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lPNanvNizaIUKIINIauINBASAIEOS
(Uniqueness of Kasetsart University)

UKI2NeNAUINUOSAEns
Uradrumansudiuduau iwennufubogtvosnd
Kasetsart University Aims to Create Knowledges of the Land
for the Well-Being of Nation.

90aNUNIYDIUKIINYI1AUINYASAIFOS
(IDKU : Identity of Kasetsart University)

A198U :
nanuad (Uniqueness)
dnanund (Identity)

Ao AtuanuruziloalaugalaiAns
fio Aruauuanudnugalyunna



WPNANUNIYIDIUKIINYIAYINYASAIFOS
(Uniqueness of Kasetsart University)

un1dnendsinvasmidas (Kasetsart University)
Ao umBnendsinuasmansdulluuralsovgaiunains (Knowledgeable Man)
uazaJAn2wS (Knowledge Body)

fidasuriududu (Knowledges of the Land)
Ao AdwKankate (Multi-disciplines) gaJa1a13g18ulluyscuinis (Integration)
WNETDINUNISINBAS SSSUYIR Uazuysguuduududu

A21WfiuGod Gvolvd (The Well-being of Nation)
Ao AWIStULUlawaIIFisyINA [Growth] AUWUUEIYDIFIAU [Strength] A2IALQA
yaJdiudndou (Equullbnum] ua:A21wuAI (Security) Tnglawa:o81383 AWLUAI
d1uoIHIsTIYE FanuruAdwAsauRaudUsEIBuLasGundudu

9 ANUYNIYDIUKIINYIAUINVAOSAIEAS
(IDKU : Identity of Kasetsart University)

d1lnd (Integrity) Ao U3ntanGaw Dnwdedndaisn ntusssy UASusssy

0
-

YJUu (Determination) As DALY DA21woanu GA2U3Segadk:
Usuaduqns tunisnisruuastunisUfudion

as1yassA (Knowledge Creation) Ao (Uuglds Tnoiugouzaeuasininoug
A2 waasalunisasiyan uazAtuA1INA2ILS Tn1sasuudnnssuy

awna (Unity) As Tndwwsouiiosoula §anUs:tids:uau awisanwuiuduiu
wazawasnyscunasidaulostudiuciugg Taaguwmuizau
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UNIVERSITY

wnanvnigaianuzAadArdasuazdnganisianas
Uniqueness of Faculty of Liberal Arts and Management Science

asuransudiuduau anuanududs:naunis
Creating the Knowledge of the Land in Enterpreneurship

dnanuvnigaiacuzAadAidasuazInganisianis
LAMS : (Liberal Arts And Management Science)

1sousdn nFuAan Uasgsssu  duntuau
Learning Attitude Morality Skill
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A198U1Y :
lonanund (Uniqueness)
dnanuad (Identity)
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NANGATUTNNITINIVATA §1U13VINTAAA
nangnsuTuUse w.e. 2565
ANLAAUAEASLAZINGINITINNTST AWINYIRLLNBATAENS

ANYNVALRAUNTSLNYTA ININFNAUAT

yavangns
Alng UANERTUIMNITINAVUNR @191 INTHAN
NNW1DING Y Bachelor of Business Administration Program in Marketing
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Foiau (nwlve) UIMITINAVUNA (N139A1A)

'
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Fodo (Mwlne) Us.U. (M501a1M)
Foustu (Mw1dangw)  Bachelor of Business Administration (Marketing)

Fode (Mw18angw) B.B.A (Marketing)
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3) NUINIVILADNES

3187397
1) wandgAneialy
1.1 nguanszagniley
01175xxx AANIIUNAANEN

(Physical Education Activities)

laidaenin

Tsidaanin
laitfouni
laitfoani
laitfouni
Lt

laitlouni
Tsidaanin
laidaenin
laitfouni
laidaenin

laidaenin

laidaenin

laitlaenin
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88
30
34
24

30

“nienn

WUWAN
nwin
nwAn
nwin
nwin
nwhn
WUWAR
N8N
nIBAR
N8N

“ulenn

8nn
PUILAR

1(0-2-1)

waglldenissuanseivlunuimindnwimilunguanseegailay dnlitesndn 2 vihefn

1.2 nguanszAansuviedusznaunis Lyipena 3 yhedn

WenSeuamnaeinlumnaindnunily nduasemansuvieiusenouns bivesndt 3 miefin

1.3 nguanszAwIiunnsiesns sidpeni 13 v
O 1XXXXXX A ing 3(--)
ANNANUTENA 1 AW 9(--)
FWENTAUNA/ABNTIADS 1(--)

1.4 nguanszwaliadlneuazwadiadlan Lyieen 5 whehn

01999111 ANARNTULVLA AL 2(2-0-4)

(Knowledge of the Land)
v = a a = v i = a a %% !
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1.5 NGUETTHUNSEAENT

laitlaenin

6 UUIWAR

WdenFeuansednluvnemvanyinll nquanssauvisemeans Wiveunii 6 mefn

2) BUINIBILANL

2.1 ANy

01101181

01101182

01130171

01130172

01131211

01132111

01132231

01133211

01134111

01140221

LATYFAIERSYANIA |
(Microeconomics 1)
LATYFANARSUNANA |
(Macroeconomics 1)
nsUYIN19RY

(Financial of Accounting)
mMsUnBifientsdnnis
(Management Accounting)
N3RAUGIND

(Business Finance)
NANNIFINNIT

(Principles of Management)
#0ngInag

(Business Statistics)
N5IANITNNSUHURNIS
(Operations Management)
NANNIIHAA

(Principles of Marketing)
NOMINEkaEN1EEMTUTIAY

(Law and Tax for Business)

2.2 A NANILUIAU

01134212

01134321

01134322

NeANIIUEUILAA
(Consumer Behavior)
N1RANNTENINNUTENA
(International Marketing)
NINAIARING

(Digital Marketing)

laidaenin

88 #8nn

30

34
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“nienn
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)

3(3-0-6)

3(3-0-6)

“uenn
3(3-0-6)

3(3-0-6)

3(3-0-6)



01134332 N159ANISHANSUITINAENS 3(3-0-6)
(Strategic Product Management)

01134341 N15AANIIABINIINITAAN 3(3-0-6)
(Marketing Channel Management)

01134351 m'i?iamsmsmmﬂLLUUUUimwmi 3(3-0-6)
(Integrated Marketing Communication)

01134411 N15IANITNITNAA 3(3-0-6)
(Marketing Management)

01134412 N1TNEINTAINITVIE 3(3-0-6)
(Sales Forecasting)

01134432  NAgNSIIA 3(3-0-6)
(Price Strategy)

01130491  suifeuiTieiugiunisnisman 3(3-0-6)

(Basic Research Methods in Marketing)

01134497 GHELT 1
(Seminar)
01134498 Ugyyfie 3

(Special Problems)
2.3 Jynaniziten Laitfaundn 24 wighn
Wdeniseuannguanvivinisnainlidesnin 21 nuleie wag/vsodonanuanavn

lddeenin 3 wihefin Mndegneiniunguividseluil

-NGUITININANA
01134311 1153n 70 3(3-0-6)
(Purchasing)
01134312 N15IANITNITVIY 3(3-0-6)

(Sales Management)

01134314 TTYIUTTIUNIINTAAA 3(3-0-6)
(Marketing Ethics)

01134315 nsmaeLiiornusuinseuRednLwazAIndol 3(3-0-6)
(Marketing for Social and Environment Responsibility)

01134323 mmmmumammmL%aﬂaq‘v]é 3(2-2-5)

(Strategic Marketing Planning)
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01134324

01134325

01134326

01134331

01134333

01134342

01134353

01134354

01134355

01134356

01134357

01134413

01134421

01134422

01134423

01134424

N1RMAARKN

(Sports Marketing)
MImaIANIsviaien

(Tourism Marketing)
NSAAREUIENOUNTT
(Entrepreneurial Marketing)
Wlpuendndudiiazsnng
(Product and Price Policy)
NSAANANEATUTNINT)
(Marketing for Luxury Products)
n1sAUan

(Retailing)

NSUIMNSNANENITLS
(Customer Relationship Management)
Aavznisune

(Salesmanship)
NI5AUETUNITVIILAENITAAINAINTTY
(Sales Promotion and Event Marketing)
n1slawan

(Advertising)

NAENENINAUAT ULARTTIR
(Branding Strategy in Digital Era)
nsRaIALazNITARaULY
(Marketing and Decision Making)
nsdanisienisasennuaziing
(Export-Import Management)
NIAANNUINIG

(Service Marketing)
NSAAINGINGTINT

(Business to Business Marketing)
NMFIATIENTBYANIINTAATA

(Marketing Data Analytic)

1 = L = =) L = = s s
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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)

3(2-2-5)

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)



01134431 NTNAILILAZDDNILUUNAN AU 3(3-0-6)
(Product Development and Design)

01134442  wanN15IANIladanng 3(3-0-6)
(Principles of Logistics Management)

01134490  anfiafiny 6
(Cooperation Education)

01134492  HnUszaunsalliynTnnisnain 3
(Field Experience in Marketing)

-nguAI Ty

v
(%

01130112 N3URYTTUNAN | 3(3-0-6)
(Intermediate Accounting 1)
01130211 nsTsyitunana I 3(3-0-6)

(Intermediate Accounting i)

-NGUAVINTTIU

01131212 N3RUYAAR 3(3-0-6)
(Personal Finance)

01131312 nsldaoniaweslun1TiATIZAINI9N1T8Y 3(3-0-6)
(Computer Applications in Financial Analysis)

01131315 AudouazmsSeniuiu 3(3-0-6)
(Credit and Collection)

01131316  N139ANTTAUNTNIFIAA 3(3-0-6)
(Business Asset Management)

01131322 N1TRUTEINUTEINA 3(3-0-6)
(International Finance)

01131441 NMTAATIERVANNINEG 3(3-0-6)

(Securities Analysis)

-NFUIYINTIANTT
01132213 M5E0aN509ANTS 3(3-0-6)

(Organization Communication)
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01132221

01132222

01132243

01132333

01132334

01132335

01132351

01132462

01132471

NOANTINDIANTT

(Organizational Behavior)
N13IANITNINEINTUY WY

(Human Resource Management)
§INaUAEANUTURAYOUsDHIAY
(Business and Social Responsibilities)
SEUUASAUNANINGINT
(Business Information Systems)
NTIATIENITZUVUGIND
(Business System Analysis)
N153AN1TLATINITNNGIND
(Business Project Management)
§505EnINUTEINA
(International Business)
Anudugusenaunis
(Entrepreneurship)

nsdanIsesANIsLiteNsiseus

(Management of Learning Organization)

- ngadvINNTAIANIsUURNsuazmalulad

01133242

01133312

01133313

01133314

01133317

01133323

WdBAnNIatnduazunannasufla

(Electronic Commerce and Digital Platforms)

NTDBNLUU ITILLNU LL@%@?UQNﬂWiNaG}

(Production Planning, Design, and Control)
NIAIVANAUNUNITHENKAENITIANITNTNEINT

(Cost Control and Resource Management)

NFIANNTINAENS
(Strategic Sourcing)
N3IANTAMUNIN
(Quality Management)
N159AN13TINTL ALY

(Hotel Management)

1 = L = =) L = = s s
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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)

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)



01133341 nsinnismaluladiasmalulagfaa 3(3-0-6)
(Technology Management and Digital Technology)

01133415  nagnsaslfuAnissezaulan 3(3-0-6)
(Global Operations Strategy)

01133427 N153ANSENENISUY 3(3-0-6)
(Airline Management)

3) NUINIVILADNES laidaenin 6 Ul

AURUIBVDILAVTHAUTZINIUN
ANUNNLVBUAYIHAUTEIIN IUNANanTUTITTsNITadin a191391N150a10 Usenaunie
/@9 8 1N fluvune fedl
@UEUT 1 -2 (01)  mnede Anewauiaay

=

WAYAGUT 3 - 5 (138) mnefls anwiviniseans

wuddui 6 e sedudul

Uil 7 Sannuvane dedl

1 vinefanguivinmsnaaiily

2 VUL NANIYINITAAIARNIEN

3 UL NAUIY NGNS UTUALTIAN

4 wgienguIvnsIndmue

5 NUNEE NGUIYINTAUETUNTNAN

9 nnefenaudn AnUszaunsallvian aviadnw 39y
dunun Jgyyvivay

WYAeUN 8 munedeaduivluusazngy
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LNUNISAN®E

1. uRUN1sANYIdsULaaN L1sulATINISTaRNARNE

IN 1 Aran1sAneN 1

TIWIUNLIEAR (V8. UTTEIE- Y. UJURANIT- Y8, ANWINIEnUe)

01130171 n15UUTNITR_U 3(3-0-6)
01132111 #%#ANNITIANIT 3(3-0-6)
01999111 ANENIUAILNUAL 2(2-0-4)
01175xxx  NANTTUNAANW 1(0-2-1)
FdAnwrialy Fvniweiaseme 1 A 3(--)
AdnwTily nuanszaunomans 3(--)
FAnwly Sansaune/reufinnes 10--)
37U 16( - -

I 1 AANISANEN 2

TIIIENG (Wl U588~ 93l UJURNIT- . AN INIesuse)

01101181 ATHFANENSYANIA | 3(3-0-6)
01130172  msUnyBifienisdnnis 3(3-0-6)
01134111 #aNAISAAN 3(3-0-6)
Adnwvhll Jnawlne 3( - -)
Andnwnly nguansemansuisfuszneums  3( - -)
AnAnunly nguanszediilay 2(- -)

591 17( - -
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I 2 ArAnsAnEN 1

TIWIUNLIEAN (V1. U588~ . UJURNIT- 9. AnwInIeniie)

01101182  LATWgAERTUNAA | 3(3-0-6)
01133211 N159ANNSANSUHUANT 3(3-0-6)
01134212  wgAnIsuEUslam 3(3-0-6)

Apdnvily Jnawenadsema 1 1w 3(--)

Ffnwaly nquansenalisslnenadlodlan  3( - -)
WnRNIELRBN 3( - -)

E)EY 18( - -

I 2 AAN1SANEIN 2

TIWINLIEAN (B8l UTTEIE- Y. UJURANIT- Y4, ANWINIENUEN)

01131211 A1SUTINY 3(3-0-6)
01132231 #Qfgsna 3(3-0-6)
01134322 NIAAIARIIA 3(3-0-6)
AdnwTily nuansrauntemans 3(--)
wnRNIELABN 3( - -)

594 15( - -
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I 3 ArANSANEN 1

TIWIUNLIEAN (V1. U588~ . UJURNIT- 9. AnwInIeniie)

01140221 ngvaeLaENIBdImMTUTINa 3(3-0-6)
01134332  MSIANTSHANSUITINAYNG 3(3-0-6)
01134351 MSABANINNIAANALULYTUINIS 3(3-0-6)
AnAnwnly Anawidissema 1 11w 3(--)
WRNIELEDN 3( - -)

594 15( - -

I 3 AAN1SANEIN 2

TIWIUNLIEAR (V8. UTT8IE- Y. UJURANIT- YU, ANWINIENUEN)

01134321 N15MAIATLNINNUTLNA 3(3-0-6)
01134341 N15IANITYDINNAITAAA 3(3-0-6)
01134432 nagnssIAn 3(3-0-6)
01134491 5vLUSU%‘%‘ié’awu%mmqnﬁmam 3(3-0-6)
AWUANIZLEDN 3(--)

374 15( - -
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I 4 ArAnsANEN 1

TIWIUNIEAR (B3l UTTEIE- Y. UJURANIT- v, AnwIneniie)

01134411 A1FIANITAITAAIN 3(3-0-6)

01134412 AITNYINTUAITVIY 3(3-0-6)
01134497  duuun 1

IURNIZLEDN 6(- -)

AWNADNLET 3(--)

39U 16(- -)

I 4 AAN1SANEN 2

TIWIUNLIEAR (V8. UTT8IE- Y. UJURANIT- YU, ANWINIENUEN)

01134498  UgymiiLe 3
AWNRNIZLEDN 6(- -)
AVNFDALES 3(- -)

37U 12(- -
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2. WHUN1SANEIEINSULARNLT15201ASINTENNIRNE

IN 1 Aran1sAnEN 1

TIWVIUNLIEAR (V8. U588~ Y. UJURANIT- Y4, ANWINIEnULeN)

01130171 n15URYTINITRU 3(3-0-6)
01132111 #%#ANNITIANIT 3(3-0-6)
01999111 ANENIUAILNUAL 2(2-0-4)
01175xxx  NANTTUNAANWY 1(0-2-1)
FdAneialy Fvniweisseme 1 anw 3(--)
AndnwTily nguanszaunomans 3(--)
FAnwviall Iansaume/aeufiawmes 10 - -)

37U 16( - -

I 1 AANISANEN 2

TN (Wl UT5E8- 93l UJURNIT- . AN INIesuse)

01101181 ATEFANENSYANTA | 3(3-0-6)
01130172 nstayiienisdanis 3(3-0-6)
01134111 #aNAISAAN 3(3-0-6)
AnAnyinly Jmawilne 3(- - )
Andnwinly nguansemansunsfuszneums  3( - -)
AnAnunly nguanszediilay 2( - -

s 17( - -
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I 2 ArAnsANEN 1

TIWIUNLIEAN (V1. U588~ . UJURNIT- 9. AnwInIeniie)

01101182  LATWgAERTUNAA | 3(3-0-6)
01133211 N159ANNSANSUHUANT 3(3-0-6)
01134212  wgAnIsuEUslam 3(3-0-6)

Adn il Innmwsiaseva 1 o 3(--)

Ffnwaly nquansenalisslnenadlodlan  3( - -)
WnRNIELRBN 3( - -

E)EY 18( - -

I 2 AAN1SANEIN 2

TIWINLIEAN (B8l UTTEIE- Y. UJURANIT- Y4, ANWINIENUEN)

01131211 A1SUTING 3(3-0-6)
01132231 #Qifgsna 3(3-0-6)
01134322 NIAAIARIIA 3(3-0-6)
AdnuTily nuanszaunomans 3(--)
WRNIEEDN 3( --)

594 15( - -
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I 3 ArANSANEN 1

TIWIUNIEAR (B3l UTTEIE- Y. UJURANIT- v, AnwIneniie)

01140221 ngMseLaznEd1mugIng 3(3-0-6)
01134332  M3IANSHARSUATINALNS 3(3-0-6)
01134351  MTHBANINNIAAIALULYIAINNTS 3(3-0-6)
AnAnuinly Fnawianalsema 1 anwn 3(--)
WnRNIELRBN 6( --)

594 18(_- -

I 3 AAN1SANEIN 2

TIWIUNLIEAR (V8. UTT8IE- Y. UJURANIT- YU, ANWINIENUEN)

01134321 N159aIAT¥NINNUTEUINA 3(3-0-6)
01134341 A15IANITYDINNAITARA 3(3-0-6)
01134432  NagnssIa 3(3-0-6)
01134491 szfeuisideiiugumanisaain 3(3-0-6)
AWURNIZLEDN 3( - -)
AWNADNLEAT 3(--)

37U 18( - -
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I 4 ArAnsANEN 1

TIWIUNIEAR (B3l UTTEIE- Y. UJURANIT- v, AnwIneniie)

01134411 A1SIANITNITAANA 3(3-0-6)

01134412 ﬂ’]iWEﬂﬂiﬂjmis{J’lﬁl 3(3-0-6)
01134497  duuun 1
01134498  UgymiiLeie 3

A anIzLden 3(- -)

I LFDNLES 3(- -)

394 16(--)

U9 4 aran1sAnendl 2
TIWINLIEAN (B8l UTTEIE- Y. UJURANIT- Y4, ANWINIENUEN)
01130490 @niIFANW 6

E)EY

lon
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ANB5UIYS1872%1
1. 5’1ﬂ%%ﬁﬁtﬂuiﬁaﬁmﬂmaﬂwﬁngmi
01134111 NaNNISNAN 3(3-0-6)

(Principles of Marketing)

ANYULHATNTZUIUNITNINNITAAN  WUIAUAA UNUIN AUEIATY VRV
Jadenianisnata Aswusdiunatn asienaaiaidmvang weAnssusuilaa diudsea
Nensean warmsIsensaanadedu

Nature and process of marketing. Concepts, role, functions and factors of
marketing. Market segmentation. Selecting target market. Consumer behavior. Marketing mix
and marketing research.

01134212  wWaAnIIuLUILaA 3(3-0-6)
(Consumer Behavior)

SefigaeFounnniou : 01134111

nankaznTilaTEingAnssugusiaa wildunginssuguilnalugafdvia dauuy
nszvIunsindulevesfuilag WWunsvesiuslaa Jadenelunaziadonsuendiiinasionns
Anaulavesfuilan MsiwuInagnsMeNIsnaIn

Principles and analysis of consumer behavior. Consumer behavioral trend in
digital edge. Consumer decision process model. Customer journey. Buying decision. Internal

and external factors influencing. Marketing strategies.

01134311  msdade 3(3-0-6)
(Purchasing)
JufidaFeunnniou : 01134111
UNUW WagrUd eSS umsinge AUSURAYBUVRIETANS nudede

AMNFUAUSVRINUIATRAUNUDU 9 TuewAns ulsvislazszilou N1590Fe NSTATBLUUTINEIUR

IS o

LAENTZANYIIUND NMSIVUAAMGNYUEVDIFUAININTD NMIMUATUIAVBINTIATD N1SEBNUYES

'
a

1y Msvidyuaslaymudinguang nMsiaseitayanednunIsawe dunu 51A1 Mls MIamu

Y
(%

LL@%ﬂ’ﬁLgﬁJ\‘iﬁﬁJ MSIUSHUNBUIEINNSHAABY NSTD NISIYY

Role and importance of purchasing in modern business. The responsibility of
purchasing officer. Relations with other departments in an organization. Purchasing’s policies
and rules. Centralization and decentralization of purchasing. The determination of
specification, quantity and source. Contract and legal problems. Data analysis of bill order,
cost, price, profit, capital and risk. Comparing the benefit between producing, purchasing and

rent.
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01134312  A159ANISNITVIY 3(3-0-6)

(Sales Management)

JwriideeSousnou : 01134111

ANWUZVDINITIANITVIY A1TIABIANIT NITAINUAULEUIY NTATININTNIIUY
nssuatas n1sAaEen nsliamauwyny N1sas1eiguaziadla N9 ULAEIATIZRNITUNY
N15UsELd UNARATNITAIVANNITUIY LAIAINISUIE SUUTsuIazA1ld 918919015018
N1sUTEILUNG AZNIIATUANNTTVUNY

Sales organization. Sales planning policies. Recruiting, screening and selecting
applicants. Sales compensation. Sales incentive by good moral supports. Sales planning and

analysis. Sales quotas. Sales budgeting. Sales and cost analysis. Sales evaluation and

controlling.

01134314  ATIYIVIIUNNNITAAIN 3(3-0-6)

(Marketing Ethics)

FuiidesiFeunnneu : 01134111

LUIAAYBIDTTYIUTIUNINTITAAIN FTTLIUTTUNNNITAAIAVRIAAITUNINTIND
Jadedifvunasserussamianisnata 95seussamansnainiiiluldlunsnanunagndnis
nsnann Jgymuazdelaudlunsunesseussaniinisnainl g us

Concepts of marketing ethics. Marketing ethics of business institutions. Factors

determining marketing ethics. Marketing ethics approach in planning marketing strategies.

Problems and arguments concerning in implementation of marketing ethics.

01134315  msnaiaiiaaluiuRaveudadinuuazdwindon 3(3-0-6)
(Marketing for Social and Environment Responsibility)
JurdideaSeunnnoy : 01134111
ANNTINELAEANLAIRYDINAIN AADATULLIAN U msnisnana fidatiuaiiy

v a

SuRingeusedinuuardwindon diulsvaunanisnaindfienusuinveusedinuuasduindey
nslénsdansmenseaaiiiedsunamainssugusinauazgsialimilsienusuinvese
FrunazAunndeudlensiAnnsimudinueneddy nsdfnw

Definition, importance, concepts and philosophy of marketing for social and
environment responsibility. Marketing mix for social and environmental responsibility. Using
marketing management for changing consumers and business behaviors to be responsible for

society and environment in order to reach the sustainable development. Case studies.
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01134321

N1INANTZRINGUISNA 3(3-0-6)
(International Marketing)
JefigaeFounnniou : 01134111

ANUAIAYLALANTNKING BUVBINITNAINTENINUTENA UNUMKATULEUI8YD35T

N15NTUNRBNAUAMALARIA N1TUTTIAUYR NIAMUATIAT N15UUET N1sidendIunuIving

nsdaEsuMINRULAzAIUAN Uy wazalasialunisnainseninalseing

Importance and environment of international marketing. Roles and policies of

government. Criteria for products and markets selections. Packaging, pricing, handling, agent

selecting and promotion. Planning and controlling. Problems and barriers in international

marketing.

01134322

N15AAINRIANG 3(3-0-6)

(Digital Marketing)

a A

1o uNINeY : 01134111

Y] Y

USTn LUIAA wazAmNdIAYI8INITRaInAdNEa anINKINdaUEINSURAIRRIYIA

o

Y]

ANSANNUAAIULUIAAIA NNSLADNAAIALT MUY LAZAINUARILAUIEINSURAIARINE NISILATIZN

Y] [y

anA1 N3as1eENTEnan wagn1sildlusuiiienisdealsiiudedidvia n1sdan1sveidesludeay

LA3DUNELNDATIIANUEITUVDINIIAUAN NTAIANY

Philosophy, concept and important of digital marketing, digital marketing

environment. Digital marketing segmentation, targeting and positioning. Customer analysis,

creating contents and engagement for communicating via digital media. Managing brand

reputation within social network for sustainable brand. Case study.

01134323

N3 19UAUNITAAALTINALNS 3(3-0-6)
(Strategic Marketing Planning)

Fu1NHossUNINY : 01134111

ANSLTIULNUNITHATN ILATIEUNNI5LUA 8 ULUAILNUNITHAIALN D LT ADAAR DI6D

ANTNNITUNITAAIN NIDIATTIANANN UNLATAUAD WAL FULUULNY A19Ra1RUSENBUAILNIT

AATIELNANINLINA DUV IN18TULALABUDN NITAINUARNAIA NISLADNARIALTINUIBLALNITING

FLVUIKENA U MaanIUNTINTUANaYNSEILUTEANNIINITAAIA bakn KERANI N136I3IA1 NS

LADNYDINIINITINIIAUNYLAZNISTANLATUNITNAA

Writing marketing plan. Examine how marketing plans can change with the life

cycle or market conditions of product or service. Developing a model of marketing plan that

1 = L = =) L = = s s
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include an analysis of internal and external environment, segmentation, targeting and product

positioning, and defining marketing mix strategy, product, pricing, distribution and promotion.

01134324  A13AAIANKI 3(3-0-6)
(Sport Marketing)
JuniidieaSouniniou : 01134111
audaudlalunisinmaiauaznagnsnsnaindmivaudwasuinigi

Headeatuaaramnssuiing nagnsmsldfividuasedielunsinseaiadmsududuazuinig

=

auq Nldeglugnainnssuin msinseiynseu 9auds lenauazgUuassavedaddnsing n1sm
atvayy N15nTduA nsduasun1InaIndua n1suserdNius nsIiansmenIsAagnn 3

o

W
WewgAnssuduilnndumifefesiuim

Knowledge and Understanding about the applications of marketing and
strategic marketing concepts to sport products and services, and the marketing of non-sport
products through an association to sports. Strengths, Weaknesses, Opportunities and Threats
analysis of sporting organizations, sponsorships, branding, promotions, public relations,

licensing, and research about sports consumer behavior.

01134325 mMsnaan1sviaadien 3(3-0-6)
(Tourism Marketing)
JufidaaFeunaniou : 01134111
ngud] wuAansIRaaLaynsUszendld melduiunvesnsveaiieanazesdins
FUN1STeNT 87 NTLUINTINITAAIANTTY DT BILALE NWILLANIEVDINITNATIAN TV BT 87
MidemInannsvieiien uazwgAnssutinvieailen uunsnaAnITieniisn nsdifne
Theories, concepts and applications of tourism marketing within a travel and
tourism organizational context. The tourism marketing process and the unique nature of

tourism marketing, tourism marketing research and tourist behavior. Tourism marketing plan.

Case studies.
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01134326

n13na1nLUsEnaunis 3(3-0-6)
(Entrepreneurial Marketing)

AU1NADUIIUNINDY : 01134111

aNWYME WUIAA NTTUVIUNT WATA LATNAENTNINITNAINEIMTUN UTENBUNTT

M5IAIzALarUseiiulanan1esn1snann n159139enaNn NNSES19ETIANISAAIA NSLUNEILAANA

N1SNMUANGULUMINBUAZNITINEUNUINNAITAAIN NITATNATIARMAT NAYNSEIUUTEANNIS

A13AAN ﬂ'ﬁ’J'NLLNUﬂaE‘{V]ﬁ‘VINﬂ’]SmaWW ITYIVTTUFIUTUNNNNTNAN

Characteristics, concepts, procedures, techniques and marketing strategies for

entrepreneurs. Analysis and assessment of market opportunities. Conducting market research.

Marketing creativity. Market segmentation. Targeting and Positioning. Value creation. Marketing

mix strategies. Marketing strategy planning. Code of ethics of marketer.

01134331

ULBUIYHNANNUINLATIIAT 3(3-0-6)
(Product and Price Policy)
SyfigaeFounniou : 01134111

LWIANLARANN 9 vaauTsluntsIuauuazAvuauleueRang ugiLaz A7

N1siruAgINUsEAUREATMY NsHaLINagNSNIsIaIAfgInUNEAT MY arTIAliaenns aafiu

MASTIAN

2

aadad nsAnwan nwindsunglulaznguenfdsenansgnuaen1InItuauleule

NANNUILALIIAN

Manager’s concepts in planning and setting product and price policy. Setting

product mix. Developing marketing strategy for product and price related to product life cycle.

Studying internal and external environment that influence and to set product and price

policy.

01134332

N13IANTIHANSUIILTINaNS 3(3-0-6)

(Strategic Product Management)

]
a ‘ﬂ

AU1NHDUIIUNINDY : 01134111

& o

WARLUNITINMNY kAENAENSNITIANITHANS I NSAVUAdIUUSTaNNGAs 9

a [ 3

NSTUINAENSNTRAIANEINUKERNT LI ldnAR DI UNITTIANGA Ml N1sAnwanInLInd DY

MelunazNUaNTILNANTENUABNITINLHUNAENS N1TIANTTHAATUI WAZNITHALIUHUNITAATR

VOINAR AU R AATINUAIUUTZTANNNITAAINDY )
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Concepts of strategic product planning and strategic management planning,
setting product mix, the development of strategic marketing for products in according with
product life cycles. The study of internal and external environment impacting to strategic
planning for products management and development of marketing plan for products in according

with other marketing mix.

01134333 msmmﬂwﬁmﬁmw‘iwgmﬂ 3(3-0-6)

(Marketing for Luxury Products)

JurdideaSeunnnou : 01134111

mnufluiAgiumMsmaIandnfusivs anmundeunisnatnndnfusivgme
N33R d USlnandndneing e diudszaunsnatandndaeivivs Aauinagnsnisnatn
HARMTININT

General knowledge of luxury product marketing. Marketing environment of
luxury product marketing. Luxury products consumer analysis. Marketing mix of luxury market.

Develop marketing for luxury strategies products

01134341 N15IANTITVBINNITAAN 3(3-0-6)

(Marketing Channel Management)

JurdideeSeunnnoy : 01134111

anwauzlATIEse JULUUDIYBINIINITAAIA UNUIMNT wazn 15NN Y 0974
N139a1IAkAaEIULUY an1dun1Inatn Tevaudeuarainusiuiiony vedan1tiusing 9 nsAnLEen
mMsUspdiuna MImuANTomInITnatn nasnsutiadbuazaniniindensing q Ailkasonisdnnig
YOINNNITAAIN

Nature, structure and type of marketing channel. Role, function and
development of channel systems. Conflict and co-operation of marketing institutions.

Selecting, evaluating and controlling marketing channel. Factors and environment that effect

marketing channel management.
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01134342 A15AUEN 3(3-0-6)
(Retailing)
JefigaeFounnniou : 01134111

o

ANWAULLAZITAUINITNINNISAIUEAN @D1UUNISAIUAN NITIANITAIUNISAIUAN

€

[

Madeniiaiing Msdnesdnis msdaauyana Msdnnisaud MR FBmsdaaiunisee
Y09RINTAEN waznsliuinssng q saenrtsssuunsmuay AunsRuuazulturesnisi
Uanlusuiae

Characteristic and revolution of retailing. Retailing institutions. Retailing
management. Location. Organizational management. Personnel management. Merchandising
management. Price setting. Promotion methods and retailing services. Controlling system

and trend of retailing business.

01134351 ms%msmmamquuuim'lms 3(3-0-6)

(Integrated Marketing Communication)

JundideaSeunnnou : 01134111

nagnsmsdeansmenismatalaenislawan msduaiunisue nsuelaeynaa
NSUTZIEUINUS N13RAIANIIAT LLaz;JULLuumiﬁamiﬁuﬂ nsadamsiuingdusn amdnwel
mwﬁuﬁmasmaﬂssumﬁa

Marketing communication strategy through advertising, sales promotion,

personal selling, public relations, direct marketing and other communications. Creating brand

awareness, brand image and buying behavior.

01134353  NIUIWTANATUAUS 3(3-0-6)
(Customer Relationship Management)
JuiidaaFeunnniou : 01134111
N3TUIUNMINUMIAAIAIUNTAS1ANNFNTUsS A TNTEEze A ugnAT nsdndula
Tsunsumsnsnaniioainsamdnlauazauduiusinssninsosdnsuaznain suauslon
wazffildnldide madndulateifielildnuaniilnglinagnslatuld nagvdmssnugndn nnsm
anelvl uwagnsagnAngu
Marketing process to build long-term relationship with customers. Marketing
programs decision to create good understanding and relationship between organizations and

market, including customers and stakeholders. Value added buying decision through win-win

strategy. Strategy for customer retention, new customer acquisition, and customer win back.
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01134354 Aadzn1svne 3(3-0-6)
(Salesmanship)

JwriideeSousnou : 01134111

NANLAZNTEUIUNISLEUDVNDEUAT ﬂiuU’JUﬂWiG)ﬂﬁ‘Lﬂﬂ%@ﬁuﬂW?J@QN‘U?Iﬂﬂ N3ANEN
Wi]ﬁ]ﬂﬁill‘ll@ﬂwuﬂﬂﬂ wam}mmmmamﬁaﬂwa AWnsinfeeatadining mﬁaﬁwﬂmaﬂwmuuau
ﬂmauummwummw LWE]L‘UUWUﬂNU‘UWEJVI@ WMANANITLATAN ﬂ”liﬁiNllu‘lﬂﬁlﬂll‘W Uﬁﬂ‘UaﬂF’ﬂ
ﬂ']'liJiLi@QﬂiUiU’]ﬂﬁ“U’e]sU”lﬂ

Principles of selling process. Analysis of the buying decisions process.
Characteristics and behavior of consumer. Psychology in sales incentive. Principles of
psychological for consumer motivation. Data collection for planning approach to target
market. Training salesmen. Technique of negotiation relationship to customer and sales
contracting.

01134355  AFELHINNITVIYHAZNITABIANINTTY 3(3-0-6)

(Sales Promotion and Event Marketing)

JufideaFeunaniou : 01134111

ANNUNY ANUEIAY TAY Ui”ﬂﬂﬂﬂ?iﬁ%ﬁiﬂﬂ’]ﬁﬂ&lua N1TRAINNINTITU LUIAA
NaNNg ’3%ﬂ’]ﬁﬁlx‘iLﬁ%ﬂJﬂ’]iGUWEJLLagﬂ’ﬁ@]aWﬂﬂQﬂiﬁiﬂ ﬂ’]i’l"l\‘iLLNuLLﬁ%ﬂWiﬂ’]Mu%ﬂﬂ‘q%ﬁ’EJEJ’Nll
Uszansamm meldnisiiessianiunisel msfvuadivanenisaisassaniesdiowarnisidende
fnaura e aIsaLdenndasiuAIasiievnenisnaindu NsEnUUR

Definition, importance and objectives of sales promotion and events
marketing. Concepts, principles, methods of sales promotion and event marketing. Planning
and defining effective strategies by analyze situations. Defining objectives creating tools and

selecting media that meet and match with other marketing tools. Practicing required.

01134356  Mslawen 3(3-0-6)

(Advertising)

FufideaiSeuandey : 01134111

UNUIY ANEIA DY TTRILINTITLAZLUIAIIUAATDINITIABAU NITTABIANTT
N5laY nann1sINYIesAUsENaUYBIUlaEIN ﬂ’liLaaﬂLﬁﬁmﬂﬁl madendelamwan N13119UHY
FOUSIA NSTAMNIUUTZU NSUSTIULAETANANTTLawELN NONNYLAZITIBIUIT Fietosiv
nslawa

Roles, importance, development and concept of advertising. Organizing of
advertising, composition of advertising work, selecting media, preparing campaign, budgeting

and evaluation of advertising. Law and ethic concerning with advertising.
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01134357  nagnsasduAiluganlva 3(3-0-6)
(Branding Strategy in Digital Age)
JuifidesFeunndou : 01134111

Y] J

AMAINTIFUAIAINNITTUSVOIgNATtUYARTYA NSAITUALNS NYAINTIFUAT

Y

aa o

ansdfnuesAu MsdoansmsduduuAivaunanie sunazgaRndedu o Wileaisnygniiy
Foules wagarmdaduliiunsaud nmsdsuiiuandnsdud

Customer-based brand equity in digital eara. Brand identity and brand essence
creation. Brand Communication on digital platform and other contact points for brand

association and sustainability. Brand equity assessment.

01134411 A153ANISNISAANA 3(3-0-6)
(Marketing Management)
FynfidaaSeuandou : 01134111
LUIAUAANITINNITNNNITRAA memmwﬁfﬁmaa@%’mmimima’m ulouny

LAZNAYNSUBINITIANITATUNAATUI 51A7 YBINNNITAAIALAZNITAUATUNITNGIN N1TIATIEY

o

NTIINLNU ﬂ’]iﬂ’]UﬂMLLﬁBﬂ’]iﬁ@@ﬁﬁﬂ?i LLU’JI‘LSJIQJGUENﬂ?iﬁ@ﬂ?i@ﬁ’]@lﬂ@ﬂ’]ﬂm i’]ﬁJ‘ﬁ\‘iﬂ?i%Lﬂiﬂ%
JgymuaznsdlAnwin1anisnane

Concepts of marketing management. Roles and functions of marketing
manager. Policy and strategy of product management, price management, channel
management and promotion management. Analysis, planning, controlling and organizing.

Problem and case study in marketing.

01134412  n1sWeINIINITVIE 3(3-0-6)

(Sales Forecasting)

JundideeFeuanniou : 01134111

AN EY warAUdIAYYRINITHEINTAINISUY WeTlAwagIsn1snensal Usenn
vosteya MIlnmziteyaidTnamnazdnunin Jadufiddnsnasdennugndes wiudwesnis
wennsal sviemsthravesmewensallUauouusiioUsul suas iR U RA A

Theory and importance of sales forecasting. Techniques and methods of
forecasting: types of data, analyzing data in quantitative and qualitative. Factors influencing the

reliability of forecasting including the application of forecasting output for improvement and

development of the marketing plan.
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01134413 NMsAAIALAZNIIANAULD 3(3-0-6)

(Marketing and Decision Making)

JuiideeSousnou : 01134111

ANuTURiaYeuveUIMINIsaaatun1sandula Jamimnaniseana nsdniunuay
A199AAIAY VOULURTINITAAdUlINIINITRAIR nTaenIsnsuAdyninazisnsindula
M3 ninasimmgudi ensannnsiedulamemssann msdiaduladmanmuasndaiinm
NTEUIUNTNITINLAULAENTARdUTaNIeNITRaIA

Responsibility of a marketing manager in decision making. Marketing problems,
classification and grading. Scope of marketing decision making. Selection in problem solving
technic and decision-making technic. Building the theoretical base for developing a marketing
decision making. Qualitative and quantitative decision making. Marketing planning process

and decision making.

01134421 nsSanTsienisdseanuazingn 3(3-0-6)
(Export-Import Management)
JefidosiSauunney : 01134111

Y

nanuaznsUfURluNsdeanuazdtl nguune wazseilsutetidunsesvly s
wazdarivunlunisateanuaziig IFUHURLAZNTENNITAULENETS maﬁwﬁzyap%ama 5019
AMUAANINT AITUTTINUND N133UAS N1391921TU A1TTANITUAZAITTANUILIIUYDIUKUNES
FUA188NLaZLY ‘Vi‘Li’JEN’]‘L!GUEN‘V]Ni’]sﬁﬂﬂiLLﬁgﬂOWﬁUL@ﬂsﬁu‘ﬁLﬁ&?%@ﬁﬁUﬂ’]iE‘ii]auﬁﬁ

Principles and practices of export and import. Rules, regulation and restriction
of export and import. Documentations. Buying and selling contracts. Customs procedures.
Packing, handling and transporting. Export-import payments. Organizing and managing export-

import departments. Government offices and private institutions relating to export-import

business.
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01134422

ANSARIAUSNNS 3(3-0-6)
(Service Marketing)

AU1NADUIUNINDY : 01134111

ANWMLLATVRULUAYDINAINUINTT NIFTMUNUTEAN NaANTTULITUSNsauYsyay

N13981AYFUAIUINNT IATeaTILasN I mUIan U UTENaUSIAAR1UNITITUS N TasAnw

§3fAVINTaNIZeE

Nature and scopes of service marketing. Type of service. Service consumer

behavior. Marketing mix of service. Structure and development of service institution. Study in

specific service business.

01134423

a

N1INAINGINIFIIND 3(3-0-6)
(Business to Business Marketing)

JefidesSeunnniou : 01134111

'
a ! =

VANNITUALNH U TINTINTTUIUNT VDINIAAIATINAGTINT FanuneDeduAuas

UTN1IN19TINAATEAAIMNTTUAIULANAYDINANAUAIH USLAARUAUAITIND N1TILATIEN

WOANTTUVRINITTBLABBIANTTIND NMTwUsdIURaIN N13AMUATIMUNELAaENITINA LA LA

e -Ch

o)

ANTTAITUIUN

59 NIIIMUHUNAYNTUDINITAAINTININITVNUHLLAZAIUANAIUUTEAUNINITAAIATIAR N3

AYBUADHIANYDIBIANTTINATNONITINUNULAZNTANTUNITIAINTINR

Principles and Theory, including process of Business-to-Business Marketing

which determine as product and service for business or Industry. The differences between

consumer goods and business goods. Analysis of organizational buying behavior market

segmentation, targeting market and market positioning strategic planning of business marketing

planning, implementing and controlling of marketing mix. Management of corporate social

responsibility for planning and implementing business marketing.

01134424

N3AATIERdRYaNIINITAaIA 3(3-0-6)
(Marketing Data Analytic)
SeiigeeFounnnou : 01134111

anusnaldiferdumalulaguazanurmelunisuszgndmalulagunldau

NsRaIn dan1nkIndeunsaatanielinisiuisuwtaweanalulad Mmalesiziteyanisdnaulaie

aurveuuslnamemalulagaielvnd nsdwnalulagadelviunUszgndaldlunisiessinginssy

LAZIHUNINSIRONTRAUAYBIIUTIAA N1TIUHUNITAATA

1 = L = =) L = = s s
AUDNIIANYINANGATUINITTINAUMUYNA d191IYIN1IAAIA WangaTUsuUge w.A. 2565

ANLRAUAENTLAZANGINITIANIT UM INY1ENEASANENS INeNVARAUNILLASA JaInanauns



Introduction to technology and its challenges in applying such a technology in
marketing. Marketing environments in the technology disruption. Marketing data analytics in
consumer buying decision. Applying advanced technology in analyzing consumer behavior and

customer journey. Develop marketing plan.

01134432  NagnssA1 3(3-0-6)

(Price Strategy)

JuiideaFounnney : 01134111

wnAnduTIAT MIUisnssanalidussaniam anudiuasegeanslunis
fas1an armdilanginssugnéilunisdasian unumessdiunuse msiaduladenaiuaznis
AasErANaINnsanInIsuttulunisinmlsniniseane miﬁmmﬂaqwﬁ‘ms&gﬁwm ngvNe
Aendeatunagnsnisdasan

Price concept, effective pricing management, economic knowledge of pricing.

Understanding customer behavior to pricing. Role of costs in pricing decision and analysis

marketing profit competency. Developing pricing strategies. Legal aspect of pricing strategy.

01134442  %#ann153ANTSLAdaRng 3(3-0-6)
(Principles of Logistics Management)
JufidaaFeunaniou : 01134111
vannsuaznsvuaunsladadndifieatuayuingiuuasduddusosy uwanudn
lavadnduuunauranulaaniuianssiladafindudn msdnnsnagns ladafndlugalanifing
Principles and process of logistics in order to support materials and finished
goods logistics concept through main logistics activities. Logistics strategy management in

globalization.

01134490  aunnafdnw 6
(Cooperative Education)
ﬂﬂiﬂﬁﬂ’ﬁmﬂué’ﬂwmzwﬁmm“fjb’aﬁin aulasn1sTilisuLaunINg Raenauns
IANNTIBULAENITULEUD
On the job training as a temporary employee according to the assigned project

including report writing and presentation.
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01134491

[

a o/

520U ITUNUFIUNINITNAN 3(3-0-6)
(Basic Research Methods in Marketing)
JurfideFeunaniou : 01134111

wanuagszileuItnsidenimseatn msimualym 1191193UwuAdY 136

ngUszasAunazauufgu MIiuTIUTINdaya N15as1wuuasUnIl N33R IzikazArudeya

ASIARRANNSUNNTINY  NNSEUITILIULALNITLEUDNANTTIVEY

Principles and methods in marketing research, identification of research

problems, formulation of research objectives and hypotheses, collection of data, construction

of questionnaire, data analysis and interpretation, application of statistics for research, report

writing and presentation.

01134492

Hnuszaunisalivndnnisnana 3

(Field Experience in Marketing)

=

fa = ¥ s %
N1SRNUSEAUNITUITITNA1UNITAAIALUEIUUTENDUNITIUBIANTAIATINID

<9

AeLenvu taedlszesiiatlunisinaudasaiulidosnin 200 $2l09 wazUEUsIEUNANTS

U UReu

Practical experience in marketing field in private or public sector for minimum

of 200 hours and presentation of performance report.

01134497

AUl 1
(Seminar)
nsiauekazeiuMeivenaulanimuinisnaialussauusyyng

Presentation and discussion on current interesting topics in marketing at the

bachelor’s degree level.

01134498

Ugyniie 3
(Special Problems)

= 1% 1% [y a a a al a 1
N1SANYIAUAIININAITARINTEAUUIEYINT aTLIEULIBUVEULTUTIBIUY

Study and research in marketing at the bachelor’s degree level and compiled

into written report.
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2. edvimdusiaivuenndngns

01101181  IATWFANGEATYANIA | 3(3-0-6)

(Microecconomics I)

AnuvnednuuzLarIEMIAnyLATYgmanityviasugia nsvimiifivesseuy
Wswgna guasdgunIu wazsIAIANEaguretgUasdkarauniunisidauasauazauniulunis
UfoRngAnssuvesuilnanazessnusylovigsAantsndnuarduyunandn funulusserdunas
svare1 MIndeluszeren nswdnluszereinn Suiedestuanuiivinuasuadiv n1sfivun
sAwaraslunaInag q nguisaludfin msnszaessld nmsfiruna1dng senids uas
HARDUKYILAINNTAMU ANUEINAY wazAulivinieuiy

Meaning, nature and methods of economic study. Economic problems.
Functioning of the economy. Demand, supply, price, elasticity of demand and supply,
application of demand and supply. Consumer behaviour and utilities. Production and cost,
short-run costs and long-run costs, production in the long-run and very long-run concerning
progress and pollution. Price determination in different types of market, application of price

theory. Income distribution, determination of wage, interest, and return on investment,

poverty and inequality.

01101182  ATHFANEATUNAA | 3(3-0-6)

(Macroecconomics 1)

38n15lun1sTaselduszuivnd Tadeddudamvuasielduszyruid
madsuudaseldusznnd Tpinsgshanazninedeulmiuaduselduszaminguiuay
11957115009UlEUINITAGY TEAUTIAT NISHULAZAITEUIAT NITIATIZRRUATILAE NTIATIZA
51819 NMIAMLAEAITIRUTEWINNUTENA N1571901UkezR U AMNTNTYLAULR Lagn1Timul
wisugnaTeuLiigy

National income account. Determination of national income. Business cycle
and national income fluctuations. Theories and measures of fiscal policies. Money and

banking, monetary and income analysis. International trade and finance. Unemployment,

inflation, economic growth and development. Comparative economic systems.
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01130112 msdy@tunand | 3(3-0-6)

(Intermediate Accounting 1)

JuriidesiFeunnnau : 01130111 %39 01130101 wia 01130171

NFOULUIANFINTUNITTIHNUNNNITRU RANATUTAUNSNY N1sTunUszian
nsinyaraznsuanssensauninglussnunianisiiu Jeseneudie Fuaniazsnons
deuwinduan gavil #23us Audnunde Fuasu dununisddy Adu 01a13 uazgunsal
dunswdlifisinu nsfervesduning edwnumingdiiensamu dunndlimuiouifeliiie
PeuaznsRiuNuAenian niNeINIus LazNYAINIIY

Conceptual framework for financial reporting, principles of accounting for
assets, classification, valuation and presentation of assets in the financial reports. Those are
consisted of cash and cash equivalents, accounts receivable, notes receivable, inventory,
investment, borrowing costs, property, plant and equipment, intangible assets, impairment of

assets, investment property, non-current assets held for sale and discontinued operations,

mineral resources, and agriculture.

01130171  MsURYBNITRU 3(3-0-6)
(Financial of Accounting)
o v Ao ax v o o AY v oA v a S I a v oa v =
nann1sUYaaly Bnstuiindyttunuieniukuan ANMU MUY JUAIAUNRD
Ruawmu dunindniidauuazlifidiau vilduwasdiuvasfiludives msdavisenumnstu
General accounting principles, principles of recording transactions for cash,
account receivables, note receivables, inventories, investment, tangible and intangible assets,

liabilities, owner equities, preparation of financial reports.

01130172  mstiTianisdanis 3(3-0-6)

(Management Accounting)

AR YeINITRT o3I MsavaNAunY FunuLInsgIL AunUAIY
A9N330 MTIUUTENIN QUUTEINUEANYY N15TATIRAUNY - USHa - Als nsUydanuany
fURnvou MITEBUIMEILIY MIfmuasa mslideyamatyTiiienisdnala

Importance of management accounting, cost accumulation, standard costing,
activity-based costing, budgeting, flexible budgeting, cost-volume-profit analysis, responsibility

accounting, segment reporting, pricing, use of accounting data for decision making.
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01130211 anstigy@dunana i 3(3-0-6)
(Intermediate Accounting II)
JwriideeSousnneu : 01130111 %30 01130171 wde 01130101
ndnnsuaruuUfvansnstaddmiuaenisnd dusasdruvendives
M sTaUszan M3Tusiaznisingad nsuanssienskaznsilamedeya nsUnddmsuns
Usulasaadnand mlsdery nistiauesunisdu mauAsuwlamienstyfuasnisudlateionans
Accounting principles and practice for liabilities and owners’ equity, including
classification, recognition and measurement, presentation and disclosure, accounting for debt
restructuring, earnings per share, financial report presentation, accounting changes and error

correction.

01131211  A15RUEIND 3(3-0-6)

(Business Finance)

Méjﬂmilfﬁj’e}ﬂéfuLLazﬂmJ;WiﬂﬂEﬂ‘lm”l‘iﬁﬂmiim\‘iﬂ’]ilﬁu %ﬁ?ﬁ%ﬂﬁﬁﬂmimamsﬁu
ANINLIARONYINNITIRY AITINUHULAZAITNYINTAUNIINITRY Lﬂéaaﬁaﬁhm Tun1sdnn1nig
N3 AATILVNNITRY RUuLazAuuYesiuny NMsdndulaamussesend nsInn1stunu
LI

Basic principles and objectives of financial management, functions of
managerial finance, financial environments, financial forecasting and planning, tools of
financial management, financial analysis, capital and cost of capital, decision in long-term
investment, working capital management.

01131212  A15K{UYAAA 3(3-0-6)

(Personal Finance)

L‘Vlﬂ‘lMﬂ’]ifﬂﬂﬂ’]iﬂ/]’]\‘lﬂ’]iLﬂUﬁ’Ju‘Uﬂﬂﬁ ﬂ’ﬁ’)’]ﬂLLE\IULLa”ﬂ’ﬁﬂ’JUﬂﬂJﬂ’ﬁL\iua’J‘u‘Uﬂﬂa
ms%amamuam ﬂ’]i“d@ﬂ’JEJN‘ULSUEJ N15UsEnudIn maawu‘iumaﬂmwa ﬂ’]i’]’]\‘iLLNULﬂJ@ﬂiU
mwammq

Personal financial management techniques, personal financial planning and
control, a system of spending. Consumer credits, life insurance, securities investment, and
retirement planning.
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01131312  mslYaauRqmaslun1sILATIZHRNISNISIEU 3(3-0-6)

(Computer Applications in Financial Analysis)

JuifidesFounndeu : 01131211

wEnA5luNITIASIEIN19NI9TY Un15du wad sadlelunisieszinienistu
MINeINIaIMIINIaE Mavssdiugadiiants malilusunsureufiupesidesilumslinseiuas
finaulanienisitu

Principles of financial analysis, financial statements, tools for financial analysis,
financial forecasting, corporate valuation, use of principle software program for financial

analysis and decision making.

01131315  AudeuazmsFeniiuiu 3(3-0-6)

(Credit and Collection)

vdnuazismsiiansanlidudessia UssinnuazismsiSoniAubu wiiluaznns
uimsndluusunlidude veuwavesnsTidude Avunszesinarlunslidude nsdugiue
dielaude ulsuiennFonifuiu mimuauuariamudydgnui

Principles and methods of credit-granting and collection policies to all business,
functions of credit and operation of credit department, scope of credit management, credit
limited, investigation and analysis of credit risk, collection policies, management control of
credit and collection operations.
01131316  n133AMSAUNIWESSAY 3(3-0-6)

(Business Asset Management)

Jufidesdeusniou : 01131211

wAlAkaITN15FAAUIATUNTIUNULATUTNTRUUNLUAEY FILUUAN 9 189
msdamsiiuan Quasmusrerdu gnuiuaraudraande Jafoussnguilumsinaulaamuauning
meldnmznsidsaazanylivivey

Techniques and decision planning in working capital management, models of
cash and marketable securities management, models of account receivable and models of

inventories, factors and theories in investment decisions under risk and uncertainty.
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01131322  AsWusEnINUssma 3(3-0-6)

(International Finance)

JurfidaFeunaniou : 01131211

nsAndua uleuiswazunuinvesaa iunisiuseninwssma s esdielunis
US1590iuns1 szuudnsuaniuden uleuiensmuntiagnsduaiuauanasseninalssimasuil
Hansgnunseiieusionls nsaiugsfaseninsena laeiansanluwdduyu 1188103 #3991
Jaymmanisaataiazanusuileseninalseined n15UURMUYad18m19UTENAYITUIATT
Wl

Operation, policies and function of international financial institutions, foreign
exchange tools, foreign exchange rate system, policies of controlling and promotions,
international agreements that affecting business profit, international business operations

including capital taxation, labour, marketing problems and international agreements, operation

of foreign department of commercial banks.

01131441  N15AATIZARANNSNE 3(3-0-6)
(Securities Analysis)
SuidesSeuinday : 01131211
YOUATINTIATIZIVENNING AaautRvemdnning Sfuturenisinsey
wannIng madadenvanning nsaaeziumlsgniuarRuiuag noufmsussdiuyarmanning
Scope in securities analysis, characteristic of securities, portfolio selection process,

selecting optimal portfolio, earnings and dividend estimation, the valuation theory of security.

01132111  %ANNISIANTT 3(3-0-6)

(Principles of Management)

LUIAALAEIAILINITNNNITIANT TUMTTANT ANINLINGOUNIGINT ffnansenu
#EM3TANN553AD 93u553MNIgIAAYAINT U ATDUM DR IALYBIBIANNTEIAD UNUINLAL ML
NNMIIANTVBIFIANT MIARFUID N3N N15IRBIANT MSTMI waznsAIuAY

Concepts and evolution of management. Managerial jobs. Business
environment affecting business management. Business ethics and corporate social
responsibility. Managerial roles and management functions of managers. Business decision-

making, planning, organizing, leading, and controlling.
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01132213  nnsHeas0ednIs 3(3-0-6)

(Organization Communication)

FuniidieaSunniau : 01132111

mmddResnsdoansluesdns uwafa vanMs A3usTIN quiang 9 uasinwed
Fuduvesmsdeasluesdms ilelyiesdmaduiuegslivszavsnim msUssyndvinuzmsdoanslums
ez wilulgpmussnsdeansluesdns

Importance of communication in organization. Concepts, ideas, ethics, theories and

skills needed for effective communication in organization. Applying communication skills for

planning, developing and solving communication problems in organization.

01132221  WOANTIUBIANTS 3(3-0-6)

(Organization Behavior)

WANNNTIANITRIANIIIUNEG LA A9 Snvarlasiasuasesnmswuumenmsiaslaidu
s nAnTsIesyARaLAzNauNsEeus Megdle Awindeuieiuesding maudlvrudnudsly
BIANT MINAUIBIANT

Organization theory and design structure of formal and informal organization.

Individual behavior and group perception behavior, motivation process. Environment of organization.

The management of conflict in organization. Organization development.

01132222  M1SIAMSNTNENTUY LY 3(3-0-6)
(Human Resource Management)
JufideeSeusnniou : 01132111
vdnuayIsmamifiunuimuyeains Weldduaisusydvsamlumsihanu maeduais
Vnuardsgdla nsduadas medaden nsussy uasussis mefimsanauRamey sudsuite
wAllA NMSFUNYA! KENIBNIANAINAMBULIY A@TaRN1S USN1IMAsEgRawazdInulvinngna
The concept of personnel management. The role of recruitment to recruit potential
employees. Morale development and motivate employees. To recruit, select and profile
employees. Disciplinary, promotion, fringe benefits action. The selection procedure plans of

remuneration involving welfare and physical security.
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01132231  @dAgsNa 3(3-0-6)

(Business Statistics)

mMamguguaeIsnMsnaiaunldlunigsia msdndinans weemInseaneveaya
M3waniasA1asdy nsgudieg mMsUsza g ey NMSNAFDUALLAFIU NSNAFY
Taaans MIIRTERAULUSUTIU MTIATIZAAILOAORELAYEVALTUS N1sHeINIallazadAuOUNIT
LIFI3N

Statistics theories and methods for business application, central tendency and
variation data measurement, probability distribution, sampling distribution, confidence interval

estimation, hypothesis testing, Chi-square, analysis of variance, regression and correlation, forecasting

and nonparametric statistics.

01132243  §35NUATANUSUNAYIUADEHIAY 3(3-0-6)

(Business and Social Responsibilities)

unum i uazassuiiaveuvesgsRaTislredsan HanszuTesAn ILIAdBLTITHe
MIUIMIEIND MInoUaLemegiarommiaImsvesdsa sz jaiudsauiuiaveuresgsiadil
songuyarar1an laua anA1 wminu §amu anmuwindes wasUssmani

Roles, functions and responsibilities of business toward society, environmental

impact business, business response to social need and stakeholder management.

01132333  SSUUENTHUNANINGINI 3(3-0-6)
(Business Information Systems)
JurdideeSeunnnoy : 01132111
mﬁmmﬁayjaLLazmsaummﬁamia’mLLmuLLazmiﬁmﬁﬂﬁﬂumﬁmi N139ANT
weluladansaumewasninensteya MsdnssuugIuang nsmdvddidnnselind nszuiunisnig
ﬁqiﬁf\]LLazmiaaﬂLLUU@QﬁﬂiLﬁamiLlfu'QGZ'J’uImsJmé’i’smﬂst’fizwmiaummehaﬁﬁﬁaﬁim
Managing data and information for planning and decision making in organization.
Managing information technology and data resources. Knowledge-based system management.

Electronic commerce. Business process and design for competitive organization, utilizing information

systems with ethical manners.
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01132334  NITIATIENTZUUVNUSIND 3(3-0-6)

(Business System Analysis)

JurfidaFeuniniou : 01132111

WATANITILATIZY WazeaNLUUTEUUNU n1sthssuunuldlgnmsimssissuunu
Ja90u MseaniuuszuUNUARNimes N1sdenidreuiamasivinagauiuaiy MmuaLLag
mﬁmﬂ’]mmﬂaa@ﬁmaﬁa;ﬂaﬂamﬂaLM@%LLasd’;uUimaU fins@nuuenanud

Techniques in analyzing and designing business system, application of the
system, computer system design, selection of computer system suitable for business, control

and safety for computer data. Field trip included.

01132335  N133ANT5LATINITNINGIND 3(3-0-6)

(Business Project Management)

JufideaFeunaniou : 01132111

mwimﬁﬂm@mimﬂqiﬁﬁ] AIUAITINAIT NITHER NITIEU NITAATN N13YARINT
LALANAINILATEFAIVBILATING NMITAIUIUANDULNUTBILATING NgnaeInIsAndula 35013
?qlJﬂLfﬂ%EJllm‘lﬂﬂiQﬂ”lﬁ msﬁﬂmmmmmsamaﬂmqmsmﬂﬁmmﬂﬁﬂ LLﬂBﬂﬂWWLLQﬂﬁ@@JﬁQ%ﬁ"IU’JH
Tinsadunulassnmsilaegsiiuss@nsnm

Project evaluation in business concerning management, production, finance,
marketing, personnel and economic value of project. Calculation project benefit, decision

criteria, project preparation, feasibility study and environmental effect on the project

operation.

01132351  gsnassnitsdsend 3(3-0-6)

(International Business)

NSNLUIAIUAR TNOUILAIR LAZAINTINYDIANTNKINSDUNINGIND ﬁﬁwa(ﬁiaqiﬁﬂ
JEUIUsEnA Lgliun1sANYIAMLLANANINIIAIUSTTU MQBN1SATEnINUTena Lagn1sWmun
MAUATEFNI UAaTNITINNITTINITENINNUTENA

Concept, objective and overview of business environment affecting
international business. Cultural differences. Theories of international trade and economic

development, and international business management.
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01132362  anulufusznauns 3(3-0-6)
(Entrepreneurship)

JuifidesFeunndou : 01132111

ﬁiim%’]ﬁ%ﬁ]ﬂ@:ﬂi%ﬂ@umj NIZUIUNITNITUTZNBUAITIUUTUNANG 9 Uimﬁwh\‘i"]
fiertostunisindaianislvl maadsassdutanssy msavinvensiludusznouns

Nature of entrepreneurs, Entrepreneurial process in various contexts, issues
surrounding new venture creation, innovative creation, entrepreneurial skill development.

01132471  m1sdnn1sasAnnsitansiGoud 3(3-0-6)

(Management of Learning Organization)

JurfidaFeunaniou : 01132111

mwwmaLLasmmé’wﬁ’a;uaqaaﬁﬂmﬁamsﬁaui nsEUIUMSTRILIaINSIiBNTs
Seud nsrUIuMTkalmIANg n1sukusduaug waznisuiaus llusegndlun1suimisay
Snwaumamgiivadseduresnnduasdnniientsdous adoumeiausssy Aifuresuinisuas
mslid1uta msdeans nsaieleussdniug dnvnzlanizveamiinIu LaNIsINTEAUNANTS
U UReu

Meaning and importance of learing organization. The development processes of
learning organization: knowledge acquisition, knowledge sharing and knowledge utilization. The
characteristics that indicate the level of learning organization: cultural values, leadership

commitment and empowerment, communication, knowledge transfer, employee characteristics

and performance improvement.

01133211  N133ANTSNNSUHUANTS 3(3-0-6)
(Operations Management)
JundideaSeunnfoy : 01132111

[

nanNN15U09AUTRIN15TAN13NISURUANT ArusiugIulunIseonwuundn s

Y %9

[ a

UTELANVDINTEUIUNITHAALAZ LUK mmilﬁaﬂﬁuslumﬁ@mimaamiwam AMNAIALY VDIV
fids mssiunuszuuran mssansauinmas WATNNTINNITAAIN

Basic principles of operations management. Introduction to product design.
Classification of process and layout. Introduction to capacity management. Importance of

location decision. Operating operation system. Managing inventory and managing quality.
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01133242  winivddidnnsatinduazunannasundva 3(3-0-6)
(E-Commerce and Digital Platforms)
unumvesnalugdiannsedinduazunanlesuidviaiisosuuuusiia Tullagtuuas

awAn Mavhgsnssurunvesulatuasunanesundva nisldlasaviedadliniudssia steanu

nafugsAaTlF L UNdIAdy
Roles of electronic commerce and digital platform in current and future

business model. Online business transaction and digital platform. World Wide Web commerce.

Business report generated from application.

01133312  A1598ALUY IUKU LAZAIUANNTITHER 3(3-0-6)

(Production Planning, Design, and Control)

JufideaFeuniniou : 01133211

55UUNSUHUANIT N1598NKUVAUAT N19RUAIRINITRERTZEZE1 N15dndUla
Fonviaiing nsEennsEuIunIINGn NI0oNLUULKUNY M5LE0nieSesdns N150oNkULTEUUNTS
YUAILANAYY NTDDNLUUTZUUIU TEUUAIVAY

Operations system. Product design. Long term capacity planning. Location
selection. Process selection. Layout design. Machine selection. Material handling system

design. Work process design. Control process.

01133313  N1SAUANAUNUNITHAALAZNITIANITNINGINS 3(3-0-6)
(Cost Control and Resource Management)
JwideeSousnnou : 01133211 waz 01130172
N1sAUIMAUNUNISUUANS mAlAn1TAtuALLaTand Uy N15UJURNS
MsfiuREAIW MsnsFuuALAIN NM5IRNINEneIns Fun1suFianng
Calculating operations cost. Techniques for controlling and reducing operations

cost. Increasing productivity. Managing costs of quality. Operational resource management.

01133314  N1SIANNBINAYNS 3(3-0-6)
(Strategy Sourcing)
JuriidasiFeuanniou : 01133211
Fumeu lsvne wagnszurumsdamdanagns madnaulandaemiets nsTind
UMY nagmsAudlnadnel madiasssinue wazmsdansdunudnagnd mstemduns

Wanrandaetlvd Mmsfidususwssuvesideudan msussdiu msdndengUeuian msUsznme
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IABuukarmMInnasa1 Msdammsianngleudaguasmsdanisanuduius msdamnuinig
YTITULALANNTURAYRUA B IAY

Strategic sourcing process, policies, and procedures. Make-or-buy decisions,
vertical integration. Commodity strategy, value analysis and strategic cost management.
Sourcing and new product development. Early supplier involvement. Supplier evaluation,
selection, development. Competitive bidding and negotiation. Supplier development and

relationship management. Acquiring services. Ethics and social responsibility.

01133317  N1SAANTIIAMUAN 3(3-0-6)
(Quality Management)
JurdideaSeunnfoy : 01133211
LLmﬁﬂLLa3ﬁyugmsummsﬁ’mmmmmw nsmuANAMNTIERA 1a3osllouay
5L U8UITAMIUNMSANYIIATIZINIINITIANITNITHEAR
Concepts and fundamental of quality management. Statistical quality control.

Tools and methods for analytic studies in operations management.

01133323  N13IANTIINALIWTY 3(3-0-6)
(Hotel Management)
vanmsdansnsufoanslulssusy wihiuagamsdndunuvesusunndnlulsausy
Principles of hotel operations management. Duties and procedure of key

departments in hotel business.

01133341  msianswmalulaguazimalulaghana 3(3-0-6)

(Technology Management and Digital Technology)

FufidaaFeunnniou : 01133211

uinnIsuy aﬂ‘ﬁ‘wa%@\‘iL‘VlﬂIuIagLL‘VTIQEJ‘LJ’IQGIGII@ﬂ’]iLU?ﬂIE’JULLUaQEﬂLLUUSLUﬂ’ﬁGT’]LﬁUﬁqiﬁT\]
uazaanaesiiuslna msuszgndltiveluladlussdnsfivszauanudia

Concepts and basic understandings of technology management. Types of
technology and innovation. Effects of emerging technology on changing business practices and

consumer markets. Successful adoption of technology in the organization.

128 = L = = L4 = a o/ o/
AUDNITANYINANGATUINIITINIVUNA d1U13VINTIAAA KangnIuTuUe w.a. 2565

AnLRAUAENTLAZAINEINITINNTT NN INE1SENEASANENT InenRiunseiesh dmdinanauns



01133415  nagnsideufjianisszaulan 3(3-0-6)
(Global Operations Strategy)
FuniidioaSounniau : 01133211
unumvesnagndidauinisiiteainsealiuisumensudsduluaninuindey
GUENﬂ’l’ﬁLU?‘;EJULLUNE]EJ"NEHLLN mﬁmeﬁﬂmﬁ?{auuaz?i’mmmssuaqmﬂqmamﬂﬁﬁﬂuizﬁu‘laﬂ
mifﬁ’mumgﬂLL‘UUﬂaqwﬁ‘l,%qﬂﬁﬁamisumaqﬁﬂiﬁmmzam NINAUIFUTTOULVRITTUUURURNT
Roles of operations strategy for competitiveness creation in disruptive
environment. Analysis of the transformation and evolution of the global industrial sector.

Formulation of appropriate operations strategy for organization. Development of operations

system capabilities.

01133427 N133AN15818N150U 3(3-0-6)

(Airline Management)

JuniidieaSunniau : 01132111

nszvrumsdndulalunsinnisanenisiu aensdudvdanndon sULUUgIAY
AunuMIAdunukazysEanSam nsamgadu Wuns uagmsdy winnssundndueiuag
welulad wwiIAnn133nn155eld nsdndmieuaznsufianisnistu Msdanisanuassngna
uazauduiusiudlaeans auvmelunisdansaenistu dnmsfnwuenaniud

Airline management decision processes. Airlines and the environment. Business
models, operating costs and efficiency. Fleet, route and schedule development. Product
innovations and technologies. Revenue management concepts. Distribution and operations.
Passenger loyalty and relationship management. Airline management challenges. Field trip

required.

01140221  ngusneuasnBdmiugna 3(3-0-6)

(Law and Tax for Business)

FINIUALANINWINABUNNNYNUIETEAVUINIYF UTEANTDINYNUIBTIND AUTU
AAVNINUNNBT895300 NANNITIMAUAIEDINT AMUSURANIINITOINT VBIYARAKATINIAIY
U5pH9aT90INT MTFaTINalauazn18aanINg N5IUALUNE Lﬁaqﬂﬂauasqsﬁﬁ]

Business and legal environment under the international level. Classification of
business laws. Legal liabilities of business. Principle of tax collection. Personal and business

tax liabilities under the revenue code. Excise tax and customs tax. Personal and business tax

administration.
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