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EN101 Everyday English
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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.
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EN102 Social English
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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.
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EN103 Global English
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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.

ANYIVININANFAR_V.69.2



NFHUIYIYIAUINITNNBLIVIIN (15 W2ein)
01l inwennsAniiensiiouinasndia 3(3-0-6)
GEO11 Thinking Skills for Lifelong Learning
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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.
f.012 mmﬁluwaL‘ﬁaﬂuﬁﬂﬂuLLazsqmuiwﬂNUi::mﬂ 3(3-0-6)
GE012 Citizenship in Society and International Community
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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.
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GEO013 Technology and Innovation for the Future
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wialulagiasuinngsy
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.
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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.
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GEO15 Entrepreneurial Spirit and Financial Literacy
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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 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.
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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.

NAYLATYgAIENS
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EC203 Introduction to Economics
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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
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structure, macroeconomic indicators, fiscal policy, international trade, and the impact of economic

changes on business operations in the digital age.
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LA102 Business Law
wé’ﬂﬂgwmEJLLaﬁ%Uﬁﬂ’ﬁmwﬂgwm&ﬁﬁmsﬁmﬁ’umﬁm@?@aqﬁmqiﬁaLLaxmiﬁTﬂLﬁummaqaaﬁmm&
gsfausazsULUY L@ﬂL%ﬂﬁmm’]ﬁLﬁﬂ’ﬁ@ﬂﬁUmi‘UiSﬂ’eJ‘Uﬁqiﬁﬁ] nouanensnddun1elya ngruiednnie
gInTsuNeBLannsetind Uszinuniaasesssy ﬂizﬁﬁﬂmLLazﬂizLﬁumaﬂgmmﬂqiﬁf\]ﬁ'u 9 fnaula
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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AC301 Taxation

LL‘U’Ja(ﬂLLa&’,ﬂ’JWQJL‘f]u%]‘ﬂﬁ)ﬂﬂﬂ‘@@ﬁﬂi Anwolg %é’ﬂLﬂﬂJ‘ﬁ 3§ﬂ’]iﬂvﬂLﬁUﬂ’]‘@@’mi ﬂ?iﬂi&ﬁ‘l«lﬂ’]@@?ﬂﬂﬂﬂ
WANTEAIIE NISATUIRL LAZNTONLUULAANTIENITANEDINTUTELANAIY 9 AUUTTUIATEYINT warnd
u 9 MAwtes TudsmsnwanszaBvesgsfaddalugatiagdu

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.
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BUS102 Business Mathematics
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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.

U35.207 mMseTginsaifiionsindulaniessi 3(2-2-5)
BUS207 Statistical Analysis for Business Decisions
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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.
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BUS101 Principles of Marketing
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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 marketing, as

well as finding methods to control marketing and study of basic knowledge about international

marketing.
U95.121 N133AN1T0IANITHATNTNEINTUWE 3(3-0-6)
BUS121 Organization and Human Resource Management
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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.

U35.211 NFIANITNURAARALNITALTUIY 3(3-0-6)
BUS211 Production and Operations Management
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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.
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BUS212 Business Finance
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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.

U35.221 miLflur;:iﬂisﬂaUﬂﬂiLLazﬂﬂiﬁwuﬂqiﬁ% 3(3-0-6)
BUS221 Entrepreneurship and Business Development
FtaRunew: aouls Uss.121

AUNUIY UNUIN Uselan @mﬁﬂwmmazﬁﬁﬂwmm@:ﬂizﬂaumi "T]Lﬂ'i”l%ﬁLLﬁ%ﬁUi%Lﬁuiﬁ]ﬂ’]ﬁﬂ’mﬁqiﬁf\]
Wewunnsduguszneuns Mmuauumansdniugsisluguuuuresusugsiaioldifuuuimslunns
fvuafiAmanIsiLiugiiants raenuUssdueudesiionassinansznusesina

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.

195.222 NIUQYTUTINT 3(2-3-6)
BUS222 Managerial Accounting
F1dsAuneu: dould Uv.200 way US5.212
nMsUszynAlifeyamatyfuazeunmaiuiiensdadulavesuims ilomaseunqunisiieses
Tasamsasu Msdavisudszana wnAnRgriusuny maenevidunuasils Wealtuayunsnauw
waznsindulaienagnslunisuimsesdnsmudmung msldlusunsudasnluda
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, budseting, and strategic decision- making to support

organizational goals, use of automatic accounting programs.
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U38.401 N153ANTSTINALNG 3(3-0-6)
BUS401 Strategic Management
FUsduneu: aauld Uss.101 UTE.121 UTE.211 Way UTE.212 vieldsuniseusiRannanuf

V9w NANNI3 LLazﬂizmumiaNLLmuﬂaq‘mé nwTsaandeuieuenuaranelun
danaronisimunnagns nagnsgsAasEAuLIEy seRugsia warsefunting nagnsgsfiadmnd s
3Lﬂ'ﬁzﬁLLﬁzﬂﬁgiMﬂmsmami‘ﬁmmw%miqiﬁwhq 9 Wien ’i’JNLLNuﬂaQ‘WDELLaSﬂﬂﬁagﬂﬂﬂﬁﬂulﬁLU%SU
NINTUUITUVRITINR

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.

NALIYVINN
an.014  mwdsngudmsunisiseuslan 3(3-0-6)

ENO14 English for Exploring the World

Wawiauansaluninfeus wavdrsraanuduluvedan wu duuinnssy dutausssuway
wwaTuAn lasnserunanfounundnguiarnsléimaluladusznaumsdeuiidlusasuontioaiou s
AnvinwesunsilaaznaluaaunsaiivannvaisinnsiSeudmemuiesusiesUfoRmsmaniwm

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.
aNn.331 NN ETINATIUUR 3(3-0-6)
EN331 Practical Business English

Bouduasfinlinudanqussiafiedndedeanslilinanuiidosns wu mslinwsanguiiionisve
foyansdstoaudmanmneviodumedidn warnslimudngulunisdeansaelussdng sy

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.

aN.332 AYIDINWIINBDNTIN 3(3-0-6)
EN332 Professional Business English
Boufuasiinnislinnsnquesialdesiiionndn itethluliRnsedeasnsssialuaniunisaising
wu nsldnndinguiientsiasnsesesnanisd nslEnvdingulunsiaueduiuazuinig udu
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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NRUIVUANIZAIY-TIAY (27 %UIBAA)
Man.100  wannsdAgyvennalulagnensnainuazlygualife 3(3-0-6)
DMK100  Essentials of Marketing Technology and Social Media

WUIAR N8 LLas“d%’szpéfmmiﬁ'amim'ﬁmmﬂﬁ%ﬁaﬁﬁﬁﬁummsmﬁnﬂms?{aaﬁmimamﬁgﬂLﬁm G
nsdoansmananauuiliuuy 2 v1e wasueundindusinugUnsnideasildoufam sauamalulad
A13Ran (MarTech) LLazﬁaaauiaﬂﬁhd 9 L Google Ads, Facebook, Instagram, Line ha¥ Social Media
MTAIATIEIINgANTIUN oA SYRIdsansIaLFUMsAdTA HunsAeansnsnainAdviafiaenndesiu
Huslan

Concepts, theories, and philosophies of digital marketing communications that have evolved
from traditional marketing communications into modern, two-way communications. This includes
applications on personal communication devices, as well as marketing technology (MarTech) and
various online media such as Google Ads, Facebook, Instagram, Line, and other social media
platforms. Additionally, it involves analyzing the communication behaviors of digital senders and

receivers through digital marketing strategies that align with consumer needs.

Aan.203  N1SUTMSUsSEAUNISAlgnALarANANTLSaNAY 3(3-0-6)
DMK203  Customer Experience and Customer Relationship Management
FtaRuneu : @auls Uss.101

ndnnsuasnguiiugiuisitulssaumanignélulanddva wagnisudmaanuduiusiugndn s
AanzidadeneluasmeueniiidnsnaseUszaunisaignélulanddvia msiiasesinszuaunsaing
UszaunsalgneAn Msnsemindeninufenis n1ssiuniudeya nsuseiiiumaden nsdndula wazns
Uspiliunandsnisldan nsAnwuummansianiuasnsidesraunisaigndduiiugiundomsianli
nswasuuladuuiunnisnan

Fundamental principles and theories of digital customer experience and customer relationship
management, including analysis of internal and external factors influencing the digital experience,
exploration of the customer experience creation process (need recognition, information gathering,
alternative evaluation, decision-making, and post-use assessment), and study of basic development
and research approaches in customer experience, along with evolving trends in the marketing

context.

a3l NISIANINARAMYLaTATIAUAIUULNAA D TUATYIA 3(3-0-6)
DMK311  Product and Brand Management in Digital Platform
Jdeduneu : @euld Uss.101

wAakaznguifefunsinnsnandueitazasdud nagndnsuimanndudliiaue ns
USUNTENURANA Y NTINAIUNUINERA I MSWILINERALaraduA Y MsUSMTHaniusiLay
asauAlunAaryisTinndnsue vudowazdemansnainnaia nisldiadediowazuinislavan
poulatuulnanneosy Google Ads, Google Search, Way YouTube n1sas1ansndualnanunsauasdulalu
pa1alan UNUMTBITTUIATTHINTUTMSHARSMe AT ATIAUAN WaN1TUTIHARS U LA AT ALADENS
19395554

Concepts and theories pertaining to product and brand management, strategies for managing

brands to enhance brand value, product line management, product positioning, new product and
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brand development, and managing products and brands at each stage of the product life cycle via
digital media and marketing channels. This includes the use of online advertising tools and services
on platforms such as Google Ads, Google Search, and YouTube, as well as creating brands that can
compete globally. The role of the government in product and brand management and the ethical

management of products and brands are also addressed.

Pan. 316 NITUTMITVOINNNITAANNAINALUUNATUYDIN 3(3-0-6)
LazAAnTeEBENNTeind

DMK316  Omni-channel and E-Marketplace Management
JurteAuneu : @euls Us8.101

Ay Taquszasd anwdify anmuindenfidssanssvuiedomisnismainfdia nsnaKY
Tnssa$avostomenisindiving msnsnagnsiiioairssenvisuuunaniloguiig o nsdnnisiale
uNu nsnensalkarNTUIMIsIdsde nauimnsmadads msuivmsedsaud msdafuasedeudne
dufn qudnszanedu uasssuumaluladasaumaiililussuunsnszaiedudn

Definitions, objectives, importance, conditions affecting digital marketing channels, structural
planning of distribution channels, and including supply chain management, forecasting and order
management, delivery management, warehouse management, storage and movement of goods,
distribution centers, as well as the study of information technology systems used in distribution
systems.

nan.317 EULL‘U‘Uﬁqiﬁ’«JLLazﬂaq%ﬁ‘ﬂ’ﬁﬁgﬁ’]m 3(3-0-6)
DMK317  Business Model and Pricing Strategy
FurdeAuneu : @euld Uss.101

wnARAITUNERNLUKAEUTMNIINNTTULUUSSAY ARBRIuMSALIUNAgMSsusIATluYARTYA
Tnowdumssmunlsuenmssenalussdugadnasgdnsinine malinsgranmundoummanisudsdy
doassanufinelaggaunguilon wiouiadiuaruildiuioumamautedu Bmsmensaimudesnislu
AA1A N15ILELLaETRTsuUsEIaAlYI1edun15Ran n15UlaueR1u Data Visualization Lite
Usznaunsandula nasnaun1InTIaeuLazUIzlunNanIsAIbuUY LagnsnaUIUTE Vs nLasNaans
ynagsiaegredsduy

Concepts in Business Model Design and Management with Strategic Pricing in the Digital Era. This
involves designing and managing business models while planning pricing strategies tailored to the
digital age. Emphasis is placed on setting pricing policies at both the manufacturer and distributor
levels, analyzing competitive environments to maximize consumer satisfaction, and enhancing
competitive advantages. Key components include studying methods for market demand forecasting,
planning, and budgeting for marketing expenses. The use of data visualization is highlighted as a tool
to support decision-making processes. Additionally, it involves monitoring and evaluating

performance to improve business efficiency and ensure sustainable results.
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PaR.318  msdeansmInaauuuysanslugaRdvia 3(3-0-6)
DMK318  Integrated Marketing Communication in Digital Era
JurteAuneu : @euls Us8.101

ﬂ?’]ﬂJiLﬁI@\‘iﬁuLﬁlEJUﬁJUﬂﬁgE]ﬁ’l'iV]Nﬂ’]'ﬁGla’]ﬂ AR UeINISE oA INIINIRAIARUAI U ST
Msnann AnuduiusseninssdemsvnenisnaiafunIsuImsnagnénIsnsnaIaRIva diulszanns
duasunsnann Jausznaudienislavan nsdnasunisue nsussmduiug nnsvelaeniinauwe
WAZNITAAIAN AT NTUIMTAUUTEAUNTAUATUNITAAIARAZNITINILHY U%UUEGL%Ui%Gﬂﬁﬁ@ﬂﬂéjadﬁU
A9MN9UYB4 Search Engine n1sidanld Keyword fimangan warn1svinisnaianiududvsedendsiale
mudnguszasa

Introduction to Marketing Communication includes the fundamentals of marketing
communication and its importance within the marketing mix. It explores the relationship between
marketing communication and the management of digital marketing strategies. The marketing
promotion mix is covered, consisting of advertising, sales promotion, public relations, personal selling,
and direct marketing. Additionally, the study involves managing the promotion mix and planning
strategies. It also emphasizes skills such as optimizing websites to align with search engine algorithms,
selecting appropriate keywords, and conducting marketing campaigns via email or other digital media

according to specific objectives.

nan.d12  3LN1INAINAINE 3(3-0-6)
DMK412  Digital Marketing Research
FtaRuneu : @ouls Us5.101 wag Us5.207

nszUIUMTIToMsmaInAda mseenuuuIssiselimne fuaniunsaiuagnineinsifleg nsdy
Maeg1e MIesgideya n1sadiwuuiivdoya 35n1siudeya nsldadifuasiusunsudnsagulunis
Uszanana n15ULaueNanIs338 warn1sUseyndldnanuIdunun1sIaun1snaInAdia sastansld
\3nsileo Web Analytics 1y Goosle Analytics 7i¥auszananaveiules

Digital Marketing Research Process covers the process of conducting digital marketing research,
including designing research methods tailored to specific situations and available resources. Key
topics include sampling, data analysis, developing data collection tools, data collection methods,
and the use of statistics and software for data processing. It also focuses on presenting research
findings and applying research results to digital marketing planning. Additionally, the study
emphasizes using web analytics tools, such as Google Analytics, to measure website performance

and effectiveness.
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Par.d19  msdansdeyaliiensnainidsia 3(3-0-6)
DMK419  Data Management in Digital Marketing
Jurderuneu : @ouls Uss. 101

ﬂsxmumiﬁmﬁmmi%;&a’lumiﬁﬂmwmmwﬁawmuaﬁaaﬁﬁa miaamwﬁ%mﬂﬁwﬁauﬂa N9
Suundeya mslineideyauaznisuszndliiniesdionasdoyanng o ivarnuansldnieluunaniasy
Fieafu msusziiunuanvesdoyaiifieg seduaanidefieuazmnuaenndeiievluaisnaygnsvie
ununITRAIALazNRaulanINIIRaInRIvialaet sl sEANS AW

The process of data management in marketing through digital channels and media, design of
data collection methods, data classification, data analysis and application using a variety of tools and
data in different ways available within a single platform, including quality evaluation of existing data,
levels of reliability and consistency, in order to create effective marketing and planning strategies
and digital marketing decisions.

Pan.421  FUNUINITNAIARINE 3(3-0-6)
DMK421  Seminar in Digital Marketing
wtaduneu : @ould Iy anzau-Uifueg1atae 2 39
nMafluunIsiuNIRaALUUATaTeteAnIg IRy fapadnslulszmenagsUszme n1s
Anngsisrnudnsatazauduman nanaudyniaig 9 waziuanauiluvetosnns miﬁ%mmmi"ﬁ'
SoumUszyndld ieufuussudly nsszanaussnaznseAuengy iemIouanuniouneunis
UfuRnuivesdnsneuentusuiag
Digital marketing operations of real business organizations, both domestic and foreign, in order
to understand successes and failures, as well as the various problems and solutions of those
organizations; in addition, learning and application of knowledge for revision through brainstorming

and group discussion in preparation for working with external organizations in the future.

1a 1Y = ' a
NHUITIUANIZAIU-LABN (24 WUNA)

nan.321 NAYNSNIINAINAIIIA 3(3-0-6)
DMK321 Digital Marketing Strategies
FtaRuneu : @auls Uss.101

mMlnTsinsiausazUszgndldnagninisnatalugsfiants Weahainusuagdsraunsailunng
fimunagndnisnaiafingauluaniunisaling q nMsfinsinszuaumslunistmuanagninisnainaava
nstdiunagnslumaufiRsuitinisnnadeuuasyssiiunalngldng dAnwidundosdelunisuszana
rmiuazimadadiervunnagnsnmsnannadvialaegiamnzan melivdnasesssumaindnmsnain

Analysis of development and application to marketing strategies in real businesses to build skills
and experience in developing appropriate marketing strategies for different situations; study of the
process of formulating digital marketing strategies, the implementation of strategies, including
monitoring and evaluation using case studies as tools for processing knowledge and techniques in
order to formulate appropriate digital marketing strategies in accordance with professional marketing
ethics.
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nan.323  ieseddlowazmadiadunisnainfdsa 3(3-0-6)
DMK323  Digital Marketing Tools and Techniques

LneNARERYeINagnMsAsa I IRanRIalunanvatesULUY AleTzsitadugaiudiise
POILAUNUNITAOAS N1TAAIARUUNUSTINT WUINIAIDEILALLINUAINNTEANYIEIALY N1TITUNITAAIN
favia WieUselondlunsnauNATUAUMALUEY 9 VULALINUNISAA1ARTTE

Key concepts of digital marketing communication strategies in a variety of formats, analysis of
factors for the success of communication campaigns, affiliate marketing, sample campaign guidelines
from important case studies, and learning methods of using digital marketing for integration with

other plans in a digital marketing campaign.

pan.326  msdanslasanuazdelavan 3(3-0-6)
DMK326  Advertising and Media Management

UszdR anumane anuddey wazdseianveanislawan unuimvindivesdieuimsaulasan ns
a¥sassrtunilavan esrusznoutesdunulavan Ussanaiian n115n5raNeidEauaznIsuns AT 13
Fan1siigaiudelawan n151RunITIasIAnsavan nsUssiiuuszdniamni slavan aasnau
npmnedetsiuiiietesiunslavauasmsnuiiativayunisdatunulavan

The history, definition, significance and types of advertising, the role of advertising management,
the creation of advertisements, the elements of advertisements, types of printed media,
broadcasting, advertising media management, advertising campaign planning, evaluating advertising
effectiveness, as well as laws and regulations related to advertising and agencies supporting the

production of advertising.

Aan.330  AIAANANTULEBNENaN9IAUAR 3(3-0-6)
DMK330  Influencer Marketing

LIAR MENNT LaENTEUALNITNSTIIMIRaRd eI sUTMsiansaeasinunguauidsvinavude
dennoaulatduazdosmediana nsduunnguiddnsnaluidazsedu n1sszyunannaiuvanvesiisnsna
unumvesiininavudouardesmediviasouususitazyssandud msumnsinnisuaznauugULuy
do o domnulunsdearsiudiidvinaliusqimnegshaas ngUsyasdnnanisnainegied
Usgandnw Concepts, principles and processes of marketing by communication management
through influencers on social media and digital channels, classification of levels of influencers,
identifying the main platforms of influencers, the roles of influencers on media and digital channels
towards brands and types of goods, management and planning of media formats, content,
communicating messages through influencers to meet business targets and marketing objectives
effectively.
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Man.331  NISENIIUNRIUNISRATINRTYA 3(0-9-0)
DMK331  Digital Marketing Internship
Furteruneu : aaulaivanzau-UiAusgetiey 2 311

Indngavesiuszneunts AnuAnaINassd nMsuaamlenalunisamugsfalaglddeddvia ns
TNUNUNISAINATIE NMIYURNULTY N5UTmsganafdaeginduszuy wagmuumnslunisuitam
sfunsnandiiisades TasdnAnwazdosinanululasinisiinauvewmineds aeldnisquaves
AQNETUSnlAsINTS vieRinnulussinising 9 W@usunulidesndt 200 Falus wazth@inwdesdn
senuagUiansinnudioduganisiinnu

Entrepreneurial spirit, creativity, seeking out business investment opportunities using digital
media, digital marketing planning, actual work, systematic digital business management and seeking
solutions to related marketing problems, with students training in the university internship program
under the supervision of the program advisor or training in an organization for not less than 200 hours

and students must complete a summary report upon completion of the internship.

PAN.332  N13BNLUULANLNUNITAAIARIVIA 3(3-0-06)
DMK332  Digital Marketing Campaign Design

psAUsznaUdAyveIMsvhuAunud oasnInaIaAdia sauluFsnisduunngugduansifnaen
’JNLLNH“UI’E]\WVN%@?Hi TAlazUITIuNG MR LIVUTEUIN LLﬁ%ﬂiSLﬁuwaﬂ’mMﬁﬂL%fﬂ"U@QLLﬁNLWUﬂ’ﬁ?{@ﬁWi
fdva slludamansunulifonssundemsBivmnzauriudonasing

The key elements of digital marketing communication campaigns including the classification of
valuable recipients, planning communication channels, measurement and evaluation, budget
planning and evaluating the success of digital communication campaigns, including the planning of

appropriate tactical activities through various media.

pan.333  msraiarueesiledumuudumeside 3(3-0-6)
DMK333  Search Engine Marketing

WUIAA NSPUIUNS NMsvhnseatadeiasesiieAum Fen1slavan uay msuSuuiaivlediieindesiie
fum dhefdumiifeitestuduiuaruins mynanagndnisnaislasldiniesdedudu Uiuuse dam
mmﬁﬂm'amimemamaamuﬁ’muméfﬁmmaﬁgﬂﬁmmmzamLLazﬁUizﬁmﬁmwmqﬁ’mﬂmmaLLax
Fnquszasdnsinmsnaiauudeuas JULUUATYE

Concepts and processes of Search Engine Marketing (SEM), both Pay Per Click (PPC) and Search
Engine Optimization (SEO) methods, with keywords related to products and services in order to be
able to formulate marketing strategies using search tools, improving Click Through Rate (CTR), as well
as setting correct, appropriate and effective measurements to meet marketing goals and objectives

on media and digital formats.
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pan.33d  msaademdmsunisaannaava 3(3-0-6)
DMK334  Digital Content Marketing

n1sadaLIuNagnsnIAaIadeLlevAsiia (Digital Content) wazn1siananudisa Wauuas
s emdusui elfiiansdssaiidonn (Viral Content) Tdustlomiannisvinlavanuud edeny
goulad i elMiAnnisnszanomsunsludemidedenunaziivled 35adreassdunuinuveny
ﬂﬁjmLf]mmauuﬁlaﬁmmLﬁaLﬁuEJEJWZHEJLLaxmﬁuﬁuﬁmmuﬁauﬁﬁaaLﬂéaﬂﬁaaLﬁﬂmaﬁﬂﬁ

Creating strategic marketing plans using digital content and measuring success, content
development and compilation to create viral content, utilizing online social media advertising to be
distributed across social media channels and websites, methods of creating campaigns to expand
target audience on social media in order to increase sales and brand awareness through electronic
tools.

Man.335  WIRNIINAIVALTNAT19ATIA 3(3-0-6)
DMK335  Creative Digital Innovation

UnuImNseuaiassAundenda weldlunisinunud efdasiusud elavanuuunaunany
u q Bouiinweiduduilondniuaivassdvudediva msidlaunumanudnaisassammldlunisudn
nulasanuuieniva wasmaluladiisessunldnuiiedudumilweannuaina

The role of creative work in digital media for use in digital media planning, together with other
integrated advertising media; learning the skills necessary to produce creative work on digital media,
the role of creativity in the production of advertising on digital media and the use of supported

technology as part of digital campaigns.

Man.301  LRSBUANADANY 3(3-0-6)
DMK301  Pre-Cooperative Education

winAakazAMUIlasEuUaRiafnYT NswssuaunIanlun1TYNY NseIeNenasalaTIL N3
denanulszneunis malansid1sunsduntval nmswauvineelunisdeans ﬁgﬂugmwumi?{ams
3891714 Generation LLa&;’ﬂ’]ﬂ‘l’fﬂ’]NﬁﬁﬂﬂﬁLﬁ@ﬂWiﬁ@ﬁ’ﬁ ﬂ?iﬁ@ﬁ?i%’]ﬂ’?@“ﬂﬁiim wadaluniswauiorsunl
wazUUd7 MinvziamzauInan InTyaudusenaunts welan1sileuseny Nsdnaue wazdenis
UURluseninejiRnu wavanudasadsluaniuusenaunis HaRmeTsH 585550 Lagass Ul
TN

Concepts and understanding of cooperative education systems, job readiness, application
document preparation, workplace selection, interview techniques, communication skills (including
intergenerational and international communication), cross-cultural communication, emotional
development and adaptation, specialized professional skills, entrepreneurial mindset, report writing
and presentation techniques, workplace safety and conduct, and ethical and moral principles in

professional practice.
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Man.d01  @unfafne 9(0-35-0)
DMK401  Cooperative Education
AUsduneu : @euld nan.301 Lagivanizau-UiAu sgetes 3 317
5rUUN5YNUNassluanIulsznoauni1sgsnalugueninduvesanIuUsenaunis AUNSaNAILIIY
m%wmﬂmiﬂﬁﬂ’ﬁmuﬁugmashqﬁm?ﬂmmazLfluiw‘u Flwmshauegadunasaudlidesniy 16
FUavi vide 1 n1An1sAnen nsUsTdiunan1sYauINe 158U nesaufuanuUszneuns n1san
TuninanuirmvthlunisufiRnulussninenisufifnu mmﬁgﬁﬂmmagﬂmamsﬂﬁﬁammazﬁﬂLauawa
nsuftRnudefuaanisufofnu
Real-life work systems as an employee in a business to enhance students’ professional readiness
through basic principled and structured practice; students must work full-time for not less than 16
weeks or 1 semester, including work evaluation by their advisor and workplace; students must record
their progress at work during the internship and both complete a report and make a presentation on

their performance at the end of the internship.

man.d15  UseiudAmmenisnainfaavia 3(3-0-6)
DMK415  Current Issues in Digital Marketing

vade uuadn Bns sudanagnmanmsnanaddviaadelndluwinigsia viewdesdeeny uinnssu
msmsnseanalndiiuaiouazidadufiaule wdedusunliuidfyluewaarenisiamuianufnwes
N15NUBIUNANY

Topics, concepts, methods, including modern digital marketing strategies in the business field or
specialized tools which are the latest marketing developments, or are of current interest, or are
important trends for the future, in order to be of value to the development of students’ thinking

and work.

Man.420 Uy UsefugdmiunsnaunulasNagnsnIsnaInfaIva 3(3-0-6)
DMK420  Artificial intelligence for Digital Marketing Planning and Strategy
FdsAuneu : @auld U95.101

ngud WAn nsruIuns wesedesdlelunsindynlseivg anusegndldfunmsuimsmanan s
Az waznsuinsdanmssulszana mslityaussivg lumsienesianmnndoufidmwasie
Aanssumamsnana mswannmsliedesdlefldtiyaussing dmiunsimunnagns wavduUssauna
nsnatn Mstdyausedvg wldatuanunsaidunusasAIUANLRUN IR LUEARTTA aNa3esITY
wazAnuFuRnveusedenulunsldinaluladiygussivsesnadsdu

Key theories, concepts, processes, and tools for applying artificial intelligence in marketing
management—covering cost and budget analysis, Al-driven environmental analysis, Al-based strategy
and marketing mix development, and Al support for marketing plan execution in the digital era—

alongside ethical principles and social responsibility for sustainable Al usage.
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Aan.d24  nIsRaIaLUULsealn 3(2-2-5)
DMK424  Real-Time Marketing

wuaRe naud waznagndsunismatauvuiealng Avaeliuusudanunsanevaussiemanisaiuas
audesnisvasiuilaaldluriui isludoooulatuazeenlay nglddoyafildsunuuiealml nisld
walula in3esflodinmgvidoya wasunanedusing 4 msuiuudadomidwmsdauiinauuuduyena
LLa8m'ﬁi’mﬂisﬁmﬁmwslumwauauawiams]]mizﬁshm miﬁﬂquaﬂiimmﬁgﬁimLLaxmiaNLLNuﬂa
qwéﬁﬁﬂazﬁw%mwLﬁamauauaqmmmﬁmmiﬁLU?{EJuLLan

Concepts, theories, and strategies of real-time marketing, enabling brands to immediately
respond to events and consumer needs both online and offline by utilizing real-time data. This
includes the use of technology, data analytics tools, and various platforms such as social media,
email, and websites, along with personalized content targeting and performance measurement in
responding to different events. Additionally, it involves studying consumer behavior and developing

effective strategies to meet changing demands.

pand2s  msdanisyaedesdiemaluladnisnais 3(2-2-5)
DMK425  Marketing Technology Stack Management

WUIAR VOB LLazﬂaquﬁ‘Lﬁ'mﬁ'Umﬁmmﬁm%‘mﬁamimmﬂﬁﬁﬁa n1sARLEDN DONLUUKATYIUING
i3nsflowazunaniesusng q Aldlunisyhnisnainida m‘%'aqﬁa%’mﬂﬁﬁﬁa%aqﬂﬁﬂ SPUVUINITNITIANIS
o uaziedesioTiesgvideya msdamsuarUssiiunaresyaiedosdomaluladansnanaiioliiin
Usglonigeanlunisaiiaszaumsalfinganiugni msfiansandedteideveusazimaluladuazns
inlUldlussrng

Concepts, theories, and strategies for managing digital marketing tools—encompassing the
selection, design, and integration of various tools and platforms used in digital marketing, such as
customer data management tools, content management systems, and data analytics tools. This
includes managing and evaluating marketing technology stacks to achieve the greatest benefit in
creating tailored customer experiences, as well as examining the advantages and disadvantages of

each technology and how they can be applied within organizations.

Man.d26  NI1SEBNLUULAYNITIANITHARAMYIATYA 3(3-0-6)
DMK426  Digital Product Design and Management

WUIAR NOYY LAZNAENTAIUNITEONKUUKAENITINNITNENT MRS IneyaiuianssuIunITRmL
mamﬁmsﬁéﬁu’qLwimiﬁumLLaz’imswﬁmmé}’aqmimaﬂpﬂ% nseenuuuUsTaUNsalgly uaznisesnuuudILd
Uszaudugld nisldiaiesflonazinaluladdmiuniseanuuuia sWamwdndus nsadeuuaznisin
ﬂisﬁm%mwLﬁamauauawiamméfmﬂwsmaqsﬁﬂﬁaéﬂaﬁﬂizﬁm%mw M3¥ANISNARSUITlUAN NI EaNT
\Wasuwlaseg195ams Manewnun1silags LLam’]iﬂ%’Uﬂ'gqmamﬁm%ﬁﬂ%mwmﬁUQ’U%Iﬂﬂiumawm
fRvia

Concepts, theories, and strategies for designing and managing digital products, focusing on the
entire product development process—from identifying and analyzing user needs to designing user
experiences and interfaces, and managing the product lifecycle in the digital marketplace. This
includes the utilization of tools and technologies for product design and development, as well as

testing and performance measurement to effectively meet user requirements. It also covers
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managing products in rapidly changing environments, planning product launches, and continuously

refining products to suit consumers in digital markets.

pan.d27  madutnmseanadididusasiasusssy 3(3-0-06)
DMK427  The Sustainable and Ethical Marketer

wuaAn ngud wazUugsunsmainegisdsdunagiaTusssy Taey wiudainsimdnnisduaiiy
Fifunazamnuiuiinvoundsauanuiultlumsaianagnénsnanniiaenadesiueneuvesiuilanly
990U néngnsnseumrquUsifufuIiessuiliisadesiunslavan msdamsdeyaguilaa uazns
doansilusdla mdmmeinuiimsiauinagninisnaiaimisiadaunndon nsanuansznunIsause
&sma uazmsaandus ST iauusuiuazfuslnalaeBavdnanudodng nisliiaiesilonavimain
flatuayuuumsnsnaindididunasiiodessu

Concepts, theories, and philosophies of sustainable and ethical marketing, focusing on
incorporating sustainability principles and social responsibility into marketing strategies that align with
current consumer values. This course covers ethical issues related to advertising, consumer data
management, and transparent communication. Analysis includes developing marketing strategies that
consider environmental impact, reduce negative social effects, and foster honest, value-driven
relationships between brands and consumers. The course also covers tools and techniques that

support ethical and sustainable marketing approaches.

Man.428  MITIATIENTEUANTITHAIN 3(2-2-5)
DMK428  Marketing Data Analytics

wnfn nqud wazwadn luiesUfdans weldlumsiinsgideuanisnain Taowunslideyalunis
WaunagnsnIseatniiuszdnain aseuaguisnisinuniusiudeya wazdanisteya msinseiuay
wlanadeya udimsiiveyaluldlunisaianisaluwilduvesn arauwaznginssuveuilan n1sld
\nsesilouazreniwiililunulinssiteya mnnzideyamenisaiuamdeya uaznsiinsids
wennsal ileatiuayunisiadulemanisaaneiduindeusedeyaliaenndesiunudeinisvesiuilan

Concepts, theories, and techniques applied in a laboratory setting for marketing data analysis,
emphasizing the use of data to enhance the effectiveness of marketing strategies. This encompasses
data collection and management, data analysis and interpretation, as well as leveraging data to
forecast market trends and consumer behavior. It involves the use of data analytics tools and
software, data visualization methods, and predictive analytics to support data-driven marketing

decisions aligned with consumer needs.
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PaR.a29  NIsAALEETN 3(2-2-5)
DMK429  Content Marketing

wuIAa Naud uaznagnsnsnaauion lnewdunsaiaas msdanmailemiifiauruanisiteude
AepaLazasenUEnuiuusian ASBUARNNITINUNLLAE N TR vuuuwanrlasusing q 1wy
ufen liBeailfe 3dle weauaad uazdua walansidiies madendesmsivunzay nsianadnsvas
ijamLﬁamauauaﬂmméfaﬂmiLLazmmau%suaﬂ;:m%‘lmsluqﬂﬁﬁﬁa ﬂaqwémiﬂ"wumLﬁawﬂﬁmmmu
Weaennudiiussrozenseviauusudiuasguilna

Concepts, theories, and strategies of content marketing, emphasizing the creation and
management of valuable and relevant content that attracts and engages consumers. This
encompasses the planning and development of content across various platforms—such as blogs,
social media, video, podcasts, and email—along with storytelling techniques, selecting the
appropriate channels, and measuring content outcomes to meet the needs and interests of digital-
age consumers. It also involves strategies to tailor content effectively, thereby fostering long-term

relationships between brands and consumers.

Man.430  NIPBNWUUNARSUYIKATUINIIAIVE UX/UI 3(2-2-5)
DMK430  UX/Ul Digital Product and Service Design

LA naud wazmadaluniseenuuundndasiuaruinisadsiadudssaunsalfly uagdud
Uszanufudld Tnesaunisaiaussaunsaiiisnuiutazmevaussiennudoanisvesdlass nasaaums
Aneviszuudanismelu msideuaznisesnuuu UX/Ul msiesevinudeanisvesild msadsunudi
Uszaunsalfld waznismeaeusiunuy vesHdnfamitaruinsiavia nisasdusiostanuiidiussansam
vuunanwesung e lineuaussiudlilugaddvialiogamngas

Concepts, theories, and techniques for designing digital products and services with a focus on
user experience (UX) and user interface (Ul), aiming to create seamless experiences that address real
user needs. This includes analyzing internal management systems, researching and designing UX/UI,
conducting user requirement analysis, creating user journey maps, and prototyping digital products
and services. It also covers the development of efficient interfaces across various platforms to

effectively meet the needs of users in the digital era.

Aan.d3l  nsUsMlATINISAavia 3(3-0-6)
DMK431  Digital Project Management

WA e wasmalialun1susnsdnn1slasinisiana n1sinnisiasaiuaulasinhdviaegad
UsgAnsnm mIuims msdedifuanudidgueany wagnsussdunalasinsegisseiouiiofuusdli
gonndasfiuanudenisiiiuasuulatesnain nsldinsesflefdalunsmunuuazinniuaudami
1941A59n15 NMsihnuduiinuuudinasau msdwevamareduslaaldegisiunauazdenndosiu
nsnanfIviatugatagiu

Concepts, theories, and techniques for digital project management, including the efficient
oversight and execution of digital projects, task prioritization, and continuous project evaluation to
meet evolving market needs. This involves using digital tools to plan and monitor project progress,
fostering cross-functional teamwork, and delivering timely value to consumers in alignment with

current digital marketing trends.

ANYIVININANFAR_V.69.2



24

nan.432 miL%sJuIUiLm'ﬁmﬁugmﬁm%“uﬁﬂmwmmﬁ%ﬁa 3(3-0-6)
DMK432  Fundamental Programming for Digital Marketer

wuafn nqud wezmedanindoulusunsuiuguimngandmviuinnseanddva neiduns
Uszgndltniadeulusunsuitedanistoya nmsinsizideya msviinsnainsalusid uaznisiinsies
waFnssufuslan muwimaideulsunsuuaziaiesiionisndu W Python ¥de JavaScript msvhausudy
AP uazmsdnmstoyauuunanosuAdias q madeulusunsdesfuiietislfaunsatilouasld
Joyaileinlaegnaliuseansamdmsunisnainfdva

Concepts, theories, and foundational programming techniques suitable for digital marketers,
emphasizing the application of programming for data management, data analysis, marketing
automation, and consumer behavior analysis. It covers essential programming languages and tools,
such as Python or JavaScript, working with APIs, and managing data on various digital platforms. Basic
programming skills enable more effective understanding and use of insights for digital marketing

purposes.

pan.d33  mssandmiunmsidugusenaunis 3(3-0-6)
DMK433  Digital Entrepreneurial Marketing

unumkarMsinnsmamsmatndmiunsidufuszneuns unumanisranaiitesniugsia dade
dandeunelulazniousnesinsfidimansenudonisaiugsia MINusUNagNENIINIIAAIRE M
AUsENBUNTT Mswlsdiunan Msmvuasaiadmuig 115319uan1en159a10 Wleugauniniun
U591 N1FAFNTIEUAT MIUATIATLAEYBININITINTIMUY Lagnsdauasunsnann

Roles and marketing management for entrepreneurship, study and marketing planning for
operating a business by considering internal and external environmental factors that affect
organizations’  business operations, planning marketing strategies for entrepreneurs market
segmentation, defining the target market, market positioning, product policy, packaging, brand

building, setting prices and distribution channels, and promotional marketing.

Man.a34  nsRansERinaUsEnAlugaRIvia 3(3-0-6)
DMK434  International Marketing in Digital Age

ANUAIAYVINITNAIATENINUTEIMALAZTEAULAN NMITIUNGUNIUATEFNAVOIUTENARIG 9 80178
winaoulusaUszme laTIas1aa NI EuIUY099IANTIENINUTEINA NTITUAAINTENINUIZINA Na
gnsNIInaInTEnINelseine duusenaume nagnsnandailazsAdmiuaains sninalseme n15idng
AANARNUIZINA NITALESNNNTRAINTEIINNUTEINA N5 ULazNsTddInU sz aun1snan ulau1ens
AaEBuNAessEmATaeInIATTUIARAZ A ALEN YL

The importance of international and global marketing, economic groupings of different countries,
local conditions in other countries, structure and operation of international organizations,
International market research, international marketing strategies consisting of product and pricing
strategies for international markets, entering foreign markets, international marketing promotion,
planning and use of marketing mix, as well as study of policies for promotion of international trade
in both state and private sectors.
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Man.503  n1sUsINgAl Aadsmsldides uaznisimuiuadnamdmsu 3(3-0-6)
HABVENAN1NANLAR
DMK503  Appearance, Voice Work and Personality Development for Influencer
wadauazfauzlunsusingfmvesdungieuweslunmsiiausdinu wusud dudn wseusnistufanssy
nsdeans mslawan wazmsUsznduiudaemsisay waldanisaiieniziih mawauyadnnm Aaus
nseendes uaznislfidedlunisdeasiiosidufanssunismainuagniseie miﬂﬁﬁamnmmﬁﬁu’uﬁugm
uazmsayadnamiitiasauitarusafagelaiunguidanetiienadnsniagsia
The technique and art of appearance for influencers posing in presenting a person, brand,
product, or service. Understand the principle of how to appear in communication and advertising
activities including public relations activities and leadership building techniques for personality
development. Learn the art of pronunciation using voice in communications to carry out the
transaction activities to support and promote marketing and sales. Practicing the basic acting and
personality development necessary to create charismatic and attractive follow-ups from your target

audience for business results.

nan.504 miLLamLﬁaﬁmmqﬂaﬂmw 3(3-0-6)
DMK504  Acting for Personality Development
finveilugiureansuans wumsdsaduesiioifoudussdlassdusznauiiugiuvesinuans wu
$1aMe @es Uszanmdula osual Jusuins wisa uazussgsladinelfiAnnisnsydin Weriuanusiilaly
Fnenmussnules wazanansnihludssgndlflunsuiudsyrdnanludinused funteasnuiliAeades
A practical study of Basic Acting to improve personality. Focusing on self- exploration to
understand actor’ s materials; body, voice, senses, emotions, imagination, rational motivation that

causes action. The adaptation of Acting in daily life.

#an.505  msilnUfdRnsuandendia 3(3-0-6)
DMK505  Digital Media Production Workshop

L‘VlﬂﬁﬂLLa83%?1’]3?1'@?1’13&1’]1451’]‘1/\1Lﬂg@ul‘vi’l ANFEBALUUNIN N1TIALEAS N15IABIAUTENBUATN LavnISLYy
Lﬂ%@ﬂﬁmm%qﬂﬂiﬂjﬂi%ﬂau ‘W%’amﬂﬂﬂﬁﬁamiaaﬂufuumwLLazz:hﬂﬁﬁamwLﬂ?{aﬂmaﬁmﬁﬁaﬂz petaN,
NIWARAeL DN HTBVNATIA

The techniques and the principle of visual communication through moving image, design image,
lishting design, composition, how to use various tools and props, practice image design and creating

the production artfully, including practicing the production for publishing through digital media.

Pan.506  MIUTMsinnisuusuddenagvdiardeansuusudaaia 3(3-0-6)
DMK506  Strategic Brand Management and Digital Brand Communication
Fwdedunau : aeuld Uss.101
ydnMsuazLAnRnITUNAgVNTasLUTUALAE IR sLUTUIULARRTA AnwiasdUsznauves
NAENSNITATILUTUA (WU TFVAULUTUA AMATLUTUA AENYMELUTUA YARNATNIUTUS WaZN1SANTUA
FUMSLUTUA TR TNsUEUnagnsuarnsdea suusuARIvialaglinsdl@nunass
The principles and concepts of strategic brand management and brand communication on digital

media. Understand the elements of a brand strategy, brand model which consists of brand vision,
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brand value, brand attribute, brand personality, brand positioning including formulating strategies

and creating a brand communication roadmap on digital media from the assigned case studies.

Man.507  MsEnUUReantuuNIITin 3(3-0-6)
DMK507  Graphics Design Workshop

aNNIIRRNWUUNTIAN Nu)ad 29AUTENOUN N EULLUULLazalmémiaaﬂLLUUﬂiTWﬂ nwiournu{umng
gonuuUNITINdmSuNsHannuduinamans Wy nseenuuunmUszneudmsudeddvh nseenuuy
Monws wazaudulnnsiin

The principle of graphic design, color theory, composition, form and style of graphic design, and
the practice in graphic design to produce works for communication arts, including illustration de-sign
for digital communication, typography, and infographic.

pan512  AsdeansnAudAdTa 3(3-0-6)
DMK512  Digital Brand Communication

ngufuagndnnsdearsnmsairsuvsudluunaniesufivonasdodsausoulatl asounquinaiagiia 4
Wy SEO mseanuudedsaueaulatl minaimiudua uagnislawandessulatl dnfnwianansaimmn
uasmuiigenadesiuthmneiBsnagnvommaudaaralaeiunsutingunisssyngugnandmanesn
fatnAnwanansaieseitoya runsdnu uasauildTunounnesig 4

The theory and principles of effective communication for branding in digital platforms and social
media, this course covers various techniques such as Search Engine Optimization (SEO), social media
marketing, email marketing and online advertising. Through assisnments and case studies, students
are expected to develop campaigns aligned with the brand's strategic goals with the determinations
of target customers and data analytics. Students are equipped with skills and knowledge necessary

to create brands and to build the brand identity which drives the business growth.

Man.515  ANSRANARIVIaFIUIUGINAUING 3(3-0-6)
DMK515  Digital Marketing in Service Business

ygquikAnuazndnnsvesmanainfavialuuiunvesgsiauimatuinisidusuiugndiooulad
n1sdaauUINIAdfa lUaufanisdnnisanuduiiusiugndi n1siegvinagnsnisnainiidvia nsly
Fosmsidviaiiiofigauazfnwgndn mnufnddeuusuduaziiudseansamnsliuinsmasnaunisiann
LAZALTUNINLUHLNITNAINAIVA WU UNURIgINAUTNIT

Theories, concepts, and principles of digital marketing in the context of service businesses—from
online customer engagement and digital service delivery to customer relationship management. This
includes the analysis of digital marketing strategies, using digital channels to attract and retain
customers, build brand loyalty, and optimize service efficiency, as well as the development and

execution of digital marketing plans tailored to service-based organizations.
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AAR.516  NIRAIARINALUUTINIGTINAT 3(3-0-6)
DMK516  Digital Marketing in Business to Business (B2B)

yiuiuuIAnuAEANN1TYeINIIIAIN AVALUUTIRAEesAY (B2B) duusinsadademn duyaranisds
Fomuiinsatmneiioaiseuduiudiugnn mslfiaiesilomsnsnanauuy B2B egnaiiszansam
nsUsuuTUsInG uled uasmavesuisn nslavan Tuaudsnagnsnsaadomsuuuuiasnsiona

Theories, concepts and principles of digital marketing in the context of business- to-business
(B2B) starting from personalized content creation, targeted messaging for customer relationships, to
the practice of B2B marketing tools, covering profile and company page optimization, advertising to

content creation strategies, formats, and measurement.

Pan.517  nsaanususRuduigleuwesuariiive des 3(3-0-6)
DMK517  Celebrity and Influencer Branding

nannswaresrUsznaulunIsausuAuAna nMsaiendnwalliiuiminularnsiEauen eyl
WeliiAnnssuiuazandfidlulangsia nagnénsdoasuaznsairsnssusliuiuusudyanalulsniig
KUY nIsAeashdTauardodeaueaulatl nisdeansnisnatn msadisuasivuniny msdeasde
nstaFesninYe Ustaunisal wasyadnaiw 3e38n1ma MsUFTR uazuuAsiuanssangdu ns
asamsanduasmsatvayulissiadivelawseulunisugadu

The principles and elements of personal branding. Creating an identity and presenting an image
to create awareness and create a good recognition for business as well as communication strategies
and widening personal brand awareness through digital communication channels and social media.
The course also introduces the marketing communication techniques such as creating and defining
personal identity communicating through storytelling which derive from skills, experiences, and
personality, or from the way of speaking, practice, and ideas that make one's identity different from

others in order to create recognition and enhancing the businesses competitive advantages.

Aan.518  nagnsnIsgnAnlian1silaIuTINYesgna 3(3-0-6)
DMK518  Customer Acquisition and Engagement Strategy

ﬂaq‘wﬁmamimamLLazﬂﬂiﬁaaﬂiﬂﬂimaﬂmiuﬂﬂiiwimﬂﬁjmmaﬁumﬁaa%”laﬂduqﬂﬁﬂssﬁuqqqm A9
Iinnzidoyaisdnvesnaugniidmngluguiinniu msdaaszideyariioairsununisuimsiams
Rnenuluunamie suRdviauasdedsaneeulatirng q malansaiisfans msdnugudionu wagnns
uimsdanimmdendestunnudeduaniunisalingifidsmanonnuduiusuasnansenuseesdng wusud
NI0AUAIMATUINIS

The marketing strategies and marketing communications in mass gatherings to create disciple-
level customers. Insightful analysis of prospects as a follower and synthesis of data to create a
follower management plan across digital and social media platforms, including follower- building
technigues. Maintaining your follower base as well as management and risk prevention principles for

crises affecting relationships and impact on organizations, brands, and goods or services.
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pan519  m3dnnisladafnduazldguusiessuudidnvselinddmsugsianava 3(3-0-6)
DMK519  E-Logistics and Supply Chain Management for Digital Business
Fwdsduneu - aauld Uss.101

wnsesflemdvddidnnsetinduazimalulafasaumaiidfydmiunsianisladafnduaslsguvu wwu
n5dnie MInensaiguasd n1sdanisAudiaseds Mawan MIussgiuet mIvuds n13nszaedud uay
nslidnisgndn safanmsuszgndliiedestiedidnnseindiilewinuszsansnwnsianis

Various e- commerce tools and the main information technology used in the management of
logistics and supply chains, such as in procurement, demand forecasting, inventory management,
production, packaging, transportation and distribution, customer service and others, global logistics
and supply chain management, including the application of different e- commerce tools and
information technology to logistics and supply chain management.

Man.520  NISINNTALANANAS LAY ARIEUAEMSUTINARIVA 3(3-0-6)
DMK520  Inventory and Warehouse Management for Digital Business
FrtaRuneu : @auld U95.101

dnnadesiunaznizuiunsdnnisudiamds iy ulouts fumu Ussnn wasszuumunuaudiag
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Basic principles and content of inventory management covering policies and purposes of
inventory management, inventory costs, inventory types, inventory control systems, determining
inventory quantity, demand forecasting, materials requirements planning, strategies for inventory
control; in addition, study of primary warehouse activities, warehouse design, objectives and mission
of warehouse management, strategies for selection of warehouse location, types and benefits of

warehouses.

Man.521  NISRAIALUUAIANITAILAZNITAANALUUDRLULTR 3(3-0-06)
DMK521  Predictive Marketing and Marketing Automation
JraRuneu : @ouldl U95.101 waz Uss. 207
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Predictive marketing and marketing automation involve the use of existing data to define
strategies and marketing plans that best meet the needs of target audiences, including analyzing
market trends in terms of demand and changing consumer behavior. This also involves selecting
tools capable of effectively tracking consumers for prediction purposes. Furthermore, marketing
automation systems employ software or technology as tools for carrying out marketing activities,
such as email marketing, social media posts, and advertising campaigns, all aimed at enhancing the

personalized experience for customers.
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Man.522  N15183091TNLAZNISIOTEIMTULNNITRAINRATYA 3(3-0-6)
DMK522  Professional Selling and Negotiations for Digital Marketers

VW ALIENNITVDINAYNTNITVILRALNITHITINADTOL NTTFUAIUABINITVDIGNAT NTIAVIUNUNIS
yeiliutinle uagmsairsmnuduiuiididuiugnin msldunanwosuAdviaiioada fduiusfugndn
nslfinelulad Al uazmslinszsideyaiiiewamnnagnsnisue msseniuuUszaunsaignAHLTemg
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The theories and principles of sales strategies and negotiation, identifying customer needs,
developing persuasive sales plans, and building long-term customer relationships. This encompasses
the use of digital platforms to engage with customers, the adoption of Al and data analytics to refine

sales strategies, and the design of customer experiences across digital channels.

an523  winnssuasmaluladnseaiafdviadugs 3(3-0-6)
DMK523  Innovative and Advanced Marketing Technology

nguiunAsuazudnnisnmsiiaueuasidenldinaluladnmsnaingelmivaguianssuaiady nsld
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cutting-edge innovations, including the use of Artificial Intelligence (Al) for data analysis and the
application of automation to develop marketing strategies on digital platforms. This encompasses
predictive techniques and the integration of real-time data to deliver personalized customer
experiences, as well as leveraging innovation to drive awareness, engagement, and new business

opportunities in the digital world.
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