT339  Sustainable Marketing
Juadunew: aeuld U55.101

auaulevesfuilnaildled swindeunazninensfianda nsmainegiadsduiddads
dandennazdiidlddinds nagnsuazununisnandilen unugsnansmaindider uunliugsfad
dlaTumINsURaTeURRdIAL NMsuuziNan YA d T UTnnIeaIn

Consumer interest in environmentally-conscious and resource-limited products,
sustainable marketing strategies and plans that consider the environment and marketing
stakeholders, green marketing business plans; trends in socially responsible business, introducing

green products as a marketer.

nna.400  msdnnsusuld 3(3-0-6)
MKT400  Franchise Management
JsAunew: aeula U95.101

wAAkaznIEUINNTasassuuwisulyd nsidenuazUsedugSuusulyd nseenuuy
tannatnsulyd n1sadvayuuaznismIvAngSuunsuled n1sdanisanuduiussendnad inazeSu
wiisulyd nagnsnisveneuwsulyd

Concepts and processes of franchise system development, selection and evaluation of
franchises, franchise agreement design, franchise support and control, management of franchisor-

franchise relationships, franchise expansion strategies.

nea.dll  nseanszaulan 3(3-0-06)
MKT411  Global Marketing
Juadunow: aould U95.101

ANUEAYTRINIIAATENIUTEIMALAESEAULAN ANTIUNTTANAN NITTIUNGUNINATYEAA
anmindaulusineusziva 1as9adaunasn13a I uaIuYeI09ANIITnINUIZINA N15ITUNAINTTNT
Usene Nagnsn1InaInsEnInausena nagnsuanineiuarsa NMsiigeainsiauseine nMsdaasy
NIAAINTENINUTZNA NTINBRULAZNSITAIUUTEANN1TRa WlBU1N1TdRETUNITAIRINUIZINATDY
AATFLATLONYY

Importance of international and global marketing; overview of global trade, economic
groupings, foreign market environments, structure and operation of international organizations,
international market research; international marketing strategies, product and pricing strategies,
foreign market entry, international marketing promotion, planning and use of marketing mix, policies

for promoting international trade by state and private sectors.
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nRadl2  N1SIRRANTINAIAAIALAZNTUTEENRUS 3(3-0-6)
MKT412  Event Marketing and Public Relations
Juadunew: aeuld U55.101

MENN15TARINTIUNIINIAAIARAENTITUTEI AN US 1R oadren ndnuel Tedus uay
AUFUNUS T8I 1909ANSAVAIBITUY NAYNTNITALATUNITNAIN N1TTANINTIUNINITARIALALNIT
Ussanduiusifioszansnmlunisdoansnianisnanuuunsuieas

Principles of marketing activities and public relations for building image, reputation and
forganization-public relationships, strategies for marketing promotion, marketing and public relations
activities for effective integrated marketing communications.

nea.d15  Ussiiudagiumenisnain 3(3-0-6)
MKT415  Current Issues in Marketing
sAunew: aauls U95.101

wate uwurfa 33015 uaznagndnisnatnadelmiluninisgsie tadesdelanizduiidy
wawnslmdlussniseana wnliuddnluewian Welmuiarnudauasnsinuresdndng

Topics, concepts, methods, and modern marketing strategies in the business field,
specialized tools representing the latest developments in marketing, key future trends to enhance
students' thinking and work skills.

nea.416  NIIRAINNKN 3(3-0-6)
MKT416  Sports Marketing
Ftadunow: aauld U35.101
VNS WIRA WaETRUINNSTEINITAANARNN AN1ITLIRdDNTIEBVENAENTIINUN1TAAR
Tngldmnidude mafununusazieszvinginssuduilan msmmungnAnguidivany nswamn
HARSUI N15UTMIT1A1 N5TRTIMIng nsdasunsean nsvdaduauulufanssunainivg
Principles, concepts and evolution of sports marketing, environmental factors influencing
marketing planning using sports as a medium, data collection and consumer behavior analysis, target
customer definition, product development; price management, distribution, marketing promotions,

securing sponsors for sports market activities.

nMa.dl7  AsIensAUan 3(3-0-6)
MKT417  Retailing Management
deruneu: geuld Uss.101

sULUUgIAaA AN sTIAYEG q ngfinssunisdovesgndn MshgsiaduBnuuuaInTas
Yo nagndmMInaInd1Uin nadenundasyuaiios nisuimsvildgunuussmaluladasaume
N15USMSgRANEIUS MsauuLarn1sTRdedudl msdmdenndndusiiniiu daulszaunisdeans
NNAITRAINAIUEN NITUINITAINITIIU NNTOONLUULASANUAIZIUAT NITIAUINITUAZAITOIUIIAIY
ArAInNLAgNA

Various types of retailing business, customer purchasing behavior, multi-channel retailing,
retail marketing strategies, including source and location selection, supply chain management and
information technology, customer relationship management, product planning and purchasing,
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product selection for stores, retail marketing communication mix, store management, store design

and decoration, customer service and convenience in retail businesses.

NMa.418  MINaIATIUTENOUNNT 3(3-0-6)
MKT418  Entrepreneurial Marketing
sAunew: aeula U95.101

‘U‘Vl‘UTV|LLa8ﬂ’1i‘-'a’ﬂﬂ73%1@ﬂ13@161®ﬁ?%§U&§ﬂ38ﬂ@Uﬂ’]i mimaLLNumqmimmmLﬁaﬁﬂLﬁuqiﬁﬂ
finnsandadedanndeunelulazneusniidmaregsia MansusunagnénsnandmiugUsznauns
ATULUSEIURANN NITAIRUARAIALTINNE N1TIFILULININITAAIA ULBUIATUNE RN Uiiﬁ;ﬁmﬁ?fl
NFATNATIAUAT N1TATNRUATIAT FOIWNNITININUE WAZNITALATUAITHAN

Roles and marketing management for entrepreneurship, marketing planning for business
operations, consideration of internal and external environmental factors affecting business, marketing
strategy planning for entrepreneurs, including market segmentation, target market definition, market
positioning, product policy, packaging, brand building, pricing, distribution channels, and promotional

marketing.

nPa.425  MIANYIRNITYAAS 3(0-6-6)
MKT425  Independent Study
JsAunew: aeula U95.101

vhdovtetamilindnwaulawasifedosiuidedunmanain Tngldfunisewsiianenanse
fivsnw thinwidesiunt sausndeya dailassnns wazinauerasulutiferdeiymiu

Topics or problems of students' interest related to major subjects in marketing, approved
by the advisor, students must conduct research, collect data, organize a project, and present the

results on the selected topic or problem.

nAa.A26  NMIRAIAGSNATULI 3(3-0-6)
MKT426  Entertainment Marketing
deruneu: geuld Uss.101

WENNIS UNUIM T wasnrsivuainnaen1anIsnan d1uUsraun1snatn Laznisive
panfiAedfugsAatuia Wy nweuns auns A aduayn msvisadien uazaautuliis nagnsnig
AIAAIAAIUNITUIE N1TANASUNITVIE Nslawa N1SUTTEEURLS waTN1INAIANIIRSY idinase
A5 IRIIRATLAS

Principles, roles, responsibilities, and defining marketing targets, marketing mix and market
research related to the entertainment industry, such as films, music, sports, amusement parks,
tourism and entertainment venues, marketing strategies for sales, sales promotion, advertising, public

relations and direct marketing that impact the success of entertainment businesses.
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NPR.432  MsaaLlemuLNaS1eETSe 3(3-0-6)
MKT432  Creative Content Marketing
Fnsvwesradasiarnseenuuuiiomdmivdemananslusuuuudeya sUnw na1fin
voile Wiensvdunwanls msuense wasiiinsesuelsiiugsia
Creative sales methods and content design for marketing media in the form of
information, images, graphics or video to stimulate interest, word-of-mouth recommendations and
increase business sales.
nAA.441  NISMANATINAETINT 3(3-0-6)
MKT441 Business-to-Business Marketing
Fadunow: aould U95.101
NaNAS ANUENAY ULarUIELANYBINAINEINAFTIND ngfnssuuarnsruIunsinaulade
N15UMIANUANTUSTENINNEINT INATANITIRTIRDTEY NITIATIEN N1TIUKY N1sAmURdINUTEEY
nsea1n nsUszendldssuunduddidnnsetind n1sUsziliung wazn13AIUANAAINTININGINA
Principles, importance and types of business-to-business marketing, purchasing decision-
making behavior and processes, business-to-business relationship management, negotiation
techniques, analysis, planning, marketing mix determination, application of e-commerce systems,

evaluation and control of business-to-business markets.

nea.442  AsHgAEnsNgAnIsudnsuNITnaIn 3(3-0-6)
MKT442  Behavioral Economics for Marketing
Fdsdunau: aeuld U3s.101 uaz AF.203

Aswgmaningfnsaunarinineinisdnaulavesiuilaa Jadusing q fidwmardenindende
dudn msafenagnsmsnaaiinsgduliAnnismevaussuazarmalalungugnédivang nslideyalu
mMsieneRdmgingsy einunagrnismainesnaiesserussa anusuiieveusionslidoyauasnis
doans walneiniaeassAuazaenndestungAnssuduilag

Behavioral economics and consumer decision-making psychology, exploring factors that
influence purchasing choices. Development of marketing strategies that trigger responses and
engagement in target customer segments. Ethical use of data in behavioral analysis to refine
marketing strategies with a focus on responsible data application and effective communication of

insights aligned with consumer behavior.

nMa.4a3  deyauarmienziiiensdindulanisnisnain 3(3-0-6)
MKT443  Data and Analysis for Marketing Decisions
FtaRunow: aauld U5.101 way U55.207
nslifeyaiiiensiinsginisnatn neseyliym maiiaunigiu malieneitoyaidada
miﬂizqﬂﬁﬂ%@ﬁagaﬁ]’lﬂmieﬁama NIINAADY LAZWUUENTD Lﬁaaﬁuawumiﬁ@aﬂﬁmwmimmm
Data-driven marketing analysis, problem identification, hypothesis formation, statistical
data analysis, application of transaction data, experiments and surveys to support marketing

decisions.
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nra.ddd  Yygruseivgiilonsieneideyanisnaia 3(3-0-6)
MKT444  Artificial Intelligence for Marketing Analytics
Juadunew: aeuld U55.101

wAafiuguvesiyaUssive ndnmansairademuesdyyiuseiug fedrenisadis
Lﬁammaqf]igfgwszﬁwﬁ nsldduanussivgirsluntsiaudgsfiauasnsinseiidgsiaasneassa
WUUSH LU

Basic Concepts of Artificial Intelligence, Introduction to Generative Al, Examples of
Generative Al; Applications of Generative Al, Utilizing Artificial Intelligence in Business Operations and
Creative Business Analysis for Automatic Innovation

AR8.445 UX & Ul iosdudnsutinnmsnans 3(3-0-6)
MKT445 UX & Ul Introduction for Marketer
sAunew: aauls U95.101

Naud WuINe wagnannsuualunisvinauvesdnesnuuudszaunisaly 1y (UX) uag
tneenuuvaufaredld (U) uuada nsvuiums uasiinuadesfulunisadns Ux/ul Huedesdoady
dufutinnisnanslunsudmandnfasiuazuinislugaddva asouaquiudmsldesld nisdvunnagys
Tassasnsansaumna mswauwaudaivled taznisadishisivisy

Theory, approaches and practical principles in the roles of UX (User Experience) and Ul
(User Interface) designers, concepts, processes and basic skills for creating UX/Ul as a complementary
tool for marketers in managing digital products and services, covering stages from user research,

strategy definition, information architecture, to developing sitemaps and wireframes.

naN.417 Vinwedmiutingsialieandmn 3(3-0-6)
MGT417 Business Professional Skills
vinwgAidudusienndutingsiafienn mesauyadnamaslunazneuen uyvodusiug
wsevsdsan mMIyeluiiguvu MIdnredoasniegsAe way wadansiiauedoyamagsiafivivart
Various skills necessary for business professionals, internal and external personality
development, human relations, social etiquette, public speaking, business communications and

modern presentation techniques.

NRa.301  WSENAUAAANY 3(3-0-6)
MKT301 Pre-Cooperative Education

wurfaLarAUIlaTEUUARAIANEY NMSRTENANUNTEUIUNITYINNU NTWSENeNAITANAT
U madenanuusznounts wadanisdrunisdunival mswaunuglunisdoans ﬁgﬂugmwumi
A0a135¢W3I9 Generation uarnsldnwiainaionsdeans swdanisdearstiniausssy fnvenis
vhaudufinedrsaiassdluinusssuosdnsiiuaning Indnetlumshauiniugdu medelunsiaun
915UnkAUTUM TinwslaneauInIn IndyanuiUsenauns melaMWeuTeny NsULEue way
Fomsufuiluseninufiinu uaranudasndeluaniuysenaunis HeAuETIN TUFIIN LavTTUIUTIU
Twdnan

Concepts and understanding in cooperative education system and preparation for applying
jobs, how to prepare documents for job application, how to choose the right company to work,

techniques for job interviewing, the development of communication skills in both generation
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communication styles and the international communication, cross- cultural communication, creative
team work skills in the different organizational cultures, the psychology of working together,
techniques emotional development and adaptation, improving professional skills and
entrepreneurial spirit, the report writing, presentation, the best practices during work in the

workplace, morality, ethics and professional ethics.
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Learning real-life work systems as an employee in a business to enhance professional
readiness through structured and principled practice; students must work full-time for at least 16
weeks or 1 semester, with performance evaluations by their advisor and the workplace, students
must maintain a progress log, complete a summary report, and present their performance at the

end of the internship.
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