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3.1.3 519377
1) WNanA AN B L Gﬁyﬂdﬁﬂunﬂﬂzﬁuﬁ%ﬂﬁﬁ@ﬁﬂéﬁ 30 wuagfAn
1.1 ﬂ@;u%‘ﬂ'ﬂﬂ”l‘ﬂ"luﬂzﬂ’ﬁﬁlﬂﬁ’li Be 12 - 15 wiuogfn
T9An Beu 12 swsefin

1500120 AnENEangERug T 3(2-2-5)

(Foundation of English)
1500126  nEneiianisdemauaznduALaITEINA 3(2-2-5)

(Thai for Communication and Information Retrieval)
1500127 MTBHUATNIaBEA S Ine 3(2-2-5)

(Reading and Writing of English)
1500128 ANTAIUAZANTYANTHIEINGH 3(2-2-5)

(Listening and Speaking of English)

= = ! a
lwan 1GyYu 0 -3 UL

1561125 ;wnegiudecn 5(2-2-5)
(Japanese for Beginners)

1571129 nauiasem 5(2-2-5)
(Chinese for Beginners)

1581107 auasiiiaanm 5(2-2-5)
(Malay for Beginners)

1661108 AR BvAu 5(2-2-5)
(Korean for Beginners)

1671104 mariiasnn 5(2-2-5)
(Lao for Beginners)

1681103 auneNsidosnm 3(2-2-5)
(Khmer for Beginners)

1691103 A e 3(2-2-5)
(Burmese for Beginners)

1711108 AT HTATEe b X 3(2-2-5)
(Vietnamese for Beginners)

1741101 Auaulaiidedeany 3(2-2-5)

(Bahasa Indonesia for Beginners)

1.2 ﬂquﬁ’muguﬂmﬂm 38U 3 - 6 Musfin



1521102

1500129

2000117

2500118

2500116

2500117

2500119

2500120

2500121

2541205

3502101

w o/ a ' a
U9AU B 3 viwaefin
AMEIINALEIN

(Virtue and Life)

dan  Bou 0 - 3 nunefn
NPT
(Sexual Orientation)
AUNFUNINYBITIR
(Aesthetic Appreciation)
WOFNTTHHHE AT A

(Human Behavior and Self Development)

1.3 ﬂquﬁmﬁmumﬂm B8 6 — 9 WnEfn

v e

P=1 ! a
JAU 198K 6 NUIHNA

ANBUYBHAUUREUIANA LT DY
(Human Rights and Civic Duties)
Filaduitendauludonulan

(Thai Living and ASEAN Way in Global Society)

s = ! a
lwan W\BYd 0 -3 nuaene

AnFAInATEgianeIie
(Self-Economic Sufficiency)
Atlan

(Global Living)
FARTURIUIAAEN

(Human Beings and Environment)
NYHEITUBTIHEA

(Man and Nature)
mafiugisznaunis

(Entrepreneurship)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

1.4 nquﬁmmﬁmmﬂm ANYIFIHASURLIVIAIKIAG Bei O — 12 wwagda
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P=1 ! a
AU 58K 6 HIENA

4000117 waluladRaviauaznisiaans
(Digital Technology and Communication)
4000119 ANTAALAZNTARANLS

(Thinking and Decision Making)

\Ran Buu 3 -6 waedn
4000118 AnenERTINe AN TR
(Science for Quality of Life)
4002104 mstlszgnataiusunandninemlngafava
(Office Program Application in Digital World)
4032227 mseanfdsnieiuuyTnnnIadmELAugA s

(Integrated Exercise for New Generation)

2) %NQGI%“H'ILQW"ISGT"M L%Elu\tﬂi‘l:ﬂilﬂ’];'ﬁ 94 ‘lﬁi:!'l?.lﬁ@]
2.1 n’én’i‘muﬂu B 30 wwaefin
1551620 9N BTN
(English for Business)
3503102 m‘jmﬁmﬂﬂm:ﬂgmmmﬁﬁ@
(Taxation and Business Laws)
3521107 nann19ieys
(Principles of Accounting)
3531106 IS ekl
(Corporate Finance)
3541102 NANNITARIA
(Principles of Marketing)
3561109 BIANITULATNITIANTT
(Organization and Management)
5562144  naaiutisznauntagulng
(Startup Entrepreneurship)
3563222  srULSEEMMAiBN1adANTIgRaRaYia

(Digital Business Management Information System)

3591114 AANLATHANENS

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)



4112109

3541103

3542116

3542117

3542319

3542407

3543111

3543113

3543114

3543115

3543116

3543314

3544108

3544906

3544907

(Principles of Economics)
afifigane

(Business Statistic)

2.2 ﬂqu%wuﬂﬂﬂhﬁﬁ Eau 42 WRasie

wAnssunLalna

(Consumer Behavior)
ﬂ’?‘iéﬂﬂﬁ‘iﬂ"l‘iﬁlﬂqﬂL%G‘quj‘im"lﬂ"l‘i
(Integrated Marketing Communication)
NIRNIALINIG

(Service Marketing)

NI ANNTEBINNNITI AT ML
(Channels Management)

NI ANTNARST AT IR
(Product and Price Management)
AIAAHHIYARNAMNAMTUTINNTARIA
(Personality Development for Marketers)
ANFUINITNITARA

(Marketing Management)
ﬂ@f—g‘wém‘mmm

(Marketing Strategy)
NIFIWAUNITARTA

(Marketing Plan)

NNIARIARTNA

(Digital Marketing)

N19U3N19N1928

(Sales Management)

NN3RANATZAI TN
(International Marketing)
N1998N1IAAP

(Marketing Research)

FHNUIMNNITHRA

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)

3(2-2-5)



(Seminar in Marketing)

2.3 ﬂquﬁmmmﬁaﬂ L%Elu\tﬂuﬂ?_lﬂ’m 15 Nu8ne

3542118 Tﬂil,mﬁmﬁﬁl,%@;mLL@zm’:?‘ui:ﬂﬂﬁ%@qumqmﬁmmm 3(2-2-5)
(Software Package and Application for Marketing)

3542320  AM9SANTSIAARANS 3(2-2-5)
(Logistics Management)

3542408 M3IANIEAINANTHEALIGN AN 3(2-2-5)
(Customer Relationship Management)

3542409 Aaln15a1Y 3(2-2-5)
(Salesmanship)

3543116 ANESINOEAINSUNITRBRITNINNITAAA 3(2-2-5)
(English for Marketing Communication)

3543117 niamalAiegesEmnasmadiien 5(2-2-5)
(Marketing for Tourism Industry)

3543118 nnsmanluginiAanden 3(2-2-5)
(Marketing in Asean)

3543120 NIRRT BRI ANLAZRILINADH 3(2-2-5)
(Social Marketing Enterprise: SE)

3543121 NN9FANITATTRWAN 3(2-2-5)
(Brand Management)

3543315 N19TANNNTAUANUAZNNT AN 3(2-2-5)
(Wholesale and Retail Management)

3543316 N19AAIABIRTNETIA 3(2-2-5)
(Creative Marketing)

3543317 nanaABLENYTeRng 3(2-2-5)
(E-Marketing)

3543401 nadaniaae rennwsuUTIEnIA 3(2-2-5)

(Ambient Advertising Management)

3543402 N199ANTNIIHNINITARIA 3(2-2-5)

(Event Marketing)



3544109

3544110

fame i)

3543801

3544802

6003801

6004801

m‘mmmmu 3(2-2-5)
(Community Product Marketing)
NTIARNTIANINGIFI 3(2-2-5)

(Direct Marketing)

2.4 ngadrdnuszaunsadandn Beu 7 ywaefia (dennanlangunil

1) ﬂ@guﬁmﬁﬂﬂszﬂumsmf“zmﬁw

nswBNAnUsEaUN1TRTENNNTARA 1(60)
(Preparation for Professional Experience of the Market)
ﬂ’]‘iﬁﬂﬂ‘i%ﬂ‘i_lﬂ"l‘ifﬁ%%’ﬁ%wﬂ'?‘i@]ﬂ’l(ﬂ 6(600)

(Field Experience in Marketing)

2) ﬂquﬁmawﬁ@ﬁnm

LR NAANTANEN 1(60)
(Cooperative Education Preparation)
aAnfiafnen 6(600)

(Cooperative Education)

3) WNIAITWADNLES BeulHUasNiT 6 WuIsfn

masnBausiedenle ¢ lundngasunianedeseigesasiny Inglugniusiedending
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naNAT SWAIEN ftadun W(-1U-aA)
Anwnvialu: AN 1500126 | nuntneifiennsdteansuasnnsfuauanssune 3(2-2-5)
Anwialu: Arwne 1500120 | Anmadsnguiisgm 3(2-2-5)
AnwinlU: aguernans | 1521102 | Aoussaniudan 3(2-2-5)
Anwvialu: Adin-Ands 4000117 | waliladdaviauaznisiiesns 3(2-2-5)
nqHATILY 3521107 | nannsueyd 3(2-2-5)
AT 3541102 | naNN13RaA 3(2-2-5)
nqHATILY 3591114 | wéniFeugrnans 3(2-2-5)
FaMNIERA 21 vuaefn
dnnsfnundt 1 aaEesi 2
naNdE TAFIU Fadan W(-uU-a)
Anwialu: nrwne 1500127 | nMsamiazn1sidennnEndangs 3(2-2-5)
Anwmialu: danae 2500116 | AnBaybsruaznTinaLda 3(2-2-5)
Anuvialu: Adin-Ands 4000119 | nsAnuaznisfindnla 3(2-2-5)
Anwinlu: adia-Angy | 4052227 | nnseanidsnsuuLysonnITRmEL e 3(2-2-5)
galnal
nqaArIUnY 3561109 | B9ANISUAZNNSIANTS 3(2-2-5)
ﬂ@im%mmu 3503102 | NM9N1E8INTULATNNNIEEI9 3(2-2-5)
nqrATIENTIAL 3541105 | wfinsauyualnng 3(2-2-5)
FaMnNIEAN 21 nurefn




JnasAnean 2 arAsgun 1

naKAT SANIUT Fafan W(v-uU-aA)
Anwialu: nrene 1500128 | NMTHILATNNTHANTEISING - 3(2-2-5)
Anwnvialul: dams 2500117 | A neiuatendeulugonnlan 3(2-2-5)
NRNATILAY 5562104 | naaiiiugtiszniagulng 3(2-2-5)
ﬂ@éNﬁ%ﬂLLﬂu 3531106 | n1akugafia 3(2-2-5)
NRNATILAY 5565222 | szunaIsanAiansdAnITgsiaRava 3(2-2-5)
AT IENTIAL 3542407 | NM3dANNINARSTUAZIIAT 3(2-2-5)
FaMNIERA 18 wuaafin
dnnsfnundl 2 amaGeud 2
naNdE TAFIU Faden W(-uU-a)
ﬂ@éNﬁ%ﬂLLﬂu 1551620 | g9ngugsna 3(2-2-5)
AT IONTRIAL 3542117 | N15AA1ALENS 3(2-2-5)
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ﬂﬁéaﬁm SHAIUN HaHen w(n-U-a)
ﬂ@éNﬁ%ﬂLLﬂu 4112109 | aGifigena 3(2-2-5)
AT IONTRIAL 3543111 [ AIRAUIYARNATNEINTUINNTAATA 3(2-2-5)
naNAT TR 3543113 | NTUFNITNITARTA 3(2-2-5)
naNATIEnTIAL 3543314 | n13UENN9N15NY 3(2-2-5)
AT IONTRIAL 5543116 | namanARAvia 5(2-2-5)
ﬂzglaﬁ‘m RhltEn XXXXXXK ] XXXXXKXXKXKXKXXKXXKXXKXKX KKK B(X-X-X)
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fnrsfnundt 3 aadaud 2
ﬂﬁéﬁﬁ‘h"’l SRAIAT Hadan wn-U-a)
nqrATIENTIAL 3543115 | NTINUNUNITARIA 3(2-2-5)
AT IONTRIAL 3544907 | N15398N1IARTA 3(2-2-5)
naNAT ML 3543114 | nagMsN19AAIR 3(2-2-5)
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SIMRNIERR 18 wwanfin
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ﬂﬁéaﬁm SHNIUN HaBzn w(1)
AT IONTTIAL 5544108 | nananpsznatazng 3(2-2-5)
nqrATIENTIAL 3544907 | ANNUIMNINITARTA 3(2-2-5)
ﬂ@éﬂﬁ%’n@mﬁﬂﬂ XXXXXXX | XXXXKXXXXKXXKXXXKXXKKXKXXXKX 3(X-X-X)
nqrATANLsz AL 3543801 | nawBesinUseaunisniisndnnnsnans 1(60)
ANTATIEN Waa
6003801 | iwasnaniiafinen 1(60)
saNvRInfin 10 wiuaefin
dnrsAnunft 4 aadeud 2
ﬂﬁéaﬁm SHAIYN HaBzn w(1)
naATANLsz AL 3544802 | nsfinUszaunisoiiendnnisnain 6(600)
ANT0AYEN Waa
6004801 | anfarne 6(600)
SMRUILRA 6 Buanfin
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1500120

1500126

1500127

3.1.5 A1BsUIYsIgIT

1) KNI EIRNEIIAA

1.1 ﬂﬁ!ﬂ%‘ﬂ'ﬂﬂ’]‘lﬁl”l%ﬂ%ﬂ”ﬁﬁﬂﬂ’]i

ﬁl o a o ! a a a va id ¢

ZFauazAaBulIEsIEIU e fin (meuij-ujis-auadn)
¥

NTHIDINGUAUF N 3(2-2-5)

(Foundation of English)

MaRmLinEENITTs A ngeuuaznsBuulunisdaamadam
Weumanyd o Hlgludanszdniu Tddnn sdualabensondesnnlunis
Aoans

Development of listening, speaking, reading and writings skills in basic communication,
listening to short conversations commonly used in daily life, applying basic vocabularies,

phrases and grammar for communication

AT ANBNTISRANITUAZNTISRNUAKFITN WA 3(2-2-5)

(Thai for Communication and Information Retrieval)

ARG NN IE ArngRugIAsaiunIafaats nnamuingg
mals maya ngen nnadsmienslosauazmsUasnauainassiuszavanim
ANBIAIINANIY AITHA A 2DIEI TN ALAZI SN ININITTRNA ANHIUNA
ANTEAMARN o aimYinezn1adeny nagronilairaasdeduaussarmaly
8ARAYTALATN1T T UINBHBTBINS

Basic knowledge of Thai language, basic knowledge of communication, development
skills of listening, speaking, reading, writing for communication and efficient work, study
of meaning, importance of information and information resources, study of various information

sources to develop cognitive skills, strategies for using information discovery tools in the

digital age and writing academic reports

ﬂ”li’ﬂ”l‘HLLﬂzﬂ’liL%i’:l‘léﬂ”l‘lel”l’rilﬁﬂi]‘lsl 3(2-2-5)

(Reading and Writing of English)

o o/

1 o A A Pa 1 ]
L‘V]ﬂuﬂﬂq‘iﬂ']u@‘i_léf@ﬂ'}"m WARANITIARNATANY NITANDIUUNAITHA
£

1 v ¢ !
NNINNREY ﬂﬂ@ﬁuﬁ‘iﬂ\ﬂﬂﬁ"lﬂﬁ G]']NTFI‘NN‘j’NT’JEI’]ﬂ‘ﬁMﬁ BN

U



SUNILN

1500128

1561123

1571129

¥

] ' ¥
FauazARBUIESIEIAN nuefin (Nguij-Ufis-auaa)

Reading techniques for comprehension, vocabulary expansion, various types of

texts, practice of grammatical writing sentences

NTAIUAZNITWANTHIDING M 3(2-2-5)
(Listening and Speaking of English)

WARANSANTINEEMNTTS LaznTWAnTENEsnaEduRug nisaandeoiin
WN2EINEN AR Ssnsnlrlazleauazadlnesegnaesuazsnzaniuuy
aunndunugmiluanmntaniang o

Practice of basic listening and speaking skills, syllable and word stress, using of

sentences and phrases correctly and appropriately in simple dialogues of various situations

aundjsidesn 3(2-2-5)
(Japanese for Beginners)

Anaflndinez N1 n1aa nM9eu madien Anwadadnus Adwn gu
Uatlon Taganaoifugu sinuzlunisfeaauazaununTndanazsniu sauviedne
AmeRammuay ey

Practice of listening, speaking, reading and writing skills focusing on Japanese letters,
vocabulary, sentence structure and basic grammar by focusing on communication skills in daily

life including the study of Japanese social life and culture

v

auauiasan 3(2-2-5)
(Chinese for Beginners)

BEgTUINITADAEEINETUNIATI Anefadnslail (sruudndnus
Au1Aunans) Anvineznnals wa e @en Tnssudidn o8 dszleaniudu

Plrludinszdndn aununlansuniunduesiwnaln RUANIDYAAIININTEITY

2 I
=

Nougrruanadufiraa s unsfanefess

Learn the standard Chinese transcription system with Roman characters (Mandarin
Phonetic Alphabet System), practice of listening, speaking, reading and writing skills by
focusing on Chinese vocabulary, phrases and sentences used in daily life, easy Chinese
conversation, search basic Chinese knowledge through applications that Chinese people

use to communicate



SUNILN

1581107

1661108

1671104

SURIZL

¥

fauazAraBula ez efn (wquﬁ—ﬂgjﬁ’ﬁ—gum'l)
AHNAELE B9 3(2-2-5)
(Malay for Beginners)

Anvinuzis 4 agneyaninnig Anwnguiazlauazaennsoifiugiu wulnum
Al uERaU sz dW Taun nM9nyag n1suusinau nMsUsnnan NMsdeTes
. nafnemaemnds o aueasgUuazraudolauasdesnlstlonss o T

Practice of four integrated language skills, study on basic Malay structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion and
answering questions and simple Malay sentence writing
aEn LS ae 3(2-2-5)
(Korean for Beginners)
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Practice of four integrated language skills, study on basic Korean structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion

and answering questions and simple Korean sentence writing
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mMuatndasnu 3(2-2-5)
(Lao for Beginners)

Anvinesis 4 agneysainnis Anigudazleauaslasnnsoifiugm muidnum
AW g AR LTz 9 Taun nMainvie nsuusdiaun N1suenaal n1sGeTes
i ﬂﬁ‘jﬂﬂéﬁu"ﬂyﬂﬂmuﬁgﬂe} N’mf}‘mﬂ‘gﬂlm:m@uﬁmwfhy wazideulszlan
e

Practice of four integrated language skills, study on basic Lao structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion and
answering questions and simple Lao sentence writing
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MuEnANSDDINY 3(2-2-5)
(Khmer for Beginners)
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Practice of four integrated language skills, study on basic Lao structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion and

answering questions and simple Lao sentence writing
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mMuwndaen 3(2-2-5)
(Burmese for Beginners)
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Practice of four integrated language skills, study on basic Lao structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion and

answering questions and simple Lao sentence writing
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MUY AN TBIAY 3(2-2-5)
(Vietnamese for Beginners)
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Practice of four integrated language skills, study on basic Lao structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion and

answering questions and simple Lao sentence writing
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aundnlafiduiasn 3(2-2-5)
(Bahasa Indonesia for Beginners)
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Practice of four integrated language skills, study on basic Lao structures and
grammar focusing on speaking in daily life situations such as greetings, making introductions,
telling time and buying things, practice of reading short messages, making conclusion and

answering questions and simple Lao sentence writing
1.2 NANATINYELAEAS

AMEITNALEIN 3(2-2-5)
(Virtue and Life)

ANTWHUILUIAR wq‘iﬂgj mqwﬂmﬂLmewﬁﬂﬁfyﬂmﬂm-ﬁ‘ﬁN 9385594
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Development of concepts, theories and meaning, importance of morality and
ethics, knowledge of spiritual growth to understand the value and truth of life, able to
sustain themselves in the 21st century properly, practice volunteer work, respect human
dignity, awareness of the conservation of natural resources and the environment, continue to

inherit local wisdom
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VAR 3(2-2-5)
(Sexual Orientation)
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Meaning and scope of well-being for life and the usefulness of studying well-being
including sexual well-being such as human growth, sexual relations, personal skills, sexual
behaviour and how to reveal sexual well-being, social and cultural sectors affecting

sexual well-being instructional process

FUVTHATNIBIHIR 3(2-2-5)
(Aesthetic Appreciation)
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Differentiate emotions of happiness, philosophy of creativity, imagination and
assertiveness, meaning in cognitive aesthetics and brief behavioral aesthetics, importance
of perception with the background of the visual science, sciences of hearing and movement
to visual arts, music arts and performing arts through the process of learning value and
beauty from: 1) remembrance, 2) familiarity and 3) appreciation for the experience of

aesthetic appreciation and applying skills for 21st century lifestyles
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WERNTIHNYHETUNTHLIA 3(2-2-5)
(Human Behavior and Self Development)
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Discuss of human behavior, composition and fundamental factors of human behavior,
analysis and apply psychological theories for personal development, techniques for
interpersonal relationships to good relationships with others, develop communication
techniques, develop leadership potential, follower and teamwork, self development for a

happy life

1.3 ﬂquamﬁmumﬂm

ﬁw%mqmﬂﬁuumwﬁ/ﬂﬁwmﬁm 3(2-2-5)
(Human Rights and Civic Duties)
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Promoting knowledge and understanding, raising awareness of the importance of
human rights, basic human rights knowledge, basic principles of human rights, attitudes
and values of human rights, foundation of culture creation on respect for human rights to
the citizens with stability, educating knowledge of citizenship, coexistence on respect for
social rules and others, respect for the principles of democratic government, enhancing
moral and ethical in prevention of corruption, anti-corruption and basic knowledge of
general law principles leading to the creation of fundamental principles and cultivating
the institute of nation; religion and the monarchy, thinking and doing, coexistence, living
skills training, practicing in public mind and public service leading to the development of

skills and experience

Fnaduitenduuludsanlan 3(2-2-5)
(Thai Living and ASEAN Way in Global Society)

Tauns9n Uszindiuardndneaiaonuidune dnyon19denn Smussan
wanghia naflosresive Uszmanendounazandlan Wisuifisnaanaideuuas
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Tanislutaqiuuazuualuslusuian aousandasznansazmaludunlazas
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Thai culture, tradition and identity, the Socio-cultural, economic and political
structure of Thailand, ASEAN community and global society, the world compares the
social, cultural, economic and political changes of Thai society and the world society from
globalization, study, analyze and present new world order problems of the state of Thai
society and the world society, both present and future trends International cooperation in
the context of the ASEAN community and the world community the new paradigm of

development in Thailand and global society
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Fdilan 3(2-2-5)
(Global Living)

anisEgRadean n1sfles nsUnaseseslanilaqiiu nansznuaInann
wgRadean naflas nisUnasasenslanmadaning n1sUsufaensdanine
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Situations of current economy, society, politics and government, effects of global
economy, society, politics and government on Thai society, adaptation of Thai society
accordance with global change focusing on countries from different parts of the world
(European countries and Asian countries), analysis of future world economic directions
AT IaATYgRaNaINe 3(2-2-5)

(Self-Economic-Sufficiency)

Anen FurmuasinfiReinssanaimgfeafuaudumn annamans
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Analyze, synthesize and practice from the body of knowledge about the background,
meaning, principles and approaches to develop the way of life according to the sufficiency
economy philosophy of his majesty the his majesty king bhumibol adulyadej the great, the
inheritance of concepts; patterns and applications in various royal initiatives, continue to

inherit the royal policy in the local development of his majesty king maha vajiralongkorn
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phra vajiraklaoochaoyuhua to realize the importance of the sufficiency economy philosophy,
new theory of agriculture and local wisdom which is the continuation of the royal initiatives to
sustainable development, be able to apply principles and guidelines to the development
of one's own life as well as developing the organization and community in a suitable;
sufficient; sustainable basis with a solid foundation of life, the morals that are consistent
with the social context through household accounting, successful local study visits to see
the real practice or practical in the household (focus on the content of deployment in

accordance with the learner group)

FBafuRuInaaN 3(2-2-5)
(Human Beings and Environment)

AINHVENE ATINANATYIBIVNENNTETTHTNR RIUIARDH TEUUTIIALALANAR
F3INER mwﬁuﬁu%mwgw‘ﬁ’uﬁ'aLLqm;@N HARHRIWIARDN LWL B HLAS
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Definition, importance of natural resources, environment, ecosystem and natural
balance, relationship between human being and environment, environmental pollution,
prevention and mitigation, use of alternative energy, global warming, conservation of

natural resources environments and sustainable development

uguéﬁuﬁssumﬁ 3(2-2-5)
(Man and Nature)

ATmUINITUAF LT M ARSI TUsTIHEN A 1S RenuLa
Wi TN ULE NN 35?1’1‘5LﬂﬁﬂuLLﬂm%mugmﬂmzﬁ‘m\m’@ ﬁfy‘iﬂ’]‘i:iﬂéﬂdﬂlyﬂ?j
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Evolution and interaction between man and environment, change of nature system,
ways of change of man and nature, problems of man with nature, natural crisis, effects
of natural disasters, sustainable and peaceful living with nature at personal, local and

global levels
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(Entrepreneurship)
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Concepts of professional entrepreneurs’ characteristics, business administration’s
concepts, modern marketing, ideas on how to write a business plan, accounting, financial

and investment, successful entrepreneurs’ case studies

1.4 mgu%mmﬁmmﬂms ANYIFHASUAZLVIA LIRS

walkladfavanazn1sians 3(2-2-5)

(Digital Technology and Communication)

STUUKATENAUTENE LB ABNANADS FaNTRENTINENTARISHATaaTTRENTTH
FONAUIT TLULLATDINEADNAUAES N19NdedaRaa n1sReaIsyARaNa Al
aaRsEaAaa ArnlaaedtyARATa ngrsieAaTa AnufiRTemuazun o
ponfinmas Anugialtruanismatuladnisazinananaian Anugialenaa
panfisr nadavynalraeuazmaliladiaviaesmnzanuaziinomn ilansUfiR
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Computer system and organization, hardware architecture and software architecture,
computer network system, digital media access, digital communication, digital intelligence,
digital security, digital laws, practices and maintenance, practice using cloud computing

technology, practice using digital commerce, appropriate and valuable digital media and

technology applications to perform and live in a new normal digital society
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MsARLAzN1SAnAKla 3(2-2-5)
(Thinking and Decision Making)

Wo"fﬂm‘sLmzﬂ'ﬁ:mumﬁﬁmmuwé N1TAATLATIZY AIINAREIINETTA
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Principles and thinking process of man, critical thinking, creative thinking, analysis
of information and news, logics and reasons, decision making process, searching processes
of scientific knowledge, critical thinking and practical application for problem solutions in

daily life

ﬁwmmﬂmétﬁﬂqmmw%%m 3(2-2-5)
(Science for Quality of Life)

Wanniseesingnmanduazmaluladdounefnaudalaqiu naaianng
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Process of scientific and technological development, application of science for life
quality development, happiness and efficient living regarding the effects of modern science
and technology on man, environment, society, politics and culture, application of scientific

knowledge for quality of life

msﬂszqﬂﬁ?ﬁﬂsuﬂsuﬁﬁﬁ’mm?uqﬂﬁ%ﬁ’a 3(2-2-5)

(Office Program Application in Digital World)
nnalrenlusunandszgnatunisasns wnlouazniaiiuiinenans naslaem
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Using application software to create, edit, and save documents, using word
processing program, spreadsheet programs, presentation programs, database program,

and using other key application software

ﬂ“liﬂﬂﬂﬁ']élx‘iﬂ"li’:lLLUHHimﬁﬂﬁiﬁﬁﬂ%/UﬂuigﬂTﬂﬂi 3(2-2-5)
(Integrated Exercise for New Generation)
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Fundamental of physical activity exercise and playing sports for health, health
behaviour of young generation, physical fitness and self-physical fitness testing, food
consumption, weight control, recreation activities for relaxing, prevention and take care of
sports and exercise injuries, disease and prevention with appropriate exercise, application
of sports science in sports and exercise for health, appropriate principles and basic skills

in using exercise equipment in fitness centers
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BINGUFINT 3(2-2-5)
(Business English)
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Idioms for business communication, reading business document, Searching the
Internet for information, writing for business document interpretation, writing in specific

contexts to syntactic accuracy in various situations and E-commerce customer service

m‘smﬁmﬂsumngmmﬂﬁ;sﬁ@ 3(2-2-5)
(Taxation and Business Laws)
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New Start-Up an@lifisaduauninesana nififuuazdanlgnasns nBfidanyasdiu
g5fa Toun andasananfin aniganing ainasin salfemanngenngmane
WASURENEIZE (AN ﬁﬂmmﬂ@ ARngan Fywn Wi andaenwadyyilseam
AN 7 MANNMENEULAZABUALTR

Tax guidelines and forms the tax assessment and taxation procedures include
income tax, value added tax, specific business tax, plus tax related to New start-up tax

on digital asset, Land and buildings tax. Business-related taxes, including excise, tax,

local tax, and civil and commercial knowledge, such as individuals, legal, other

WANNSUYZ 3(2-2-5)
(Principles of Accounting)

pamae Apquarasaresnstind Uarlsmivesanyanisnistod nannns
LALATNNTTRANTYIAINNINTFINIBIIUNWA1TEY nsTuAnTyInnutsesiyd
A199AYNUNARBY NTEANEYIINTT ﬁmmumﬁLﬁuzﬁm%’uq‘jﬁﬁv%@mﬂﬁuﬁﬁ 53719
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Meaning, objective and usefulness of accounting, accounting principles and
accounting procedures, accounting cycle, trail balance, working papers and preparation of
financial statements for merchandising business, service business and manufacturing

business
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N198UE919 3(2-2-5)
(Corporate Finance)
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The role and function of the finance department, The goals and the importance of
business finance, Focusing on understanding the fundamental principles in the allocation
of capital budget within the business, Funding to be used in the operation of the business,
Financial planning and analysis with investment from the sale of business capital gains

and dividends are allocated distribution

RANNITARIA 3(2-2-5)
(Principles of Marketing)
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FEUURITRRVIANINNTITARA @'muﬂ‘ﬁmmwmm‘mm@ FYTIINVINNTRAA ULASRN
UHURANITNINNITARTA

The meaning and importance of marketing towards economy and society in the
digital era. Marketing concept and marketing function, marketing environment, marketing
segmentation, market targeting, product positioning, consumer behaviors, marketing

management and marketing information system, marketing mix, marketing ethics and

marketing practice
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BIANITUAZNNTIANTS 3(2-2-5)
(Organization and Management)

ANEMTIBIBIANITUATNITIANTT NTEUINNITIANTS uwmmméé’mmﬁ
ATDLAN ATINTIUHUNITTABIANTS MITANTISTSHENNTHTES nadanis naqala
NI9USEAITU m‘;‘muquﬂgjﬁ’ﬁmwﬁd 7Tﬁjm‘jzgl;1jmmﬁﬁmum WMARANITTANTS
artehsanieasussalinadnnisasans wazilnufiifnnemisnnsdanis

The nature of organization and management, process of management, the manager’s
role including planning, organizing, human resource management, commanding, motivating,
co-ordinating controlling all of the process that can achieve the target goals, and the modern

management techniques also ethics in organizational management and practice

mstﬁmsﬂszn@umséu?mi 3(2-2-5)
(Start up Entrepreneurship)

unAnfafuAnEMsszanmRrasnEluazneunaglnAsnanveug
uazn 1R AAEAUN199uANEIRe91809 N1leuunugsie n1sdRnnagsiaite
AINTTIA ﬂﬂﬁf«%’mﬁaﬁﬁﬁ@ AMTUINIININEINT N199ANITNWNITRE N1TARIA
adielna nadidnugdazneunisaulnaitazauacadnianazniadniingsiads
A NTTTAT AN AN LB UNFIAN LA BTN

Concepts of characteristics and features of start up, Entrepreneurship as well.
Manage their own Business Model Canvas (BMC), Business plans, Creative Business
management, Business establishments, Resources management, Financial management,
The modern marketing In the successful start up Entrepreneurship case, Creative business

practices suitable for social and local context

szuumsaummﬁﬂm‘sé’mmsqsﬁ@ﬁﬁﬁa 3(2-2-5)
(Digital Business Management Information System)

STUUANTEUNA BIAUTYNBUIDITEUUENTEUNA BRADBITZULNITTWNA
Tmm;ﬁ\‘iﬁugmmﬁ:uum‘iﬂumﬂ ‘ﬁwum‘mumﬂfé}’%mﬂmwﬁﬂﬁmqqiﬁ@

o

e ¥ v
TINININAN ﬂ”]‘.i‘ﬂ‘iﬁf—.lqﬂ@]T‘?jL‘V]V"ITHT@@‘N”]‘ENHL‘V]ﬂLLZW‘it‘i_I‘i_IN"I‘j’N‘HL‘VIﬂfuﬁ"luﬁ‘iﬂ@ ﬂ"I‘ETﬁ'
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TUsunsn N‘;N‘mmmmqqﬁﬁ@ nandlngaiannsefing ﬂz‘i’a‘ﬂy@aj@l,l,@:mﬁmgﬂajﬂ
NTTNHUITLUL R TN

Information system, information system components, information system types,
information system infrastructure, information system in business functions, digital business,
the application of information technology and information systems in business, using
programs to generate business reports, electronic commerce, data warehouse and data

mining, information system development

ARMLATHFATNAS 3(2-2-5)
(Principles of Economics)

ﬁmﬂmum:ﬂﬂuLﬂm*’ﬂ@ﬁmm‘mgmﬂm% Qﬂmﬁ AUNIE ARUNTN AT
Sang NquIngAngangUilna AununaWan 99A0 KaRARLAzNTuINTY TTnyE
Usznf s1elanaznisiienyin nnsuslng NIFABNUATNITAINY wqwﬁﬁmum
seladszEnefi aaiantaldn aontun1sd@u wlsuisnis@u wleuianisads
Lﬂwﬁﬁ@mﬂ%ﬁma ﬂﬂﬁﬁwmlﬂﬁwgﬁ@ m‘m’mLLNuﬁﬁﬁ@T@ﬂTﬁmﬂ@mdLﬂ‘mgﬂ’mm%
ﬂ’W‘iZ\T‘;NLL‘LIU@o"l@ﬂ\WI’N‘Q‘iﬁ@ ﬂ’ﬁLﬁEINLLN%‘Q‘?ﬁ@TWEIT%Wﬁﬂﬂ"I‘E“ﬂ@G BMC (Business
Model Canvas) #aNN1599955579 (Business Cyble) z‘&’ummﬁﬁgﬂ‘s:ﬂ@uLﬁ'mﬁuumm\i
Tunns@enunugsfia

Characteristics and scope of economics, deman, supply, equilibrium, flexibility,
theory of consumer behavior, production costs, product prieces, and competition, national
account income and employment, consumption, savings and investment, income determination
theory, nation, financial market, financial institution, monetary policy, fiscal policy, government
economy, economic development. Business planning using economic models, business
modeling, writing business plans using the principles of BMC (Business Model Canvas).
Business cycle principles, Business cycle, interview with entrepreneurs to guide business

writing
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AfRgsna 3(2-2-5)
(Business Statistics)
ﬂ"l‘iﬂ‘iti‘l‘ﬂGﬁ%ﬂ"l‘i‘wwﬂﬁﬁ?‘l‘lﬂﬂ‘iﬁﬁLﬁu\‘]’luLL’Nzﬂ’]‘SLLﬂBT‘?.Iﬂ‘EQ‘W‘IVI'Nﬁ“iﬁ@ Toe
ﬁﬂmummwﬁmLm:wqwﬁﬁugmﬁ'mmwﬁwmﬁu éfle,l,ﬂﬁl,%ng'umemmwuﬁu
RITGEN T wqwﬁm%jmﬁfsﬂéw mim:mméﬂmmwmmuﬂuuﬁgm AN5AASIZN

o o

L 1 v 4 s L4
ATNLLS1991 mmﬁfufﬁm‘mumm NITUATIENANTNNUTURNSNITOANDEY BUPNTH

NAAAYEEE AanTuENnTnAATTayasaaniugnlnelslUsunsamaeaas
\Hoanala

Applications of statistical methods in operations and solutions to business problems,
elementary probability theory, random variables, probability and random distributions;
sampling theory; estimation, statistical hypothesis testing; analysis of variance; nonparametric

statistics; correlation and regression; classical time series and index numbers
2.2 NENIANBNTIAL

Wﬂﬁﬂiiﬂéﬂ%‘[ﬂﬂ 3(2-2-5)
(Consumer Behavior)

‘uvmfmmefmm?ﬂﬁfymm’ﬁﬁﬂmwqﬁﬂ‘i‘iu;@%Tﬂﬂﬁﬁm@%ﬂmmﬁ%%me
AngRaA NazuaKnsAnanlade mﬁﬁmﬁﬁ:ﬁwqﬁﬂﬁuéuﬁmL,%\mg‘jﬁ’ﬁmﬁ {Ta§afi
davananayuslnaisiadesanyanauazdadanieuan uuliamginsauyuilnaly
DUIAG

The role and importance of the study of consumer behavior that affect marketing
success. The purchase decisions. Practical consumer behavior analysis. Factors influencing

consumers ' personal factors and external factors. Trends in consumer behavior



SUNILN

3542116

3542117

v

] ' 4
FauarABBUIESIEIAN nuefin (nguij-Ufis-auae)

ﬂﬁsﬁi@aﬂiﬂﬁ‘imaqm%\‘igim'm'ﬁ 3(2-2-5)
(Integrated Marketing Communication)

dnvasinlluazannuddresnisioss Anugifnazuaunisdoanamienis
ARIA NFARKIAAMUAINLTEENNNTRBFITNITAAIA N9 IR m‘i"nwiﬂﬁyﬂﬂﬂ
NNTANLEBNNANTZIE NM1TIMTIIUAZLTZEANAUE NMIARIANWATS Tae ANNTHaNHETY
\aDedansAeaINIIRana NS TS A iusanian1sTananisTan s Aa s
NINNITENTIAN

Nature and importance of communication. Practice marketing communication process.
The mix of marketing communications, advertising personal selling. Sale promotion Publicity
and Public relations Direct marketing. The combination of tools to provide unified communications

market, including measures to manage marketing communications

AI9ARIAUINS 3(2-2-5)
(Service Marketing)

ATTHVHIEY AINNAIATY AaNHIMENITUENIT 2DULLR UTeinn A198LATIEI
AOTHNTTILINTNLIARDY wqﬁﬂﬁwm;ﬁ%ﬁmﬁ LaENISRENAAIAMENEY8Y
N19ARTIALING m‘m’mLLN‘LALL@zﬁ’]‘lfiumﬂ@qwééquﬂﬁmmﬂ’ﬁmm@ﬁm%’uq‘jﬁ@u"?m‘j
m@@Wvuﬂﬁ‘jsfﬁyu%miqﬂﬁﬁyﬁﬂﬁﬂdﬁ@maﬁwLL@zuﬁ/mﬂ‘i‘ja\lhy’mm‘m%m‘jﬁﬁfﬂzjﬂﬁmﬁﬂ
T

Meaning, importance, nature of service, scope, type, environment situation analysis,
service user behavior and target market selection. Planning and formulating marketing

mix strategies for service businesses; As well as providing quality customer service and

service innovation leading to practices
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AT ANISYBININIFTATINLIE 3(2-2-5)
(Channels Management)

UNUIMLAZAMN T U89 %a9NINNNTTASIANIGY FEULNTTTASIANIEY NTELINNNT
AENYBINIILALARNA mﬁﬂg‘jﬁ/ﬁmmﬁqLquLL@:ﬂﬂ‘jﬂ’mm%mmqmﬁé’mﬁmﬁw

NNINTEARUATNTEUNETHAUNAN N1TATUANUAZATUIURUNR JaT8UAzRILIARDNT

'
a

HBVENARENITTANITFBNNNITTASIAUIE N19NTZANLFIRUAT NNTTANITAWAIAS
ARY NNTTANTITIUEN

Roles and function of channel, distribution system process for selecting channel,
Practice planning and channel development, motivating middleman, controlling, evaluating
marketing channels, factors and environments that effect marketing channel management,

channels distribution, inventory management, transportation management

NSAANTTNRANUNURTIIAT 3(2-2-5)
(Product and Price Management)
WWIAARLINUNRRS DTN UNUM AHITIRALANMHIURATBUYBINITANITNARS TN

! o/ i i a o/ i a va ¥ P
UWHIRANIRNTNN R AN UTIULRENRE VTNV AN DI miﬂﬂﬂgummqmﬁmmm ATUNITUINTT

o s o a

ASNRHAUAZNNTHNUIIIITAN NITVRENUNINART DN NTHHUINARST 0 sl

1
a o

NIUEMSANAN THLARZY999a BN AR Tadefifdnsnentssinauladnsna
i’mqﬂ‘sm@ﬁﬂ’ﬁ(ﬁ?ﬁﬂm ﬂ@ﬂqwém‘iﬁﬂmmqmLmzmﬁmﬁﬂmm@ﬁﬂm

Product concept roles and responsibility of a product manager the concept of product
mix and strategy, Marketing practice brand management and packaging development,
product positioning; new product development, Product life cycle planning, Factors to

consider when setting price Objective price policy, pricing strategy and price changes
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MMTAMRIYARNNINFINTURNNITARIA 3(2-2-5)
(Personality Development for Marketers)

ﬂﬂﬁﬁ%uﬁqﬂﬁﬂﬂﬂWﬂ@ﬁﬁﬂﬂﬂi@@ﬁ@ﬁﬁﬂN(;"lu‘il"mﬂﬁﬂLLZ\]&@WT@ Tannsin
'ﬂﬁﬁﬁLﬁuﬁ'ﬁﬁﬁw‘%wﬂ@iﬂmqm‘ifﬁlﬂugﬁﬁ N19AARBITHATUATTARIA N1TLINFIH
IEEAEY Lme‘smuﬂmmﬁm&iﬂﬁﬂﬁ:ﬁu nnasnaulaniegsfia n1sqals A"5LNAL
NABN N19L999798909 N1TIIFIAN N1STNLEEFNRUSTR N1939nYinnasAAaz
LAZYINNITUTURUAIAY N991URAINAEY iEnEnsayinausandugaulaase
U'ﬁ:ﬁw‘%mwLm:ﬁﬂmuﬂﬁlwﬁquﬂ

Personality development of marketers, both physically and mentally. By practice
emphasizing the influence situations leadership. Contact marketing. Attendance And proposed
the idea to the meeting. Decisions, business incentives totally convinced. Negotiating the

social, human relationships. Knowing how to analyze and evaluate themselves. The

development plan Be able to work effectively with others and work happily

AM9USNITNITARA 3(2-2-5)

(Marketing Management)

WHIANAAURLANNEIATY2BINITUINITNTARA UWUWWﬂJﬂﬁ“ﬂ@WEﬂ%ﬂ’]‘i
AMIRRIA NTHATIEN NITV WK ﬂ’]‘iﬂ'ﬁ.l@&lLL@zﬂﬁié/ﬂﬂﬁﬁﬂﬂ‘iﬂﬂ‘jmﬂ’]ﬂ ATIATIENA
Tanaensnianana TassasemanuangAnganeesyuilng n1adnuazniswennsod
AAIR NITULSAINARIR ﬂ’]‘mfmLquﬂ@ﬂwﬁmdmimmmLﬁlmﬁ’uwﬁmﬁmeﬁ‘mm N9
@/@I@o"l‘ifﬂi’]ﬂ ﬂ"l‘if\‘INLZ\T%S\Iﬂ"I‘i"ZI’WEILL@%ﬂ’I‘S(ﬂZ\]W@WIWGWN LLuQTﬁN“ﬂ@Gﬂ’]‘iéjﬂﬂq‘i(ﬂ@"lﬂTu
auAg FaNTAnUATRns ATzl uaznadifnumisnianana

The concept and importance of marketing management. Role of management,
marketing analysis, planning, control and organization of the market. Analysis of market
opportunities. Market structure and consumer behavior. Measurement and forecasting the
market. Market segmentation. Strategic planning, marketing and product prices Distribution.
Promotion. And direct marketing. Tendency and forecast market. Including practice market

problem analysis and case studies analysis
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ﬂ@%!ﬂéﬂ”ﬁﬁ@”lﬂ 3(2-2-5)
(Marketing Strategy)

AANNITUAZNNTUFITRNITINUHNN ALNENINITARTN m‘aT%ﬂ@ﬂqwégmmuéN
T zﬁm%’mﬁ'qummm ﬂﬂﬂﬂéLﬁﬂﬂﬁﬁLLNQGMWT@ﬂ’]NW’?\‘]ﬂ"I‘jWﬂ"Iﬂ ﬂ@ﬂ%éﬂ’]‘iLLﬁdﬁuW’N
m'ﬁmmmﬁ'mﬁ’umﬁmﬁm% 1A ﬁﬂd‘l’l’]\‘iﬂ’ﬁ‘i@o"]‘lﬁﬁ"lﬂLLﬂzﬂ"l‘ifsf\‘iLﬂ%Nﬂ’l‘imﬂ’m T(ﬂ?_l
871:\‘1LJNT%E;L%EIHN@GL%MLLMQW’NLL@&%%L%QV]’NW]‘EW@’T@

The principles and practice of marketing strategic planning. Using different Strategies
for market segments. Strategies for acquiring market opportunities. Competitive marketing
strategy about product, price, place and promotion. Focus on student to see the guideline

and Marketing tactic

IIFIWLENUATITARTIO 3(2-2-5)
(Marketing Plan)

ANNIANAY ANIHAIAT) UVLYILAZENUSZNUUBILAUNITAAA Anufjos
MIINUAHNNTAAIA NFAATINAD NIRRT NafmundRgUssaen
ﬂ@ﬂqwﬁmumumﬁﬁmﬁmm ﬁﬁﬂﬁdﬂqiﬁﬁiﬂuﬂduU‘ith‘IMLLNZﬂ‘RU’J‘H N1IAIUAN
LNHNTTIRRTIA

Meaning, importance, roles and components of marketing plan. Practices marketing
plan, the current marketing situation analysis, establishing objectives, strategies and

operational plans. Including budgeting and marketing plan control processes

NTARIAFANG 3(2-2-5)
(Digital Marketing)

waRanMsingsRaateti nsinsnzingAnssuguilnatunisdnaulede
NARAUTHIUAR ARG UNUINIBIEIUKANNITAaT SandentaindfiRnganauns
AR NIFAATIEVEDTHNNTHINITARTA TR NaimmuadngUsyasn nagns
LAZUALNNTAIINTY 39N S UL S E N DILAZNTEUALATTATL AN UNHAS

ARANARAYVI A
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Modern trade concept, analysis of consumer behavior in making decisions about
purchasing products through digital media. The role of marketing ingredients. Practices
marketing plan, the current marketing situation analysis, establishing objectives, strategies

and operational plans. Including budgeting and digital marketing plan control processes

A19USNI9N15218 3(2-2-5)
(Sales Management)

UNUILALAITHAA T ABINITLINITNITUNE m‘sf:fﬂgmmuLmzmwzﬁ’]ﬁiyﬂm
psAnITHEang m‘ﬁu’%mi‘uqmmﬂsfu@%quﬁLﬁmﬁ’um?ﬂfmm‘smu@mmzmﬁfgﬁuwﬁmm
278 m‘jﬁﬂﬂﬁﬁ'ﬁm‘sm‘mﬁdLLNuLﬁlmﬁ’um‘mw ANTNYINTINITLIY NITAANA
Tﬂ’]@]"lLLﬂNUU‘iSN"IﬂAﬂ"I‘i‘EI’]EI AIRAANTTVIE N1TUTURUNANTNNIRY ‘3’234‘17?\‘1
ARUYNI9219NTLUUNTTUTE WIATANTTENY 9998UTTUTDINNTNY

The role and importance of sales management. Formatting and importance of our
sales organization. The executive privilege in respect of the sale of control and motivate
the sales staff. Practice sales planning sales forecast, sales quotas and Sales budget, sales
territory, sales staff evaluation. Including sales of art, sales process, sales techniques,

ethics sales

nsAIAsEaNelsTIe 3(2-2-5)
(International Marketing)

ANHDIZMAZANHANAT BIMSIANA IEENITA1 HANNIT WHARA FNLIRREN
LAY ANTTZATNL TN wqﬁﬂ‘s‘ﬁw;u%fﬂm masmanladenaan umaunazLanis
A9980 ANUATRNNSINUHUNAYNT NN9ABIANT NITRMINEIHLSTENNNNNTARIA

a

NITUTHUNALAZNITATLAN ABnaiieuszasenn Asn1anazdniuniaansimang
Uszngl waznnsdavinenasfiifisnesiunisnainszandseme

Nature and importance of marketing, trade theories, principles, concepts, environment
and international organizations. Consumer behavior, Market decision, Export process. Practice
in strategic planning, organization management, development of marketing mix. Evaluation

and control. How to import and export, payment method in international trade, and preparation

of documents related to international marketing
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53I9LNITARIA 3(2-2-5)
(Marketing Research)

ATNNNIY ATTHATATY 9395998 UTelny N9vUINnITiniqasaanm nnsle
wapefle NMsAATI mﬁﬂ‘g‘dN@Lmzﬂﬁﬁ’nﬂmjwmmﬁé’ﬂmmm ﬁdLﬁuﬁﬁﬁﬁmmﬁﬂ
unilyminnsnsaanalaeinuiRnusn e Ainisids

Meaning, important, ethics, types, market research processes, tools, analysis,

conclusions and presentations of market research. Focus on research that solve marketing

problems by practicing research methodology

NHHRINENTTARA 3(2-2-5)
(Seminar in Marketing)
N9USTHIRNO B UATBIAANNINNNITAATA HNUTTENA L WN19ALAT1ENGNA
Agafiunisaunuuazn1stfianismasnnsaana euntgymuileslsnisiiasiz
a a o/
AFEHANEN BAUINYULATANNUIINNITARIA
The comprehension of marketing theory and knowledge. Applied to business analysis
regrading plan and marketing operations. To solve problems case study analysis, discussion

and marketing seminars
2.3 ngNIrIanaan

Tﬂiuﬂsuﬁm%guu,mmiﬂszqmﬁ%’efmmamsmmm 3(2-2-5)
(Software Package and Application for Marketing)
TnssmanuazAinislallaunandnsaguinenlelununienisnanalutagiu
L ﬁ:uugmgmjmgﬂﬁﬁ Bldnnsefindisntn (A9alusiaimas Yas
The structure and how to use the software packages commonly used in the market
today, such as the customer database .The power electronic spreadsheet. Word processing,

etc.
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AsaAnNISIaAAANg 3(2-2-5)
(Logistics Management)
LLmﬁcﬂmeé’ﬂm‘;ﬁuﬂ”ﬁg‘imﬁmiﬂﬁxuf;um‘ﬁmq'qﬁﬁwéfunﬂﬁ@ﬂ‘ﬁuﬁLﬁmﬁ’u
Taaafing N9 NunseEe2laaaRng N1adEeniaiise NaneInssd n19ende
FATNNITUSNITAUATIAIARY NITHAR NIITATLLAZNITIRTINITRNUSZRVEN N
LL@:ﬁﬁﬂfgﬁqufﬂﬁdﬂﬂ‘mmﬁyunusfﬁyﬂﬂmm;mﬁv‘i_lﬁunum‘s&f%ﬁumu m‘mﬁi:ﬁqﬂé
waluladansauneiunisdanisladafing madeny nsnisladafnaainanssen
Concept and principles of integration of business process relating to logistics process,
logistics planning, location decisions, forecasting, purchasing and procurement, inventory
management, production management, storage and handling, and distribution/ transportation.
application of information technologies in logistics management, selection of outsource

logistics service

¥

msé’mmsmmﬁuﬁuéﬁugﬂm 3(2-2-5)
(Customer Relationship Management)

ANETLATNTTUANNITIANITQNATERRLS ABN5218 N19YTUINITUALAT
yIn1anan iNaAnnTUfIRsa1s WaniuazsnEfAEdNIsAWRTzazanatugnan
ﬂ‘j:mum‘m‘;ﬁd@mé%ﬁmmgﬂﬁyﬁ NIIARIATNIANS FNEnIzuazlATINTNe N19LUENIS
ANAANRLEARDATUNITY TN INANTNINANTARIAT LA ImATUTaE dmdL
m‘ju‘%mﬁgﬂﬁﬁﬁﬁm:ﬁw%m

Nature and process of customer relationship management, sales methods, integration,
and marketing methods. To practice creating Develop and maintain long-term relationships
with customers. The process of creating value-added for customers. Marketing relations
characteristics and structure customer relationship management, as well as the integration of

marketing strategies with technological knowledge. For effective customer management
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Aaln1sa1y 3(2-2-5)
(Salesmanship)

ndnn1s nqudnsene nquFussgels nazuaunisieaulata nazuaunig
PIUNAAAUT NNTTLUURRNNTITE WIATANITLANE2TE ﬂ’]‘jLLhyﬂ’fymm‘s"mg 19
FAN199909EEUIIgNATUALNNTTLAUNAN1521E 9598nusTasinany Tasly
nadifnupanaeuinififemanslreannnisoidians

The principles, sales theory, motivation theory, purchase decision process, product
sales process, writing a sales plan offering techniques solving sales problems handling of

customer complaints and sales evaluation sales ethics using case studies

AMHIBINGUAMFUNITHBRITNWNITARIA 3(2-2-5)
(English for Marketing Communication)

FNHLANANHIBINGETa 4 viney An n1ads wa atuanden Taguudnly
nslEnudanquiionisieaamnemananalugUuunnig o

The fourth English language skills of listening, speaking, reading and writing skills

is emphasized by the use of English for official communications markets in various forms

ﬂ’]iﬁ@qﬂlﬁ’ﬂQGlﬂ’Iﬁﬂﬁﬁﬂ‘Vll’ﬂﬁL‘I?IIEI'J 3(2-2-5)
(Marketing for Tourism Industry)

AITHWHNTE ﬂ’l’]&li\%ﬁfg GIZQ’W‘IL‘J’MN’W—J ﬂ’]‘jaLﬂ‘i’]xﬁﬂﬂ’]uﬂ’]‘jiﬁuﬂzﬂﬂ"lwLL'JWZS,@N
NNNITUA9TU FIULTTRENINITARIN ﬂﬂﬂﬁﬁﬁmﬁmamemzﬁmumﬂ@qwﬁmq
ﬂﬂ‘i@m’imﬁﬂﬂqﬁlﬂ”mﬂ‘i‘m‘lﬂlﬂﬂL‘ﬁil’?l

The meaning, importance, target market, situation and competitive environment
analysis, marketing mix. Practice planning and setting marketing strategies for the tourism

industry
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ﬂﬁimﬂﬂﬂ?ﬂgﬁﬂﬁﬂﬂ%%ﬂu 3(2-2-5)
(Marketing in ASEAN)

malanasnienianatalUAnUR TR LAz Uszgna s unnsAnfingsiatug finne
LT ﬂ’]‘jﬁ;uuvi’]mmérmm‘jLmeqﬁﬂ‘j‘a‘N;;u%fﬂﬂcfugﬁﬂﬁﬂmlﬁﬂu N191194A
Wmmnjﬂmwmﬁﬁm‘m:ﬁﬂmmm:@ﬂN‘a‘mmﬂﬂmwmeymsfugﬁmmml,%u
ﬁquﬁy’eﬂﬁ‘ﬁl,quﬁf«gmlhu agm”m Tunnsdningsfauginiae 1@ imuana
Hqﬂéﬂ"lﬂﬂ"l‘i@]@’]ﬂefuﬂ"l‘iﬁ’lLﬁl&‘g‘iﬁ@

Putting marketing knowledge into practice and applied to business operations in
the ASEAN region, needs searching and consumer behavior in ASEAN region market
targeting, analysis of opportunities and threats from national environments in ASEAN

region, As well as analysis of strengths and weaknesses in the business in the ASEAN

region. To define marketing strategies in the business

msmmmﬁaﬁaﬂuLmzﬁmnﬂg@m 3(2-2-5)
(Social Marketing and Environment: SE)
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The meaning and importance of social and environmental marketing, objectives,
composition, marketing philosophy focus on society and environment. Practice and apply of
the marketing management process. To solve the problems of society. Marketing strategy

adjustment and environment in the current market
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ANSIANISASIRNAN 3(2-2-5)
(Brand Management)

LNUNYIUAAIMHATR QU IDIATIHAATIN NTXUANNNTHINUAZNNTTANITAT
A ﬂﬂﬁqwém‘jﬂ‘;ﬂ\mmﬁwﬁy’]LL@:ﬂﬁ‘jf}NﬁﬂLmﬁﬁWjﬂﬁuV;ﬂ N3TUANNTRB TN
AITRUATABN TR NANHUANANNRAS NP ATIAUAT 11985 NATHEEN 9289
AINRWAN m‘wﬁﬂmﬁﬂmmqﬁuﬁlﬂmmﬂqw%ﬁLﬁm{mﬁﬁﬂﬁﬂ‘;’]m‘mﬁuﬁ] N9
F99AINANARINTIBIETINADATIAUAT NguNnefeafuRYANS andiinauay
n3wa RNy ignisinufiiRess

The role and importance of the brand in the market. Creation and brand management.
Branding process brand management, branding strategy and brand positioning. Brand
communications to make a difference with branded products. To create a link of the brand.
Brand image and strategies related to branding. To build loyalty to a brand integrity. Law
on copyright patents and intellectual property leads to practice actually

b4 4
A199ANTSNITATUANUNZNITATAS 3(2-2-5)

(Wholesale and Retail Management)
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Roles and importance of retail and wholesale trade, practice economic and social
analysis, management of retail and wholesale organizations, types of retail and wholesale
trade, procurement and purchasing, distribution channel, pricing, location selection, product

category management, design and product display, marketing promotion. As well as trends

in retail and wholesale management in the future
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(Creative Marketing)
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The concepts, principles, operations on the principles of creative thinking in marketing,
styles and compositions creative thinking processes and techniques Creating innovation

and marketing value added creativity to the situation and laws relating to the protection

of intellectual property

nsaaadiEnnsaing 3(2-2-5)
(E-Marketing)
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The concepts, principles, important and types of electronic marketing. Including
analysis of the marketing environment and electronic marketing planning and ethics in

electronics, operations using technology that can be used for marketing purposes

ﬂ”li’gﬂﬂ”ﬁé’ﬂ‘[‘&lHm’ILLN\‘iT‘HUiiﬂ’Tﬂ’Iﬂ 3(2-2-5)

(Ambient Advertising Management)
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Inventing process practice in the design of non-standard advertising media. Media

design that is beyond expectation to the viewer and a new advertising model that lurks

in the atmosphere
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AMSIANINTTHNNNISARIA 3(2-2-5)
(Event Marketing)
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The concepts, principles, processes and practice, methods of event marketing,
planning and formulating marketing strategies. Under situational analysis, goals, choosing

the right combination of tools and media corresponding to the activity

ﬂ’]iﬁlﬂ”lﬂ‘ﬂq’ﬂ‘ifﬂ 3(2-2-5)

(Community Marketing)
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Role and importance Scope and system of community market, Organizations and
agencies involved in community marketing. Characteristics of the community. Practice
community market development to standards. Market situation analysis, Planning and
formulating marketing strategies. Creating cooperation and coordination with government

and the private sector. To develop the community market, Laws, and ethics in community

marketing
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ATTARIANIIRGI 3(2-2-5)
(Direct Marketing)
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Concepts, principles and factors affecting the selection. Strategy and planning, direct
marketing and practice using the channel data warehouse budget to implement the strategy
and tactics, different equipment used to carry out direct marketing strategy the technical

evaluation and control problems and solutions for direct marketing
2.4 nRNITANUsERUNTITAEIEN

asueseNAnUssaunN1saRTIENA1SARIA 1(60)
(Preparation for Professional Experience of the Marketing)
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Application of the theory and management education are likely to change in the
business. By using case studies. Scenarios to prepare for your language proficiency skills.
The use of computer technology. Personality Development. And adaptation to the environment.

Can work effectively as a team. Strengthening Chan Bern career. To prepare the professional

experiences
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(Field Experience in Marketing)
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Provide students with professional experiences in marketing. In the public sector.
Enterprises or private businesses. Under the supervision of an advisor. The knowledge of
the theory. The study and practical application in real situations. Provide orientation about

the details. Their professional experiences and provide post training To discuss the experiences

and suggestions to solve the problem, well done

LASUNNUATANEN 1(60)
(Cooperative Education Preparation)
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This class serves as a preparatory curriculum before students enter the workforce.
Examining the principles. Concepts and philosophy of Cooperative Education. The processes
and requlations for applying for jobs and interviews. The basic skills required to operate
within the establishment, and the ability to self- develop according to the professional

standards of each institution will be explored. The specific skills and attitudes this class
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seeks to develop are: social adjustment, personality development, English language skills,
understanding information technology for communication, human relations, team work,
organization, office work affairs, a cursory understanding of labor law and quality work
management. We will conclude the class with an explanation of specific professional skills
and ethics. Students will be expected to have a firm understanding of writing and

presetting work projects, as well as crafting summary reports

Anfiafnu 6(600)
(Cooperative Education)
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Students enter the workforce according to their specific fields of study for 16 weeks
(or not less than 600 hours ) integrating the theory explored in the university with the
practice involved with the occupation. Students are expected to engage in and complete:
work projects, operating reports, and work presentations as per the suggestions of a senior
officer and/or advisory teacher. The mission of this class is to imbue students with the
skills, body of knowledge, character, personality and qualifications directly related to

market need



