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Advanced Marketing Management
LL‘U’Jﬁ@LﬁIEJ’JﬁJUﬂ?i%@ﬂ’ﬁﬂ?i@]ﬁ’]ﬂ%ﬂq\i ﬂ%%iy}’]ﬂ’ﬁ(ﬂﬁﬂﬂ ﬂ’]i’]’NLLN‘HﬂaQ‘Wﬁ‘

NNNIAAIN NTHATIZVANINLIARENNNNITHUNTY MIAATIEINGANTTUHUTINA NMISUUIAIURAIN
nsidenngudming MIMMuARILHERTI N15IANITAUNEATINLAZIIAT N1TINNTST
P9m1emsdndving msdeasnieinisnatn MsmuaNLarUsTiiuNaINsAaAlanagns
ﬂﬂq%ﬁ%’mﬂ’ﬁmﬁ’]@‘%ﬂﬁﬁﬂ UlPUIBNNTIANITNINITAAIN NISUSUITNITRANTEIINUTLNA ‘Ui%lﬁu
Uymmsnanasiuadie uinnssunamseain  waznsuiunamseaingiasugiagalnl n1snain
U3ns manameeulatl wnAnnruiuinreudesiia deu uardunden uaznsnaiauUusBu
Advanced Marketing management concepts; marketing philosophy ;
market strategy planning; competitive environment analysis; consumer behavior analysis;
market segment; target group selection; product positioning; product and price
management; distribution channel management; marketing communication; control and
evaluation of strategic marketing; advanced marketing strategy; marketing management
policy; international marketing management, modern marketing problem issues; marketing
innovation; marketing adaptation to new economy; service marketing; online marketing;

concept of triple bottom line (profit, social, and environment); sustainable marketing
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Statistics for Business Research
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Decision making processes using theories and procedures of statistics
such as probability theory, Bayes theory, decision making theory, hypothesis testing,
regression and correlation analysis, time series analysis for forecasting, statistical application

for accounting and business research
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Business Research Methodology
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Concepts, principles, and importance of business research; research
type; setting topic; identifying variables; hypothesis development; hypothesis testing;
selecting research instruments; data collection ; data analysis and processing results

interpreting; report writing; report presentation
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Consumer Behavior
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Theories and concepts of consumer behavior drawn from psychology,
anthropology, social and behavioral sciences; a simulation analysis of consumer behavior;
purchase behavior; factors affecting consumer behavior; decision-making process;
the relationships between consumer behavior and marketing management; including digital

marketing and consumer behavior

0902 514  n1sAMsgnAITURS 3(3-0-6)
Customer Relationship Management
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Concepts of customer relationship management; relationship
marketing and consumer behavior; strategy design of relationship marketing; applications
of relationship marketing planning and digital marketing for relationship; marketing programs
for maintaining current customers; holding existing customers and searching new customers;
relationship building
of staff group levels within an organization, distribution agencies, and business alliances;
marketing activities for building long-term customer relationship; evaluation of customer

relationship management
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Integrated Marketing Communication
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Concepts, principles, and important of Integrated marketing

communication and digital marketing tools; market situation analysis, customer insight, role
of branding, marketing communication tools, strategic planning and selecting marketing
communication tools; evaluation of marketing communication strategy; ethics of marketing

communication
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Digital Marketing Strategy
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Concepts, principles, and the important of Digital Marketing Strategy.
A comprehensive knowledge of how to develop an integrated digital marketing strategy,
from formulation to implementation. Environmental analysis for digital marketing strategic
planning. A knowledge of the major digital marketing channels as well as how and why to

use digital marketing tools. Evaluations of digital marketing strategy
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Service Marketing Management
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Importance of service industries for national and world economic
systems; differences between products and services; specific characteristics and different
management problems of service businesses; consumers behaviors in service industries; tools
for service quality evaluation and improvement; marketing planning, marketing mix design,
and marketing strategy for competitive service industries; congruence of service and
operation planning, and marketing planning; personnel planning and training for responding

customer needs

0902521  A153ANIASIBR 3(3-0-6)

Brand Management
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Policy and strategy of brand management by analyzing customers
and competitors; brand building process; brand design; brand extension; sensation
management of brand; global brand building; sustainable brand maintenance; failures

and failure solving of brand; brand communication; control and evaluation of brand
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International Marketing Management
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Global marketing management; international trade theories;
principles, concepts, and management of international marketing; international environment
and organizations; consumer behavior in the global market; selection decision making in
international marketing; global marketing planning; global organization marketing; marketing
mix development; evaluation and control of global marketing; import and export;
operational procedures of insurance; payment procedures of international trade including

documents of international trade
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Marketing Innovation

WWIAA NTINWAY kaEN1TIATIznsaanadela nagnsnienisnain
wazmsafansauiilaglidossulat mahnmssanadaultidunagnsnismnann nisdeans
ogsfiUszAnEAm MsimueIesilemsnsnainguuuulvl msUszgndldmaluladifientsnaia
981983198554 wagnsaseAudIiusSuRiugna

Concepts, planning and analysis of modern marketing; marketing strategy
and branding using online media; usage of digital marketing as marketing strategy; effective
communication; developing modern marketing tools; applying technology for creative

marketing; and building good relationships with customers
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Business Policy and Strategic Management
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Concepts of planning and strategic management; strategy and policy
setting for business decision making; interrelationship among business plan, mission, value,
and organizational culture; strategic plan implementation; strategic plan control; strategic

management tools and techniques; local and national strategic management
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Business Creation and Entrepreneurship
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Nature of business management and modern entrepreneurship;
concepts of entrepreneurial orientation; organizational adjustment and development
compromised with environmental changes; search for new business opportunities; thinking
and capacity implementation of people in organization to practices; study of internal and

external factors applied to the organization
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Managerial Economics
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Application of economic theory for business decisions; investment
control, buying decisions; competition; investment decisions; production decisions; pricing

decisions; application of mathematics for decision making
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Corporate Governance and Social Responsibility
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Functions, roles, and responsibilities of business in relation to
stakeholders, such as government, customers, and environments; governmental policies and
social needs affecting business entrepreneurship; roles, functions, and responsibilities of
boards and executives to goals of building business sustainability by caring organizational
justice for stakeholders and focusing on corporate governance management system, such as

transparency, justice, and accountability
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Business Negotiations
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Concepts, strategies, and techniques of negotiations for achieving
negotiation success covering different problem viewing for cultures, personality, and gender
in negotiation behaviors; an analysis of real needs and satisfaction level of negotiation
partners; presentation of choices and exchange; roles of third person in problem solving;

using real situation discussion and simulation games of problems
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Small Business Management
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Nature of small business management and establishment;
management problems in production, marketing, finance, accounting, and human resource
management; achieving efficient small business management; Global Value Chain (GVC),
International Production Network (IPN); strategic and processes in developing cluster to
enhance the competitiveness of small business; case studies of business entrepreneurs

in regional areas.
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International Business Management
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Nature and roles of international business; international business
environment; international business and policy; free trade agreement and effect on Thai
economy; principles and methods of international business negotiation; international laws;
international finance; international marketing; operational methods and strategies of
international business; international trade of Thailand using cases studies of multinational

firms in Thailand and other countries
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Conducting research on management and business administration or
other topics related to management, under a close supervision of a thesis advisory
committee
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Independent Study
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Independent study of digital business and information systems topics or problems by
applying theories and principles of business information systems or other related disciplines;

report writing using research format and process under advisor’s supervision



