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Introduction to Business
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Principles and forms of business organization; objectives of business
entrepreneurship; concepts of business entrepreneurship; characteristics of business
environments; business activities and relationships among business activities; business law;
types of business; importance and roles of business entrepreneurship in society; effects of
environments on business; importance of governance, corporate social responsibility, business
ethics, and codes of ethics for business entrepreneurship, case studies related to business and

entrepreneurship

0900 102 wann1seaInalelni 3(3-0-6)

Principles of Modern Marketing
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Concepts, philosophy, and importance of marketing; marketing
characters; marketing institutions; marketing functions; consumer behavior; market
segmentation; market targeting; product positioning; marketing mix; international marketing and
modern marketing management; marketing ethics; social responsibility; case studies related to

marketing from past to present



0900 103 n1sUszgnaldimalulagadvialugsia 3(2-2-5)

Digital Business Applications
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Introduction to systems and information technology; Application of
Digital Technology for Business Administration; Information Systems and Business Information
Management; Information Technology Management; Mixed Media Technology; Internet
Technology; Using Computers for Business Communication; Data Management; Computer
System Security; Laws and Ethics Regarding Digital Communication; Application of computers

and digital technology in business-related organizations

0900 104 mstyBilasdudmiugsia 3(3-0-6)

Accounting Foundation for Business
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Definitions, objectives, and importance of accounting information in
relating to the business; accounting principles and basic frameworks for preparing and
presenting financial reports; data analysis and disclosure of information in financial reports;
accounting ethic; Introduction to accounting for management; concept and cost behavior;
cost-volume-profit analysis; budgeting and capital; the application of accounting information

for business decisions making and entrepreneurship

0900 105 N1SIANTUALWOANTINBIANTS 3(3-0-6)
Management and Organizational Behavior
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Concepts of management; roles of executives in business changes and
high competition; management process; concepts and principles of human resource
management; concepts of organizational behavior, group behavior, motivation, leadership,
communication, conflict, and organizational culture; international business and globalization;
setting strategy for organizational development in order to respond changes; Application of
technology in organization; organizational performance control and assessment; case studies

related to both success and failure in organizations

0900 106 LAswgAERSgIRaLasY 3(3-0-6)
Introduction of Business Economics
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Basic concepts of Economics; theory of production; cost and profit
analysis; characteristics of various market structures; goals and problems in macroeconomic;
national income; financial and banking; fiscal policy; International trade; business environment

and macro policies influencing business performances

0900 201 NISATERINTUALNYUNEFIND 3(3-0-6)
Taxation and Business Law
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Rules and forms of taxation; methods of assessing and collecting taxes
based on the revenue code such as income tax, Value-Added Tax (VAT), specific business
tax, taxes related taxes business such as excise taxes, customs duties, local taxes; study of
civil and commercial laws, personal matters, juristic acts, contracts, debts, torts, individual
contracts; legal principles and practices concerning the establishment of business,
termination of business; rules and regulations related to business; legal practices related to

consumer protection



0900 202 N15IANITNINTRUATE TN 3(3-0-6)

Modern Financial Management

Joulvvassedr : 0900 104 mstigFifesdudmivgsia

Prerequisite : 0900 104 Accounting Foundation

for Business
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The current financial concepts and tools towards money management
related to national and global economies. Practices and guidelines in financial analysis and
planning through the application of financial concepts including financial statements analysis;
time value of money; financial markets and institutions; securities and valuation of firms; cost
of capital and capital structure; risks and return; dividend policy; long-term financial budgeting
and working capital management. Importance financial issues such as lease; hybrid securities

and derivatives; trust funds; concept of environment, social, and governance (ESG)

0900 203 adAUsENALUTITINY 3(3-0-6)

Applied Statistics for Business
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Applications of fundamental business statistics; data gathering; central
tendency and variation of data measurement; probability distribution; sampling distribution;
confidence interval estimation; hypothesis testing; Chi-square; analysis of variance; regression
and correlation; number index and time series analysis; nonparametric statistics; Application of

computer software for statistical analyses and presentation



0900 204 NFIATILAYIYALTIFIND 3(2-2-5)

Business Analytics
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Concepts and principles of business analytics; techniques of data
preparation; data selection; and data procession; data analytics techniques; application of
computer software for information management; big data management and analytics;
creative presentation; knowledge acquisition from database for business decision making;
case studies related to business analytics

0900 301 N1 UIUIFIILFIND 3(2-2-5)

Business Research Methodology

euluvesswdvn : 0900 203 adAUszEndlulBegsia

Prerequisite : 0900 203 Applied Statistics for Business
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Concepts, principles and importance of research; research types; research
topic; identifying variables; formulating and testing hypotheses; choosing analytical tools;
developing tools and methods for data gathering; data processing; data analysis; summarizing

and interpreting results; writing reports; research presentation for business problem solving

0900 302 N15AANIINTHAARATUHUANS 3(3-0-6)
Production and Operations Management
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Concepts of production system management for manufacturing and
service businesses; factory location and layout; installing machines and equipment; product
design; material procurement; time and wage management; setting of task standard; task
reform; production quality control; computer applications for production management;
quantitative approach; supply chain management



0900 303 N1YIBINHWIIND 3(3-0-6)
English for Business
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Uses of English for business purposes; reading business information;
writing business letters, invitation cards and advertisements; filling application forms; business

interviews; business presentation, business information and communication

0900 304 autuGUsznaunIsuasNIsASNETIAg SN N 3(3-0-6)

Entrepreneurship and New Venture Creation
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Definition, entrepreneurial attributes, mind- set, and behaviors;
entrepreneurial process of new venture development and creation; problem and business
opportunity analysis; types of modern business model; fundraising concept and process;
sustainable growth management; type of new venture creation; business idea presentation for
fund raising; empathizing effects of technological and socio- economical change on new

venture creation; case studies related to entrepreneurship

0900 401 N1SIANTLTINALNS 3(3-0-6)

Strategic Management
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Definitions, importance, and components of strategic management;
levels and types of strategies; processes of strategic management; environment analysis in
both internal and external organizations; strategic planning for changing environments; strategic
innovation management; strategic implementation and evaluation; relationships between
policy and strategic planning of departments in an organization; strategic management of

international business and globalization; case studies related to strategic management
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0902 111 wWaAnsIUEULNA 3(3-0-6)
Consumer Behavior
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Concepts of consumer behavior; factors affecting consumer behavior,
simulation of consumer behavior analysis; purchase behavior; buying decision making process;
learning process; perception, attitude, motivation and lifestyle relationships between consumer

behaviors and modern marketing management

0902 212 NISIANITVINIINITINIIAUNY 3(3-0-6)

Distribution Channels Management
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Concepts of channels distribution; structure of channels distribution;
roles of channels distribution members; analysis of environmental and factors effects
distribution channels management; effective model of distribution; distribution channels
management; the integration of distribution channel and marketing strategy; distribution
channels partnership; supply chain management; control and evaluation of channels
distribution

0902 214 m'i%'ﬂminaqms‘migﬁ']m 3(3-0-6)

Price Strategic Management
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Concept, objective and process of price setting and policy; pricing
strategy; factor considerations and price determination; development pricing strategy in
relation to marketing mix and situation; selecting price strategy effectiveness; ethical price

setting practice



0902 215 N1SIANITHARAIILAZNITDDAKUUUINIG 3(3-0-6)
Product Management and Service Design
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Concepts and theories in product and service; new product
development strategy, positioning concept, product line management, analysis of service

management process, service design, product and service strategic formulation

0902 311 nws?iaawmsmamLmuuuizu'lms 3(3-0-6)
Integrated Marketing Communication
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Concept, objective and process of integrated marketing
communication; modern communication tools in marketing; settings of target groups; design
of data information; planning and established marketing communication strategy; budgeting

for activities; effective integrated marketing communication; marketing communication ethics

0902 312 A153ITLAITAAIN 3(2-2-5)

Marketing Research

Foulvwessnedu : 0909 303 Inesuilevitidegsna

Prerequisite ;0909 303 Business Research Methodology
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Role and importance of research in marketing on business; Identifying
problems in marketing research; research design; research procedure and research
methodology; research instrument and; apply research in marketing both qualitative and

quantitative research; research report; presentation for marketing plan contribution

0902 315 n1sAalAlan 3(3-0-6)
Global Marketing
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Concept and theory; global environment and world trade integration;
consumer behaviors in the global markets; the process of global market entry; development
of global marketing mix; evaluation and control of global marketing strategies; global marketing

case study

0902 316 NIFASNATINAANUN 3(2-2-5)

Branding
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Definition and importance of brands and branding; factors influencing
branding; brand personality; identity creation; brand name selection; brand design; analysis of
brand awareness, brand image, brand loyalty, and brand equity; strategies in brand

presentation; brand management and improvement

0902 323 N15AAINAING 3(2-2-5)

Digital Marketing
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Definitions, importance of digital marketing for business, consumers,
and society; digital marketing tools, blockchain technology in marketing, channels selling and
digital marketing communication, customer database for digital market; the evaluation and
measurement of digital marketing success, ethics in digital marketing, a case study in digital

marketing

0902 327 msaaadailam 3(2-2-5)

Content Marketing
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Definition and importance of content marketing; changes in technology
and marketing tools; trend and development in content marketing; types of content marketing;
experiential marketing strategy with content; marketing process to encourage and attract

customer



0902 411  N1FAATIZATIUIUIUNINITAATA 3(3-0-6)
Marketing Quantitative Analysis
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Applications of quantitative models for marketing decision making;
decision theory; breakeven analysis; inventory model; linear programming; transportation

problem model; job assignment model; queuing theory; market forecasting and game theory

0902 434  N1INUNUNITAAIALTINALNS 3(2-2-5)

Strategic Marketing Planning
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Application of theories, concepts, process, techniques, and marketing
tools emphasized on skill and experience development in marketing plan writing; marketing
environment analysis; segmentation; targeting; product positioning; defining marketing mix
strategy; plan implementation; operational marketing control under ethics and social

responsibility; market potential evaluation

0902 435 WIYONLAENIINITAANRN 3(2-2-5)

Special Topics in Marketing
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Experience, concepts, methods, and specific tools developed by
modern; case study analysis; shared knowledge and experience by guess speakers from private
firm; applied research or marketing plan for presenting marketing knowledge from integrating;
synthesizing and applying academic knowledge from reference source under the supervision

of adviser
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Service Marketing
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Concepts, theories and importance of services; types of services; service
mind development; modern service marketing trend; service innovation developmentin the
digital age; service technology; service marketing mix; service marketing strategies; consumer

experience management; service performance evaluation

0902 324 msnaneaulatuardedeny 3(2-2-5)

Social Media and Online Marketing
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Concepts, roles of online marketing and social medias; types of online
marketing; social medias usage behavior; target market; online marketing and social medias
strategies; content design online marketing medias; measurement and performance evaluation

of online marketing medias

0902 325 M1TAATIzRdayaand 3(2-2-5)
Customer Analytics
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Data collection; data preparation; data clustering; customer data

analysis, customer data application in relation to customer need

0902 326 n1FIANIINITANUANLAZATES 3(3-0-6)

Retailing and Wholesale Management
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Concepts and importance of modern retailing and wholesale; types of
retailing and wholesale management; organizing retailing and wholesale management;
purchasing in retailing and wholesale product; marketing mix for retailing and wholesale;

retailing and wholesale strategies; and retailing and wholesale ethics



0902 425 N1FIANINTTUNINAITAAIN 3(2-2-5)

Event Marketing
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Concepts, importance, and types of event marketing; customer
information study; event marketing design; budgeting for event marketing; and measurement
and performance evaluation of event marketing

0902 428 N133ANTTN1TVBEATNY 3(3-0-6)

Sales Management in New Era
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Concepts of sales management; sales management trends in modern
business; sales management strategy in New Era; sales disruption management; sales
organizational management; search and selection of sales persons; training of sales persons;
compensation payment; morale and motivation of sales persons; setting of quota sales;
budgeting for sales; evaluation and control of sales; marketing planning relationship with sales

planning; sales planning and analysis; sales team and effective sales management; case study

0902 429 n13ARIREINIULUTENBUNTS 3(2-2-5)
Entrepreneurial Marketing
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Concepts and theories of entrepreneurial marketing; proactive marketing;
marketing opportunity analysis; new business development; business model; technology and

marketing innovation; creating competitive advantage; value added design



0902 430 A1sRANALULSEY 3(3-0-6)

Sustainability Marketing

LLmﬁmmwmmﬁaé’mm ﬂi%U’JUﬂWiV‘\T@NUWLLNUﬂ’ﬁG}aWILﬁlaﬁﬂﬂll 19
TASIERANINLING DUNNTITAATALT DT AN mnﬁamq'mf]mma miﬁmumfﬁlqﬂizmﬁuas
Wy matamuinagndnsnaiaiiedanu nsadiausunagsniunisii eliussaudnune
Msasuulamemgnssuiidadu msduasudiensliindsauifaziinmay msUszidunadng
WAZNANBULVUNNFIANIINAITAY

Development of social marketing concept; development processes
of social marketing; environmental analysis of social marketing; selection of target groups;
settings of objectives and ¢oals; development of social marketing strategy; plan and
operational building for achievement; changes of sustainable behaviors; encouragement

of good and happy societies, social outcome and return on investment assessment

0902 431 waiAn1sLaLaLANITIE oS 3(2-2-5)

Presentation Technique and Storytelling
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Principles and importance of presentation and storytelling; aims of
presentation; audience analysis; presentation design; content preparation; application of
media; communication skills; and personality of presenters, skill based on analyses of audience
and consumer’s behaviors, creativities of influenced storytelling, and presentations of

storytelling aiming for ethical responsibility

0902 432 A1EIDINGENINNITAAIA 3(3-0-6)
English for Marketing
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English skills in Listening; speaking; reading; writing and marketing

vocabularies; intensive English in Marketing Topic

0902 436 n1sRAIMNITBALTIEY 3(3-0-6)
Tourism Marketing
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Tourism marketing concepts; tourism marketing environment analysis;
consumer behavior in tourism industry; target marketing; marketing mix for tourism; tourism

marketing plan; technology and tourism

0902 437 MIAAINBUNGLEULLDS 3(2-2-5)

Influencer Marketing
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Importance and role of influencer marketing, types of online media
influencers, targeting customers and audiences, influencer recruitment and developing brand
partnership, influencers campaign design, creator identity- centric strategy, influencers
campaign measurement and evaluation, data analytics to improve influencer marketing, ethics

in influencer marketing

0902 438 MTIATIENLAzU AU TRYaAIBA N 3(2-2-5)

Data Analysis and Visualization
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Fundamental of data science and its application to the marketing,
types of data analytic including descriptive analytics, diagnostic analytics, predictive analytics
and prescriptive analytics, principles of marketing intelligence, data warehousing, data
Integration from various sources, key performance marketing indicator design, application and
tool for data analytic, data extraction, transformation, loading, data visualization and

dashboard design

0904 418 nsUszgndwedLIsINaNsIANSEugnéduWuS  3(2-2-5)
Applications of Customer Relationship Management
Software
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The nature, importance, use of Customer Relationship Management
(CRM) software application; how to use customer data to design product and service to

increase satisfaction and brand loyalty, and consistence with organization environment
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Cooperative Education
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Systematic  work- based learning in a workplace through
cooperation between the university and enterprises; self- development to enhance and
sharpen positive thinking, insightful observation, sensible decision-making, and analytical skills;

to assess the workplace and job market demands

0903 430 N1SHNUIZAUNITAIIYITWNIAIUUTNITFIND 2(300 Flu9)
Business Administration Internship
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Business administration internship in enterprises, government agencies

or privatization



